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ABSTRACT

Advertising rankings have a high impact on the advertising industry, where creativity is
one of the key variables of an advertising agency’s success. The aim of this paper is to analyze
the current position of Spanish advertising agencies in the UNIR (Universidad Internacional de
la Rioja) Iberoamerican Advertising Ranking, which evaluates the competitiveness of agencies
through the results of their products. In other words, this ranking assesses agencies’ creative
capacity in advertising and considers a thorough examination of the awards they have won and
the festivals they have won them in. This paper studies tendencies according to positions,
background and score in the ranking during the 2012-2016 period of all the agencies, Spanish or
foreign working in Spain, in each one of the five years. The study will focus on the 25 most
creative agencies of the ranking in Spain. The tendency of positioning of Spanish advertising
agencies in the ranking show different behaviors and demonstrate strong competitiveness and a
fight for being on the top of the list; which is led by international agencies.
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INTRODUCTION

Advertising rankings began in the 1970’°s in the United States and the United Kingdom
(Klbler & Proppe, 2012). Currently, they continue to be an Anglo-Saxon phenomenon that lists
advertising agencies according to their accomplishments. Being among the top 10 advertising
agencies is one of the main goals of most of agencies (Repiso et al., 2013), this is mainly because
the most important brands seek to hire advertising agencies that are better rated in advertising
rankings (Butkys & Herpel 1992, Helgesen 1994; Gonzalez-Riafio et al., 2014). This type of
selection has become a tradition in the advertising industry (Ogilvy, 1963). It is similar in Latin
America where there is a ranking of the most effective advertising companies (Adlatina, 2017).

Advertising rankings have a high impact in the media, on brand reputation and prestige of

the agencies since their results have the capacity to contain and simplify the characteristics of a
complex system (NUfiez & Gonzalez, 2015).
Traditionally, these rankings have evaluated the agencies’ profits, although they have also
conducted surveys to experts and reviewed awards received at festivals. Due to the lack of
reliable information on agencies’ profits, the advertising industry preferred to change its focus to
creativity (Myers, 2004).

The advertising industry rewards the most creative agencies (NUfiez & Gonzalez, 2016,
Nufiez & Ravina, 2017; Nufiez Barriopedro et al., 2018) therefore this variable deserves special
attention. Research in creativity has had a long tradition in psychology and marketing. While
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most studies from the marketing point of view are oriented towards effectiveness, psychological
studies focus more on measuring creativity (Haberland & Dacin, 1992). In the field of
psychology, studies can be divided into three lines of research: the first is the identification of the
characteristics of creative people, (Barron, 1955, Barron & Harrington, 1981, MacKinnon,
1987). In these studies, creativity is based fundamentally on 3 characteristics: originality, ability
to adapt to reality and degree of elaboration.

The second line primarily focuses on factors that can influence or improve the creative
process (Bruner, 1962, Newell et al., 1959). The concept of "novelty" is introduced in these
studies as a fundamental characteristic of creativity. Finally, the third line identifies the
consequences or the results of creativity (Besemer & O'Quin, 1986; Besemer & Treffinger,
1981). In this line, the dimensions of creativity are described as usefulness, opportunity,
transformation and condensation (Jackson & Messick, 1965), it even expresses that creativity
improves the work environment, (Amabile, 1983; Amabile et al., 1996) or professional
development (Amabile et al., 1994, Andrews & Smith, 1996; Mumford & Simonton, 1997), it
also increases sales (Moorman and Miner 1997, Song and Montoya-Weiss 2001) and improves
products and processes (Deshpande et al., 1993).

Regarding research in the field of marketing, there are two approaches. The first approach
is the impact of creativity on the development of products, that is, the factors that can influence
the perception of creativity of an advertisement (Sethi et al., 2001, Pieters et al., 2002; Ang et al.,
2007; Kilgour & Koslow, 2009) and how consumers perceive that creativity (Haberland & Dacin
1992; Michell, 1984). While the second approach is based on the performance of creativity (Im
& Workman 2004; Moorman & Miner, 1997), it focuses on efficiency and explains the
differences between evaluating the creativity of advertisements, agencies and their clients
(Nyilasy & Reid, 2009, Devinney et al., 2005, Koslow et al., 2003).

