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ABSTRACT

Introduction: The brewing sector is committed to advertising communication strategies in which brand experiences and their dissemination in social networks stand as fundamental premises to achieve strategic objectives. Experiential events emerge in a notorious way to reinforce consumer brand experiences. Methodology: This descriptive, exploratory and multivariable research characterizes the experiential events of the sector with a methodological design based on content analysis; it also analyzes the effectiveness of the dissemination of events through Instagram and YouTube, along with the overall interaction and engagement obtained by beer brands on Instagram. Results: The musical and single promoter events stand out as immersive experiences, with a limited presence of influencers and with a 2.0 communication strategy that is not profitable in the execution and post-event phase. The overall interaction obtained in the digital platforms analyzed is quite irregular, and engagement, with the exception of some brands, shows modest results in terms of the design of user-oriented experiences. Discussion: These experiential events in the beer sector can be reformulated as creative proposals for different targets, and their communicative-relational strategy should be reinforced in certain phases of their planning. Conclusions: The experiential 2.0 events developed by beer brands stand as a powerful communication tool that allows to establish and strengthen links between brands and consumers to generate engagement, notoriety, public image and reputation.

Keywords: experiential marketing; experiential events; brewing sector; events 2.0; Instagram; YouTube; engagement.



RESUMEN 

Introducción: El sector cervecero apuesta por estrategias de comunicación publicitaria en las que las experiencias de marca y su difusión en redes sociales se erigen como premisas fundamentales para alcanzar objetivos estratégicos. Los eventos experienciales emergen de forma notoria, en este contexto, para reforzar las experiencias de marca del consumidor. Metodología: En esta investigación de carácter descriptivo, exploratorio y multivariable se realiza una caracterización de los eventos experienciales del sector con un diseño metodológico basado en el análisis de contenido; se analiza, además, la eficacia de la difusión de los eventos a través de Instagram y YouTube, junto con la interacción global y el engagement obtenidos por las marcas cerveceras en Instagram. Resultados: Destacan los eventos de carácter musical y de promotor único como experiencias inmersivas, con una presencia limitada de influencers y con una estrategia de comunicación 2.0 que no se rentabiliza en la fase de ejecución y de posevento. La interacción global obtenida en las plataformas digitales analizadas es bastante irregular, y el engagement, a excepción de algunas marcas, presenta resultados modestos en cuanto al diseño de experiencias orientadas al usuario. Discusión: Estos eventos experienciales del sector cervecero pueden ser reformulados como propuestas creativas para diferentes targets y su estrategia comunicativa-relacional debe ser reforzada en determinadas fases de su planificación. Conclusiones: Los eventos experienciales 2.0 desarrollados por las marcas cerveceras se erigen como una poderosa herramienta de comunicación que permite establecer y afianzar vínculos entre marcas y consumidores para generar engagement, notoriedad, imagen pública y reputación.

Palabras clave: marketing experiencial; eventos experienciales; sector cervecero; eventos 2.0; Instagram; YouTube; engagement.



INTRODUCTION

The digital transformation of advertising communication has led to a multitude of formats, media, and channels that have transformed the relationships between brands and customers in the consumer society (Caldevilla-Domínguez, 2010; Álvarez-Flores et al., 2021). In the current communicative context, beer brands are opting for promotional and communication strategies in which social networks, brand experiences, and the user, now transformed into an "adprosumer," are fundamental premises to achieve strategic objectives (Casado and Salazar, 2017; Data Social, 2019; Álvarez-Ruiz and Castro-Patiño, 2020; Álvarez-Rodríguez and Selva-Ruiz, 2022; Castelló and Del-Pino, 2022; Chacón and Moreno, 2022; Herrero, 2022). Consequently, the promotional and communication strategies that have been reconfigured in the digital society are also very present in this sector of economic activity that represented 1.4% of Spain's GDP in 2022 (Cerveceros de España and Ministry of Agriculture, Fisheries, and Food, 2023).

