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 This study provides a historical understanding of the adoption, adaptation and 

education of account planning in Hispanic advertising agencies. At the time of this 

writing, minimal academic research had focused on the discipline, and even less on the 

discipline in Hispanic advertising agencies. According to the United States 2010 census, 

the Hispanic population surpassed 50 million, making in the largest minority group in the 

country, accounting for over 15% of the population. Hispanic advertising agencies as a 

group are charged with reaching this market, and within these agencies, researching, 

strategizing and briefing are their account planners (also called brand planners, strategic 

planners, creative planners and research planners). Grounded theory was employed to 

interview twenty-nine account planners in five states who work, or at some point worked, 

in a Hispanic advertising agency. The results present a thorough explanation of the 

adoption and adaptation of account planning in Hispanic advertising agencies, as well as 
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an overview of what account planners who want to work in this market should study. The 

findings suggest that account planning in Hispanic advertising agencies has experienced 

innovation diffusion and big brother syndrome, involvement, improvement, and fictive 

digital kinship. Study limitations, future research, managerial and educational 

implications are presented as well.  
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CHAPTER 1: INTRODUCTION 

Most Hispanic agencies in New York City and beyond were first founded 
as independent entities to market products to what was until the 1980s 
seen as an untapped and ignored population. Yet the Hispanic advertising 
industry was never free from linkages with corporate structures nor from 
the influence of mainstream advertising agencies and trends (Dávila, pg. 
49, 2001). 

 According to the latest Census the Hispanic population accounts for close to 

twenty percent of the total United States population (Ennis et al., 2011), which translates 

to about one-fifth of all consumers. This is why marketers and advertisers alike can no 

longer ignore the Hispanic consumer market. Moreover, because of the exponential 

growth in this market over the last forty years, niche agencies were established – 

Hispanic advertising agencies. Now that this consumer segment is not only recognized by 

brands as a strong market, but also as a growth market, Hispanic agencies face increasing 

challenges from buy-outs, mergers, and steadily increasing competition from general 

market agencies that threatens their viability. Beyond the specific challenges facing 

Hispanic advertisers, these agencies must also contend with the heightened demands 

clients are placing on advertisers globally, to dig deeper and deeper into the consumer 

experience. Clients in today’s economy are seeking experts that know their consumers 

better than they do – this is the role of the account planners. 

 Stanley Pollitt and Stephen King created the account planning discipline in the 

late 1960’s in the United Kingdom (UK) as a way to differentiate their agencies (more 

details late in the chapter). Their primary reason for establishing an account-planning 

department was to improve the creative output by always having a person present that 

would represent the voice of the consumer. Account planning grew in the UK during the 

1970’s and was then imported to general market agencies in the United States in the early 
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1980s. During these years there were very few Hispanic advertising agencies in the 

United States. This minimal competition allowed the few emerging Hispanic agencies to 

control virtually all the marketing which targeted this consumer segment. As the Hispanic 

market continued to grow over the following decades, more and more Hispanic agencies 

began to thrive and clients, as well as general market agencies, began to notice the 

importance of this market. Today’s marketing environment has clients investing tens of 

millions of dollars in Hispanic initiatives, general market agencies buying, merging with 

or starting Hispanic counterparts, and Hispanic agencies advertising to the total market 

because Hispanics continue to represent a bigger portion of the pie.  

 What has received less attention is the evolution of the agencies targeting this 

growing consumer segment. At some point in time over the last two decades, Hispanic 

advertising agencies transitioned from having research departments to having account 

planning departments. The purpose of this dissertation is to find out when and how 

account planning began in Hispanic advertising agencies, how it has evolved since it was 

first adopted, and how to educate the planners who want to work for the Hispanic 

advertisers and marketers of the future.  

The Advertising Industry 

According to Advertising Age’s report Agency Family Trees 2010, which 

analyzes the top 50 agency holding companies, the top four (WPP, Omnicom Group, 

Publicis Groupe and Interpublic) had worldwide revenues of $37.62 billion (Ad Age, 

2010). Moreover, the Nielsen Company estimates that advertising expenditures increased 

10.6% to $503 billion in 2010, meaning companies spent approximately $73 in 

advertising, per person in the planet (using the 2010 population of 6,892,319,000). 
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More than a quarter of all money spent in advertising worldwide was spent in the 

United States. According to Kantar Media's annual report, this amount reached the $131 

billion mark in 2010, indicating that advertisers spent an average $436 per person. It is no 

wonder academics have speculated that on average consumers encounter 3,000 

advertising messages per day (MortarMark, 2006). Moreover, because of product clutter 

in the current United States marketplace, brands operate on the belief that advertising 

spend and consumer engagement are directly proportional – that by investing more 

money in advertising they will be able to reach their targeted consumer. Kantar Media's 

2010 report substantiates this synopsis of brand behavioral strategy in that advertising 

expenditures in the United States saw an increase of 6.5% over the course of 2009. Of the 

$131 billion, eight percent or $16.3 billion came from the top 10 advertisers. It was no 

surprise to see that Consumer Package Good (CPG) giant Procter & Gamble (P&G) was 

the highest spender for the eighth consecutive year, with $3.1 billion. As far as media and 

entertainment spenders go, News Corp and Time Warner also made the top ten list, 5th 

($1.37B) and 7th ($1.19B), respectively.  

Advertising & Consumer Culture 

It is no surprise to see the influence the advertising system wields over our culture 

at large, given the expenditures previously discussed. So great is this effect, that Arthur 

Berger states “advertising plays an enormous role in our society of consumption, and 

young people are trained, one might say, by the advertising industry to be consumers” 

(2004, pg. xiv). And how could we tell if one has been trained properly? According to 

Williams, “… if you have made the right purchases within a system of meanings to which 

you are all trained … the fantasy seems to be validated, at a personal level…” Berger 
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goes on to say that advertising’s purpose is to “convince, persuade, motivate, and most 

importantly, get people to act and do something” (Berger, 2004, pg. 5). An addendum to 

his definition might be, ‘to do something to evolve the construction of the perceived self.’ 

Considering the purpose of advertising, what advertising is doing to society, and how 

people in consumer societies treat advertising as art (Williams, 1980), advertising is no 

longer a system that solely provides product information. Advertising’s influence on 

consumption far exceeds consumers’ resistance towards it (Holt, 2002). McCracken’s 

(1986) research alludes to how advertising’s influence in a consumer culture is so 

pronounced, that it makes consumers use the “culturally constituted world” as a lens and 

more importantly, as a blueprint. In other words, brands no longer fulfill a product’s 

utilitarian purpose. In today’s consumer culture, and thanks to the meanings negotiated 

and created by advertising at large, consumers are able to “play out categorical 

distinctions, so that the world they create is made consistent with the one they imagine” 

(McCracken, 1986). On the other hand, Douglas Holt claims that branding has surpassed 

advertising’s effect on culture in the sense that brands are no longer cultural blueprints, 

but cultural resources (Holt, 2002). Holt’s message  is that consumers are now co-

creators of meaning; consumers are no longer simply receivers of targeted messaging. 

Therefore, brands and branding have evolved to become useful ingredients in the 

construction of an individual’s persona. Given that the roles brands play in a consumer’s 

life are more intricate now than they were thirty years ago, marketers are trying to 

provide brands with mythical meanings that will attract consumers (Holt, 2003). This is 

where advertisers, advertising agencies to be more exact, enter the picture.  



 5 

Influencers of Consumer Culture, Advertising Agencies.  

It [advertising] commands the services of perhaps the larges organized 
body of writers and artists, with their attendant managers and advisers, in 
the whole society. It is indeed monstrous that human advances in 
psychology, sociology and communication should be used or thought of as 
powerful techniques against people, just as it is rotten to try to reduce the 
faculty of human choice to ‘sales resistance’ (Williams, 2009).  
 

 Whether or not,  Williams’ critique about the role advertising plays in our 

consumer society is completely sound,  advertising, and its creators, undeniably control a 

lot of meaning creation in today’s culture. This fact is underscored by the volumes of 

research done on why advertising works and/ or what advertising works. In 2009, Nylasy 

and Reid found that advertising practitioners employ three key theories: breakthrough 

and engage (Hierarchy-of-Effects or HOE), mutation of effects (Persuasion Knowledge 

Model or PKM) and creativity rules. The main point of the authors’ research is to show 

that even without proactively thinking about it, practitioners are using theories previously 

discussed in the academic environment.  

Furthermore, after the many articles published on what consumers do with 

advertising, based on things that advertisers have executed, Gordon (2006) provides the 

following ten insights:  

1. People do not say what they mean or mean what they say 

2. People dance with brands fleetingly 

3. Brands are emotionally anchored 

4. Words are poor tools 

5. The unconscious exists 

6. Intuition exists  

7. Emotions rule  
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8. Behavior and attitudes are context dependent 

9. Memory is dynamic  

10. There is no such thing as absolute truth  

Knowing and understanding these insights gives the creators of meaning – advertisers 

and advertising agencies – the upper hand, to some extent. Additionally, by putting these 

findings into practice, agencies create iconic and mythical brands. As Holt puts it, “iconic 

brands embody not just any myth but myths that attempt to resolve acute tensions people 

feel between their own lives and society’s prevailing ideologies” (2003).  

 Advertising agencies are strategically positioned between consumers and 

marketers. An advertising agency is usually made up of four different key departments, 

account management, media, creative and account planning (the latter is the focus of this 

dissertation).  Depending on the size of the agency (usually tied to billings and type of 

clients), other departments may include social media, public relations, digital, production, 

and research. Research may sometimes be housed within account planning. To paint a 

more specific picture about the three key departments, Thornton summarizes account 

managers as “the suits,” creatives as “magicians,” and account planners as “intellectuals 

of the industry” (1999). As a team, these departments work together to unearth consumer 

insights, draft creative strategy, execute creative advertisements, convince marketing 

departments the advertisements produced will increase sales, and convince consumers the 

product they are being sold will actually improve and/or fulfill a need they might have 

not realized they had. In other words, “advertising agencies play important roles not only 

in mediating the economic strategies of clients, but also in culturally defining the 

geographic boundaries and consumer identities” (Leslie, 1995). Advertising agencies 
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have positioned themselves as key advisers when targeting specific consumers, whether 

based on geography or cultural background, and as a result have made themselves an 

imperative expenditure in a marketing plan. One of the best examples in creating a 

market niche is that of Hispanic advertising agencies targeting Hispanics in the United 

States.    

Hispanic Advertising Industry 

     In relation to Hispanic media, the advertising industry saw an increase in 

expenditures thanks to the 2010 World Cup hosted by Germany. According to 

Advertising Age's 2011 annual Hispanic Fact Pack report, Hispanic media reached $6.8 

billion in 2010, an 8.4% growth from 2009. What is more, over forty percent (44%) was 

spent by the top 50 advertisers, and close to twenty percent (18.7%) was spent by the top 

10. As with general market media, Procter & Gamble is the largest spender in Hispanic 

media with $197 million, followed by Verizon Communications and AT&T at $137 

million and $132 million respectively. Rounding out the top five were DirecTV with 

$128 million and McDonald’s Corporation with $117 million. As with the non-Hispanic 

market, the Hispanic market saw the highest media expenditures on network television, 

Internet, radio and magazines. As seen on this brief analysis, the Hispanic market 

continues to be a segment of the population where growth in reach and advertising 

expenditure can still be attained.  

Hispanic Population 

 According to the 2010 census, the Hispanic population surpassed the fifty million 

mark, accounting for 16 percent of the total United States population at 50,477,594 

(Ennis et al., 2011). In comparison to the 2000 Census, the Hispanic population saw a 
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growth of more than 15,0000,000 people or 46%, making it an important population to 

include in the marketing mix. More important to note is the fact that this population’s 

purchasing power has surpassed one trillion dollars, making it an even more desirable 

consumer target.  

    As marketers continue to target this important demographic, they also continue to 

realize that a singular-Spanish-message approach will not resonate across the board. 

Although it is true that the United States is the second largest country where Spanish is 

spoken, there are many semantic differences between country-of-birth or country-of-

origin. As of the latest Census breakdown, over three-quarters (76%) of the Hispanic 

population come from three countries, Mexico (63%), Puerto Rico (9%) and Cuba (4%) 

(Ennis et al., 2011). These three countries share multiple commonalities, one of them 

being language, but there is a deeper layer by which to group the different segments of 

this population, acculturation.  

    According to Hernandez and Kaufman (1990), acculturation serves as a platform 

to understand consumers’ relationships with their new country. Lisa Peñaloza 

summarizes acculturation best; “the study of consumer acculturation primarily focuses on 

cultural adaptation as manifested in the marketplace… how immigrants learn consumer 

skills, knowledge and behaviors that are appropriate within a new consumer culture…” 

(1989). Given that the influx of immigrants far exceeded those being born in the United 

States, measurement of acculturation over the past two decades was done based on the 

assumption that this segment’s country-of-origin was a place south of United States. 

According to the Pew Hispanic Center’s 2011 report “The Mexican-American Boom: 

Births Overtake Immigration,” immigration is no longer the driving force behind the 
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growth of this population. According to the Pew Center’s analysis, during the first decade 

of this century, the 4.2 million new immigrants pale in comparison to the 7.2 million 

Hispanics new births. This sharp decline can be attributed to declining job opportunities 

in the United States, as well as increased border enforcement (Passel and Cohn, 2009).  

It is because of these differences that Darley and Williams (2006), Doug and Craig (1984, 

p. 95), and Usunier (1996, p.143) allude to a list of things academics and practitioners 

need to take into consideration when researching this market:  

• Sampling equivalence 

• Data collection equivalence 

• Measurement equivalence 

• Conceptual equivalence  

• Functional equivalence  

Hispanic Advertising Agencies 

 For the purpose of this research, Hispanic advertising agencies will be referred as 

those agencies within the United States that market to the Hispanic population. In this 

regard, the Hispanic population refers to those individuals that have ancestry from a 

Spanish speaking country and are currently residing in the United States. Due to the 

many factors marketers had to take into consideration when reaching this minority-

majority United States population, advertisers saw an opportunity to reach this market by 

creating niche agencies. Thus far, it seems that Dávila (2001), and Korzenny (2011), are 

among the very few academics that have done specific research covering Hispanic-

advertising agencies in the United States. Thus, trade publications, such as Advertising 

Age, AdMap and WARC became imperative sources when trying to understand the 
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current state of this industry. Over the past four decades, Hispanic advertising agencies 

have grown from boutique shops to national agencies with revenues in excess of $35 

million. According to the 2011 Hispanic Fact Pack, the top 50 Hispanic advertising 

agencies, in order of billings, surpassed the half billion-dollar mark, $521,907,000. Close 

to forty percent, $240 million come from the top 10 agencies, five of which are owned by 

a parent company. For all the complexity of the Hispanic market, Hispanic advertising 

agencies operate very much like non-Hispanic agencies, with five key departments, 

account management, media, production, account planning and research, though some 

combine the last two. On the surface, these departments serve the same purpose as in 

their non-Hispanic (general market) counterparts, with one significant differentiating 

factor called – the acculturation model. In Hispanic advertising agencies the acculturation 

model varies based on how the agency defines the process of adopting and adapting to 

the “host” or “new” culture. Some of the variables used when creating these models are 

geography, media consumption, language usage, time in the United States, type of 

employment, country-of-origin and education. The purpose of this dissertation is not to 

analyze the different models of acculturation in the current Hispanic advertising 

marketplace. However, it is critical to understand that such models exist and that they 

vary by agency, inevitably affecting the way each agency perceives and conducts account 

planning. So, Recognizing this key variable should help us understand account planning 

in Hispanic advertising agencies at large.  

Introduction of Account Planning  

 During the mid-twentieth century, marketing and marketing research fell under 

the responsibilities undertaken by advertising agencies. During this era, advertising 
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agencies had either a large market research staff or a subsidiary that did the marketing 

research for the agency. According to Kelley & Jugenheimer (2011, pg 4), “Leo Burnett 

in the United States had a marketing research staff that rivaled the top-20 research 

companies of that era.” By focusing on all the research aspects of the business, agencies 

were able to control everything from the messaging strategy to the execution, leaving the 

brand teams (clients) with little say in their own marketing communications. The 1960’s 

saw a shift from manufacturing to operational marketing, leading marketers began to 

retract brand management from advertising agencies. In addition to brand management, 

clients felt the need to also bring the research function back to their side of the equation. 

This shift of responsibilities left advertising agencies worrying about their involvement in 

this new marketing communications environment. Therefore, in an effort to stay relevant 

and to sell their points-of-differentiation, advertising agencies created an added value that 

could make them an imperative for their client – deeper consumer understanding – 

account planning. 

 During the mid-1960s, two United Kingdom advertising executives, Stanley 

Pollitt (Boase Massimi Pollitt – BMP) and Stephen King (J. Walter Thompson – JWT), 

were interested in differentiating their respective agencies’ creative work by connecting 

on a deeper level with the consumer. Both of these executives believed that by doing this, 

they were going to be able to retain and attract new business, especially as client 

marketing departments were increasing internal ownership of communications. The 

creation of account planning at these two agencies, though occurring simultaneously, 

came about through distinctive circumstances and designed to serve distinct purposes.  
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Account planning at BMP transpired through the research function. In Pollitt’s mind, the 

account manager was “not a research expert,” “was too close to the accounts so could not 

be objective” and “would want to satisfy the client,” so the account planner was meant to 

be the “account man’s conscience” by being the “voice of the consumer” (Kelley & 

Jugenheimer 2011, pg 5). On the other hand, account planning at JWT was born because 

of the convergence of the marketing department with research and media. In Stephen 

King’s mind, account planning was meant to be more of a creative strategist, working 

with the account management team, as well as with the creative team (Kelley & 

Jugenheimer 2011, pg 5).  

 By the early 1970’s both of these agencies were practicing account planning. At 

BMP account planning was performed by a person who would be the ‘creative 

researcher,’ while on the other hand, at JWT, account planning was a process (Feldwick, 

2007). To this date, account planning all over the world is practiced both ways, but the 

main goal of why it was created still stands – to represent the voice-of-the-consumer. 

Integrated Marketing Communications (IMC) and Account Planning  

 The mergers and acquisitions in the advertising industry during the 1980’s led the 

marketplace to adapt to a new form of conducting business – a 360-degree strategy, or as 

it is more commonly known, the Integrated Marketing Communication strategic approach 

(Naik, 2007). The concept of IMC was originated in the United States, and its objective 

can be summarized as “[a] program [that] plans and executes various marketing activities 

with consistency so that its total impact exceeds the sum of each activity’s impact” (Naik, 

2007). As this concept became more established, marketers began to embrace this change 

in their business strategy because it meant consolidation of different agencies (creative, 
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media, consumer promotions, public relations, direct marketing and product placement) 

into one that could offer all or a combination these. What is more, the adoption of IMC 

led to a positive effect for “branding” at large, summarized by Naik’s three conclusions 

(pg. 38-39, 2007):  

1. Advertising (communications) budgets increase or stay the same when 

brand managers adopt IMC strategies.  

2. Implementing and measuring the synergy of the IMC execution is one 

today’s brand managers’ biggest struggles.    

3. According to McGrath’s (2005) results, employing an IMC strategy across 

different media will create a stronger brand resonance.  

As previously explained, an account planner’s main job is to represent the “voice of the 

consumer.” Understanding that the purpose of IMC is to increase consumer-brand 

synergies across multiple marketing platforms, one can see how the growth and 

acceptance of account planning also mirrored this movement. The growth of IMC proved 

the impetus that forced marketers to realize the breadth of roles account planners could 

fulfill. In fact, thanks to this new form of strategic marketing, account planners expanded 

their strategic responsibilities to not only include the consumer, but also brand and 

marketplace (Steel, 1998).  

Research Purpose 

 Account planning research in academia is minimal even for the general market, so 

academic research regarding account-planning for the Hispanic market and Hispanic 

advertising agencies is nonexistent. Given the important influence account planning has 

on the development of advertising creative, the importance of the Hispanic market, based 
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on the population growth and purchasing power, and the influence Hispanic advertising 

agencies have, based on media expenditures and 2010 billings; the purpose of this 

research is to understand how the three converge.   

 This dissertation will address the following research questions:  

RQ1: How has the account planning discipline, and the roles performed by these 

advertising executives, changed over the last two decades in Hispanic advertising 

agencies? 

RQ2a: How is the account planning discipline adopted and adapted in Hispanic 

advertising agencies?  

RQ2b: When implementing this discipline, what are the roles 

planners are expected to carry out? 

RQ3: How should account planners who want to work in Hispanic advertising 

agencies prepare (education)?  

Overview of Literature Review, Methodology and Research Design 

 In order to provide some background of what has been published previously in the 

area of account planning, chapter 2 addresses the academic articles published thus far. 

This chapter covers in the detail the inception of the discipline, the evolution of the role, 

the adoption of the role in different economies across the globe, account planning 

pedagogy and closes with a description of the current academic gaps with a deeper 

explanation of the aforementioned questions. Chapter 3 of this dissertation covers 

grounded theory, and why this research methodology was the method was chosen to 

answer the research questions at hand. Included in this chapter are the study design, the 

interview guide, and the sampling and recruitment approach for this study.  
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CHAPTER 2: LITERATURE REVIEW 

Introduction 

 Account planning is approximately forty years old, and was started in the United 

Kingdom by Stanley Pollitt and Stephen King. Stanley Pollitt believed that a person who 

was knowledgeable in consumer research should be in charge of account planning; he 

said this person should be the “voice of the consumer” (Baskin, 2003). Meanwhile, 

Stephen King believed account planning should be a process instilled at agencies in order 

to create stronger resonating creative (Baskin, 2003). To this date, many agencies have 

adopted Pollitt’s thinking, while many others adhere to King’s (Feldwick, 2007). Either 

way, account planning has been called “the greatest innovation in agency working 

practice since Bill Bernach put art directors and copywriters together in the 1950’s 

(Feldwick, 2000, p.ix). Account planning has also been called strategic planning and 

consumer insights, but the original title of account planning remains the most widely 

used.  

