WHAT'S THE

AWARDS: Winning big does

more than jl_lr--.t boostthe €gos

of those sensitive creative types
By LISA SANDERS

THIS YEAR THE KINGS of Madison Avenue
will spend an incredible $37 million enter-
ing ad award shows, a number that looks
like vanity gone wild, given that the pen-
cils and lions are often denigrated as little
more than ego- (and salary-) inflating de-
vices for the creatives that crave them.

That $37 million, an Ad Age estimate,
only factors in the Cannes Lions, One
Show, D&AD and The Andy’s. It doesn’t
take into account the myriad other award
shows, or the many man-hours that go
into preparingaward entries—some of the
larger agencies employ departments
whose sole purpose is chasing awards. The
cost of flights, hotels and ball gowns was-
n't factored in either.

At first glance then, it looks like an ex-
travagance that ought to go the way of the
three-martini lunch. But don’t cancel your

I WINNING MATTERS
Allbuttwo ._'. Creativit/s10most-awarded
shops saw strong revenue growthin ‘05
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Source: Ad Age figures and Creativity's Awards Report, whichis based on
Cooked Network scores.

flight to Cannes just yet, becausean Ad Age
analysis suggests there is a strong correla-
tion between winning big and growing fast.

Ad Age compared the most-awarded
networks, as ranked by Creativity maga-
zine—which produces an annual weight-
ed table of the results that recognizes the

See AWARD ROl on Page 12
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