If brand advertising communication emerges as a true driver of knowledge, attitudes, opinions, and social behaviors, in the alcoholic beverage sector in general, and in the beer sector in particular, communication has had to adapt both to current legislation and to its self-regulation to reach the target audience through formulas far removed from conventional advertising creative and dissemination strategies (CE, 2001; Quiles 2005; Montes-Santiago and Lado, 2009; Pulido, 2015; Álvarez-Rodríguez and Selva-Ruiz, 2022; Llamosas-Falcón et al., 2022). This progressive communication restriction in the alcoholic beverage sector, imposed by Law 34/1988, of November 11, General Advertising (art. 5, 8.3. and 11), Law 7/2010, of March 31, General Audiovisual Communication, and its update in Law 13/2022, of July 7, General Audiovisual Communication, conditions both corporate and beer brand strategies (Canga and Morera, 2022). Consequently, we find ourselves in a sector where innovative and disruptive communicative and relational management strategies are developed to contribute to the corporate objectives of brewing companies so that they are competitive and sustainable (Osorio-Parra and Orozco-Toro, 2020; Álvarez-Rodríguez and Selva-Ruiz, 2022; Canga and Morera, 2022; Tapia-Yupa and Moreno-Gavilanes, 2022).

The advertising investment in the alcoholic beverage sector in the twelve key markets.1, including Spain, according to the Business Intelligence report on alcohol: beer + spirits (Zenith, 2022), is expected to increase by 4% to 5% in 2023 compared to previous years. Brands in this sector are thus recovering from their most significant decline in 2020, due to the COVID-19 pandemic. This circumstance significantly affected this sector of activity, both due to the reduction in consumption volume and the decrease in advertising investment, which fell by 52% compared to 2019 (elEconomista, 2022; Infoadex, 2022; Zenith, 2022). In this regard, and in the context of economic recovery, beer brands are using conventional and digital media, especially social networks, to disseminate promotional and corporate advertising campaigns (Casado and Salazar, 2017; Mayorga, 2017; Perales, 2021; Cerveceros de España and Ministry of Agriculture, Fisheries, and Food, 2022; 2023; Chacón and Moreno, 2022; UN, 2022).In a market absolutely saturated with offline and online advertising proposals (Álvarez-Ruiz and Castro, 2020; Álvarez-Rodríguez and Selva-Ruiz, 2022; Canga and Morera, 2022; Castelló and Del Pino, 2022), experiential events emerge significantly to reinforce consumer brand experiences with clear communication and relational objectives. These experiential events are designed based on the characteristics or attributes that shape the brand's identity, contribute to the differentiation and positioning of corporate or product brands, and provide the consumer with a meaningful experience that becomes a true added value (Lenderman and Sánchez, 2008; Galmés, 2010; Campillo-Alhama et al., 2014; Martínez-Sala and Campillo-Alhama, 2021; Herrero, 2022). In essence, the goal is to create experiences that are remembered in a positive and memorable manner by the target audience.

In this contribution, an approach is made to the context that has been identified as the subject of study and its advertising self-regulation. Additionally, a descriptive, exploratory, and cross-sectional research is presented on experiential events in the Spanish beer sector. These events are considered one of the most robust formats implemented in the advertising and relational communication strategies of the brands.



THE SPANISH BEER SECTOR

The Spanish beer industry, with a turnover that exceeded 4 billion euros in 2022 (Observatorio Español de las Drogas y las Adicciones, 2022; Cerveceros de España y Ministerio de Agricultura, Pesca y Alimentación, 2023), is characterized by significant innovation, the development of R&D&I programs, and the implementation of corporate development strategies such as mergers, acquisitions, and cooperation agreements. It represents one of the most relevant agri-food sectors in terms of annual exports (Núñez et al., 2019; Statista, 2022; Cerveceros de España y Ministerio de Agricultura, Pesca y Alimentación, 2023) and has a significant impact on the national economy. According to the consulting firm Kantar (2023), there has been a significant recovery in out-of-home consumption in 2022, with a 14% increase compared to the previous year, as the at-home consumption that occurred during the pandemic decreased. This is clearly reflected in the socio-economic data of the beer sector.