Origins  

 During the 1960’s marketing research was a big part of agency billings, given that 

the agencies were in charge of all parts of the marketing communication. During this time 

research was government driven, as Stephen King puts it, “government research tended to 

focus on counting people, on head counting of one sort or another” (O’Barr, 2003). 

Advertising executives realized that simply counting people was not enough to create 

strongly differentiated creative. According to Stephen King, agencies got into the 

research business because they felt research from outside vendors was “superficial” and 

“not specifically directed to one brand and one market” (O’Barr, 2003). Additionally, as 
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marketing departments began doing their product research, and client expectations about 

message relevance relied on ASI (Advertising Specialty Institute) and Schwerin 

measures, advertising agencies began to focus on other forms of research, small-scale 

qualitative research. It was through this type of research that agencies felt they would be 

able to fortify their creative strategy, letting the advertising message be consumer driven. 

The name ‘account planning’ is credited to Tony Stead from JWT, who coined the term 

by combining the titles from the media planners and account managers from the 

marketing department during a 1968 offsite meeting (Baskin, 2001). 

 In Stephen King’s mind account planning was “the system of working out a 

strategy for advertising and coming up with an idea of how to measure whether it’s 

successful or not” (O’Barr, 2003). He felt that the marketing people, account managers, 

should be the users of the research, not necessarily the doers. By having planners 

planning and executing the research it was inevitable that some bias would be built. 

Moreover, Stephen King believed that by creating the Thompson or Target Plan (T-Plan), 

people would be more prone to try different initiatives that would resonate with their end 

user, as he felt that plan said “use your imagination to create something which you find 

an exciting and interesting way of communicating what you feel about this brand or you 

think people might feel about this brand” (O’Barr, 2003). Stephen King felt the T-Plan 

would empower its people rather than rely on someone else. 

 On the other hand, Stanley Pollitt saw account planning as a function that was to 

be performed by a market researcher. Given the state of the marketing research industry 

in the 1960’s, a vast amount of company statistics, consumer and even retail data 

availability, having an expert synthesize this information made sense. As Pollitt states it, 
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“this posed an interesting paradox: as more data relevant to sharper advertising planning 

was coming in, more and more people qualified to handle it were leaving the agencies” 

(2008). Pollitt, an account director at that point in time, felt that the account man should 

not be in charge of deciding if research was needed, and if so, what type of research 

methodology should be employed. He felt that the account man should not do this job 

because they were “rarely competent” and most importantly, “with clients on the one 

hand and creative direction on the other [,] made one permanently tempted to be 

expedient” (Pollitt, 2008). It was then that Pollitt decided that having a trained researcher 

in every account and alongside every account man, the ‘planner’ would ensure relevant 

data would be used to create strong and creative advertising. Furthermore, by having a 

planner work side-by-side with the account person, he/she would also know when to 

compliment the information at hand with new research. Pollitt saw this partnership 

working so closely together, that he called the planner the account man’s “conscience” 

(Pollitt, 2008). What Pollitt meant by the account man’s conscience, was that the planner 

should be “charged with ensuring that all the data relevant to key advertising decisions 

should be properly analyzed, complemented with new research, and brought to bear on 

judgments of the creative strategy and how the campaign should be appraised” 

(Bendinger, 2008).   

Original Roles & Responsibilities 

 Account planning, whether performed by an account planner, or executed through 

a plan by an account executive, became an important addition in the creation of 

advertising. In Pollitt’s mind, account planners were to be executives who understood the 

academic side of research, but were willing to be practical, confident and concerned with 
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solving problems rather than exerting certain techniques. This problem-solving initiative 

is what made the initial planners at BMP move from advertising strategy development to 

creative idea development (Pollitt, 2008). This ideology of putting data to work also 

resonated with King, as he felt that “the key thing was setting the strategy in a different 

way, knowing how to make use of the research” (O’Barr, 2003).  

  As previously discussed, the role of account planning was to gather and/or 

interpret research data for the betterment of creative output. According to Baskin, 

“[account planners are in charge of] guiding or facilitating this process via the astute 

application of knowledge and understanding of the market – customers and consumer” 

(2001, p.3). It is important to understand that although this continues to be a planner’s 

main role, their involvement across different aspects of the “marketing process” continue 

to evolve. In fact, “it is not only the development of market understanding that defines 

the account planner’s job; it is also in the application of understanding to enhance 

creative development and the marketing communication process” (Baskin and Pickton, 

2003). The account planner is meant to understand all aspects about the consumer and 

debrief the rest of the agency about him/her (Bendinger, 2008).   

Account Planning Involvement in the IMC Process 

 Thanks to today’s fragmented media, though broadcast control remains on the 

side of the retailers and manufacturers, “real time opinions” control has shifted to 

consumers (Naik, 2007). This shift in control has made marketers and advertisers alike, 

adopt new forms of “relationship marketing.” According to Harker (1999), this type of 

marketing “occurs when an organization is engaged in proactively creating, developing 

and maintaining committed, interactive and profitable exchanges with selected customers 
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or partners over time.” The issue with relationship marketing, according to Kitchen and 

Schultz, is that this form does not properly address the “new information-driven 

interactive consumer focused marketplaces of the twentieth century” (1998). Schultz 

figured that the way for marketers to close this gap would be via a new process called, 

Integrated Marketing Communications (IMC). Even though IMC can be summarized as a 

process that is meant to create brand communication cohesion through the different 

consumer touch-points, as with the definition of account planning, the United States and 

the United Kingdom differentiate slightly. One of the most widely used definitions in the 

United States is the following: 

IMC is a concept of marketing communications planning that recognizes 
the added value of a comprehensive plan that evaluates the strategic roles 
of a variety on communications disciplines (for example general 
advertising, direct response, sales promotion and public relations)… and 
combines these discipline to provide clarity, consistency, and maximum 
communications impact (Schultz, 1993). 

The counterpart definition to that of the United States comes from Pickton and 

Brodereick (2004).  

Integrated marketing communications is a process which involves the 
management and organization of all “agents” in the analysis, planning, 
implementation and control of all marketing communications contacts, 
media, messages and promotional tools focused at selected target 
audiences in such a way as to derive the greatest enhancement and 
coherence of marketing communications efforts in achieving 
predetermined product and corporate marketing communications 
objectives… In its simplest form, IMC can be defined as the management 
process of integrating all marketing communications activities across 
relevant audience points to achieve greater brand coherence.  

Understanding that although account planners are more involved in the creation and 

execution of consumer, brand and marketplace initiatives is not enough, as ownerships of 

IMC execution varies by client (Zambardino & Goodfellow, 2003). In fact, according to 

Zambardino and Goodfellow, there are at least two organizational structures available to 
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a client, in relation to IMC initiatives: 1) “client acts as the super-planner, tailoring and 

coordinating the activities of various specialist agencies. Media neutral planning becomes 

a marketing department in-house function,” and 2) “a separate outside agency – perhaps a 

brand or management consultancy – becomes the super-planner” (2003).  

 Based on the current client expectations, it is clear that agencies are not offering 

that one person, the “super planner” that can deliver full strategic thinking that is media 

neutral. As it will be discussed in the next section, the account planner is “expected to 

understand the strategic role and effectiveness of different media, by target and by 

category, and to know when and how it is relevant to use them to achieve the brand’s 

objectives” (Baskin, 2001). In other words, today’s successful planner is a combination 

of brand and media, what Rose (2006) calls a “communication planner.” This media 

neutral planner will be able to “facilitate the creation of world-changing ideas” not 

mattering channel (Zambardinoa & Goodfellow, 2003). A second point that will also be 

explained in the next section is how the roles performed by the account planner have 

evolved, and continue to evolve, making their involvement imperative towards the 

execution of proper IMC. At the same time, this increased involvement makes it harder 

for account planners to deliver across its multiple meta-roles.  

Evolution: Account Planning Meta-roles & New Responsibilities  

 Post World War II, due to the civil rights movements and mass 

commercialization, and thanks in part to supermarkets such as Walmart, consumers saw 

an increase in product choices. As a result, advertisers and marketers alike believed 

consumer attitudes needed to be constantly monitored and evaluated (Baskin & Pickton, 

2003). As Baskin and Pickton state, “markets were becoming more sophisticated and 
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complex. Brand images were becoming more important and self-evident. Advertising was 

an important function in creating brand differentiation and positioning” (2003, pg. 418). 

These shifts in the business culture made clients ask more from their ‘account planners’ 

(Edwards, 1997). No longer was solely thinking about advertising enough. Moving away 

from advertising-only, meant account-planning involvement in the areas of marketing 

communications, media planning, and even promotional fields. As John Bartle from 

Bartle Bogle Hegarty, BBH, said it in the 2001 APG awards, “the continuing expansion 

of the account planning discipline beyond the traditional ‘ad agency’ is something we 

have seen reflected in our membership (APG) profile” (APG, 2003). Given the place that 

account planners are given, due to the freedom to be between brand, consumer and 

marketplace, its main role has evolved from solely representing “the voice of the 

consumer.”  

 According to Baskin and Pickton’s 2003 article, there are five (5) meta-roles 

performed by account planners, researcher, voice of market, strategist, creative catalyst 

and process activist and facilitator. As seen on the following table, each meta-role is 

composed of sub-roles.  
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Image 1: Account Planning Meta-Roles and Sub-Roles 

 

 Under the researcher meta-role, account planners are expected to be 

knowledgeable in ‘market research.’  Account planners are expected to at least be 

“conversant with all relevant quantitative and qualitative, secondary and primary 

techniques as necessary parts of the total planner’s research armory” (Baskin & Pickton, 

2003). As a ‘data analyst’ and interpreter, planners need to know how to analyze and also 

synthesize data into actionable insights. A third role under the researcher meta-role is 

being a ‘qualitative research moderator.’ Under this research role, planners are expected 

to fulfill some of the roles Pollitt had in mind, focus group moderator, group discussion 

leader and in-depth interviewer. A fourth area of expertise is to be an ‘information 

center,’ meaning planners need to know ‘how’ and ‘where’ to find required information 

in a quick manner. Continuing the trend of understanding how and where to find 

information, a fifth role planners are expected to perform, is that of a ‘social 

anthropologist.’ As social anthropologists, account planners are expected to be avid 

observers of culture. The last role under research is a ‘soothsayer/futurologist.’ Given that 
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planners are expected to be on the lookout for cultural trends, they are also expected to 

apply these trends to “predict the future” (Baskin & Pickton, 2003).  

 The second meta-role is that of the ‘voice of the market.’ As the voice of the 

market, planners are in a unique position to “ensure that a thorough appreciation of 

market forces, in general, and the consumer, in particular, forms the bases for creative 

development (Baskin & Pickton, 2003).” Given the breadth of what account planners 

cover on a day-to-day business, being the ‘voice of the consumer,’ as Stanley Pollitt 

originally did, is no longer enough.  

 The third meta-role is that of strategist, which has five sub-roles, strategic thinker, 

communications planner, think piece polemicist, insight miner and NPD (New Product 

Development) consultant. As a ‘strategic thinker’ the account planner is the main author 

of the brand’s creative output, from a strategic standpoint. Here the planner is in charge 

of making sure the agency/client are all on the same page. As a ‘media/communication 

planner’ planners are to provide a rationale for the different types of media consumed by 

the target market. Although this is a job usually performed by ‘media planners,’ account 

planners are becoming more and more involved in this area (Barry & Pickton, 2003).  

Being a ‘think piece polemicist’ and ‘insight miner’ go hand-in-hand. The former 

requires planners to “think” of original pieces of information about a brand or product, 

while the latter requires the planner to take into consideration the consumer, culture, 

marketplace/category, competition, brand, product attributes and advertising, to come up 

with ‘insightful observations’ that will lead to innovative creative. Again, because of the 

place planners hold in the advertising agency, they are also considered ‘NPD (new 

product development) consultants.  
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 The fourth meta-role is that of the creative catalyst. As the ‘writer of the creative 

brief,’ planners need to be clear, brief and share the one-key insight with fertile ground to 

be explored by the creative team(s). The second sub-role is ‘knowledge applicator.’ Here, 

planners are meant to put their knowledge into action by providing additional in-depth 

actionable information to the creative team. The final sub-role under creative catalyst is 

‘brainstorm facilitator.’ This requires planners to lead agency and client teams towards 

debating and understanding different points-of-view on a certain phenomena that will 

eventually lead to insightful nuggets of information.  

 The fifth and last meta-role is process activist and facilitator. This meta-role has 

two key sub-roles, ‘team activist’ and ‘bad cop/good cop.’ As a ‘team activist’ account 

planners are to represent the ‘voice of the market,’ which may create tensions between 

the account managers and the creative department. According to Hackley (2000), even 

though account planners may some times act as a buffer between creative departments 

and account people, few agencies are able to manage these tensions without affecting the 

final creative output. The second sub-role is ‘bad cop/good cop’ to the different 

departments within the agency. Again, because planners are supposed to represent ‘the 

voice of the market,’ they need to play devil’s advocate at different points in time during 

the creative process.  

 In theory, and in practice at some advertising agencies, these are the roles that 

account planners can and/or should be filling and participating in. But Morrison’s (2006) 

research about the areas where account planners are involved and where they would want 

to be more involved, showed something different. Per the findings, account planners are 

not as involved in the strategic development for PR, promotions, media and business as 
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they would like to be involved, conflicting with some of the previous meta-roles 

described (Baskin, 2001). On the other hand, some of her findings affirm D’Souza’s 

assertion that account planners are involved in the creative research and creative 

development (1986). 

Dimentionalizing the Research Meta-role and its common misunderstandings 

 As seen by the inception of account planning, research plays an integral part of 

what planners do. In fact, this role has been researched and discussed multiple times in 

the Journal of Advertising Research for general market agencies. Barry et al. (1987) 

research suggested that if used correctly, account planning could take advertising 

communications to the next level due to understanding of advertising, marketing and the 

marketing mix. In other words, Barry saw account planners as strategic thinkers that 

could oversee big picture decisions, which is not what researchers were expected to 

deliver. A year prior to Barry et al.’s article, Meyers (1986) claimed that advertising 

agencies should consider account planning because of two key benefits no other person in 

the agency could provide – not even researchers: one, account planners start with what 

the client says, and end with what the consumer wants to hear, and two, account planners 

have a strong insight because they are in constant contact with the consumer. In this same 

year, 1986, Stewart published an article showing that account planners should be the ones 

looking at the syndicated data. Her reasoning for this was driven by the fact that planners 

are the ones who have constant contact with the consumer, therefore giving them a 

deeper interpretation of the numbers.  

Bendinger (2008) summarized the difference between planners and researchers with the 

following five statements: 
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1. Account planning is a fundamental and creative part of ad development – 

an integral part of the agency. 

2. As such, it is involved on a continuous basis with an account – very much 

in harness with account management, creatives and client.  

3. Account planning is particularly important in creative development before 

the creative team puts pen to paper. The account planner is involved in the 

development of strategy and the creative brief, where, after all, the 

information available to creatives is so much more useful and reliable (and 

much less inhibiting) than it is at the later execution/prestige stage.  

4. The account planner is, unapologetically, a person with a point of view – 

not hiding behind the objective “voice of a thousand households,” but with 

an outlook developed from all the data, of course but also from his or her 

own experience and views about advertising. The planner is someone who 

can inject stimuli and stimulation into the creative process. The planner is 

an advocate.  

5. The planner is someone who does not leave the meeting after the 

information is presented, and is actively committed to translating the data 

and information into actionable insights and inspirations.  

In summary, account planners differ from researchers in that the former is in charge of 

proactively representing the voice of the market, while considering the brand and 

marketplace influences. Additionally, although planners might not be the ones conducting 

the research, they are the ones applying the insights from the conducted studies.  
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Account Planning in the United States 

 Slightly over a decade after account planning was started in the United Kingdom, 

1982, Jay Chiat, from Chiat/Day, now TBWA/Chiat/Day, imported account planning to 

North America’s West coast, California. Jane Newman, former BMP planner, accepted 

Chiat’s offer to move to the United States and jumpstart the discipline (Feldwick, 2008). 

It was thanks Jay Chiat’s vision that Chiat/Day imported and had the competitive 

advantage of having account planning for over half-a-decade (Feldwick, 2008). Soon 

after account planning was added to the core group of Chiat/Day, other agencies 

followed, but with very cautious timing. According to Feldwick (2008), Feur (1985) and 

Steel (1998, pg 57), account planning was perceived as another form of research(er), and 

a threat to account managers and market researchers alike.  

In order to assuage the threats posed by this new role, Chiat/Day defined the planner’s 

roles and responsibilities in four statements (Bendinger, 2008):  

1. Planners cover the traditional full service agency research function – 

constant qualitative testing 

2. Planners are marketers 

3. Planners are line managers  

4. The planner’s principal “product” is the creative brief  

These misunderstandings about account planning did not stop the growth. By 1990, the 

US Account Planning Group was formed in Texas, and by 1995 over 56% of agencies 

had account planning (Feldwick, 2008). Since the mid-1990’s account planners in North 

America have also been called ‘brand planners’, consumer insights, and ‘strategic 
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planners,’ but ‘account planning’ seems to be the one that resonates the strongest 

(Bendinger, 2008).  

 Hackley’s 2003 article compares account planning from the United Kingdom to 

New York. His findings informed that both countries practice account planning in very 

similar ways, with the main difference being how the culture perceives and uses 

advertising. Hackley interviewed a total of twenty-two advertising executives, eighteen in 

the USA (which included account managers, creatives and planners) and four senior 

account planners in the United Kingdom. Three years later, Morrison and Haley showed 

that planners are not as involved in the Integrated Marketing Communication (IMC) 

process as they would like to be (2006). The authors implemented a survey in US and UK 

advertising agencies, garnering a total sample of 199, 103 from the United States and 16 

from the United Kingdom. Their results, reaffirm D’Souza’s (1986) claim that account 

planners are involved in the creative strategy articulation, tactic evaluation, creative 

strategy development research, and activities beyond creative strategy development or 

articulation.  The areas where they would like to be more involved include, media 

strategy development, public relations strategy development, presenting advertisements 

to existing clients and assisting with the sales promotion strategy development.  

Account Planning Internationally  

 Scotland. Some of the first researchers to study account planning outside the 

United States were Crosier, Grant and Gilmore (2003). The country chosen for their 

research was Scotland. Their methodology mirrored that of Hackley’s, in-depth, semi-

structured interviews. They conducted a total of twenty-four interviews representing 

twenty-four Scottish advertising agencies, large and small. The purpose of their research 
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was fourfold: to identify the key determinants of planning style, to describe the diverse 

approached to planning, to explore the current issues planners are going through and 

finally, to identify the opportunities and threats facing the current incarnation of account 

planning.  

 According to their results, there are four key factors that affect an agency’s 

approach to account planning, agency ethos, client type, agency size, and agency 

location. The first factor, agency ethos is more closely related to corporate culture than 

the agency’s creative philosophy. The second factor, client type, means the larger the 

brand’s financial investment in advertising, the stronger the reliance on account planning 

(Lopez-Preciado, 2010). A third factor affecting an agency’s approach to account 

planning is the size of the agency. Given the added cost of account planning to the 

agency’s clients, Crosier et al., found that the higher the billings, the higher the 

probability they would have this ‘added value’ for their client’s business (2003). The 

fourth and last factor was agency location. The authors found that given Edinburgh’s 

‘creative flair,’ planning was most likely to be found here, while at Glaslow, given its 

‘retail-driven advertising,’ planning was performed by senior executives (Crosier et al., 

2003).  

 In relation to the roles performed by account planners, Crosier et al. found five, 

three of which mirror Baskin’s 2001meta-role chart (see table 1). The five roles were: 

voice of the consumer, strategic pivot, creative catalyst, client confidant and super-

planner. These last two roles were not previously covered by other literature. Having an 

account planner as a client confidant places the planner as a prominent executive that 

“adds to the agency’s credibility” (Crosier et al., 2003). In a way, being the client’s 
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confidant supersedes the market researcher and most importantly, the account manager, 

as the most important person in the strategic equation. To some extent this why account 

managers and market researchers felt threatened when account planning was being 

adopted in the United States in the 1980’s (Steel 1998, pg 57). The second role not 

previously discussed is being a ‘super-planner.’ As a super-planner the account planner is 

expected to perform all four previous roles. This last role would be a combination of the 

five meta-roles, to some degree, described by Baskin & Pickton (2003).  

 Australia. The purpose of Butcher and McCulloch’s research was to understand if 

the account planning discipline was ‘embraced’ in Australia as it was in the United 

Kingdom (2003). Given the exploratory nature of the study’s objectives, the authors 

conducted in-depth interviews with six senior account planners at leading advertising 

agencies in Sidney, Australia. The interviews were semi-structured and asked the 

executives to address the role of account planners in Australia (in comparison to those in 

the UK), and how the discipline might develop in the future. The four themes that 

emerged from the data were market factors, cultural issues, agency ethos and super-

planner, which compare to Crosier et al.’s conclusion (2003).  

The scale and nature of the Australian marketplace does not appear to lend 
itself to a discipline that requires an in-depth command of the domain. 
Apart from a handful of ‘true believers,’ account planning has been driven 
by agencies with little commitment to the role. 