Another area of research related to advertising creativity focuses on the positive impact of
creativity and effectiveness of the advertisements (Rossiter, 2008) and revenue (Bell, 1992;
Bogart et al., 1970; El-Murad & West, 2003; Smith et al., 2007). Similarly, these studies analyze
other implications of creativity in terms of gain in market share (Buzzell, 1964), the impact of
advertising creativity in the short term and in the long term (Jones, 1995), the increase of brand
loyalty (Stone et al., 2000), improves brand awareness (Pieters et al., 2002), greater brand
reputation (Gibson 1996), the relationship between brand affinity and sales (Bergkvist &
Rossiter, 2008), better persuasion indices (Till & Baack, 2005) improves brand perception
(Dahlen et al., 2008). Finally, they explore the positive effects of advertising creativity on brand
image and its real improvements (Li et al., 2008). Other studies on the efficiency of advertising
creativity try to make advertising creativity operational by defining strategies to win prizes for
creativity. (Csikszentmihalyi, 1997, EI-Murad & West, 2003, Kover et al., 1995, Saffert &
Reinartz, 2011).

According to these thoughts, creativity consists of 3 fundamental elements (Im &
Workman, 2004): novelty (Amabile, 1983, 1988, 1993), significance (Goldenberg et al., 1999)
and originality (Sternberg & Lubart, 1999). In terms of advertising, novelty can be defined as a
relevant change of existing processes and customs (Ang et al., 2007; Ang & Low, 2000). This
means that the general idea, the message and the information about the product being advertised
must have a unique message that is relevant for the target audience (Ang et al., 2007; Baack et
al., 2008; Smith et al., 2007). Significance should focus on the connection between the recipient
of the ad message and the advertised product (Sasser & Koslow, 2008). Previous research shows
that significance could be obtained when the creative idea is related to the specific product and to
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the most important benefit, which is to satisfy the real needs of the consumer. In their study,
(Kilgour et al., 2013) say that winning prizes for creativity is mainly a function of originality.
However, originality, despite being an essential element of creativity, is not the only element to
provide answers from consumers.

Other studies have focused on the influence of other factors on creativity, such as the
environment, motivation and leadership style (Amabile, 1998; Amabile et al., 1996; Amabile et
al., 1994, Blasko & Mokwa, 1986; EI-Murad & West, 2004; Koslow et al., 2003; Kover et al.,
1997; Ruscio et al., 1997). Creativity is so important that it is even the most admired
characteristic (Helgesen, 1994; Montano, 2004) in advertising festivals.

Advertising festivals give advertising agencies prestige and status (Helgesen, 1994;
Schweitzer & Hester, 1992) and indirectly give the brand in the advertisement more profits
(Tippins & Kunkel, 2006) due to excellent advertising creativity. The coverage of advertising
festivals depends on three fundamental aspects: regional coverage, the structure of prizes and the
purpose of evaluating advertisements (Repiso et al., 2015). Agencies that want to participate in
evaluation systems go to advertising festivals where creativity is especially valued in order to
occupy good positions in the ranking (Repiso et al., 2013). With this being the purpose of
evaluating creativity, there is the Iberoamerican Advertising Ranking which assesses the
competitiveness of agencies through the creative results of their advertisements and also
considers the prizes they receive as being decisive in the ranking.