MARKET STRUCTURE, CHARACTERISTICS, AND CONSUMER BEHAVIOR

According to Cerveceros de España and the Ministry of Agriculture, Fisheries, and Food (2023), the year 2022 marked the recovery of the beer sector after the impact of the pandemic, despite significant global economic uncertainty and the international geostrategic situation resulting from the war in Ukraine. In Spain, there are six major brewing groups (Mahou San Miguel, Grupo Damm, Heineken España, Hijos de Rivera, Grupo Ágora, and Compañía Cervecera de Canarias), alongside which there are smaller, less prominent, and lower-revenue associated groups (Álvarez-Ruiz y Castro, 2021; Statista, 2022; Cerveceros de España y Ministerio de Agricultura, Pesca y Alimentación, 2023).

Figure 1: Revenue of the leading business groups in the Spanish beer sector (in millions of euros).



Source: Cerveceros de España and Ministry of Agriculture, Fisheries, and Food (2023), elEconomista (2022). Own elaboration (2023).

The report from Cerveceros de España and the Ministry of Agriculture, Fisheries, and Food (2023) confirms that the craft or artisanal segment is the one most affected by economic uncertainty, with a 3% decrease in production and the number of operational centers in 2022. Thus, compared to the pre-pandemic period, there was a 20% drop in production and a 35% decrease in beer companies. As for the consumption of non-alcoholic beer, it reached 16.4%, consolidating Spain as the world leader in non-alcoholic beer production, with a sales increase of 16.1% more than in 2021 (Ministry of Agriculture, Fisheries, and Food, 2023). This indicates that Spanish consumers are not primarily seeking the alcoholic content of this beverage but rather other tangible functional values such as taste or freshness. Regarding Spanish exports of this product, there was a 13.4% increase in 2022 compared to the previous year, with 4.2 million hectoliters exported and the United Kingdom as the main market. The sector contributed 5.84 billion euros through tax revenue, a 24% increase from the previous year.

Figure 2: Evolution of beer consumption (in millions of hectoliters).



Source: Cerveceros de España and the Ministry of Agriculture, Fisheries, and Food (2023), elEconomista (2022). Own elaboration (2023).

The total beer consumption in Spain during 2022 was 42.34 million hectoliters: 59% associated with the hospitality sector and 41% associated with home consumption. These consumption figures, compared to 2021 data (40.04 million hectoliters), represent an increase of 1.04% and surpass pre-pandemic consumption levels reached in 2019 (41.3 million hectoliters). In this regard, the socio-economic report of the sector reveals that beer consumption remains moderate, following a Mediterranean consumption pattern: over 90% of occasions are associated with the consumption of other foods. 83% of the population aged between 18 and 65 consumes it occasionally or regularly, and it has replaced wine as the most sought-after alcoholic beverage by Spaniards, capturing more than a third of the alcoholic beverages market (Observatorio Español de las Drogas y las Adicciones, 2022). It is the young people aged 18 to 24 who consume it to a lesser extent, accounting for only 2% of the total consumption occasions among the adult population (Kantar, 2023). The consumption frequency data also indicate that it does not correspond to situations associated with "binge drinking," as approximately half of consumers do so daily or at least on two occasions per week.

On the other hand, the beer sector has undergone a significant turning point since 2019 when large corporations incorporated corporate social responsibility (CSR) strategies based on environmental sustainability, linked to the SDGs of the 2030 Agenda, focusing on four functional areas: packaging, energy, water, and carbon production (Álvarez-Ruiz and Castro, 2020; Llamosas-Falcón et al., 2022; Cerveceros de España and the Ministry of Agriculture, Fisheries, and Food, 2023; Grupo Ágora, 2023). Along with these strategies, the sector embraces other social commitment initiatives to raise awareness about responsible and moderate consumption, road safety, and the revision of its self-regulation code in advertising (Cerveceros de España, 2009; Cerveceros de España and the Ministry of Agriculture, Fisheries, and Food, 2022, 2023).

The brand value of the beer sector in Spain reached 9,000 million euros in 2022, a 9% increase compared to 2021 (Cerveceros de España and the Ministry of Agriculture, Fisheries, and Food, 2023). This parameter, following Mayorga (2017) and Núñez et al. (2019), is composed of consumer loyalty, brand awareness as the extent to which brands are known or recognizable to consumers, perceived quality as a reputational component, association with positive attributes, and other assets such as patents, trademarks, and relationships with interest groups through various channels and media.