Therefore, even though the Australian advertising market has realized the potential of 

discipline, thanks to the factors previously discussed, account planning will continue to 

struggle. In order for account planning to work in an advertising agency, the agency 

needs to be fully committed to this department (Pollit, 2008).   
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 India. Patwardhan et al.’s article is one of the latest academic papers to be 

published in the area of account planning internationally (2009). The authors note that 

their interest in India was due to the fact that this country’s economy continues to 

emerge, as seen with other BRIC (Brazil, Russia, India and China) economies. Using 

grounded theory, Patwardhan et al., interviewed sixteen Indian advertising executives, 

which were recruited from the top twenty agencies of this country. The purpose of their 

research was to ‘explore’ account planning’s growth in a country that continues to 

increase in importance to the global economy (Patwardhan et al., 2009). The data 

collection took three weeks, and was done in two major Indian cities, Mumbai and 

Ahmadabad. After a thorough analysis of their data, the five themes that arose from their 

research were: a glocalized planning ethos, environmental factors as primary planning 

growth drivers, demand-supply issues as development constraints, lack of variety in 

planning roles, and lack of institutionalized measures to evaluate planners’ performance. 

After analyzing these codes, the authors suggest a model to explain how account planning 

is “understood, interpreted, and adapted in a rapidly emerging economy” (Patwardhan et 

al., 2009, p. 118). 

Account Planning Education 

 The Journal of Advertising Education (JAE) appears to be the only journal to 

have published articles on what areas academics need to teach in order to better prepare 

students for a career in account planning. Lavery’s (2000) findings show that the 

curriculum should include consumer behavior, quantitative and qualitative research 

methods, psychology, and principles of marketing. A key insight in her article is her 

suggestion that students who want to be account planners need to prepare a portfolio with 
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creative briefs, writing samples and original research conducted. In 2003, Morrison 

published an article indicating that students were not fully prepared to embark on issues 

practitioners were dealing with. Rose, three years later, published an article claiming that 

account planners and media planners should work closer together (2006). She in fact 

suggested academics should no longer teach account planning and media planning 

separately, for today’s planning is channel neutral. In 2011, Mackert and Muñoz 

published an article in this same journal proposing insights on how to lessen the gap 

between academia and practice in relation to account planning. Outside JAE, Kendrick 

(2008) suggests seven exercises/techniques that students should practice in order to 

become better planners.  

How The Hispanic Market Originated 

Jorge Ramos has been a news anchor for Univision since 1986 and is one of the most 

widely known Hispanic journalists in the United States. In his 2004 book, Latino Wave 

he writes the following:  

We’re just as likely to be astronauts or investors as we are to be farmers or 
restaurateurs. We keep money in banks, not under our mattresses. We 
invest in securities and have 401K plans so that we can retire when we 
reach our sixties, just like everybody else. A good number of us speak 
both English and Spanish (pg. 32-33).  

What he is referring to here is that Hispanics as a market are not as different as marketers 

and advertisers position them to be. There are points of differentiation between Hispanic 

and non-Hispanics such as familism, faith or collectivism, but language is no longer the 

main one. Given that immigration is no longer the driving force of Hispanic growth in the 

US, but US born Hispanics, the likelihood of Hispanics being bilingual has increased. 

According to Dávila, this is exactly what the ad industry wants, “the industry craves 

highly educated, bilingual Hispanics whose ethnicity does not present a problem to Anglo 
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clients and who can accurately represent and translates Spanish creative concepts for 

Anglo clients” (pg 35, 2001). Dávila’s main point here is that ideally clients would like to 

have marketing that is created by general market agencies and simply translated to 

Spanish for the Hispanic consumer.  

 The problem with this approach is that Hispanic advertising agencies since the 

latter half of the twenty-first century have been advocating to create specific 

communications that reach out to this ever-growing ethnic consumer. “[Hispanic] 

Advertisers had been lobbying for the acknowledgement of a common Hispanic culture 

or identity since the 1960s, and this category became the legitimization of their claims 

and the springboard for the industry’s rapid growth after the mid-1970s” (Dávila, pg. 40, 

2001). The legitimization of this market, due to unification of consumers from multiple 

cultural backgrounds led to the creation of the “Hispanic market” as we have come to 

know it.  

Hispanics remain a protected segment by their mere definition as a 
homogeneously bounded, “culturally defined” niche. It is this definition, 
which makes all “Latinos” part of the same undifferentiated “market” – 
whether they live in El Barrio or in an upscale New York high-rise, or 
whether they watch Fraser or only Mexican novelas, or love Ricky Martin 
or consider him a sellout – that is foremost behind the apparently greater 
representation of “Hispanics” within the spheres of corporate America 
(Dávila, 8, 2001).  

As explicated by Dávila, all Hispanics, not mattering country of origin or level of 

acculturation, fit under this term. It is in fact this precise point that allowed Hispanic-

advertising agencies to not only survive, but also grow and become the industry it is 

today. General market agencies strategy of translating no longer worked because they did 

not have the capabilities of understanding the intricacies of multiple Hispanic cultures, 

where sometimes the only point of connection was language. Consequently, the purpose 
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of Hispanic advertising agencies was, and continues to be, to research and sell consumer 

products to Hispanic consumers in the United States by projecting images of and for 

Latinos in ways general market agencies cannot (Dávila, 2001).  

 The Hispanic market presents itself as an interesting consumer segment in the 

United States. As a population it is now a minority majority and continues to grow, as a 

consumer its purchasing power continues to increase, and as a community it continues to 

diversify through exogamy and US births. This market can no longer be ignored by 

corporate America or be left alone for only Hispanic advertising agencies to target. Given 

that the Hispanic market was strategically fought for from a sociological perspective to 

come to fruition, it allows for different parties to affect its meaning.  

Looking at Hispanic marketing is therefore particularly revealing of the 
relationship between culture, corporate sponsorship, and politics, and 
moreover illuminate how commercial representations may shape people’s 
cultural identities as well as affect notions of belonging and cultural 
citizenship in public life… it is in the market, and through marketing 
discourse that they are increasingly debating their social identities and 
public standing (Dávila, 2, 2001).  

Hispanic Advertising Agencies History  

 Thus far most of the research on the Hispanic market has focused on 

understanding consumer behavior and brand loyalty (Peñaloza, 1994; Berkowitz, 2005), 

media usage (Villareal & Peterson, 2008), acculturation (Hernandez & Kaufman, 1990), 

situational identity (Luna  & Peracchio, 2005; Luna et al.., 2008), advertising 

consumption or Hispanics in advertisements (Iglessis et al.., 2009; Chavez, 2011; 

Korgaonkar et al., 2008), Hispanics online (Sing et al., 2008) or on understanding how to 

market to this consumer segment (Faura 2004; Korzenny 2005, 2008 & 2011; Villareal & 

Paterson, 2010; Soto 2010). These articles are just some of the many published in this 

area. It is important to note that not a lot has been published about Hispanic advertising 
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agencies. In fact, only Dávila (2001) and Korzenny (2011) have specifically written 

something about these niche agencies in the United States. Their research provides a brief 

background on how some of the major advertising agencies got started, and point out that 

although Hispanic advertising agencies have been operating since the 1960’s, they 

actually gain traction a decade or two later (one can assume this was in great part due to 

the census findings). Siboney seems to have the oldest roots of any Hispanic advertising 

agencies in the United States. Siboney was started in Cuba in 1954, moving to the Puerto 

Rico post the Cuban revolution and setting its first agency in New York in 1983 

(Korzenny, 2011). Although Siboney’s roots go back over six decades, the actual first 

Hispanic advertising agency was SAMS (Spanish Advertising and Marketing Services), 

which was founded by Luis Días Albertini in 1962 (Dávila, 2001, p.29). Mr. Albertini’s 

background included McCann Erickson and J. Walter Thompson Havana affiliate. Six 

years later a husband and wife by the name of Rafael and Alicia established an agency 

that carried their last name, Conill. Conill, like Siboney, was an import from Cuba. 

Additionally, given the agency’s early US market entrance, the agency became one of the 

most successful agencies during the 1980’s (Dávila, 2001, p.29). Based on Korzenny’s 

timeline, Zubi advertising, in Miami, opened its doors in 1976 (2011). Tere Zubizarreta 

founded Zubi advertising. Zubizarreta saw her agency’s strategic opportunity to target the 

Latino-American of Cuban decent, based on the immigration from the island. Like Zubi 

and Syboney, other Hispanic advertising agencies were started in the United States. 

Roberto Orci, a Mexican advertising executive, founded La Agencia de Orci in 1986 in 

Miami, Florida. In the mean time, other advertising entrepreneurs were setting up shop in 

another key market, Texas. The agency that is now Bromley, went through different 
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iterations since it was first started by Lionel Sosa in 1981, when it was called Sosa and 

Associates (www.Bromely.biz). Four years later, and 200 miles east, Cathy and Alex 

Lopez Negrete opened their Hispanic advertising agency, Lopez Negrete. Their agency 

continues to flourish, and is now among the top five in billings (Hispanic Fact Pact, 

2011) and the second largest independent Hispanic advertising agency in the country 

(www.lopeznegrete.com). A decade after these two Texas pioneer agencies opened their 

doors, two newcomers joined the market, one in Dallas, and one in Austin. The Dallas 

shop is Dieste Harmel, the largest Hispanic advertising agency in the country, based on 

billings, and at the time of this writing. Tony Dieste founded Dieste in 1995. 200 miles 

south, and three years later, two Anheuser-Busch marketing executives, Manny Flores, 

Alejandro Ruelas and Sergio Alcocer founded Latinworks (www.Latinworks.com). 

Latinworks is also among the top Hispanic agencies in the country based on billings.  

 The 1990’s also saw the birth of the Hispanic equivalent of the American 

Association of Advertising Agencies (AAAA), the Association of Hispanic Advertising 

Agencies (AHAA). AHAA was founded in 1996 with Hector Orci serving as the 

founding president of the association (Korzenny, 2011). AHAA’s mission statement is 

"to grow, strengthen and protect the Hispanic marketing and advertising industry by 

providing leadership in raising awareness of the value of the Hispanic market 

opportunities and enhancing the professionalism of the industry” (www.AHAA.org). 

Thus far the organization represents over 70 agency members, and close to the same 

number of associate members in media, research and other service organizations 

(www.AHAA.org, Korzenny, 2011).  
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 Additionally, just as the general market saw mergers and acquisitions in the 

1980’s (Leslie, 1995), the Hispanic market went through the same in the late 80’s and 

continues consolidating. This industry shift worked from a macro-standpoint because it 

allowed Hispanic agencies to focus on their market and therefore achieve a rapid growth 

(Leiss et al.., 1997) while mirroring the industry’s continuance of consumer 

segmentation. The problem with this approach, according to Dávila, is that it brought to 

life the importance of this market, interesting transnational agencies in corporate buyouts 

and/or mergers (2001).  

Concurrent with the general interest in one-stop marketing, the acquisition 
of Hispanic and other culture-specific agencies targeting Asian Americans 
and African Americans would become a common strategy through which 
transnational advertising networks sought to consolidate a variety of 
services and marketing within their own firms and attain instant expertise 
and credibility in ethnic marketing (Dávila, 2001, pg. 50).  

Korzenny seems to agree with Dávila’s theory that this is what large organizations are 

doing in order to be perceived as having “specialty shops” that can serve the Hispanic 

market, which continues to grow (2011). Therefore, by transnational organizations 

adding specific market services to their conglomerate will continue to become the “one-

stop shop” clients’ need in today’s lean economy. Per the Hispanic Fact Book, five of the 

top ten Hispanic agencies are owned or partially owned by a parent company: Dieste 

(Omnicom), Bravo Group (WPP), LatinWorks (Omnicom), Conill (Publicis), and Alma 

DDB, now Alma (Omnicom) (2011).  

Research In Hispanic Advertising Agencies (Pre Account Planning) 

In our market people are just waiting for the first opportunity to 
discontinue their Hispanic efforts or find fault in your campaign. Doing 
research allowed us to speak in their language (anonymous research 
analyst).’ Hispanic research has since become the staple of a variety of 
research consultation firms as well as of the advertising agencies 
themselves, which have developed their own research divisions since the 
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late 1980’s, and – increasingly and most influential – of general market 
research companies, which have also opened their own Hispanic divisions 
(Davila, 2001, p.64).  

As the importance of this market continued to grow and be acknowledged by nationally 

recognized firms such as Nielsen, Hispanic agencies’ data credibility was strengthened. 

Following this trend, other research companies began to publish primary research reports. 

With more agencies having access to these kinds of secondary data, the market 

researchers within the advertising agency began to move towards the synthesizing of 

information, rather than data collection. As showcased in the next paragraph from 

Dávila’s 1997 to 1999 ethnographic research, this is when account planning began to 

become an important discipline/role in the Hispanic market.  

A trend that seemed to be in vogue during my research was that of 
‘account planning,’ involving more ethnographic/in-depth study of 
consumers’ lifestyles and interaction with particular products. This trend 
made me – the anthropologist – particularly interesting to the advertising 
executives I talked to: they offered me jobs and asked me to lecture them 
on the basics of anthropological practice – which I did – so they could get 
a better understanding of this industry-wide turn to ethnographic research 
(Dávila, 2001, pg. 67).  

It is important to note that this is not when account planning was started in Hispanic 

advertising agencies, but when the discipline started gaining traction in the market as a 

whole. As it will be discussed in later chapters, account planning in some Hispanic 

agencies was started a decade earlier.  

Account planning knowledge gaps/research questions 

 Even though account planning can now be found in the majority of advertising 

agencies across the world (Feldwick, 2007), academic research in this area is nominal. 

After a brief review of the gaps in the account planning literature, the following three 
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areas are explored in this dissertation: the implementation, the evolution, and the 

education of account planners in Hispanic advertising agencies.  

Understanding the Evolution of Account Planning in Hispanic Ad Agencies.  

When account planning was adopted in the United States it was misunderstood as 

another form of market research. At the same time, this misunderstanding led the planner 

to become more of a business consultant, and no longer just the voice of the consumer. 

Therefore, in an attempt to see how the role and discipline changed from its inception, the 

following questions were proposed:  

 RQ1: How has the account planning discipline, and the roles performed by these 

advertising executives, changed over the last two decades in Hispanic advertising 

agencies?  

Understanding the Implementation of Account Planning in Hispanic Ad Agencies.  

In the past four decades the discipline has grown to be accepted across the globe, 

making the role a well-established one in today’s advertising world. Baskin’s research 

has helped shed some light on how account planning was created. Her research speaks to 

the reason why account planning came into the picture, how UK agencies struggled with 

the adoption of this new role, and how the role of the planner has changed over time 

(Baskin 2000, and Baskin & Pickton 2003). D’Souza’s 1986 book covers in detail the 

role of the account planner pre and post strategy and creative process.  

Hackley’s two key articles (2001 and 2003), which conclude that even agencies 

that have had account planning since the early stages do not really understand account 

planning, prompted the following research question:  
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 RQ2a: How is the account planning discipline adopted and adapted in Hispanic 

advertising agencies?  

 RQ2b: When implementing this discipline, what roles are planners expected to carry 

out? 

Understanding How to Prepare the Hispanic Account Planners of Tomorrow.  

Moreover, aside from not having enough literature on how to improve or properly 

teach account planning, there is little literature on how to teach account planners who 

want to work for Hispanic advertising agencies upon graduation. With this in mind, the 

following was the third research question: 

 RQ3: How should account planners who want to work in Hispanic advertising 

agencies prepare (be educated)? 
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CHAPTER 3: METHODOLOGY & RESEARCH DESIGN 

Grounded Theory – Method Description  

 Account planning continues to be a discipline in transition, both in academic 

theory and in practice. Thus far, most of the research done in this discipline has been 

done through discourse analysis (Stewart, 1986; Baskin & Pickton, 2003; Hackley 2003; 

Southgate, 2003; Zambardino & Goodfellow, 2003; Sanchez-Blanco, 2009; Sanchez-

Blanco, 2010;), survey (Barry et al.., 1987; Lavery, 2000; Morrison & Haley, 2003; 

Morrison, Christy & Haley, 2003; Morrison & Haley, 2006), ethnography (Thorton, 

1999), applied (Mackert & Muñoz, 2011; Mackert, 2011) and grounded theory (Hackley, 

2003; Crosier et al.., 2003, Morrison et al.., 2003; McCulloch & Butcher, 2003; Grant et 

al.., 2003; Gale & Robbs, 2004; Patwardhan et al.., 2009; Lopez-Preciado, 2010). After 

doing a thorough literature review on account planning, and account planning in Hispanic 

advertising agencies, and coming to the conclusion that there is no research on the latter, 

a qualitative methodology appears to be the best fit in making the first step towards 

answering the research questions at hand. Based on the innovativeness of the research 

proposed, and the fact that previous academics have used this method to understand 

planning in different countries around the globe (Hackley 2003, Crosier et al. 2003, 

Patwarhan et al. 2009, Lopez-Preciado 2010, Gale and Robbs, 2004), from the myriad of 

interprevist research methodologies, grounded theory was the method used for this 

dissertation. 

 The purpose of grounded theory studies is “to generate or discover a theory, an 

abstract analytical schema of a phenomenon, that relates to a particular situation” 

(Creswell, 1998, pg. 56). Barney Glaser and Anselm Strauss are credited with initiating 
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this methodology in 1967 (Creswell, 1998). Glaser and Strauss felt that researchers, 

rather than having a preconceived notion or expectation about a certain phenomenon, 

should let the data dictate the narrative. According to Glaser and Strauss (1967), data 

collection happens by spending time in the field until data categories have been saturated. 

Saturation is achieved when no additional data can be found. What differentiates 

grounded theory from other types of research methods is what Creswell (1998) calls 

“zigzag process.” The “zigzag process” happens when the researcher goes out to the 

field, gathers information, then analyzes the data, then goes back to the field, then 

analyzes more data, and keeps going until data reaches saturation (Creswell, 1998). 

 The sampling for this type of research is known as “theoretical sampling.” A 

theoretical sample includes those individuals who are close to (or experiencing) the 

phenomenon being researched (Creswell, 1998). Sample size can vary anywhere from ten 

to sixty plus individuals (Starks & Trinidad, 2007), it is all dependant on the phenomena. 

The following is the three-step process for analyzing data in grounded theory per 

Creswell (1998), open coding, axial coding, selective coding, and conditional matrix. In 

an effort to showcase how grounded theory could be useful in guiding the proposed 

research, definition of each coding step will explained, followed by an adapted example 

from Crosier et al.’s 2003 paper.  

• Open coding: “researcher forms initial categories of information about the 

phenomenon being studied by segmenting information” (Creswell, 1998, pg. 

57). The purpose of open coding is for the researcher to find and define 

subcategories through the dimentionalization of the data.  
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o This step is not clear in Crosier et al.’s paper because it is one of the first 

steps performed to clean and understand the data (2003). This step 

usually has over ten major themes, which will then be condensed during 

the axial coding process. An example of this in Crosier et al.’s paper for 

the code the ended up being ‘size of agency,’ could have at some point 

included the following codes: agency billings, type of billings, size of 

billings, agency fees by client, agency fees by project, number of 

employees per account, and number of planners per brand.  

• Axial coding: “investigator assembles the data in new ways after open coding” 

(Creswell, 1998, pg. 57). Once the categories have been defined, the researcher 

identifies the central phenomenon, also referred as the central category about 

the phenomenon (Creswell, 1998), and begins to explore the causal conditions.  

o During this step Crosier et al. (2003) found that the data told four major 

themes or stories regarding account planning: determinants of an 

agency’s approach to account planning, the role of account planners, the 

issue of internal collaboration, account planners versus media planners, 

and the shape of things to come.  

• Selective coding: “researcher identifies a ‘story line’ and writes a story that 

integrates the categories in the axial coding model” (Creswell, 1998, pg. 57). It 

is during this third stage when the researchers begin to present the hypotheses 

that arose from the analyzed data.  

o During this third step Crosier et al. (2003) further explained the sub-

themes found under each of the major axial themes. For the purpose of 
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continuing with the above example, the sub-themes explained follow the 

first major theme of “an agency’s approach to account planning.” The 

four major factors that affect account planning are agency ethos, client 

type, agency size and agency location. It is at this point where Crosier et 

al. began to hypothesize on why different factors affect the way account 

planning is done in advertising agencies (2003). Crosier et al. 

hypothesizes that the size of the agency affect how account planning is 

performed because it moves from being an ‘added value’ to an 

indispensible role. The larger the agency, the easier it is to justify the 

importance of billing for this role.  

• Conditional matrix. According to Creswell (1998), this last step is usually not 

found in grounded theory studies, but the purpose of this last step is to provide a 

visual that illustrates the influencers of the central phenomenon. 

o Crosier et al. (2003) did not provide a major theoretical model on their 

different findings, but when looking at their results, a model for each 

research question can be created. The following is a brief explanation on 

what each model would include.  

 Model 1 – Agency Approach to Account Planning: Their 

findings suggest that there are four major influences on the way 

an agency conducts account planning: agency ethos, client type, 

agency size, and agency location.  

 Model 2 – Role of Account Planner: As with the first model, this 

second model showcases there are four major roles that are 
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performed by account planners: voice-of-market, strategic pivot, 

creative catalyst and client confidant.  

 Model 3 – Account Planner vs. Media Planner: At the time of 

Crosier et al.’s research (2003), there was no research comparing 

media planning versus account planning. So this model would 

have just been a Venn diagram contrasting the two. Looking over 

the literature, Rose (2006) provided a model for this account 

planning-media planning convergence and proposed calling this 

new breed of planners ‘communication planners.’ 

 Model 4 – The Future of Account Planner: This fourth and last 

model would have two factors pushing what Crosier et al. (2003) 

call  ‘the shape of things to come,’ marketing consultancies and 

creative communication agencies.    

o Models, or what Creswell (1998) calls ‘conditional matrix,’ are 

important because they assist in the presentation of results, and in 

qualitative research ‘theoretical constructs.’ Due to the fact that the 

research performed in this dissertation is looking at broad phenomena, 

some theoretical models will be presented and discussed in the results 

and discussion sections of this document.     