OBJECTIVES

Advertising rankings have a high impact on the advertising industry, where creativity is
one of the key variables of an advertising agency’s success. The aim of this paper is to analyze
the current position of Spanish advertising agencies in the UNIR (Universidad Internacional de
la Rioja) Iberoamerican Advertising Ranking, which evaluates the competitiveness of agencies
through the results of their products. In other words, this ranking assesses agencies’ creative
capacity in advertising and considers a thorough examination of the awards they have won and
the festivals they have won them in. (NUfez-Barriopedro & Ravina-Ripoll, 2017; Nufez
Barriopedro et al., 2018). It also studies the tendency according to its position and score in the
2012 — 2016 ranking. This paper focuses on the top 25 agencies of the ranking.

RESEARCH METHODOLOGY

The Research Method is made is not only qualitative but also quantitative too. The
festivals were previously classified in 4 categories, which are subdivided into two categories,
national and international. In the case of national festivals, the best rated festivals have been
called “national” and national +”. While international festivals are divided into two groups called
“international”, which is made up of European and Latin American festivals, and “international
+”, which is made up of worldwide advertising festivals.

The weighted average of the prizes has been carried out using values similar to those of
the festivals (Repiso & Berlanga, 2015; Repiso et al., 2018). The prize of the highest category
(Gold, Grand Prize, etc.) has been given a value of 1, and as the category of prizes decreases,
they have been given a value of 2, 3, 4 and 5. There are festivals that reward one or two
advertisements with recognitions that represent the best advertisement of the year of all the
categories, like in the case of the Platinum prize of the Festival el Sol. This type of awards are
given a value of 0,5. The calculation of the value of the agencies is normalized, taking into
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account that the value of the edition is calculated considering the awards received in the two
previous years, which indicates that it is a current ranking.

Fi ¢ Fx'?

§n=1 Z?:l Anj + Z§=1 Zy=1 m

A [ =
genaaz (Agenciaa)l/?

Source: Repiso, Llorente-Barroso y Garcia-Garcia, 2013

Where:
z: Agency evaluated in the year x.
m: Festival.
n: Position of the advertisement in the festival.
Fi: Value of the festival in the year x-2.
An;: Valuation of the award received in the festival in the year x-2.
p: Festival.
g: Position of the advertisement in the festival.
This paper studies tendencies according to positions, background and score in the ranking
during the 2012-2016 period of all the agencies, Spanish or foreign working in Spain, in each
one of the five years.

RESULTS AND DISCUSSION

This section analyzes the current position for the 2012-2016 five year period of Spanish
advertising agencies in the lberoamerican Advertising Ranking. Once the data has been
normalized and reviewed, the ranking of agencies for the 2012-2016 period presents the top 25
advertising agencies that participate in the Iberoamerican ranking. For each one of the years
being analyzed, the samples were 188, 230, 258, 258 and 150 Spanish agencies respectively.

As shown in Table 1, the advertising agency McCann Erickson leads the ranking in the
2012 -2014 period, its position then decreased in 2015 and suffered a serious drop until it ranked
23", The advertising agency Shackleton went through the same situation, it was ranked second in
2012 and 2013, it then dropped two positions in 2014, it fell to position 16 in 2015 and was
ranked 22" in 2016. However, both agencies were still among the top 25 most creative Spanish
agencies.

The Spanish agency SRA. Rushmore is third in the ranking despite suffering gradual falls
in 2013, 2014 and 2015, in 2016 it managed to recover and ranked ninth.