The purpose of qualitative methodologies is to “capture the worldview and ethos 

of informants, as distinct from an analytical framework imposed by the researcher” 

(Sherry & Kozinets, 2001, p.165). In other words, in order for the data to drive the 

findings, the researchers need to come in with as minimal preconceived notions as 
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possible. Representing the respondents without expressing any bias is a difficult task to 

achieve, what Sherry calls, intraceptive intuition (1991).  

Simply stated, the researcher is the preeminent instrument of research. 
Believing that it is both impossible and undesirable to eliminate the impact 
of the inquirer upon the phenomenon, researchers attempt to increase their 
own acuity as an instrument through a variety of strategies (multi-method 
training, broad reading, wide experiential exposure, interpersonal skill 
development, psychoanalysis, introspection, personal disclosure in 
published research accounts, etc.) that both exalts and harnesses their 
idiosyncrasies (Sherry & Kozinets, 1991, pg. 169).        

Therefore, in an effort to establish procedures that would strengthen the validity of 

qualitative research, specifically in grounded theory, Corbin and Strauss (1990) suggest 

researchers should adhere to the following eleven ‘canons’:  

1. Data collection and analysis are interrelated processes 

2. Concepts are the basic unit of analysis 

3. Categories must be developed and related 

4. Sampling in grounded theory proceeds on theoretical grounds 

5. Analysis makes use of constant comparisons 

6. Patterns and variations must be accounted for 

7. Process must be built into the theory 

8. Writing theoretical memos is an integral part of doing grounded theory 

9. Hypotheses about relationships among categories should be developed and 

verified as much as possible during the research process 

10. Grounded theorists need not work alone 

11. Broader structural conditions must be analyzed, however microscopic the 

research 
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 Additionally, by having researchers follow the eleven canons, the collected data 

not only reduces the investigator’s bias, but also makes the study and its findings 

reproducible by making it verifiable. As expected, the only way of achieving this 

consistency and validity is through precise data analysis, strong core categories and 

thorough memoing (Corbin & Strauss, 1990).  

Study Design and Interviews 

 Given the previous account planning studies, the objectives of this dissertation, 

and the approach taken by grounded theorist, this form of research was the best fit for 

answering the questions proposed. Following the path set by previous academics when 

researching the many gaps found in this discipline, in-depth interviews seemed to be the 

form that delivered the broader insights and points of view about the same phenomena 

(Crosier et al., 2003; Hackley, 2003; Crosier et al.., 2003, Morrison et al.., 2003; 

McCulloch & Butcher, 2003; Grant et al.., 2003; Gale & Robbs, 2004; Patwardhan et al.., 

2009). Moreover, according to McCracken, “the long interview is one of the most 

powerful methods in qualitative armory” (1988, pg. 9). In-depth interviews, when 

conducted well, can unearth different aspects about the phenomenon studied. In order for 

this to happen, trust needs to be established between the researcher and interviewee. 

 Furthermore, the purpose of the interview methodology is to get the participants’ 

opinions, points-of-view, and perceptions about a complicated discipline without making 

them feel like they can only circle a box without being able to provide an in-depth 

explanation of their thoughts. In fact, because the purpose of grounded theory, and 

qualitative methodologies for that matter, is to understand the reality experienced by 

individuals, sample is not dictated by the type of statistical analysis performed, but by the 
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need to saturate codes found. Additionally, because of the lack of research in the area 

being studied, preparing and conducting a survey was not the best way of gathering 

insights at the time of data collection.  

The Interview Guide 

  The questions for the interview guide were derived from the three questions this 

dissertation was attempting to answer. However, because of the limited research in 

Hispanic advertising agencies, the questions were broadened to better understand this 

discipline as a whole. Previous research in account planning had been done on 

understanding account planning in different countries UK and USA (Hackley, 2003), 

Scotland (Crosier et al., 2003), India (Patwardhan et al., 2009) and Australia (McCulloch 

& Butcher, 2003), and given that Hispanics in the United States have different cultural 

values then those expressed by non-Hispanics, it was useful to adopt some of the 

questions used in some of the aforementioned studies.  

 The interview guide serves the purpose of helping the researcher steer the 

interview to cover the different issues at hand without compromising the validity of the 

study (Creswell, 1998). The same interview guide was used for all account planners, but 

when analyzing the results, those planners who were employed at a Hispanic agency 

before 1990, were by default part of the formative years of the discipline within this 

market. The insights from these respondents were specifically used to answer the first 

question of the dissertation. The questions specifically used to answer the dissertation 

were the following: 

1. Interviewee demographics: This first section covered key demographic 

information about the respondent’s background. These data should help 
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understand the average age, experience, title breakdown, gender distribution 

and geographic location.   

2. About account planning: This second section asked planners about the history 

of the discipline in the Hispanic market, the history of planning at their 

agency, and which agencies are known for having a strong planning 

department. The data gathered from this section helped answer how Hispanic 

advertising agencies adopted and adapted account planning.  

3. About the job and the roles performed by account planners: Account planning 

roles vary by agency size, ethos and clients, as mentioned by D’Souza (1986) 

and Baskin (2001), so the point of this section was to probe into the roles 

account planners are expected to perform.  

4. Education account planners need: The purpose of this final section was to 

answer the third question in this dissertation, which was how can the account 

planners of tomorrow be educated today? Specific details in this section 

probed on authors, books, subjects and universities known for preparing 

strong planners.   

(For the full interview guide, please refer to the appendix). 

Sample and Recruitment Criteria 

 The purpose of this dissertation is to understand the inception and evolution of 

account planning in Hispanic advertising agencies, as well as the education students need 

in order to work in these agencies. Advertising Age publishes an annual review of the top 

fifty Hispanic advertising agencies organized by billings. According to the latest report, 

Hispanic Fact Pack 2011, Texas and Florida are the two states where most of the top 10 



 50 

Hispanic agencies are headquartered, three and four, respectively. Texas is home to 

number one, four and six, which are Dieste, Lopez Negrete Communications and 

LatinWorks, respectively. Florida is home to number three, seven, eight and nine, which 

are Bravo, Conill, Alma DDB, now Alma and Zubi Advertising Services, respectively.  

 Given the author’s professional experience, his network of account planners in the 

area of Hispanic advertising extends to over twenty professionals across the country. 

Additionally, participants were recruited through snowball sampling. Although not all of 

these individuals are currently planners, all of them have worked as planners at some 

point in their careers. Some of them are now branding consultants, working for full-

service general market (or non-Hispanic) advertising agencies, working on the client side, 

for research departments in large agencies, or for qualitative research companies. The 

inclusion criteria for the people interviewed in this research was straightforward and 

twofold: that the individual had worked as a planner at some point in their career, and 

that he/she currently works or had worked for a Hispanic agency as an account planner. 

Given that the purpose of this dissertation is to understand account planning in Hispanic 

advertising agencies, the criteria for the recruitment was purposely broad, as this was 

meant to provide a wider depiction of the industry.  

 In grounded theory, according to Starks and Trinidad (2007), sample size can 

range anywhere from ten to sixty people, depending on saturation of data and sample 

availability. This insight held true when looking at previous academics researching 

account planning; Hackley’s n=18 (2003), Partwardhan et al.’s n=16 (2009), Crosier et 

al.’s n=24 (2003), Baskin and Coburn’s n=12 (2001), Lopez-Preciado’s n=18 (2010), 
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Gale and Robbs’ n=12 (2003), and the one with the most-to-date, Grant et al.’s n=30 

(2003), although not all of their sample were account planners.  

 In grounded theory memoing is as important as interviews themselves (Douglas, 

2003), and therefore this was done as part of the data collection. All interviews, with the 

exception of two, were conducted via telephone. This was purposely done in order to 

have uniformity across the data collected, as well as having a broader geographic reach. 

The following graph shows the Hispanic agencies interviewed and next to their name the 

year they were founded.   

Image 2: US Hispanic Agencies Interviewed By Year Started 

 

Five of the top ten Hispanic agencies are represented in this research. The following is a 

breakdown showing how many planners were interviewed from each agency: Conill = 1, 

Bromley = 5, Lapiz = 1, Alma = 1, Vidal = 1, LatinWorks = 2, Casanova = 1, Lopez 

Negrete = 2, Dieste = 2, Richards/Lerma = 2, iNSPIRE! = 1, and Creative Civilization = 

1. The other nine are either working for a general market agency, for a client, for a 

research company, or own their own research company. Of the total sample, excluding 

the planners currently employed by Bromley, 45% (13) worked for this agency at some 

point in their career.  

 The following chart is a detailed breakdown of the sample interviewed. Based on 

the agreement between the researcher and the respondent that all answers would remain 
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confidential, their names and that of their companies have been deleted. Their titles, years 

of experience in advertising and account planning, age and gender remain.  

Image 3: Sample Interviewed By Key Demographics 
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CHAPTER 4: RESULTS 

Sampling Results 

 In total, 29 planners were interviewed. The average age was 38 years old,  55% 

were female and 45% male. These planners have on average worked 12.4 years in 

advertising, with 8.9 of them in account planning. Over the course of four weeks, over 30 

hours of data in five states, Texas, New York, California, Florida, Minnesota, 

Washington and Illinois, and an aggregate of 20 institutions represented, 13 agencies 

(five of the top ten) and 7 clients. When it comes to education, one hundred percent of the 

sample had an undergraduate degree and nearly half (48%) a master’s degree. The 

following are the areas of studies represented, including master’s degrees areas of 

studies: mass communication (8), advertising (6), marketing (4), political science (4), 

psychology (3), sociology (3), business administration (2), Spanish (3), journalism (1), 

graphic design (1), economics (1), Latin American studies (1), Anthropology (1), English 

(1) and engineering (1). In relation to titles and positions, eight members of the sample 

were at a supervisory position or less, eight at director level, five VP or chief executive 

level, and seven had left the agency world (over half of these left to start their own 

research consulting business).  

What is Account Planning?  

 There is no easy way to define account planning, even after forty years. All 

twenty-nine respondents struggled when asked to define account planning. After tallying 

and grouping all the responses, according to the respondents account planning is 

composed of five sections, research, strategy, consumer insights, voice of the consumer 

and storytelling. Below is a visual of the dispersion of the findings.  
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Image 4: Five Areas of Account Planning 

 

It is clear that account planning represents the voice of the consumer in different ways 

and at different stages, not just in research or creative, as it was in the beginning. Account 

planning as a discipline has evolved to include areas usually associated with business and 

marketing such as strategy development and consumer insight, or storytelling, which is 

usually associated with the creative department. These are some of the broader areas 

account planning is made of.  

 This chapter will cover concepts relating the evolution of account planning, the 

adoption and adaptation of account planning, the roles account planners do and account 

planning and education, all with a lens that focuses on the Hispanic market. Question one 

will show the results for how account planning has evolved in Hispanic advertising 

agencies over the past two decades and the influence social media has had on it. The first 

portion of question two will discuss how account planning was adopted and adapted in 

the Hispanic market. The latter portion of the second question will cover in detail the 

roles Hispanic account planners are expected to perform in order to deliver strong 

insights in this market. The third and final question of this research will address the areas 
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of study account planners who want to work in Hispanic advertising should study and 

know.  

Agencies Known for Account Planning  

 Before showing the results of the three areas previously discussed, it is important 

to glance at how the respondents of this research see the state of the account planning 

industry. Interviewees were asked which agencies, Hispanic and non-Hispanic (or 

General Market) did they consider strong in this area – top of mind. They were allowed 

to list as many agencies as they felt were necessary to respond the question. Of all the 

interviewees, only three mentioned their own agency. A total of thirty-four agencies were 

mentioned, thirteen Hispanic and twenty-two general market. The chart is broken down 

into three sections, now (they currently have a strong account planning department), at 

some point (used to have a strong account planning department at some point, but not 

necessarily right now) and total mentions (the summation of now and ‘at some point’ – 

which should help show which agencies have a strong account planning awareness).  
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Image 5: Advertising Agencies Mentioned for Having Strong Account Planning 

 

 The Hispanic agency with the most mentions was Bromley. It is interesting to 

note that although account planning and Bromley seem to go together, almost half of its 

mentions were for them having a strong planning department at some point. Subtracting 

the ‘at some point’ votes from both of those with the highest number of mentions, 

Bromley and LatinWorks, and the first four agencies are practically at par – this 

including Grupo Gallegos and Lapiz. In fact, and based on the results, it seems that 

Grupo Gallegos and Lapiz are the two agencies with strongest planning in today’s 

Hispanic environment. Lastly, five respondents felt there were no Hispanic agencies that 

came to mind when they thought of strong account planning.  
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 On the other hand, the results for general market agencies are very clear. Wieden 

+ Kennedy and Goodby, Silverstein & Partners both received the most mentions and no 

‘at some point,’ twelve and eight mentions respectively. CP&B received eight mentions, 

but someone felt they were better at planning at some point in the past. Taking this into 

consideration elevates TBWA\Chiat\Day and Ogilvy & Mather because they both 

received six mentions for currently having strong account planning now, and zero “at 

some point.” In brief, understanding the current perceptions about Hispanic agencies 

planning departments should provide some guidance as to how fickle the advertising 

industry truly is. Moreover, the point of these results will be to provide the history of the 

discipline and current perceptions in order to get a broad picture of account planning. An 

interview summarized this best when the interviewee was asked which agencies were 

known for strong account planning, she replied, “Well, that is a tough question cause 

people move” (F22). As such, detailed results should shed some light into this discipline.  
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RQ1. Evolution: How has the account planning discipline, and the roles performed 

by these advertising executives, changed over the last two decades in Hispanic 

advertising agencies? 

 When asked how account planning had evolved over the last two decades in the 

Hispanic market, three different themes appeared. The first theme mentioned was that 

while account planning at its core has not really changed or evolved, the people who 

practice it have. A second theme was that account planning has evolved from analyzing 

to architecting of behavior. A third theme lies on the evolution of touch point media. The 

fourth and last theme focuses on how social media has affected planning.   

Account Planners Have Evolved From Behavioral Analysts to Behavioral 

Architects, Though Planning at its Core Remains the Same 

 Most planners believe that planning as a discipline and at its core has not really 

evolved; what has changed and evolved are its practitioners. When asked how account 

planning has evolved the following is an excerpt from one of the planner’s introspective 

rhetoric on the question.  

I think that I do the same things that I used to do; I do them better.  I don’t 
know, that’s kind of a non-answer, but I think the role of—my role as a 
planner hasn’t changed that much, my abilities as a planner have changed 
(M28). 

As explained by this director, his role has not really changed, what has changed is his 

growth in terms of how to perform account planning. A more detailed answer was shared 

by a chief strategy officer that agrees with the point that planning has not really changed, 

but the people currently doing it have.  

At its root, no.  I don't think it has.  I mean maybe it's evolved a little bit 
but at the heart, it's still the same thing.  You're there to be an instigator.  
You're there to challenge.  You're there to question.  It's not instigate, 
question, challenge without a purpose.  It's with the purpose of helping 
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connect the brand to the consumer within the marketplace, within the 
environment, in a way that's meaningful.   
 Has it evolved?  I don't know.  Do you have smarter people out 
there practicing planning now than before?  Maybe.  I think you have 
people that are more specifically educated in account planning because it's 
now taught in universities versus 15-20 years ago; it wasn't taught in the 
university level, not here in the U.S.   
 It was way pre-Miami Ad School and the best that you could hope 
for was a class at UT Austin in account planning or one at the University 
of Southern Illinois or somewhere else.  There wasn't as much academia 
dedicated to it as there is now.   
 In that way, the people practicing it have evolved but planning 
itself, I don't think it has.  I think it's the same thing.  It's like asking if 
breathing has evolved in humans.  Maybe our lungs have changed over 
time as the atmosphere has changed but the act of breathing, still the same, 
as it was when we first got rid of our gills and developed lungs (M23).   

As reflected here, this planner believes that it is thanks to the resources available to 

today’s planners, one of them being formal education, that planning seems different. In 

other words, it could be the fact that account planners are getting some schooling that is 

allowing them to try new forms of research or strategic approach. But at its core, 

planning remains the same.  

 Account planning as a discipline continues to be in constant transition, even after 

forty years of its inception in the United Kingdom. Account planners are to wear many 

hats and perform many roles, depending on the agency, the client and the planner itself. 

For a more detailed explanation on the roles planners perform in Hispanic advertising 

agencies please refer to question 2b of this dissertation. The main role of the account 

planner was to represent the consumer within the agency, usually referred as being the 

“voice of the consumer” (Pollitt, 1986). Given that account planning in Hispanic 

advertising agencies was adopted from general market agencies, and adapted to fit their 

already established market (for a detailed explanation on this phenomenon please refer to 

question 2a), the role has evolved differently. As presented in the graph below, the role of 
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the account planner changed from being an ‘analyst of behavior’ to an ‘architect of 

behavior.’ Today’s planners in Hispanic advertising agencies come from backgrounds 

other than research, marketing or advertising (please refer to question 3 for more detail).  

Image 6: Account Planning Evolution Model 

 

Understanding that the original Hispanic ‘planners’ were in fact ‘researchers,’ 

helps explicate how planners are no longer solely researchers.   

The most obvious evolution is seeing research departments expand their 
function.  It's not just a short order cook anymore spitting out research 
reports, necessarily.  I think that in many cases you have planning-centric 
agencies. I think Bromley is a planning-centric agency where it has 
evolved to be kind of the more the star or the compass, if you will, for how 
a brand goes to marketplace (M10). 

This does not mean that planners are no longer doing research, quite the opposite. 

Account planners are expected to conduct research, represent the voice of the consumer 

and be general strategists. In other words, planners need to understand major factors 

affecting brands, consumers and marketplace. As the following planner says, today’s 

strategists need to understand total market insights and how they are relevant to specific 

segments of their target market. “I think this has shifted a lot today where a lot of brands 
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and services are looking more for a total market insights and perhaps nuances for 

segments of their market” (F4). 

Evolution of Account Planning and Media  

 Today’s media is vastly different from when account planning was first 

established in the 1970s. In fact, today’s media environment is quite different from when 

account planning was first seen in Hispanic advertising agencies in the early 1990’s (for 

more information please refer to question 2a). Media in today’s consumer culture is about 

connectivity, sociability and immediacy. Therefore, and according to the respondents, 

one of the roles where planners have evolved (or are trying to evolve) is media planning. 

Account planning in the context of media planning has to do with having a better 

understanding of contextual branding, touch point / shopper marketing, and experiential 

marketing.  

I think for the most part, there are organizations in which an account 
planner has much more impact on a media role. An account planner is 
looking much more toward the media space and working more closely 
with media planners. I think that there is more of an evolution towards 
touch point planning and how we’re interfacing with the consumers at the 
end of the campaign, rather than what the insights are, because I think 
more and more people really get the consumer insights. That’s because it’s 
more fundamental to the world of marketing today, so now, it’s really 
making sure they follow through at the touch point level (M2). 

What this planner is trying to explain is that consumer insights can be derived from the 

many sources of information currently available. What account planners can deliver that 

other departments cannot, is the consumers’ point of view based on their primary 

research (usually qualitative) and proximity to the consumer. In an effort to better 

understand the evolution on the role of account planning, and the importance of social 

media in today’s marketing initiatives, planners were asked how social media has 

affected planning.  
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How Social Media has affected account planning  

 The consensus among the respondents was that social media has made the world 

smaller, and this has had a great influence on how planners do their job and how planning 

is executed. After analyzing the data, social media has shaped planning in two positive 

ways, in creating new forms of research, and in facilitating communication amongst 

planners. At the same time, it has also affected Hispanic account planners in bringing a 

new challenge in using social media to communicate with their consumer, and explaining 

“what’s Hispanic about that” (M24). 

New Forms of Research 

 The immediacy in communication allowed by the Internet, specifically through 

social media, has sparked new forms of research. Two forms of research shared by 

respondents in this research were social listening and webnographies. Social listening, 

before the age of social media, was done by performing a contextual analysis of 

newspapers, magazines, radio and television, to name some of the sources with broader 

reach. Thanks to technology, social media has facilitated and expedited social listening, 

as explained by the following account planner.  

(Social Listening) Social media almost allows for us to have an ongoing 
focus group, all the time. It’s a lot easier for us to monitor what people are 
talking about; what people are feeling. What is popular right now?  I 
mean, all you literally have to do is look at what’s chirping on Twitter.  
Look at what’s going viral on Facebook or You Tube.  Those are things 
that obviously, not just planners have access to, but I think that planners, 
given their skills are able to weave a story on what they’re seeing in all of 
this interactivity that consumers now have (M28). 

 The second form of research enabled by social media is a take on the 

anthropological practice of ethnographies. Aside from the obvious difference in how this 

method is executed, live versus online, in a webnography, a planner can experiment by 
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altering scenarios seamlessly. Additionally, planners can research multiple targets across 

the world, put in other words; planners can run simultaneous focus groups.  

(Webnographies) It seems to do a lot in terms of just the way it’s digitally 
eavesdropping, when you’re able to see communications without having 
hypothetical conversations within the context of a focus group. You can 
have real life conversations… observe real life relationships. Although I 
think that that still continues to be both from an insight generations 
standpoint as well as kind of a monitoring and tracking standpoint. 
 From an overall standpoint if you look at kind of the way that 
people gather information and listen to information and see conversations 
and look for spaces of the brand has or doesn’t have permission to go into.  
That it’s kind of blown the doors off the focus group realm if you will 
(M10). 

The web, particularly social media, has allowed planners to eavesdrop on conversations 

and run webnographies on consumers by monitoring their purchase behaviors, in other 

words, alter the speed of communication.   