TABLE 1
THE TOP 25 ADVERTISING AGENCIES ACCORDING TO THE IBEROAMERCIAN ADVERTISING RANKING. 2012-2016 PERIOD
2012 2013 2014 2015 2016
Pos Ptos  Number (*) T [Ptos  [Number (*) Ptos [T [Number (*) Ptos [T [Number (*) Ptos [T [TP
1MCCANN 10000 MCCANN = | 10000(MCCANN 1000F [TBWA ESPANA [1000f [MCCANN 1000+ R
ERICKSON ERICKSON ERICKSON MADRID
2ISHACKLETON 9400 [SHACKLETON E 7917[TBWA ESPANA 856+ [MCCANN 974f [TBWAESPANA | 893 [+
ERICKSON
3SRA. RUSHMORE [7027 |CONTRAPUNT { 6317GREY 699+ HAVAS MEDIA | 757+ |DDB 806K
© BBDO
4BASSAT OGILVY 6985 [SRA. 5945SHACKLETON 686 (GREY 667 |[MCCANN SPAIN | 783+
RUSHMORE
5LEO BURNETT 6582 [TBWA + 5890pS,C,P,F 680+ *S,C,P,F 665= [VCCP SPAIN 763+ [+
IBERIA
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6DDB 6066 [*S,C,P,F + 5860CONTRAPUNTO | 607F |OGILVY ONE 659F |OGILVY ONE 675
BBDO
7wt 5979 WT L 5638HAVAS MEDIA 593+ NCCP SPAIN 644+ |LOLA 666+
8TBWA 5449 |LEO BURNETT | 5308SRA RUSHMORE | 580 |[MCCANN 633+ |CP PROXIMITY | 628+
IBERIA MADRID
9GERMINAL 5245 |BASSAT L 5295JWT ESPANA 542 |pDB 621+ [SRA RUSHMORE| 593+
COMUNICACION OGILVY
10SAATCHI & 4801 [GREY H 4407TAPSA 527] |SRA RUSHMORE| 600 [*S,C,P,F 5841
SAATCHI
11ICONTRAPUNTO {714 |DDB L 41630GILVY ONE 467 [TAPSA 518 |LOWE & 582+
BBDO PARTNERS/
LOLA
12ZAPPING 1664 [GERMINAL | 3893TIEMPO BBDO 449 |CPPROXIMITY | 496 [MOMENTUM 5764+
M&CSAATCHI COMUNI-
CACION
13EURO RSCG 4331 [CHINA H 3473DDB 412 [MCCANN SPAIN| 473+ |EL CUARTEL 5724+
14PUBLICIS 1276 [ZAPPING L 3457SAATCHI & 411F |LOLA 464+ |[CONTRAPUNTO | 523+
M&CSAATCHI SAATCHI HEALTH BBDO
15REMO 4200 [TIEMPO BBDO [+ 3418GLOBAL 403+ [CONTRAPUNTO | 454+ |LEO BURNETT | 494k
HEALTHCARE BBDO IBERIA
16 HC BARCELONA [3818 [SANTO H 3410MOMENTUM 396+ [SHACKLETON 433 |LEO BURNETT | 487H
BUENOS IARGENTINA
IAIRES
17DOUBLEYOU 3787 |BUNGALOW [+ 3305/CCP SPAIN 353+ |PWT ESPANA 428- |LA DESPENSA | 466+
25 INGREDIENTES
CREATIVOS
18(CP PROXIMITY 3685 [|PUBLICIS B 32170GILVY & 330+ |[MOMENTUM 428 |KITCHEN 450+
MATHER
19GAP’S 3563 |REMO L 3205/CHINA 321+ [EL 391+ [FCB SPAIN 4294+
LABORATORIO
20*S,C,P,F 3547 [EL LABORA- [+ 3158(CP PROXIMITY 318 [TIEMPOBBDO | 376 [EL 412t
TORIO LABORATORIO
21EL 3463 |DOUBLEYOU } 3048EL 315F |LADESPENSA | 374F MC 398+
LABORATORIO LABORATORIO INGREDIENTES COMUNICACIO
CREATIVOS N
22/ARENA MEDIA  [3307 |LA DESPENSA [+ 3048REMO 313 [EL CUARTEL 355 [SHACKLETON 394}
INGREDIENTE
S CREATIVOS
23SR. GOLDWING [3253 [TAPSA + 2994DOUBLEYOU 313} |KITCHEN 355 |[MCCANN 383t
ERICKSON
24TIEMPOBBDO  [3198 [LOLA H 2893LOLA 312k |LOWE & 352 [360 GRADOS 372+
PARTNERS/ MARKETING Y
LOLA COMUNICACIO
N
25BUNGALOW 25 [3124 |WIND + 2797|LA DESPENSA 306 [BTOB 338 |& ROSA€S 363+
INGREDIENTES
CREATIVOS
MUESTRA 188 230 258 258 150

Source: The authors

The advertising agency S,C,P,F went through a different situation, in 2012 it ranked 20"
but was then among the first five from 2013 to 2015, but ranked 10" in 2016. Another case
worth highlighting is the ranking of the agencies Lola y Lowe & Partners/Lola who entered the
ranking and was 24™ during the first years, it then jumped to 7" and 11" place in 2016 showing it
gained considerable competitiveness.

The TWBWA advertising agency was in 8" place in 2012 and continued to progress until
it led the ranking in 2015 and was 2" in 2016. It is also important to point out the improvement
of agencies like McCann Madrid, VCCP Spain, McCann Spain and La despensa de ingredientes
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creativos. On the other hand, there are advertising agencies that have gained and lost positions in
different periods, such as Contrapunto BBDO and El Laboratorio, the former ranked 11" in
2012 and then 3" in 2013, in 2014 it dropped to 15" place and then recovered to 14™. The latter
has had a more stable behavior, it has fluctuated from 21 place in 2012, it went up and down a
couple of places and managed to remain 20" in 2016.

Other agencies that have a v-shaped tendency are DDB, Momentum and Leo Burnett
Iberia, all these agencies had a privileged position in 2012, they fell some places and then had a
strong recovery in 2016. Creative competitiveness among Spanish advertising agencies became
important in the 2012-2016 period and by 2016 this tendency has been increasing in many
agencies such as McCann Madrid leading the ranking, DDB, MCCann Spain, Lola, CP
Proximity, Sra Rushmore, Lowe & Partners, Momentum, El Cuartel, Contrapunto, Leo Burnet
Iberia, Leo Burnet Argentina, La despensa ingredientes creativos, Kitchen, FCB Spain, MC
Comunicacion, 360 Grados marketing y comunicacion, & Rosa€s.

CONCLUSION

This paper has tried to provide a first approximation to the advertising industry by
analyzing the position of Spanish advertising agencies in the Iberoamerican Advertising
Ranking. The 25 most creative agencies from Spain were studied and an analysis of their
behavior and tendency in the last few years was conducted, specifically for the 2012 -2016 five
year period. Table 1 shows that McCann Erickson, Shackleton and Sra. Rushmore led the
ranking in 2012, while in 2016 the ranking was led by McCann Madrid, TBWA Espafia, and
DDB. Therefore, international agencies have led the ranking.

This trend analysis shows different behaviors in the positions of the agencies in the
ranking. It presents strong competitiveness and a fight between agencies that rank in privileged
positions, those that undergo slight ups and downs, those with a v-shaped tendency and even
those that grow at an alarming pace in the period under study, to be ranked first on the list. The
analyzed ranking, in addition to ordering and studying the trend of agencies for their creative
quality, is a good benchmark to analyze advertising in Spain and serve as a driver of
competitiveness.

A limitation of this study is that the agencies that were analyzed are the ones that
participated in the aforementioned festivals. Therefore, the agencies that did not participate in
those festivals are left out. Authors such as Polonsky & Waller (1995) say the reason those
agencies do not take part in the festivals is because the creativity of their advertising campaigns
is poor compared to their competitors. It is worth indicating that most clients today need agencies
that are able to develop creative ideas not only for one communication channel but for all
possible channels (Kotler & Keller 2006; Naik & Raman 2003). For advertising agencies, the
best promotion tool in the current advertising industry is to receive awards for creativity and to
rank among the top advertising agencies in the Iberoamerican Advertising Ranking, both in
Spain and Iberoamerica in general. This, among other things, will enable agencies to increase
their earnings (Wentz, 2005).