Planning Communication 

 Returning to the main theme of how technology has affected advertising as a 

whole, account planners in this case, have benefited from the world becoming more 

connected. This ideology of the world being more connected has made planners feel like 

the world is actually smaller, and therefore more planners in it. The biggest insight in 

relation to planning communication is that social media has increased planner-to-planner 

connectivity. The following planning director explains how planners who are well 

connected can converse and compare notes on stories that can potentially affect their 

brands – after all, there are only so many consumers.  

I think social media, especially when you have different planners that are 
in on the social media radar in the blogosphere, well connected; I think 
they influence each other on more of a mass basis because everybody's 
tied into the same stories or discussions (M23). 
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 This second quote continues on the idea of planner-to-planner connectivity. 

Rather than focusing on the sharing points-of-view regarding the marketplace, its focus is 

on education. The following planning director alludes to reality that there are not many 

places teaching ‘account planning.’ Knowing this, planners can now leverage social 

media to connect with other planners and learn about the discipline and the practices in a 

very functional way.  

As a resource for account planners to communicate with other planners, it 
has enhanced education, because you can more easily reach out.  Just like 
the email, you can more easily have dialogs with other planners to learn, 
because a lot of account-planning practices are confidential, and there are 
not a lot of account planning classes out there. There’s a very functional, 
educational aspect to build connections with fellow account planners 
(M2). 

Social media has allowed planners to connect more easily and therefore helped the 

discipline become more versatile. Technology has permitted planners to share their 

knowledge and gain insight from colleagues all over the world.     

Hispanic Challenge 

 The third and last theme in relation to technology, specifically social media, has 

to do particularly with the Hispanic market. It seems that planners in Hispanic advertising 

agencies feel like they are behind the social media wave, not because of access, but 

because they are seen as “afterthought.” 

It is affecting account planning a lot, but slowly, and how it has done so is 
that you now have to—because the agencies, in particular Hispanic 
agencies, I would say, are still kind of behind the trend in trying to adopt 
social media, and the Hispanic agencies in particular, because you are 
always like a second thought.  The general market has to figure it out first, 
then Hispanics (M24). 

As expressed by this director, it seems that Hispanic agencies are allowed to adopt a 

practice once general market agencies have done so. Note that this has nothing to do with 
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the adoption of social media by the Hispanic consumer; this has to do with the Hispanic 

initiative being thought out as an extension of the initial initiative.  

 As previously mentioned, it is not that Hispanic consumers are not online; it is 

that because of acculturation, it is harder to segment solely based on language. Account 

planners struggle explaining to their clients that just because Hispanics can speak English 

that makes them part of the general market consumer segment. As seen next, this struggle 

is only aggravated by the reason that there are not specific tools that measure “Hispanic” 

without having to first rely on language – and this is how clients have been trained to 

think about this market.  

There aren’t a whole lotta resources to be able to click as far as listening 
tools go. What’s harder for us is unlike the general market that gets to 
assume that everyone in English is part of their general market, having to 
go in and listen to what English-speaking Hispanics is much harder from a 
listening point (M3). 

Social media has opened the doors to connect with consumers at all levels of 

acculturation, but as expressed previously, and on the next quote, its hard to move away 

from relying on language for segmentation. In the following example we see a planning 

director frustrated about the many complications of selling a social media project for 

Hispanic.  

You are fighting the idea of having to do something with social media, 
which is not necessarily something easy to do. The second side, at the 
same time, is that you have to find what is Hispanic about it, and how will 
you do something that won’t affect the general market, but also that is 
different from your tradition of Hispanic marketing, which tends to be all 
in Spanish, mostly TV, traditionally (M24).   

Although social media has allowed planners to do new kinds of research, and to connect 

with other planners across the globe, it has also created a medium planners in Hispanic 

agencies are seeing as a challenge to sell.  
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RQ2. Adaptation and Roles and Responsibilities: 

2a. Adoption & Adaptation: How is the account planning discipline adopted and 

adapted in Hispanic advertising agencies? 

How Account Planning Was Started & Adopted in Hispanic Ad Agencies 

 The adoption and adaptation of account planning in Hispanic advertising agencies 

is not as clear as it is for the United Kingdom or for the United States. Account planning 

was started in the UK in the late 1960’s early 1970’s and imported to general market 

agencies in the United States in early 1980’s - these are facts well known among all 

interviewed planners. So, when asked how account planning was started in Hispanic 

advertising agencies, the following charts shows the four major themes by timeframe: 

Planning before “Planning” 1980’s and 1990’s, Adopting and Adapting Account 

Planning, from late 1990’s to early 2000’s, The Tipping Point, which happened mid to 

late 2000’s, and the fourth one, Research vs. Planning, undergoing since the late 2000’s 

early 2010’s. It is important to note that these dates are all estimations based on the 

interviews conducted, and that these dates are meant to serve as a guide for what was 

going on in the Hispanic industry at large. According Conill’s website, www.conill.com, 

they claim to have been the first Hispanic advertising agency to establish an account 

planning department – this was in 1994. Presumably the second agency to adopt planning 

appears to be Bromley, between 1994-1996. Given that this agency was constantly 

referred as one of the first agencies to adopt this discipline, a special section on the chart 

called “the curious case of Bromley,” will be explored in detail later this chapter. This 

does not mean that other agencies were not doing planning; it just means that Conill and 

Bromley were two of the first agencies to rename and restructure their research 
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department to include account planning. Feldwick (2007, as quoted on Weichselbaum 

and Kendrick (1998), mentions that around 1995 only half (56%) of the general market 

agencies had account planning. This insight shows two things, one, that multicultural 

agencies were lagging on the adoption of this discipline, but two, that these two agencies 

were ahead of the multicultural adoption curve.  

Image 7: Evolution of Account Planning in Hispanic Advertising Agencies 

 

 The following graph gives a detailed explanation by year as to when, according to 

the interviews conducted, the interviewees’ respective agencies started an account-

planning department. The years above each agency are when their account planning 

departments were formed, while those next to their names are when the agencies were 

founded. Furthermore, as it can be observed, there is an adoption curve from when the 

agencies were founded to when they created a planning department, especially for those 

agencies started during or before the 1990’s. The fact that they did not have a dedicated 

planning team does not mean they were not doing planning, as will be explained in the 

next section. According to Stephen King (2008), account planning can be performed 

without having a dedicated planning person, which is the opposite of Stanley Pollit’s core 

belief (1968).  
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Image 8: US Hispanic Agencies Interviewed By Year They Added Account Planning 

 

The following industry leader provides a more detailed explanation about the events 

related to the adoption of account planning in Hispanic advertising agencies during the 

1990’s and early 2000’s:   

[1990’s] I think at the time, Sosa, Bromley, and Aguilar was one of the 
first.  I think Bravo was also going in that direction.  La Agencia de Orci 
was going in that direction and then there were other agencies that are no 
longer around anymore that started to tinker around with account planning 
a little bit but they weren’t quite there yet. 
 [Late 90’s early 2000’s] Then you had others that joined like 
Casanova, Grupo Gallegos, and Dieste. Then Vidal came on very, very 
strong with account planning discipline and then you had Lapiz [from] 
Leo Burnett and Conill developed its own form of account planning. 
Alma, Del Rivero Messianu at the time, and it flourished very quickly.   
 Within about five or six years [from 1994-1996], Hispanic account 
planning really boomed.  Some of the people practicing account planning 
at that time were just kind of doing it their own way.  They were creating 
it and inventing it along the way. They would go to the Account Planning 
Group (APG) Conferences and listen to the general market planners, [and] 
then go back and take some of that ideation and some of that attitude back 
to their Hispanic agencies and then try to make it work (M23). 

Account planning in Hispanic advertising agencies has seen exponential growth over the 

last two decades. As it happened with the general market agencies during the early 

1980’s, the same happened with Hispanic agencies in the 1990’s – they were slow to 

adopt the discipline.  As explained in the quote, and shown on the previous chart, it took 

slightly over a decade for planning to be established in Hispanic agencies, mirroring close 
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to the same timeframe it took in general market agencies. The fact that agencies did not 

have a planning department did not mean they were not doing account planning.   

Planning before “Planning” 

 Planning was not just a new role in advertising agencies; it was a way of looking 

at research differently. But even before account planning became its own department, it is 

important to know that it was the other agency departments that were doing the account 

planning – creative, account management, media and researcher. According to the results, 

the way planning was done before “planning,” was via everyone being a planner, and as a 

way to survive.  

Everyone Is a Planner 

 As this Director of Account Planning asserts, planning was a logical thing to do. 

In order for agencies to have strong insights, media buys and – above all – creative, 

everyone at the agency needed to be a planner. She concludes by saying that the 

difference between other departments being in touch with their inner planner and a full 

time planner, is that, that the planner is able to think about planning all day long, 

therefore helping her hone her skills and by default be a stronger planner.  

It [account planning] was being done. I mean it [is] logical it is common 
sense. You know? You have to. We used to say, and it is true, any great 
creative is going to be part planner, and any great account person is part 
planner, and any great media person same thing, right? So it is not like 
account planners have a corner on this way of thinking, or on this skill set, 
it is just that we spend out careers there. We really hone it, we collect it, 
and we become the curators of doing it well. We make that our whole 
focus. That is the only difference (F17). 

Planning to Survive 

 Another insight expressed by respondents on how planning was executed even 

before it was called ‘planning,’ was out of the need to have a strong point of view about 
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their market and their approach. In other words, Hispanic researchers needed to let their 

inner planner voice come out and help them explain their data through justification of 

their market. Researchers needed to make a compelling proposition that showcases 

Hispanics, as a market, that was worth the expenditure and focus.   

One way of looking at it [is] by saying that Hispanic advertising agencies 
always had account planning even if they didn’t call it that because they 
had to justify their existence to separate insights. They had to say why 
things were different (M3). 

Therefore, and per the insights previously mentioned, though there were no account 

planning departments in Hispanic advertising agencies during the 1980’s, there were 

account planners – or better put, planning was being done.  

Adopting Account Planning From General Market 

 The advertising industry is an industry driven by innovation and inventive ideas. 

Though it is a multibillion-dollar industry, agencies and its executives are very well 

connected – it is a small world after all. This is why when new techniques and ideas are 

brought up by an agency, not mattering where, other agencies will follow. Based on the 

data collected regarding the adoption of account planning in Hispanic advertising 

agencies, they seem to not have been the exception. When respondents were asked how 

account planning was adopted in Hispanic advertising agencies four main things arose: 

industry of copycats, successful strategies, reaction to general market and finally, transfer 

by osmosis.  

Replicating Successful Strategies 

 Advertising is an extremely volatile industry due to the constant adding and 

dropping of accounts in agency’s billings. Hispanic agencies billings during the 1990’s 

on the other hand might not have been as volatile as those in general market. This could 
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have been because by comparison, the ratio of Hispanic agencies to that of general 

market agencies varied vastly. The issue, or opportunity among Hispanic agencies was 

the area of growth. Here is how an executive explains it, “I think it was adopted from 

general market agencies who were being successful in helping agencies not only bring 

[more] creative work but also the appropriate strategy, both quantitative and qualitative 

strategy” (F5).  

 Therefore, being a Hispanic agency with the vision of adopting account planning 

during this time was a great growth opportunity. Some planners disagreed with this 

ideology by stating that certain agencies were doing this solely because they needed to 

have a point of differentiation, and because this was in vogue at the time. “So a lot of 

people just adopted it as the cool factor to draw peoples attention to the agency as 

something different, something new rather than really understanding the operation of 

what having a person as part of this personnel would really entail” (M2). Put in other 

words, as a selling point. A director of Planning explained and summarized this 

occurrences the following way:  

Our industry is an industry of copycats. I mean when something is 
working for somebody, everybody else quickly adopts it. So, how it got to 
Hispanic, the same way it got to general market. The Hispanic agencies 
realized that General Market agencies were using some new techniques, 
they had specialized people in their agencies that were called planners and 
they found that to be valuable for them (M28).  

Reaction to General Market 

 “I think account planning in a more traditional way, started as a reaction to what 

was happening on the general market. Our agencies were a little late into the game on 

that, but they came on board” (M3). This Account Planning Director shed some light as 

to how account planning might have come about in Hispanic. Along these lines, when 
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asked how account planning started in Hispanic agencies, another planner answered with 

“I think there was a client that said I have this on the general market agency, why don’t I 

have on the Hispanic side?” (F5). So in an effort to be at par with general market 

agencies, and not lose business to other Hispanic agencies, those that did not have 

planning reacted to the trend and added this discipline to their repertoire. So the addition 

of account planning could have been initiated by the agency, by a client, or as explained 

next, by the agency’s sister agency or holding company.  

Transfer By Osmosis 

 A large portion of the Hispanic advertising agencies as mentioned on the literature 

review, are or at some point have partnered, merged or were bought by a major holding 

company. Then there are those that were born out of their general market agency, and 

those that remain independent. According to the latest Ad Age Hispanic Fact Book 

(2011) half of the top 10 agencies are partially owned by a major conglomerate. 

Acknowledging this background helps understand why many Hispanic agencies adopted 

or started a planning department based on their direct or indirect relationship with their 

general market agencies counterparts.  

I can say there's got to be some kind of osmosis process that happens 
among those Hispanic agencies that happen to be a part of a bigger 
corporate umbrella, like Publicis. They happen to be working hand in hand 
with [their] general market agencies in the US as they were developing 
their own planning process (M10). 

Of the eleven Hispanic agencies interviewed for this research, nine are at least partially 

owned by a major holding company, making the transfer by osmosis process easier and 

more likely to happen. Osmosis in this case refers to the process of transferring ideas or 

processes from the parent company down. In marketing this is known as ‘innovation 

diffusion,’ which was first introduced by Rogers and Shoemaker in 1971. According to 
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their findings, diffusion of innovation is how new ideas are spread through 

communication channels over time within a social system. A later section later will 

summarize which of the interviewed agencies fall under this category.   

Adapting Account Planning From General Market 

 Per the previously discussed results, adopting account planning would not prove 

to be as difficult as the adapting of it. Account planners had to “find their voice” (M23) 

within the agency and prove that they are not just another type of researchers (Meyers, 

1987). Three of the major themes that planners mentioned in reference to how it was 

adapted were: agencies not being able to justify the planning overhead, account planning 

was about bringing rigor to research insights, and lastly, the need to create different 

messages.  

Not Being Able to Justify Overhead 

 “Hispanic agencies always had a harder time justifying extra overhead cause the 

margins were just never big. Now here, the agency has seen the benefits of planners 

involved throughout the process to see how they move work along” (M3). Account 

planners should not be considered overhead, given the many roles they are expected to 

fulfill for the brand and the agency. But because of the manner in which planning was 

introduced in the Hispanic market, previously discussed, clients did not understand the 

purpose of adding another person to their payroll. Differentiating a market researcher and 

a strategist was not an easy task, especially at this point in time, when even planners were 

trying to understand what their role would be. At the same time, it is important to note 

that account planners could have potentially being considered “overhead” not only 

because of lack of understanding, or because of the way it was adopted, but because most 
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Hispanic agencies were small (by comparison to general market agencies).  

Applying Cultural Rigor to Research Insights 

 One of the biggest opportunities to differentiate and justify the presence of the 

planner from the researcher, especially in the Hispanic market, was the ideology that 

planners apply a cultural rigor to their research findings.  

First [is] to identify the insight, not just to intuitively or because I am part 
of this culture and I understand it. But [do it] in a way that not just 
identifies but explains, defines and brings to life with some rigor. And 
secondly, it interprets this insight in relationship to the brand strategy (F6). 

As explained by this VP, account planners were adapting the discipline to tell stories 

about the in-culture research they were conducting. This new wave of planners was able 

to distill insights because they could easily have an emic and etic perspective on the 

culture as well as on research. Moreover, following this philosophy allowed them be 

strict in the form they applied their intuition to strategic insights. So while on the one 

hand the researcher need to be objective about the way they saw and perceived culture, an 

account planner could apply a cultural rigor and therefore have a cultural point of view 

on insights.  

Creating Different Messages 

 The third theme most often discussed was the need to justify the Hispanic 

initiative via creating different messaging. Account planners were able to adapt the 

discipline to their market by explaining the different in-culture messaging that this new 

consumer market needed. Here is how a Director of Account Planning explains it: “I 

assume, but I don’t know, that it was motivated by the need to unfortunately justify why 

you needed different Hispanic messaging and to find those consumer insights that would 

best represent Hispanic market versus general market” (F4). In other words, having 
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planners bringing in cultural nuances to the creative output was another way of how 

account planning was adapted, and justified, to this consumer market.  

The Account Planning Tipping Point in Hispanic Agencies  

 The transition from being research driven to planning driven was a challenge that 

continues to this date. This misunderstanding between what is planning and what is 

research, and what is supposed to be account management and what is planning caused 

(and in some agencies is still causing) planners to feel overworked and misunderstood. In 

the following statement the once Director of Planning, now on the client’s side, explains 

this transition and alludes to the aforementioned misunderstanding.   

The client was usually focused on the competitive environment. The 
Account Service [aka account management] was more focused on the 
client’s voice, but no one was really focusing that well on the consumer, 
and I think that was when the opportunity for account planning 
[happened]. But, generally the account management people have handled 
that in the past. So, I think everybody initially thought it was research, an 
extra layer of account service and was never understood and therefore 
never supported financially as a separate layer of personnel. So as a result, 
you have account planners in the Hispanic segment that were constantly 
overworked, because they were doing two jobs in one. They don’t have a 
separate research department, most agencies don’t, because of this lack of 
fundamental understanding of the difference in these roles (M10). 

This transition from research to planning, though it could have happened at multiple 

times during the course of adapting planning in this market, seemed to have hit the 

tipping point around the mid-to-late 2000’s. This movement triggered the latest state of 

the account planning discipline in Hispanic – differentiating planning versus research.  

Account Planning versus Research  

 To some account planning is another form of research (Meyers, 1987), while to 

others planning’s main role is to be the voice of the consumer (Pollitt, 1968). It seems 

that in the Hispanic industry agencies were, and some still have, at a point in time when 
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differentiating the two is crucial for the future of their account planning department. After 

reviewing the responses for the advertising executives interviewed, three major themes 

emerged:(1) research is a tool, not a job, (2) account planners have had to find their voice 

within the agency, and (3) the subjective planner. 

Research is a Tool, Not a Job 

 As previously discussed, research has and will continue to be one of the most 

important areas in Hispanic marketing. At first it was leveraged to justify the need to 

market this consumer, and now its important to segment the different mindsets among 

this market segment. Given the growth of the Hispanic population and the growth of 

planning within the Hispanic advertising world, there seems to be some consensus that 

research should no longer solely be part of the planning discipline. A VP of account 

planning likes to refer to research as a tool that should not only be available to all 

departments, but a tool that should be used by all departments – all with a different point 

of view of course. “Research is a tool and account planning is a craft. Also by the way, I 

think research is a tool for every department in the agency. I think creatives should be 

able to conduct research about creative. Media people about media stuff, account people 

about the business landscape and planners about consumers. Research shouldn’t be an 

end point, it should be a piece of the tool box” (M10). What this executive is trying to 

explain is that while in the past, planning was research (or at least a part of research), the 

planning of today and the future leverages research but is not the sole owner of it. 

Account Planners Find Their Voice 

 As agencies and account planners within agencies began to understand the 

different models and styles of planning, planners began finding and embracing the style 
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of planning that spoke to them. This is an important transition in the discipline of 

Hispanic account planning because it mirrored when new titles were starting to populate 

the general market, i.e. contact planners, communication planners, context planners, etc.  

At that time, there were more and more general market agencies that were 
adopting the English model of account planning, which really began more 
as a media planning and a media engagement discipline.   
 Over time, it kind of became its own creature. Account planners 
started kind of separating out from media the account management and 
traditional research and started having an independent voice that were still 
gonna inform all those other disciplines. Whereas somebody in one of 
those disciplines had, let's say, more of a vested interest in their discipline 
first (M23).   

This move of planners finding their voice within the agency is what allows planning to be 

a chameleon and take different forms in different agencies. Additionally, by planners 

findings their own voice they can step away from the market research mentality of 

objectivity to subjectivity.    

The Instinctual Account Planner 

 What differentiates a planner from a researcher? When respondents were asked 

this question, given the current state of the industry, the most prominent answer was 

planners needed to stand for something. Specific skills will be discussed later, but one of 

the skills planners currently lack is creative thinking. This could very well be because in 

Hispanic marketing they have to justify their approach via numbers, which translates, to 

market research. In the following statement, a now Chief Strategy Officer explains the 

important of subjectivity, objectivity and differentiating marketing research and account 

planning.  

An account planner was truly more of a roaming, somewhat objective 
point of view.  I say somewhat objective because in truth, a good account 
planner rarely is objective but an account planner is very often subjective.  
In that he or she has an opinion, a point of view, and that, it's informed and 
shaped and built by the world around them. 
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 Good account planners need to have a point of view and be willing 
to fight for their point of view or how do you develop strategy if you can't 
be subjective to some degree? 
 If you want objectivity, find yourself a good market researcher.  
That's how the market researcher should be in the 99 percent objective, 
one percent subjective in terms of interpretation.   
 Now since I've been an account planner, it's really the other way 
around. It should be 99 percent subjective and only one percent objectivity 
(M23). 

Based on the explanation, it is not that account planners cannot or should not be 

objective. What this planner is alluding to is that in order for planners to defend their 

point of view they need to be subjective in their interpretation – in other words, let their 

cultural and consumer instincts guide where they stand.  