To conclude, this study contributes to the continuous improvement of a Spanish
communicator’s professional education, it provides an insight of the most creative Spanish
advertising agencies in the market that offer possibilities of expansion to international markets.
Taking into account that leading international brands seek to be promoted by the best ranked
advertising agencies.

6 1528-2635-23-2-357



Academy of Accounting and Financial Studies Journal Volume 23, Issue 2, 2019

REFERENCES

Adlatina.  (2017). The 100 most effective agencies in Latin America. Retrieved from
http://www.adlatina.com/publicidad/las-100-agencias-m%C3%A1s-efectivas-de-latinoam%C3%A9rica

Amabile, T.M. (1998). How to kill creativity. Harvard Business Review, 76(5), 76-86.

Amabile, T.M., Conti, R., Coon, H., Lazenby, J., & Herron, M. (1996). Assesing the work enviroment for creativity.
Academy of Management Journal, 39(5), 1154-1184.

Amabile, T.M., Hill, K.G., Hennessey, B.A., & Tighe, E.M. (1994). The work preference inventory: Assessing
intrinsic and extrinsic motivational orientations. Journal of Personality & Social Psychology, 66(5), 950-
967.

Andrews, J., & Smith, D.C. (1996). In search of the marketing imagination: Factors affecting the creativity of
marketing programs for mature products. Journal of Marketing Research, 33(2), 174-187.

Ang, S.H., & Low, S.Y. (2000). Exploring the dimensions of ad creativity. Psychology & Marketing, 17(10), 835-
854.

Ang, S.H., Lee, Y.H., & Leong, S.M. (2007). The ad creativity cube: Conceptualization and initial validation.
Journal of the Academy of Marketing Science, 35(2), 220-232.

Baack, D.W., Wilson, R.T., & Till, B.D. (2008). Creativity and memory effects: Recall, recognition, and an
exploration of nontraditional media. Journal of Advertising, 37(4), 85-94.

Barron, F. (1955). The disposition toward originality. Journal of Abnormal Psychology, 51(3). 478-485.

Barron, F., & Harrington, D.M. (1981). Creativity, intelligence, and personality. Annual Review of Psychology,
32(1), 439-476.

Bell, J.A. (1992). Creativity, TV commercial popularity, and advertising expenditures. International Journal of
Advertising, 11(2), 165-183.

Bergkuvist, L., & Rossiter, J.R. (2008). The role of ad likability in predicting an ad's campaign performance. Journal
of Advertising, 37(2), 85-98.

Besemer, S., & O'Quin, K. (1986). Analyzing creative products: Refinement and test of a judging instrument. The
Journal of Creative Behavior, 20(2), 115-126.

Besemer, S.P., & Treffinger, D.J. (1981). Analysis of creative products: review and synthesis. The Journal of
Creative Behavior, 15(3), 158-178.

Bogart, L., Tolley, B.S., & Orenstein, F. (1970). What one little ad can do? Journal of Advertising Research, 10(4),
3-13.

Bruner, J. (1962). The Conditions of Creativity, in: Howard E. Gruber, Glenn Terrell and Michael Wertheimer
(eds.): Contemporary Approaches to Creative Thinking, Atherton Press: New York, 1-30.

Butkys, A.S., & Herpel, G. (1992). How advertising agencies handle their own advertising strategy: an industry-
wide overview of its self-promotion efforts. Journal of Advertising Research, 32, 18-22.

Buzzell, R.D. (1964). Predicting short-term changes in market share as a function of advertising strategy. Journal of
Marketing Research, 1(3), 27-31.

Dahlén, M., Rosengren, S., & Torn, F. (2008). Advertising creativity matters. Journal of Advertising Research,
48(3), 392-403.

Deshpande, R., Farley, J.U., & Webster Jr, F.E. (1993). Corporate culture, customer orientation, and innovativeness
in Japanese firms: A quadrad analysis. The Journal of Marketing, 23-37.

El-Murad, J., & West, D.C. (2003). Risk and creativity in advertising. Journal of Marketing Management, 19(5-6),
657-673.

Gibson, L.D. (1996). What can one TV exposure do? Journal of Advertising Research, 36(2), 9-18.

Goldenberg, J., Mazursky, D., & Solomon, S., (1999). Creative sparks. Science, 285(5433), 1495-1496.

Gonzélez-Riafo, G., Repiso Caballero, R., & Delgado Lopez-Cdzar, E. (2014). Repercussion of university rankings
in the Spanish press.

Haberland, G.S., & Dacin, P.A. (1992). The development of a measure to assess viewers' judgments of the creativity
of an advertisement. Advances in Consumer Research, 19 (1), 817-825.

Helgesen, T. (1994). Advertising awards and advertising agency performance criteria. Journal of Advertising
Research, 34, 43-43.

Im, S., & Workman Jr, J.P. (2004). Market orientation, creativity, and new product performance in high-technology
firms. Journal of marketing, 68(2), 114-132.

Jackson, P.W., & Messick, S. (1965). The person, the product, and the response: Conceptual problems in the
assessment of creativity. Journal of personality, 33(3), 309-329.

7 1528-2635-23-2-357



Academy of Accounting and Financial Studies Journal Volume 23, Issue 2, 2019

Jones, J.P. (1995). Single-source research begins to fulfil its promise. Journal of Advertising Research, 35(3), 9-16.

Kilgour, A.M., Sasser, S., & Koslow, S. (2013). Creativity awards: Great expectations? Creativity Research Journal,
25(2), 163-171.

Kibler R.V., & Proppe D. (2012). Faking or convincing: Why do some advertising campaigns win creativity
awards? BuR - Business Research, 5(1) 60-81.

Li, H., Dou, W., Wang, G., & Zhou, N. (2008). The effect of agency creativity on campaign outcomes: The
moderating role of market conditions. Journal of Advertising, 37(4), 109-120.

MacKinnon, D.W. (1987). Some Critical Issues for Future Research in Creativity, in: Scott G. Isaksen (ed.):
Frontiers of Creativity Research: Beyond the Basics, Bearly: Buffalo, NY, 120- 130.

Michell, P.C. (1984). Accord and discord in agency-client perceptions of creativity. Journal of Advertising
Research, 24(5), 9-24.

Montano, J.R. (2004). Characteristics of U.S. Hispanic Advertising. A comparison of awards winning and Non-
award-winning Commercial. Tesis, (Dr). Gainesville: University of Florida.

Moorman, C., & Miner, A.S. (1997). The impact of organizational memory on new product performance and
creativity. Journal of marketing research, 91-106.

Mumford, M.D., & Simonton, D.K. (1997). Creativity in the workplace: People, problems, and structures. The
journal of creative behavior, 31(1), 1-6.

Myers, J. (2004). Advertising accountability, roi & sarbanes-oxley concerns spawn audit industry. Recuperado en:
http://www.mediavillage.com/jmr/2004/07/07/jmr-7-7-04/

Naik, P.A., & Raman, K. (2003). Understanding the impact of synergy in multimedia communications. Journal of
Marketing Research, 40(4), 375-388.

Newell, A., Shaw, J.C., & Simon, H.A. (1959). The processes of creative thinking. Santa Monica, CA: Rand
Corporation.

Nufiez Barriopedro, E., & Alvarez Suarez, R. (2018).Creativity as an indicator of competitiveness in the Ibero-
American advertising landscape, In R. Ravina-Ripoll, L. Tobar-Pesantez, & A. Galiano-Coronil (Eds.),
Keys to sustainable development. Creativity and happiness management as a portfolio of technological
innovation, business and social marketing (pp. 53-67). Granada, Spain: Comares.

Nufez Barriopedro, E., & Gonzélez del Valle Brena, A. (2015). Ranking of ads and advertising agencies in
Venezuela. Option, 31, 907-921.

Nufez Barriopedro, E., & Gonzélez del Valle Brena, A. (2016). Ranking of advertising in Latin America, what are
the main agencies? Option, 32(8), 360-372.