Summary of Account Planning Adoption in Hispanic Advertising Agencies 

 After a thorough explanation of the concepts on how account planning was 

adopted in Hispanic advertising agencies, and based on the interviewees responses when 

asked “how was account planning started at your agency,” below is a chart on how it 

seems these agencies adopted account planning. Agencies can have multiple ways of 

adoption. Bromley for example was doing ‘planning’ under their research department, 

but it was not until DMB&B bought a 49% stake that they started doing ‘account 

planning.’ Therefore, Bromley started doing planning under the transfer by osmosis given 

the training provided by DMB&B. Additionally, they were able to replicate the 

successful strategies from their general market counterpart.   
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Image 9: How Account Planning Was Adopted In US Hispanic Advertising Agencies 

 

As shown in the previous chart, account planning in Hispanic agencies in large part has 

been through their major holding companies for those that were bought, or by reacting to 

what the general market was doing, for those that were independent. The following 

section will explain in detail how one of the industry maven agencies adopted account 

planning, Bromley.  

The Curious Case of Bromley 

Image 10: How Bromley Adopted Account Planning 

 

 Multiple respondents mentioned Bromley, particularly its current CEO, and the 

influence he and his agency had over the Hispanic advertising industry. After grouping 
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the results from the data collected, there was a clear thread of why Bromley kept coming 

up. To the majority of people interviewed, Ernest Bromley was one of the first, if not the 

first “account planner” in the Hispanic market. There is a consensus that he was a market 

researcher with the spirit of a planner. In the following statement a once Group Director 

of Account Planning, summarizes how and why Ernest can be considered one of the first 

‘planners.’ 

Ernest Bromley was sort of the first, well I don’t know if he was the first, 
but he was an account planner of sorts, he was a research guy. And he 
believed in using research to help define the consumer target and to help 
find those segments. And it was much more scientific or analytical than 
account planning. It was much more research driven, how do we crunch 
the data to come up with different segments consumer targets and then 
eventually with the help of other people, like Adrienne and J Moncada, 
and there was another person before that but I cant remember, that helped 
evolve into more of a consumer insight driven discipline versus a data 
driven discipline (F4). 

1981:   Sosa and Associates is founded in San Antonio, Texas.  

Mid-1980’s:  Creative and Research Are Working in Tandem 

According to Baskin (2001) and Morrison (2006) one of the most important jobs 

performed by the account planner is working with creatives. While interviewing the first 

director of planning at Bromley, she shared the following story of how Ernest was in fact 

one of the first planners in the Hispanic market.  

They [Bromley & Sosa] got together and they went to the bar, the research 
guy and the creative. [They would] sit there and talk to people on the west 
side of San Antonio and they would be doing account planning. Exactly 
that, way back before I got there, probably back in the mid 1980's and so 
that was just who Ernest was (F17). 

Putting things into perspective, account planning in general market agencies was barely 

beginning to stick, with Chiat/Day being one of the first agencies to adopt this from the 

UK (Feldwick, 2007).  
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1987:  Adrienne Pulido was the 14th employee hired –  

  Her position was a Market Research Analyst 

Late-1980’s: Agency is well established as has a strong client roster 

By the end of the decade, the agency was among the market leaders nationally and 

carried a strong clients portfolio. Moreover, and given the trend of mergers and 

acquisitions of the 1980s, DBM&B was in search to expand their reach to include the 

Hispanic market. As explained by the following planner, it was as much of a win for Sosa 

and Associates as it was for DBM&B.  

DMB&B bought us because we were a big shot, we had Coca Cola, AB, 
Capital One, Burger King… we had an amazing client list. So they felt 
wow, if we can pick up this agency maybe we can go through the Hispanic 
door to pick up general market agency business or start creating 
relationship - that is why we were purchased (F17). 

1990:  DMB&B buys 49% of the agency –  

   Agency becomes Sosa, Bromley, Aguilar and Associates 

1994-1996: Thanks to merger with DMB&B, Account Planning is born 

According to the data collected, account planning at Bromley was a product of the third 

type of adoption in Hispanic advertising agencies “transferred through osmosis.” With 

this sort of adoption there are pros and cons as explained subsequently.  

The way I remember it is that when Bromley merged with DMB&M, we 
started to adopt the good, the bad and the ugly. And some of the good was 
the account planning resources that they had, and not everything was great 
but with the merger there were a lot of bad things and a lot of challenging 
things, but I think one of the positive things was the whole introduction to 
the account-planning world. I remember we would have workshops and 
they would come and get us involved with different tools (F22). 
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Post-1996: Leveraging DMB&B sources 

Sosa, Bromley, Aguilar and Associates was at the right place and at the right time. By 

partnering with DMB&B they were able to introduce account planning to the Hispanic 

market at a time when only half of the general market agencies had planning.   

We (Bromley) were fortunate because we had a parent company or a sister 
company, DMB&B, that was doing some really fascinating things and 
using some great tools. And so we adopted those tools and we learned the 
tools really well, I mean we were all over it and we were trained (F17). 

This partnership positioned the agency to continue being a leader in the Hispanic 

market for at least a decade – in billings and in size of account planning 

department.  
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RQ2b. Roles and Jobs: When implementing this discipline, what are the roles 

planners are expected to carry out? 

What do account planners do? 

 Given that the discipline of account planning varies by agency, and the roles 

performed by these advertising executives vary by account, it is hard to pinpoint the roles 

that fall under their job description. Therefore, and in an effort to group their roles into 

major areas, the following six explicate where they spent most of their time, according to 

the data collected.  

Image 11: Major Areas Where Account Planners Spend Most of Their Time 

 

Each of the above areas consists of multiple roles performed on a day-to-day basis by 

account planners in Hispanic advertising agencies.  

• Business: NPD consultant, drafting the business strategy, being a brand steward, 

evaluating media options, adding value to the brand communication, assisting 

with new business and writing brand and communication point-of-view 

documents.  

• Creative: Writing the creative brief, being storytellers, being the idea quality 

control individuals and being the bridge between account management and 

creatives.   
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• Research: Conduct qualitative and quantitative research, synthesize research 

findings and reports and coordinate brand-tracking reports.  

• Undefined: Everything, it varies by agency.  

• Consumer: Consumer insight developer and voice of consumer 

• Culture: Cultural police and trend reader 

From Business to Culture Understanding 

 Based on the results, it is clear that the majority of the planners interviewed spend 

most of their time working in something in relation to business management (i.e. new 

business or writing point-of-view documents). In other words, the planner initially 

created by Pollitt (1968) to be the voice of the consumer has become more of the 

businessman as Steel (1998) suggested. Even though account planners in Hispanic 

advertising agencies are more involved in business strategy than before, this does not 

translate to no longer being involved in creative, research, being the voice of the 

consumer or keeping track of the culture at large. As stated by the Director of Account 

Planner below, planners are expected to multitask, wear different hats and in essence are 

the agency’s eye to the world.  

…the planners have become the thinkers of the agencies.  Whenever 
there’s an agency position that needs to be taken, a position paper POV, it 
falls to the planner’s devising strategy for new business pitches, being the 
glue—quickly assimilating what the target company’s business is about.   
 What consumers care about in that industry is something that 
planners have to be able to do, you know, in order to pitch and when 
you—new business I think that the planning role of new businesses is 
critical.  It’s really hard to say if we do one particular thing.  I mean, we 
put together and analyze research, both qualitative and quantitative.  We 
write briefs, we talk with creatives, we a—facilitate brainstorming 
activities, we’re—we have to be kind of like the guardians or the 
periscope that—we’re out there looking at what’s going on in the world so 
that we’re not just myopic and thinking about our client and our problems. 
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We really have to be in that world of the consumer.  It’s all of those things 
(M28).  

Roles Are Undefined 

 Based on the previous finding, it is clear that account planners have multiple roles 

to fulfill, depending on the need of the brand or project. Because there are no clear 

definitions on what exactly account planners do, they try to be as involved as possible in 

order to feel indispensable. One of the questions planners were asked during the 

interview was, what do account planners do? The immediate response by about half 

(50%) was a rhetorical “What do they (we) NOT do?” (F5). In other words, because 

account planners have to be involved in business, research, representing the voice of the 

consumer, and being in touch with the culture, their roles are “undefined,” causing 

confusion on expectations. It seems as if today’s planners are asked to be male aardvarks, 

meaning they are asked to do all of the above soon after joining the job.   

Account Planning Involvement at Your Agency 

 The involvement of account planners, as with the roles they are expected to fulfill, 

vary by agency and client (Crosier et al., 2003) and most importantly, by planner and 

his/her relationships (Feldwick, 2007, 190). Previous research, D’Souza (1986), 

explained the four stages in a campaign where planners should be involved or included: 

strategy development, creative development, creative approval and post-campaign 

assessment. When categorizing the areas where planners in Hispanic agencies are mostly 

involved, the following chart shows the four biggest areas. 
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Image 12: Account Planning Major Areas of Involvement 

 

Business Opportunity 

 Account planning is more often than not associated with representing the 

voice of the consumer, but this has not always been the case. In some agencies, 

and based on the results, planners are expected to help grow the business, of the 

brand and of the agency.  

We always knew that our marching orders were to find [business] 
opportunities. That was the reason why we existed. We were there to find 
the business growth; help the agency grow and help our clients grow. It 
was all about growth, in every way (F17). 

As shared by this account planning director, because planners are to be in-touch with the 

consumer, who better then they to understand potential business opportunities through 

exploratory research. This ideology has brought up a concern by people who are no 

longer working on the agency side, which is, that at the end of the day planners are 

agency employees and therefore have to “carry an agenda that will benefit their agency” 

(F5).   

Advertising Justification 

 The advertising industry is about selling products through interesting and creative 

messaging. According to Thorton (1999), creatives are the “magicians,” while account 

planners are the “intellectuals of the industry.” These two working together should create 

as strong work as a copywriter and an art director. Because account planning in Hispanic 

advertising agencies in large part stemmed from research departments, creatives struggle 
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with the idea that ‘researchers,’ now ‘planners’ can add to their creative product. The 

following is a quote from an account planner who worked at a creative agency and in 

order to appease the creative team, strategy had to be retrofitted.  

The other agency where I worked was a highly creative agency, so 
account planning was somehow involved in framing the opportunity for 
the client... Then you go all the way to the end product [advertisement or 
creative idea] and see how you can justify what the creatives came up 
with. We were always used to justifying what the creatives thought was 
right... but that was an agency where account planning was at a very early 
stage (F5). 

The last point that account planning was only involved at the beginning and end of a 

project positions planners at this agency solely for the purpose of justifying the initiates. 

In the beginning they helped find the opportunity, and at the end justify the creative. 

Although not all planning departments work or worked this way, this scenario sheds 

some light on how planners are perceived at some agencies. Additionally, this is why 

planners at some agencies are called researchers, or creative researchers, or strategic 

researchers. This is no changing though, as explained in the previous section, account 

planners are no longer solely researchers. Account planners are now creative planners, 

strategic planners or consumer insights.   

“In Everything”  

 When planners responded they were involved ‘in everything,’ they were either 

please or displeased with this. Those that were displeased felt that they were overworked 

and misunderstood (please refer to the section The Account Planning Tipping Point in 

Hispanic Advertising Agencies for more information). On the other hand, those that were 

pleased felt that by being involved every step of the way they would not see any surprises 

with the end product, and could have a say on the process. As seen on the following 

quote, this kind of involvement is referred as ‘holistic planning.’  
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Account planners are involved in every step from the beginning part when 
the project starts all the way through brainstorming. ‘holistic planning,’ 
let's call it. They don't get involved probably deep down to execution at 
that point. It's kind of more consultant, but they are involved in the very 
beginning from target definition, mindset definition, all the way through 
behavioral targeting for media to work off of (M3).  

In addition, by being involved every step of the way, account planners felt they could 

guide the agency and the creative in a holistic manner that would benefit the end result. 

At another level, by being involved throughout the process, planners felt they were 

‘adding value’ (M24) and therefore more of an “asset to the process” (M3) 

“It Varies” 

 On the other end of the spectrum were the planners that felt that because the 

planning department, and for that matter the agency’s usage and lack of planning 

understanding, made them feel “over-worked” (M2). It was not uncommon for 

respondents to answer, “it varies” when asked how account planners are involved at their 

agency. The following planner shares two instances with the same brand on different 

projects.   

It is so disorganized... but it varies. Sometimes we run the show because 
there is no account person, so you are just doing it all, and sometimes you 
have the account person running the show and pulling you in whenever 
they need information (F6). 

The fact that two of the four items with most mentions of ‘when are account planners 

involved at the agency’ are as broad as ‘everything’ and ‘it varies,’ shows that there is an 

unclear definition of when and how planners should be involved.  

The Role of the Digital Account Planner  

 Is a digital account planner the same as account planning in a digital age? Today’s 

economy is about connectivity, communities and sociability. Because advertising is an 

industry of ideas and quick turnarounds in order to understand and promote certain 
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aspects of culture (McCracken, 1986), agencies need to create specific roles that fulfill 

those needs. According to a recent study performed by Captura Group 

(http://ht.ly/9Bemu), 33.5 millions Hispanics will be online in 2012. This figure is 

suggesting that almost two-thirds (65%) of the population is using this medium. 

According to Livingston (2011), whites are the only group with more people online 

(77%). Additionally, when controlling education and income, Hispanics are at par with 

whites. Livingston (2011) goes on to segment the Hispanic population that is online by 

language usage: 81% are English dominant, 74% are bilingual and 47% are Spanish-

dominant. As seen by these figures, a vast majority of the Hispanic population is online, 

which leads to the question, what is the role of the digital account planner? The answers 

were threefold: firstly, fourteen respondents believe that ‘a planner is a planner,’ in other 

words all planners should know this medium and therefore there should not be specific 

digital account planners. Secondly, fourteen respondents said that they ‘do not know,’ but 

after evaluating the roles they would expect for the digital account planner to accomplish 

landed on the fact that these are closer to media planning. Thirdly, eight respondents felt 

that digital account planners are planners that have a specialty.   

A Good Account Planner is also a Digital Account Planner 

 Baskin (2001) listed five meta-roles and sixteen sub-roles, none of which 

specifically called out ‘digital account planning.’ Baskin’s point was to express there are 

many roles account planners need to perform, thought digital was not specifically 

mentioned. In her article, she mentions account planners need to be media neutral, and 

with that including new media such as digital. As seen on the following quote, digital 

account planning is not as simple as saying it is only about zeros and ones.    
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If traditional account planning focused more on helping understand an 
idea so that it can be brought to life within the context creativity of 
traditional media, then the digital account planner is somebody who's 
better equipped to live in the Ether World and share that strategically.  
What's being done in a digital media is still true to the brand but, again, 
account planning, in its root, is account planning. Whether you're doing it 
in a digital environment or not.   
 A good account planner's going to help you understand where 
those connection points are regardless of the media. They'll help you with 
mediums but they shouldn't be driven by medium.  In fact, they should be 
fairly media neutral so you don't end up with a planner that's always got a 
TV solution or only thinks about how it's going to live on the web. 
 I think so much of that depends on where your consumer is at or 
whether your consumer is consuming digitally or not (M23). 

As seen in the previous quote, the planner first attempts to give credit to the digital 

account planner by saying that they are better equipped to do planning in the ‘ether 

world.’ The issue is that once he realizes that a traditional planner is also supposed to 

know how to do this, he gravitates to the idea that today’s planning needs to be “media 

neutral,” which resonates with Rose’s 2006 findings regarding the communication 

planner.  

Do Not Know (Extension of Media Planning)  

 When planners did not know how to answer the question of “what is the role of 

the digital account planner?” they immediately wanted to make sense of the question 

being asked and see if they could deduce the answer. It was a moment of realization 

when they felt they could not answer this questions because there were things they either 

not know how to do, or felt someone else should be doing. Most often than not, the 

respondents gravitated towards the explanation of a digital account planner as an 

extension to media planning. As seen on the following quote, the respondents goes from 

not knowing to associating digital planning with media planning.  

I don't know. That to me is a good question.  I think it's still evolving.  I 
think because that role can be treated as basically an extension in media 
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planning under a different name, or it's really just context planning.  I don't 
know.  I don't know. I think that is still one of the things that's evolving.  
Sometimes these roles evolve as a reaction to what's happening, and they 
sound fine. I think technology has brought new things that if you look at it 
from a fundamental point of view, the basic mechanics of what it is to 
communicate and communicate through advertising or marketing haven't 
changed all that much.  The roles change; the titles change, maybe your 
volition, but it's still fundamentally the same, so I don't know how much 
that role really is affecting or changing what we do (M3). 

As with previous spurts of niche planning styles, communication planning, context 

planning, touch-point planning, one wonders if digital account planning will be one more, 

or if it is a position all in its own.  

Digital Account Planner Has An Area of Specialization 

 Although there were not as many respondents who see digital account planning as 

a standalone position, those that did felt this was an important area of specialization. In 

fact, and as seen below, this planner places the digital account planner at the same level 

as him, moving digital planning from a role to a position.   

I think the role of the digital planner is exactly the role of a regular 
planner, except with a day-to-day working knowledge and expertise of the 
digital consumer touch points, right?  I mean, digital, in a way, is no 
different than any other media.  In other ways, it is very different…(M28).   
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RQ3. Education: How should account planners who want to work in Hispanic 

advertising agencies prepare (be educated)? 

Subjects Account Planners Should Study 

 Account planners in today’s economy, more than ever before, are expected to join 

the agency world ready to deliver strong consumer insights. The idea of ‘learning 

consumer culture as you go’ is now outdated. According to the data collected, planners in 

today’s environment are not only expected to know marketing (9), research (10) and 

advertising (6), but also be well versed in the social sciences. In fact, when practitioners 

were asked what subjects account planners should study, the top three answers were 

sociology (18), anthropology (15), psychology (14) and Latino/Hispanic cultural studies 

(13). These findings contradict what most of what the current sample studied, showing 

how the discipline continues to expand beyond marketing and advertising. Additionally, 

this also confirms what one of the planners was explaining during the interview, that 

marketing and advertising can be learned through practice, while a true understanding of 

culture and consumer behavior is done through a survey of courses in the social sciences, 

i.e. sociology and anthropology. When asked what subjects should account planners 

study, the following was the reply from a brand planner:  

First, culture. We need to know how we celebrate everything, everything 
on the calendar. We need to understand the mindset across the year. For 
examples one of the tasks that I did last year was to develop a 52-week 
mindset calendar for my target. With that said, you need to be inside the 
shoes of your target/consumer, otherwise you will be way behind it. That 
is the subject that you have to study. Everything else you can find on 
websites, old presentations, new presentations, books, but your first 
subject should be this one (M11). 

 Another point of view as to why people who want to get into account planning 

should study subjects other than marketing is because it will give them knowledge about 
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something. It seems as if practitioners are gravitating towards students who have majored 

in something other than advertising because they believe this gives them a stronger point 

of view on consumer behavior, media and most important, culture at large. As explicitly 

expressed by the following advertising vice president, students outside the area of 

advertising will contribute something that will be out of the advertising box. 

I’m sorry, but I have hired so many planners, believe me, [and] probably 
just one percent of the planners that I’ve hired have a background in 
advertising, majored in advertising. I will hire people from all other 
disciplines. I have hired architects, people from law school. Everything 
you can imagine. Just smart people with something to contribute a point of 
view. Unfortunately the people that spend four years or five years of their 
life thinking about advertising didn’t learn anything.  
You need to know about something else; about literature, or history, or 
architecture or whatever… be a psychologist or sociologist, but not an 
advertiser (F6).  

 Given that the United States will continue to become a minority-majority 

(multicultural) country, the importance of understanding culture(s) can only increase in 

importance. This means that the account planners of the future might shift from majoring 

in marketing and advertising to majoring in a social science, particularly sociology or 

anthropology, and minor in marketing or advertising. This new shift will refocus on truly 

understanding how consumers behave and interact within culture and communities, 

putting them in the center of the equation, rather than putting the brand in the center and 

constantly think of executions.  

 Moreover, when planners were asked what subjects should future planners who 

want to work in or with the Hispanic market study, there was a sense of a planner is a 

planner, meaning there is no difference between planners in Hispanic agencies and 

planners in general market agencies. In other words, the planner of the future needs to 
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understand consumer behavior – period. The following is an excerpt from a Strategic 

Planning Director and his point of view on the subjects’ planners should study:  

I don’t want to, I wouldn’t look at it as Hispanic or non-Hispanic that is 
going to change, planners are planners disregarding. Subjects they should 
take care of the basics like the building blocks for a planner. Get your 
math right, get your writing skills, get them going, get your presentation 
skills polished out and find a way to package all those into your role. That 
is pretty much like the basics. 
 Then again, the cool thing about a planner is the weird 
backgrounds. So the most important thing is to find an angle and get an 
interesting hobby (M16). 

Authors Planners Should be Familiar With 

 When asked what authors account planners should be familiar with, Seth Godin 

(3) and David Ogilvy (3) came up the most often, right after Isabel Valdes (5) and 

Malcolm Gladwell (12). None of these names necessarily come as a surprise, given they 

are all highly regarded in the industry. 

 It was not necessarily odd to see that author Jon Steel (2) was not mentioned 

more. He is mostly known for having written what is commonly referred as “the account-

planning bible,” Truth, Lies and Advertising (1998), which will be covered in the next 

section. Additionally, because his book was written over ten years ago, the principals 

continue to resonate, but the examples begin to feel dated. Another name in this section is 

the owner of Envirosell, a company that specializes in shopper marketing. Paco Underhill 

(1) has published three books in the area of ‘retail anthropology’ as he refers it. The third 

name and final name in this smallest circle has nothing to do with marketing per se. This 

author won a Pulitzer Prize for Fiction in 1953 and a Noble Prize for Literature in 1954. 

He was an American journalist and author, and many of his pieces are considered 

American classics. Ernest Hemingway (1) was a quasi-surprising third name. But 

continuing on the idea that planners are called to be strong storyteller and need to be 
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well-versed in the social sciences, it really comes as no surprise that a writer such as this 

one made the list.  

 Two names that go hand-in-hand with marketing and advertising, Seth Godin and 

David Ogilvy. Seth Godin is a widely published marketing writer and blogger and CEO 

of Squidoo. His two most famous books are All Marketers Are Liars (2009) and Purple 

Cow (2009). The second name in this third circle of important authors to know is a man 

who at the age of 38 went from being unemployed to becoming a staple in the advertising 

industry. David Ogilvy built a worldwide empire and though he is gone, his agency 

continues to be an industry leader. Ogilvy’s books Confessions of an Advertising Man 

(1964) and Blood, Brains and Beer: The Autobiography of David Ogilvy (1978) continue 

in relevancy because they provide historical examples of advertising, and insights about 

an industry in constant change.    

 The second most frequently mentioned name is a published author, public speaker 

and Hispanic marketing consultant. Her company, In-Culture, has helped many blue ship 

clients over the last three decades. She is a member of the Latino advisory board at 

Perico/Frito-Lay’s and Scholastic. As mentioned on Dávila’s Latinos Inc (2001), a copy 

of one or more of Isabel Valdes’ books can usually be found in Hispanic advertising 

agencies. Some of the most consistent comments were that her books served as a good 

“101” about the Hispanic market, but because of this, they were also seen either a good 

reference to have, or a good read for people new to the Hispanic market.  

When asked about specific books that account planners who work in 
Hispanic agencies should read, no books really came to mind. “No, you 
know I have kind of the, what I call Hispanic marketing 101, but I think 
they are just that. And I think they tend to help clients who either don’t 
have access to or don’t have really any understanding of the Hispanic 
market, but I think they are very surface and in fact can be a little bit 
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detrimental because they are broad and show overall generalizations 
which again it can be helpful for somebody who has no idea about the 
market, but as they cling to what they read in those anecdotes on the book, 
it can affect/hurt a strategy or an insight you are trying to sell.  
       My references are more personal, versus kind of reading about it from 
Isabel Valdes. These books do have a place for clients without access to 
have insights on the market. I think, unfortunately because of the needs of 
the market are too generalized (F9). 

 An author mentioned by at least three-quarters of the interviewees is a journalist 

and sociologist, a four times bestseller, and a New Yorker magazine staff writer since 

1996. Malcolm Gladwell is known for his many essays about culture, consumption and 

life, but is better known for his four books, which have all reached number one in the 

New York Times bestsellers: The Tipping Point: How Little Things Can Make a Big 

Difference (2000), Blink: The Power of Thinking Without Thinking (2005), Outliers: The 

Story of Success (2008) and What the Dog Saw: And Other Adventures (2009). 

Gladwell’s style of writing focuses on telling a story through a well researched and 

established theoretical framework. Following Thorton’s observations that account 

planners are the academics of the industry (1999), it comes as no surprise that planners 

gravitate towards his style of writing. Understanding that planners are constantly asked to 

solve the next big problem for clients, and comparing these issues to Gladwell’s books or 

book chapters, one can see there are many similarities. Furthermore, Gladwell’s style of 

writing consists of observing the world in new and unexpected way – whether solving the 

Ketchup Conundrum or understanding How Nassim Taleb Turned the Inevitability of 

Disaster into an Investment Strategy.  

 During one of the interviews, and while conversing about Malcolm Gladwell, a 

Brand Planning Director said director said, “I think Gladwell has a great planner mind in 

how he lists and analyzes things and calls kind of the specific trends” (F9). Which 
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brought the next point, even though Gladwell might not necessarily describe himself as a 

planner, planners see Gladwell as one. Thanks to his books, Gladwell has been able to 

establish some sort of kinship with this community of advertising executives. Another 

example of why account planners are engrossed with Gladwell’s style is because he is 

good at presenting information with a persuasive point of view. The following is a quote 

from a senior planner explaining why she enjoys the Outliers (2008) book:    

I really liked the Ouliers book, cause it gives you a perspective. And also, 
now that I remember it tells you how the cultural influence makes you be 
better and strive for more, but it has been a while since I read it. And it is 
from Gladwell. I have read all of his books, so maybe that makes him a 
planner. He just brings a different perspective (F8). 

In closing, what account planners seem to enjoy about Gladwell’s books the most, is that 

they can extract from the reading to see the bigger picture he is attempting to describe, 

which says a lot about the art of storytelling.  

Books Planners Should Read 

 When asked what books account planners should read, respondents mentioned 

over twenty books altogether. This section will highlight the top ten books mentioned 

most often. Per the table below, the book with the most mentions was Jon Steel’s Truth 

Lies and Advertising: The Art of Account Planning, published in 1998.  
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Image 13: List of Books Account Planners Should Read 

 

The book is still considered a ‘must’ not necessarily because this is how planning works 

in today’s economy, but because it brings a thorough analysis on the discipline (Burns, 

1998), and the benefits of this discipline when used correctly. Additionally, this was one 

of the first books specifically written on the subject. More importantly, and as previously 

noted, given that planners are now being hired from disciplines other than marketing and 

advertising, Steel’s book helps people who are making a move into planning be much 

smoother. A great example of this phenomena was explained by the following Strategic 

Planning Director, when asked what book is a must read for people joining account 

planning.  

Truth Lies and Advertising by Steel, that is a must read. Coming in to 
planning, I am not the traditional planner, so I had to pick up the book and 
say well what is planning really about, and it really helped me to get it. I 
had a sense, but it really brought it to life. This is how the process works, 
this is where you start and this is where you end. So when it comes to 
specifics on the subject that would be the book. Then you can read an 
assortment of books depending on what you want to do (M16).   
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The next two books, Adam Morgan’s Eating the Big Fish: How Challenger Brands Can 

Compete Against Brand Leaders (2009), and Lisa Fortini-Campbell’s Hitting the Sweet 

Spot: How Consumer Insights Can Inspire Better Marketing and Advertising (2001) were 

very distant second mentions, in fact, less than half. It is interesting to note that both of 

these books have to do directly with account planning. When it came to books about 

Hispanic marketing, or marketing to Hispanics, only two books received a couple of 

mentions, Felipe and Betty Ann Korzenny’s Hispanic Marketing: A Cultural Perspective 

(2005) and Arlene Dávila’s Latino’s Inc (2001). When reading these books, one can see 

that they were written for different audiences. One the one hand Korzenny’s book is 

based on case studies on the Hispanic market, while Dávila’s book is ethnographic and 

theoretical towards understanding the development of what used to be a nice market – the 

Hispanic consumer.    

Universities & Programs Known for Account Planning 

 When asked what programs are doing a ‘good job’ in preparing planners, they 

believe that it is not just the courses that prepare planners, but the students eagerness for 

understanding consumer behavior. Based on the interviews done, it seems as if there is a 

special ‘quality’ in the people who decide to become planners. As seen in the following 

quote, this account-planning supervisor juxtaposes being a planner with being a 

professional athlete:  

Here is the thing. Preparing good planners is kind of like preparing a good 
athlete. There are a lot of kids that want to be pro-basketball players, but at 
the end of the day if you don’t have the talent, it just doesn’t happen... but 
that is what it is at the end of the day. And just like in the NBA for 
example, when the NBA players finds a team if they have the right coach 
at that level, that coach will bring out so much more in them, likewise in 
life.  
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 You get a job and you find a department with a leader that can 
bring that greatness out of you, you become even greater, but it all starts 
with that 'core-ness', 'planner-ness' if you will. That said, I think that any 
school can produce a great planner, because I really think it starts with the 
person (F15).    

In other words, strong planners are created based on a combination of three major factors: 

his/her abilities and immediate supervisor (as previously shown), and strong schooling 

(as seen next). Following this train of thought, when asking the director of planning for a 

small minority owned Hispanic agency, her reply geared more towards the caliber of the 

university, rather than a specific program. When asked the same question, ‘which 

programs/universities are doing a ‘good’ job preparing planners, she replied the 

following:  

When I interview planners, I usually ask what they've read. Obviously I 
think a solid 4-year university [is necessary], I ask about grades, I think 
that that is probably a good indicator. Academic performance is probably a 
good indicator. Obviously you want a more reputable school. I think it 
signals the caliber of the students coming in, because some schools are 
more competitive than others. That to me is important, the caliber of the 
university, more so than a specific university (F27).   

Given account planning is very hard to teach, and that subjects studied can be very broad, 

planning directors are more interested in seeing the potential of their future employees 

via academic success, than hiring them because they graduated from a specific program.  

Thanks to the growth in the importance of this discipline, universities and ‘technical’ 

programs across the country are developing courses and degrees that better prepare 

students to be planners. The four universities/programs that were recalled/mentioned 

most often were The University of Texas at Austin, the Miami Ad School, Florida State 

University and Texas State University, in that order.  
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Image 14: Universities With Most Mentions For Having Account Planning 

Programs 

 

The University of Texas at Austin received more than three times as many mentions as 

Texas State University. The Miami Ad School was a close second, and Florida State 

University was s distant third. To some the University of Texas seemed ‘too theoretical’ 

while the Miami Ad School was what it claims to be, ‘a boot camp.’ The following is an 

excerpt from a conversation with a vice president and director of account planning 

comparing the two:  

I have taught at the Miami Ad School a few times, and I went to the 
Miami Ad School, but UT has a really good program. Really good in the 
sense that it gives you a real degree, right, a Masters degree. [But] In AP 
you only learn through experience, and theory only takes you so far. So it 
is great in the sense that you are again running your own knowledge base. 
But the practical application of it will take a while for it to come to 
fruition. What I think is great about the Miami Ad School on the other 
hand, is that you learn through case studies, and that is all they do. They 
get a professional who comes down for three days and talks to you about 
what they are doing. Then they give you an assignment and you have a 
creative team that you work with, and you solve the assignment in the 
short span of six months. Assuming you were starting at an agency, [that] 
would take you maybe four years. [That is] Assuming that you get a new 
project every six months, and seeing it from beginning to end, and you get 
to see the creative process.  
 At UT you don’t get much of that, you get much more of the 
theory part, and it’s interesting, it is great. But [account planning] is very 
much about apprenticeship (M18). 

This VP of planning refers to theory as abstract hypothetical scenarios usually read in 

textbooks. He feels that there is a place for this type of theory when learning consumer 
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behavior, as theory helps hypothesize about actions. Later he explains that good account 

planning in his point of view is taught through practice, and he sees practice as case study 

based examples rather than articles or textbooks. Finally, it is important to note that 

although some of the planners have graduated from the universities or programs 

mentioned, these same programs might have changed since they graduated. Therefore, 

their advice about schools with degrees ‘strong account planning’ are based on what they 

have seen from their recent graduates or heard through industry outlets.   

 Therefore, the consensus is for students to find the program that will best benefit 

their style of learning. When it comes to educational programs that carry the most weight, 

the following is the list of the four schools/programs with the most mentions: University 

of Texas at Austin (16), Miami Ad School (13), Florida State University (6) and Texas 

State University (5). 

 Given that account planners are expected to ‘hit the ground running,’ this insight 

makes complete sense, as advertising and marketing are about uniting theory and 

practice. Interestingly, the two most mentioned programs are on opposite sides of the 

spectrum, meaning agencies are opting to adopt Pollit’s philosophy of “breed them 

ourselves from numerate but broadminded graduates” (1979).   

Skills Planners Are Lacking 

 Account planners are expected to fulfill many roles and responsibilities, and 

though they are known as the ‘intellectuals of the industry’ (Thornton, 1999), there are 

many skills that they are either lacking or need improvement. Understanding the skills 

planners are lacking presents an opportunity for university programs to properly address 
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them. The following table shows the 14 skills most often mentioned during the 

interviews. 

Image 15: Skills Account Planners Are Lacking 

 

One of the most interesting insights from the above results is how the skills with most 

and least mentioned are exactly opposite to Morrison’s (2003) findings. According to her 

article, account planners need more training in research, while only some felt planners 

needed additional training on creative thinking. Interestingly enough, account planners in 

Hispanic advertising agencies felt the exact opposite, that improving research skills 

would be a nice addition, but improving their creative thinking is an imperative. As one 

senior account planner explains it, “It is about bringing numbers to life through 

storytelling, making them more creative. I think we (planners) should take more creative 

classes” (F13). Not surprising is that right after ‘creative thinking skills’ planners would 

like to see new and current planners improve their ‘writing and storytelling aptitudes,’ 

which to some extent fall under the area of creative thinking. Additionally, three skills 

that will continue to increase in importance are relationship management, 

negotiations/sales skills, and digital. These first, as expressed by Steel (1998) and 

Feldwick (2007), are of extreme importance because planners are the catalysts between 

account management and creatives, and between research companies and account 
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management. In relation to digital skills, account planners have to leverage this new 

medium as part of their way to communicate and understand the ever-changing 

consumer. As previously mentioned, this is a new skill planners have to learn, therefore 

feeling like they have to catch up on understanding consumer behavior in this new 

channel.  
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CHAPTER 5: DISCUSSION 

 After a thorough analysis of the data, multiple insights came to flourish, but the 

following results are important to reiterate before moving on to the discussion.  

 From Q1: The biggest evolution on the discipline is due to technology and 

people, not necessarily the discipline itself. The core of the discipline remains the same – 

be the voice of the consumer. From a human resource perspective though, because people 

who are becoming planners are coming from either diverse backgrounds or have studied 

account planning in school, something you could not do in the 1990’s, they are prepared 

to do more than research (please refer to question 2b for specific roles and 3 for 

additional details on education). From a technological perspective, the biggest influence 

on the discipline has been social media. Social media has created a fictive kinship 

amongst planers, Hispanic and non-Hispanic, allowing both groups to share their case 

studies and approaches online.  

 From Q2a: The biggest influence on how account planning was adopted in 

Hispanic agencies has to do with agency ownership. If the agency is currently owned by a 

major holding company, the likelihood of account planning being introduced through 

osmosis increases significantly. If the agency remains independent, these agencies most 

likely adopted account planning by reacting to what other agencies were doing, 

particularly those in general market.  

 From Q2b: Account planners are no longer just researchers, since this is where 

account planners derived from. Account planning roles now include being a researcher, 

the agency’s strategist, consumer representative, creative catalyst and cultural 



 106 

anthropologist. At some agencies the roles account planners do are undefined because 

they are either involved in ‘everything’ or because ‘it varies’ by account.  

 From Q3: According to the planners interviewed, there is no such thing as a 

‘Hispanic account planner’ and a ‘general market account planner.’ There are planners 

whose main focus is the total market and those whose main focus is the Hispanic 

consumer, but as seen on the discussion, even this is changing. Therefore, students who 

want to work in account planning with a focus on the Hispanic consumer should study 

sociology, anthropology or psychology and Latino/Hispanic cultural studies. Moreover, 

the most important skill students who want to work in account planning should focus on 

improving is creative thinking. Others include writing, storytelling and relationship 

management. 

 After this brief summary of the results, the following section will thoroughly 

discuss four areas that will help contextualize the results. The first section discusses the 

innovation diffusion and big brother syndrome in account planning, the second covers 

account planning involvement, comparing Hispanic versus non-Hispanic, the third 

section moves on to evaluating the digital account planner and the fictive kinship that 

happens through social media, and the fourth and last will discuss thinking outside 

advertising area and the importance of studying a social science. This chapter will close 

with study limitations and future research.  

Innovation Diffusion & Big Brother Syndrome in Account Planning 

 According to Rogers & Shoemaker (1971) and Daft (1978, pg. 197), innovation 

diffusion is when “the adoption of an idea or behavior is new to the organization adopting 

it.” As discussed in the literature review and in the results of this research, this is what 
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account planning was in the general market and in the Hispanic market. Both segments, 

the non-Hispanic and the Hispanic market struggled with the adoption of account 

planning because there was no clear definition – was it research, or was it not? In 1986 

(page 23) Stewart writes the following explanation of why it takes the United States time 

to understand the purpose of account planning.  

We believed that we, in the United States, were far ahead of the game, 
practitioners of the scientific method, decisions made on the basis of 
quantitative data. When we were feeling kind about our misguided 
colleagues across the Atlantic, we told ourselves it wasn’t entirely their 
fault – they didn’t have the money or the market sizes to justify major 
quantitative studies; they didn’t have the technology or the infrastructure; 
telephone incidence was too low for telephone studies, malls didn’t exist, 
etc.  

The Hispanic market shared the ideology that quantification was the way of showing the 

importance of the market. So just as with the general market, the way to express a market 

opportunity was by creating a census of the Hispanic consumer. A big difference to point 

out between the general market and the Hispanic market, is that as explained by Stewart, 

the infrastructure for the general market already existed, the infrastructure for the 

Hispanic consumer had to be created, as expressed by Ernest Bromley:  

When we launched in the early 1980's, 1981, in those days, there really 
wasn’t very much research available on Hispanic consumers. Since there 
was no syndicated data, we had to develop those things [new forms of 
research], and so that is what I did. I developed ways to measure product 
movement so that we could prove that Hispanic advertising, whatever 
communication we were doing, was in fact moving cases and effective. 
 And from there we were also producing marketing strategies with 
this information. But we didn’t it call it account planning, but we were 
doing account planning and it was really out of necessity because we 
needed to do the hard-work-search part because we didn’t have anybody 
out there doing this kind of stuff.  

Comparing the two ways account planning was approached, the quantification of the 

general market was done because that was their way of doing business while the 
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quantification for Hispanic was to justify that there was significant business to be done 

with this market.  

 While the resistance to account planning adoption continued among the general 

market, Stewart (1986 pg.23) points out the important proliferation of secondary data.  

But as the evidence of change began to crowd in us, we realized that our 
markets and economy were beginning to look more and more like the 
United Kingdom’s. And the proliferation of data, which told us about a lot 
of these changed also signaled to us that it was no longer the possession of 
the information per se that was important; it was what that information 
meant that counted. 

The importance of Stewart’s quote is that it prefaces what was going to happen with the 

Hispanic market less than a decade later. In the following quote Ernest Bromley explains 

how the research function began to change with the proliferation of secondary data.   

MRI had no Hispanic sample, Simmons had no Hispanic sample, [and] 
nobody had any Hispanic sample. This started happening until about the 
early to mid-90's, from about 92 to 95, its when syndicated research 
companies began to get on the bandwagon of developing how to collect 
this data and clients were willing to pay for it. So then the need for us to 
have a hard research function began to be less and less. It [Planning] 
became more about pulling the data and developing the strategy. This 
happened around mid-1990. 

Given that account planning was adopted in the mid-1980’s in the general market, a 

decade before it would be adopted in Hispanic, their innovation diffusion of account 

planning was well established by the early to mid-1990’s. This early adoption of account 

planning in general market agencies resulted in a big brother syndrome with their 

approach toward Hispanic agencies.  

 In fact, the mergers and acquisitions of Hispanic agencies that happened in the 

late 1980s and 90’s were due to the big brother syndrome general market agencies 

experienced. Conill and Bromley are two prime examples of this. Conill was bought by 

Saatchi and Saatchi in 1986 and Sosa, Bromley and Aguilar (now Bromley) was bought 
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by DMB&B in 1990. According to this research, they are the first two Hispanic agencies 

known for having an account-planning department, 1994 and between 1994-1996 

respectively. These two agencies signal the big brother influence by general market 

agencies over Hispanic agencies because they were able to ‘transfer planning by osmosis’ 

(please refer to question 2a) over their agencies. This is a key move in the adoption of 

account planning in Hispanic advertising agencies because these agencies now had the 

monetary support to effectively pursue account planning. General market agencies knew 

that investing in developing account planning departments in their new agencies would 

increase their revenue in the long term as explained in the following statement by Barry 

et al. (1987).  

An agency that adopts account planning should be dedicated to creative 
quality even at the possible expense of short-term profits. While adding an 
account planner may cost more initially, in the long run, higher quality 
advertising will ultimately create added client revenues. Account planning 
is most effective in agencies with an informal organizational structure 
where teamwork is emphasized. 

The innovation diffusion that helped general market agencies adopt and adapt account 

planning from their parent companies, peers and European counterparts, led to the big 

brother syndrome they exercised over their Hispanic advertising mergers and 

acquisitions. As a result, certain Hispanic agencies were able to significantly invest in 

their account planning departments at an exponential rate. For a detailed example of this 

phenomenon, please refer to the curious case of Bromley in chapter 4 question 2a.  

 Moving forward, and as the Hispanic population continues to become more 

mainstream because of the population growth, it will be critical to see the how general 

market agencies will deal with their Hispanic counterparts. They can very well do what 

they did in the late eighties and nineties and buy a Hispanic agency, or attract the talent to 
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their general market agency and open a Latino arm – like Richards/Lerma, iNSPIRE! or 

Lapiz.  

Account Planning Involvement: Hispanic vs. General Market 

 According to Stanley Pollitt’s article in a 1979 Campaign magazine, account 

planning emerged as a role or discipline designed to help deal with marketing research 

(Politt, 2008). More than thirty years later, account planning in Hispanic advertising 

agencies has evolved to mean marketing research, business consultancy (including 

strategy), creative, voice of consumer and cultural representative. So in a broader sense, 

account planning in Hispanic advertising agencies is the discipline that not only deals 

with marketing research, but all the components it affects.   

 According to the findings, account planners in Hispanic advertising agencies are 

most involved in business decisions, creative decision and research decisions, in that 

order. Conversely, general market planners are most involved in creative strategy 

development and creative strategy articulation (Morrison & Haley, 2006). As seen in this 

finding, account planners in Hispanic advertising agencies are more closely aligned with 

Steel’s vision for the account planner. Steel believed that account planners “should be 

telling a client how demographic, cultural, economic, competitive and attitudinal change 

is affecting their overall business, and how changes in fundamental business practices are 

required if they are to succeed” (Steel, 1998, p.36). After comparing the two, it is obvious 

that account planning is practiced differently between both markets – although one 

approach is not necessarily superior to the other. Stephen King believed that “a planner 

asks what sort of responses the advertising tries to get from consumers and how to 

measure whether you’ve got that response or not” (O’Barr, 2003, pg.1). Based on this 
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definition, from one of the creators of planning, it seems that planners in both markets are 

doing what planners were supposed to do and more, which shows the evolution of the 

role and the discipline.  