Nufiez-Barriopedro E., Garcia-Martin, J., & Ravina-Ripoll, R. (2018). Creativity as an indicator of business
competitiveness in the Mexican advertising landscape. Revista Espacios de Venezuela, 39(24), 21.

Ogilvy, D. (1963). Confessions of an Advertising Man. Atheneum: New York.

Pieters, R., Warlop, L., & Wedel, M. (2002). Breaking through the clutter: Benefits of advertisement originality and
familiarity for brand attention and memory. Management Science, 48(6), 765-781.

Polonsky, M.J., & Waller, D.S. (1995). Does winning advertising awards pay? The Australian experience. Journal
of Advertising Research, 35(1), 25-25.

Ravina Ripoll, R., & Nufiez Barriopedro, E. (2017). Analysis of the level of business competitiveness in the
Colombian advertising landscape based on creative success and ethical and legal responsibility.
JURIDICAS CUC, 13, 1, 9-28.

Repiso, R., & Berlanga, I. (2015). Ranking UNIR, A classification project of the best Ibero-American advertising.
The information professional, 24(4).

Repiso, R., Berlanga, I., & Lloves, B. (2015). Ranking of ads and advertising agencies in Chile - F @ ro.
Theoretical magazine of the Department of Communication Sciences, 1(21), 36-52

Repiso, R., Berlanga, I., Ramos-Abalos, EM, Llorente-Barroso, C., & Garcia-Garcia, F. (2018). The ibero-american
advertising industry characterized from a meta-study of the advertisements awarded at festivals. Keyword,
21(2), 524-549.

Repiso, R., Llorente-Barroso, C., & Garcia-Garcia, F. (2013). ESCO ranking of advertising agencies: Description
and results. The information professional, 22(2), 181-187.

Rossiter, J.R. (2008). Defining the necessary components of creative, effective ads. Journal of Advertising, 37(4),
139-144.

Saffert, P., & Werner R. (2011), Creativity in Advertising and Implications for Product Sales Performance.
Proceedings of the 33rd INFORMS Marketing Science Conference, Houston, USA

Sasser, S.L., & Koslow, S. (2008). Desperately seeking advertising creativity: Engaging an imaginative" 3Ps"
research agenda. Journal of Advertising, 37(4), 5-20.

8 1528-2635-23-2-357



Academy of Accounting and Financial Studies Journal Volume 23, Issue 2, 2019

Schweitzer, J.C., & Hester, J.B. (1992). The importance of winning advertising award shows. Southwestern Mass
Communication, 7(1), 55-66.

Sethi, R., Smith, D.C., & Park, C.W. (2001). Cross-functional product development teams, creativity, and the
innovativeness of new consumer products. Journal of Marketing Research, 38(1), 73-85.

Smith, R.E., MacKenzie, S.B., Yang, X., Buchholz, L.M., & Darley, W.K. (2007). Modeling the determinants and
effects of creativity in advertising. Marketing science, 26(6), 819-833.

Sternberg, R.J., & Todd L. (1999). The Concept of Creativity: Prospects and Paradigms, in: Robert J. Sternberg
(ed.): Handbook of Creativity, Cambridge University Press: Cambrigde, 3-15.

Stone, G., Besser, D., & Lewis, L.E. (2000). Recall, liking, and creativity in TV commercials: A new approach.
Journal of Advertising Research, 40(3), 7-18.

Till, B.D., & Baack, D.W. (2005). Recall and Persuasion: Does creative advertising matter?. Journal of Advertising,
34(3), 47-57.

Tippins, M.J., & Kunkel, R.A. (2006). Winning a Clio advertising award and its relationship to firm profitability.
Journal of Marketing Communications, 12(1), 1-14.

Wentz, L., 2005. At Cannes, the Lions Say "Grrr", Advertising Age, 76(26), 1-2.

9 1528-2635-23-2-357