 Account planners in Hispanic agencies are able to accomplish this because by 

comparison to general market agencies they tend to have smaller departments – making 

them more nimble. Nimbleness in planning, though, is a double-edged sword. The upside 

to having fewer account planners in a department translates to interdependency, and 

working on multiple accounts, which allows planners to see different cultural and 

consumer segments. The negative side of seeing more consumer and cultural aspects 

across multiple brands translates to lack of expertise and planners feeling overwhelmed 

and overworked (as explained in question 2b).  

Account Planning Room for Improvement: Hispanic vs. General Market 

 Morrison et al. (2003) performed a survey among general market planners 

through the United States Account Planning Group (US APG). In this survey they were 

able to collect key demographic information as well as some psychographics towards 

account planning. On the other hand, and even though this research was not a survey, the 

following is an attempt to compare major demographics between the two studies to serve 

as a broad guidance.   

 According to both results, the general market account planner’s average age was 

of 34.7 years old, while for Hispanics is slightly older at 37. These ages might no longer 

hold true , especially for the general market research, since data is now ten years old. On 

the other hand, it is interesting to note that gender-wise both populations are pretty 

similar, with slightly more women being planners (USH 55%F / 45% M and GM 56%F / 
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44% M). There are numerous possible explanations for these figures, but rather than 

hypothesize, I will leave this for exploration in  future research.  

 On another note, once all Hispanic account planners are accounted for, it is pretty 

certain that not all of them will have graduated college. On the other hand, and knowing 

that the Hispanic account planning population is much smaller than that of the general 

market, it is interesting to note their level of education. All of the planners interviewed 

graduated college, and close to half (48%) had a master’s degree. A reason could very 

well be because of supply and demand, meaning that because there are fewer positions 

available in Hispanic agencies, having more education can help differentiate potential 

employees.  

 Continuing the comparison between account planners in Hispanic advertising 

agencies and those in general market agencies, the next point of focus is on ‘skills that 

need improvement or additional training.’ The following is a comparison between 

Morrison et al.’s 2003 research and this dissertation. Results are in order from most 

mentions to least, and only listing the top eight:  

Image 16: Skills Account Planners Need Improvement: Comparing Hispanic vs. 

Non-Hispanic Agencies 

 

The first skills on both sides of the chart were the ones with significantly most mentions. 

Focusing on these top two skills conveys a very compelling story about the differences in 



 113 

planning between both markets, and the potential struggle of the Hispanic market in the 

near future.  

 Starting with the non-Hispanic side, it is clear that planners are more involved in 

the creative process of the agency. In fact, and as stated by Morrison and Haley (2006), 

general market planners are more involved in creative strategy. Consequently, they are 

not necessarily performing all of the research that once differentiated planners from the 

rest of the agency (Barry et al., 1987). More importantly, given their strong involvement 

in the creative process, their involvement on the business strategy is hurting. Other areas 

where they might need additional training include presentation skills, understanding new 

technologies, improving their creative writing skills, and relationship management. This 

last one might go hand-in-hand with research because planners are no longer necessarily 

performing primary research themselves. A lot of the research is done by third party 

research agencies, but in order for this to be a successful partnership, planners need to 

know and understand research, and have strong relationship management skills.  

 On the other hand, it seems that account planners in Hispanic advertising agencies 

need additional training in creative thinking. Understanding that account planners in these 

agencies were at some point market researchers within an agency can help explain this 

finding. In fact, when evaluating the top 8 skills where planners need more training, three 

of the top eight have to do with the creative process. Directly comparing to the general 

market, one can see that account planners in general need help writing better briefs, 

improving their relationship management skills and understanding new technologies – i.e. 

new and/or digital media. Also worth mentioning when comparing the two is that 

nowhere in the top eight on the Hispanic side do you see business strategy. As discussed 
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in previous chapters, business strategy and development is of high importance in 

Hispanic agencies – and this responsibility falls on the account planner. Another way of 

observing this insight, and to keep an eye out as the marketplace continues to evolve is 

the following. Account planners in Hispanic agencies have had to take this role, the role 

of the business strategist, for two reasons: to justify the ‘Hispanic opportunity’ and two, 

because they understand the Hispanic marketplace better than their client. As brands 

continue to hire multicultural marketing managers and multicultural consumers insight 

executives, account planners in Hispanic agencies might evolve to mirror something 

closer to general market, having a stronger focus on creative rather than business as a 

whole.  

Comparing United Kingdom vs. United States vs. United States Hispanic 

 Hackley’s 2001 research is one of the most cited articles on account planning 

because it is one of the first studies to analyze the adaptation of the discipline in the 

United States, and compare it to the United Kingdom, where it originated. Hackley 

interviewed a total of twenty-two people between the two countries, eighteen in the 

United Kingdom and four in New York City. His sample included account planners, 

creatives and account managers. Given that the broad purpose of his research mirrors the 

purpose of this dissertation, the following chart compares some of his findings to this 

one.    
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Image 17: Comparing Account Planning in United Kingdom, United States Non-

Hispanic and United States Hispanic Agencies  

 

It was no surprise to see that whether in the United Kingdom, or in the United States 

(general market and Hispanic), three things have not changed in account planning: a 

planner’s principal role is to be the voice of the consumer, their main job is to add value 

to the creative, and lastly, agencies are still confused if account planners are researchers, 

strategists, or both. Three things the United Kingdom differs from the United States are 

how advertising agencies are perceived by their client(s), who owns the relationship with 

the brand team, and the preferred method when analyzing consumer behavior.  

 As previously discussed during the results section, account planning in Hispanic 

agencies was adapted from general market agencies, hence not seeing many differences 

within the United States. It is important to note that Hackley’s research is now fifteen 

years old, only included four planners, and all of them were in one city, New York. At 

the same time, most of the agencies in this dissertation are owned by holding companies. 

Consequently, newer data, as well as a sample that includes cities other than New York, 

are needed in order to do a thorough comparison to the findings from this research.  
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The Digital Account Planner & Fictive Kinship of Social Media 

 Media neutral planning seems to be more important in today’s advertising 

environment than ever before. This could be due to the fact that consumers, regardless of 

mattering age or ethnicity, interact with multiple screens during the day. Based on this 

research, a new role should be added to Baskin’s 2001 account planning meta-roles – 

digital account planning. In her research, Baskin mentions that account planners are to be 

researchers, voice of the market, strategists, creative catalysts and process facilitators, but 

there is no mention of media or digital planning. Although this could have very well be 

because during the early 2000’s the marketplace had just experienced the dot-com bust, 

and digital planning was not seen as important.  

 A decade later, account planners are expected to perform their five initial roles, 

and the proposed new one, digital account planning. According to this research, the 

digital account planner does all the things a regular account planner does, but in the ether 

world. In other words, the planners of today need to be so versatile among all media, that 

it truly makes them media neutral.  

 Social media is a phenomenon all by itself. The growth of social media has 

exponentially grown connectivity, sociability and accessibility among all its users (for 

specific information regarding planning please refer to Chapter 4 question 1). This 

compression of the world has created a fictive kinship amongst planners, Hispanic and 

non-Hispanic. Connectivity among planners mirrors that of consumers. Just like a 

consumer can opine about a situation happening on the other side of the world, a planner 

can share a Hispanic strategy that might apply to other ethnic groups. What is more is 

that this planner connectivity is surpassing ethnicities, race and socioeconomics. As 
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found in this research, as Hispanic and non-Hispanic consumers continue to acculturate 

to each other, good planning will be done by those strategies that transcend societal 

norms (i.e. race) but connect with their consumers via cultural norms (i.e. familism).   

Thinking Outside Advertising: The Importance of a Social Science 

 Lavery’s 2000 findings concluded that students who want to be planners should 

major in psychology, marketing or sociology, respectively. Findings in this research 

corroborated with some of Lavery’s results in that students who want to be planners 

should potentially major in a social science. Different from Lavery’s findings were the 

perceived importance of majors. Account planners who want to work in Hispanic 

advertising agencies should major in sociology, anthropology, psychology, 

Latino/Hispanic cultural studies and research. This suggest that students who want to be 

planners need to understand cultural history and how human behave and interact with 

each other as much as business and advertising. This is the ideal scenario, where students 

know they want to work in account planning – which is hardly the case given the students 

might not necessarily know account planning exists, and account planning itself changes 

by agency and planner, as previously discussed. The following is a potential solution to 

this concern.  

 Based on these findings, Gale and Robb’s (2004) suggestion that in order to better 

prepare planners the advertising curriculum should be enhanced to reflect account 

planning would continue to fall short. As discussed in previous chapters, account 

planners need to know about culture, consumer and brand. Consequently, while the brand 

and to some extent consumer can be covered in their advertising sections, a thorough 

understanding of culture and consumer from a liberal arts perspective will continue to be 
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missing. Gale and Robb’s suggestion that students who want to be in planning should 

take advantage of the leniency provided by accredited AEJMC institutions and take 

courses outside their department is a good one. As they mention in their research, 

persuading students to do this will be hard, and therefore they suggest that current 

advertising professors borrow concepts from the aforementioned departments. A 

suggestion, and possible solution, can be to partner with a professor from a social science 

(e.g. sociology) and each teach half of a semester of a course that combines principles of 

sociology and account planning. Taking this approach will introduce account planning to 

students from other departments, and show advertising students how to apply sociology.   

 This second approach should be done in order to better prepare all advertising 

students – for they all will need to deal with consumers and their interaction with brands 

and culture. As for the former suggestion, and based on the results from this research, 

rather than recommending students to ‘some’ courses outside the department, a 

suggestion would be for students to major in one of the social sciences mentioned. By 

making account planning a double major, advertising and a social science, students would 

examine the core communications principles taught in advertising while understanding 

how people make decisions and “grasping the links between values and behaviors” as 

Gale and Robb’s suggest (2004). This does not mean that universities should stop 

offering courses in account planning; this just means that students should be well versed 

in other areas. Taking into consideration that suggesting students pursue a double major 

can be seen as a burden or issue, (additional schooling, debt or time), universities could 

consider creating a master’s degree that  focuses solely on planning, rather than a two-
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focus course. This last option might still be met with resistance because in the long term 

it can present some of the same burdens or issues as double majoring.  

Study Limitations 

 Account planning is an area  surrounding which minimal research exists. Account 

planning in Hispanic advertising agencies is practically nonexistent. Therefore, the 

purpose of this dissertation was to start the conversation of this discipline within the 

United States. In order to create a blueprint about this discipline within this market, 

grounded theory was the most appropriate research methodology for this research. Over 

the course of four weeks, twenty-nine people were interviewed, while nineteen were not 

able to do it because of traveling or planning season for their brands. Even though data 

reached saturation, getting to interview the additional planners would have provided 

additional data to do further segment findings by agency. Although findings were 

discussed and shared with two different people, the author was the only coder. This 

limitation could affect the validity of the findings. A way of addressing this for future 

will be to add a second coder and create inter-coder accountability. Only Hispanic 

agencies were interviewed, meaning agencies that label themselves as ‘multicultural’, 

were not included. This could present itself as a limitation because it could be perceived 

as a bias on the adoption of the discipline. Another limitation was conversing with some 

of the “first” planners in the industry who are no longer on the agency side. So the big 

picture insights were very clear, but years and some details were somewhat blurry. Given 

that only planners were interviewed, the data might be skewed towards one point of view 

on the adoption of the discipline. As with the majority of advertising agencies in general 

market, most of the agencies interviewed for this research belong to a holding company. 
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This was a limitation in the sense that findings might reflect one side of the coin, but 

present an opportunity for future research. Lastly, when planners were asked what 

schools were doing a good job preparing account planners, the University of Texas at 

Austin received the most mentions. During the recruitment, the author sent IRB 

documents stating this research was for a doctoral dissertation for the aforementioned 

university. This fact, to some extent, could have influenced the top of mind university 

mentioned when probed to answer this question.  

Future Research 

 The results and discussion chapters of this dissertation have presented myriad 

areas to be explored during future research. The following are four areas to be researched 

by comparing this research to other findings, and extending this research with other 

initiatives.   

Inclusion of Other Departments 

 Given that the sample for this research was only planners, either current or those 

who were planners are some point, these data only provides one point of view. In order to 

get a holistic perspective on the adoption of this discipline, other departments should be 

included. From an account management perspective how has their job changed since an 

account planner was added to the agency structure? For creative’s, how does the creative 

development change when working with an account planner? As for media planners, how 

has social media altered their media planning and research, in other words, are planning 

and media jobs now overlapping?   
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Independent vs. Owned by Major Holding Company 

 As seen on the results, not enough Hispanic independent agencies were 

interviewed for this research. In order to see if the themes on the adaptation of account 

planning hold true, additional sample is needed. Doing this will help execute a more 

through analysis comparing agencies who remain independent and those who are part of 

a major holding company. Performing this form of analysis can give some insight on how 

they are practicing planning, and most important, their philosophy towards it.   

Education Amongst Planners in Hispanic Advertising Agencies 

 According to the results, it appears that planners who work in Hispanic agencies 

are likely to have more formal education than non-Hispanic planners, why so? Possible 

research to trend this finding will be to contact the respondents that were not able to be a 

part of this research during the data collection timeframe, and therefore increase sample. 

A second option, now that other results have been found, would be to create and field a 

survey.  

Is It Because They Are Small, Young and/or Hispanic? 

 Brands are continuing to hire multicultural marketing managers and multicultural 

consumers insight executives. Because of this reason, it appears that account planners in 

Hispanic agencies are evolving to be something more closely aligned with general market 

planners (meaning more focused on creative). This finding raises the question of why? 

Could this be happening because by comparison, Hispanic agencies tend to be smaller 

and younger? Because they are Hispanic? Future research to try and close the gap on this 

question should follow the next three steps. The first would be to interview account 

planners in general market agencies and how they think their discipline has evolved over 



 122 

the past two decades. Previous research has focused on the transition from understanding 

the difference between planning and research (Stewart, 1986; Meyers, 1986, and Barry et 

al., 1987), the adoption of planning (Hackley, 2003), what planners should do (Steel, 

1998), what planners currently do (Baskin, 2001), and how their job should be evaluated 

(Morrison & Haley, 2006), but there seems to be no research focusing on the evolution of 

planning in general market.  

 Second steps towards answering this question should be to increase the sample for 

Hispanic advertising agencies. Increasing the agency sample will provide different 

perspectives on different size agencies that were not currently explored during this 

research. The last step for this question should be to analyze and compare the datasets 

based on time practicing planning, age of agency, and style of evolution. Understanding 

how the role has evolved can potentially provide some guidance as to how planning for 

Hispanic agencies will look in the future.   

Corporate Culture and Account Planning  

 According to the results from this research, the way account planning was 

adopted in Hispanic advertising agencies had a lot to do with the ownership of the agency 

(for a more detailed explanation please refer to question 2a). Thus far it is theorized that 

holding companies have a lot of say on how to establish and/or run account planning. 

Future research should look into comparing and contrasting agency cultures between 

Hispanic and non-Hispanic agencies. The focus of this research should help understand 

how corporate culture affects when adapting a system or discipline from the holding or 

parent company. Additionally, this research will also provide insight on how and what is 
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working when holding companies are implementing new processes across their agencies 

and corporations.  

Acculturation in Account Planners 

 In sociology and anthropology when wanting to understand a person’s 

assimilation to a country, it is important to analyze their level of acculturation to their 

host or new culture. This research was focused on account planners in Hispanic 

advertising agencies, and although the majority were Latinos, no questions regarding 

acculturation were asked. Future research should evaluated the account planner’s level of 

acculturation and see  how their perception of account planning is affected, how they 

perform the account planning job(s), and most importantly, how this differentiates them 

from general market planners. The main research driver for this initiative would be to see 

if the more acculturated Hispanic account planners are, the more they mirror their general 

market counterparts – just like consumers do. In other words, seeing if their collective 

values begin to skew towards individualistic ones, and how these might affect the way 

they perform their job functions.    
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CHAPTER 6: SUMMARY 

 The purpose of this research was to provide insight into a discipline that has been 

minimally studied in academia on the non-Hispanic side, and virtually ignored on the 

Hispanic. Ironically, account planners are usually referred to as the academics within 

practice, or as the ‘intellectuals of the industry’ (Thornton, 1999). This is ironic, because 

the vast majority of the theorizing on this discipline comes from popular press magazines 

such as AdMap, WARC or Advertising Age. Therefore, the purpose of this research was 

to close the gap relative to the adoption of account planning, while extending theory 

based on interviews with practitioners.  

 As a result, and in an effort to explicate how account planning was adopted in 

Hispanic advertising agencies (a very important market within the United States), this 

research employed a thorough grounded theory approach. In four weeks, twenty-nine 

account planners were interviewed in six different states and representing thirteen 

agencies and nine clients. After examining the results and conducting a thorough analysis 

of specific insights in the discussion chapter of this research, the following are specific 

managerial and educational implications to be taken into consideration when practicing 

or teaching account planning.  

Managerial & Educational Implications 

 This research has provided insight into the discipline of account planning in a 

market that has surpassed the trillion-dollar purchasing-power mark, and comprises close 

to twenty percent of the United States population – the Hispanic consumer. By 

understanding how this discipline has evolved since its inception, how it was adopted and 
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adapted, and the areas planners are to study, universities and employers should have a 

better understanding of account planning.  

 The section on evolution provides a 30,000-foot view of the discipline. It shows 

how according to agencies, planners are no longer solely analyzing behavior, but are 

expected to be the architects of it. This section should be helpful to agency managers and 

directors. The section provides an explanation on the evolution of the discipline and the 

effect social media has had on the discipline. It brings to light that planners are now 

expected to know areas the originally did not belong to planning – strategy and media. 

Understanding this can improve training and expectations. For more detail on specific 

roles, refer to chapter 4 question 2b.   

 The section on adoption provides a detailed analysis of how account planning was 

adopted in Hispanic advertising agencies. It illustrates that the adoption of account 

planning by Hispanic agencies was inevitable – if they were bought by a major holding 

agency it would be transferred to them, and if they were independent they were going to 

have to add it because they needed to be at par with the market. This section will prove 

helpful for managers who are thinking about merging with other agencies. Although 

account planning is a now well-established discipline, this can provide nuggets of 

information about how it was adopted and adapted in some of the major Hispanic 

advertising agencies in the United States.  

 This last section, education, should be advantageous for both academics and 

practitioners. This segment provides subjects account planners should study, books 

industry professionals feel planners should read, authors they should be familiar with, and 

most importantly, skills planners are currently lacking. Additionally, there is a segment 
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on schools known for teaching account planning. From an academic standpoint, these 

areas can help guide the preparation of a course, or courses, that specifically focus on the 

discussed content. From a practitioner standpoint, it provides a guide for what to look for 

in students, or professionals, who want to work in account planning, particularly with the 

Hispanic consumer.      
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APPENDIX 

The following is the interview guide used for this dissertation. The researcher purposely 

collected additional data that is to be used in future studies. Section six, account planning 

and movies, and section seven, the future of account planning, are the two sections that 

were not used for this research.   

Interview Guide 

 Hello, my name is Isaac Munoz, and I am a PhD candidate in advertising at the 

University of Texas at Austin. My research focus is in understanding account planning in 

Hispanic advertising agencies in the United States. The purpose of today’s interview is to 

get your insights regarding this discipline, its adaptation, its adoption and its future. We 

will cover the following eight sections: about yourself, about the discipline, about a 

planner’s jobs and roles, doing the job, the future of the discipline, account planning at 

your agency, an account planner’s education, and we will close with a projective 

technique exercise.  

 Please feel free to interrupt with any questions you might have, and please feel 

free to share as many stories and anecdotes you feel are important to understand your 

point-of-view about a certain question. All of your answers are completely confidential, 

and will only be used to understand the phenomena studied. If you have no questions, I 

would like for us to begin our interview.  

1. Interviewee Demographics 

• Age 

• Gender 

• Title 
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• Education 

• Years in advertising 

• Years in account planning 

• Would you want them to share some brands/categories they’ve worked on? 

• How would you define Latino/Hispanic?  

2. Discipline: 

• What is account planning?  

• How was account planning started/adopted in Hispanic ad agencies?  

• Who are the key influential people in account planning (Hispanic & non-Hispanic)?  

• Which agencies (USH & NH) are known for strong account planning? 

• How has social media affected account planning? 

3. The Job/Role: 

• What do account planners do? 

• Has this evolved since its inception? Why? 

• Is account planning involved in areas other than research or creative? Where? How? 

• What is the role of the Digital Account Planner?  

4. Education/Training: 

• What subjects should an account planner study? 

• What authors/books should account planners read? 

• Which universities/programs are doing a good job preparing account planners? 

• What skills are they lacking?  

5. AP at Agency 

• What is the perception of AP at your agency 
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• How are AP involved at your agency 

• How was AP started at your agency? 

• Does your agency have a planning process? 

• How much is account planning valued by the agency’s clients? 

6. AP & Movies (Projective Techniques) 

• What movie character(s) best exemplify AM/CW/AD/AP? Why? 

• What movie character(s) best describes your personality?  

• As an account planner, which movie character do you identify with? Why? 

• What are your favorite 3 movies? Why?                             

7. Future of Account Planning 

• How would you describe the current state of advertising in the US? Hispanic? 

• How do you see the future of the advertising industry? Hispanic? 

• What is the future of account planning? How about AP in Hispanic ad agencies? 

• Based on today’s questions, can you think of someone I should include in this 

research?  
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