ADVERTISING SELF-REGULATION OF THE SECTOR

The advertising self-regulation code in the Spanish beer sector from 1995 was a pioneer in the field of food and beverages in our country. It represents the commitment of breweries to design commercial communication proposals that ensure legality, honesty, truthfulness, and social responsibility, regardless of compliance with current legal and administrative regulations (Cerveceros de España, 2009). They must also respect the fundamental principles of fair competition and good commercial practices, avoiding crossing the boundaries of ethics, integrity, or human dignity. The code embraces European recommendations aimed at reducing harm related to the abuse or improper consumption of alcohol through the development of these sector-specific action protocols, as well as the establishment of effective mechanisms in the areas of promotion, marketing, and distribution. These mechanisms include the dissemination of social advertising campaigns with educational and preventive objectives for the population (CE, 2001).

In this regard, within the general principles of the code, the term "commercial communication" is referred to as:


It is defined as follows: "communication carried out with the aim of directly or indirectly promoting the purchase of a product through the contracting of advertising space in print media, radio, television, cinema, outdoor advertising, or the internet in exchange for financial compensation, and direct consumer promotion actions through mail, mobile phone, or the Internet." (Cerveceros de España, 2009, p.7)



In this regard, companies associated with the code undertake explicit general commitments such as not directing commercial communications to individuals under 18 years of age, informing on the labeling of packaging and containers of the prohibition of consumption for this group, using actors in beer advertising who are at least 21 years old, not associating product consumption with personality maturity, and not using designs, communication codes, fictional characters, or individuals associated with the child and underage audience.

Specifically, beer commercial communications cannot be disseminated through printed media intended for this group or in physical spaces where minors are present (with a physical distance that ensures non-exposure), or in media, articles, reports, or information specifically aimed at this target audience. Regarding television, it ensures that beer advertisements are not aired before 8:30 PM (Peninsular time), regardless of internal resolutions or regulations of each channel. Furthermore, it prohibits advertising broadcast immediately before, during, or after television, radio, or cinema programs intended for a child or underage audience, commercial communications targeting minors through SMS on mobile phones, chat rooms, and online games, or sponsorship and collaboration in events specifically intended for minors, with the exception of those that, due to their social nature, are part of the activities of organizations working for the development and education of this group (Quiles, 2005; Cerveceros de España, 2009; Pulido, 2015; Llamosas-Falcón et al., 2022).




EXPERIENTIAL MARKETING AND 2.0 EVENTS

The total beer consumption in Spain during 2022 was 42.34 million hectoliters: 59% associated with the hospitality sector and 41% associated with home consumption. These consumption figures, compared to 2021 data (40.04 million hectoliters), represent an increase of 1.04% and surpass pre-pandemic consumption levels reached in 2019 (41.3 million hectoliters). In this regard, the socio-economic report of the sector reveals that beer consumption remains moderate, following a Mediterranean consumption pattern: over 90% of occasions are associated with the consumption of other foods. 83% of the population aged between 18 and 65 consumes it occasionally or regularly, and it has replaced wine as the most sought-after alcoholic beverage by Spaniards, capturing more than a third of the alcoholic beverages market (Observatorio Español de las Drogas y las Adicciones, 2022). It is the young people aged 18 to 24 who consume it to a lesser extent, accounting for only 2% of the total consumption occasions among the adult population (Kantar, 2023). The consumption frequency data also indicate that it does not correspond to situations associated with "binge drinking," as approximately half of consumers do so daily or at least on two occasions per week.

On the other hand, the beer sector has undergone a significant turning point since 2019 when large corporations incorporated corporate social responsibility (CSR) strategies based on environmental sustainability, linked to the SDGs of the 2030 Agenda, focusing on four functional areas: packaging, energy, water, and carbon production (Álvarez-Ruiz and Castro, 2020; Llamosas-Falcón et al., 2022; Cerveceros de España and the Ministry of Agriculture, Fisheries, and Food, 2023; Grupo Ágora, 2023). Along with these strategies, the sector embraces other social commitment initiatives to raise awareness about responsible and moderate consumption, road safety, and the revision of its self-regulation code in advertising (Cerveceros de España, 2009; Cerveceros de España and the Ministry of Agriculture, Fisheries, and Food, 2022, 2023).

The brand value of the beer sector in Spain reached 9,000 million euros in 2022, a 9% increase compared to 2021 (Cerveceros de España and the Ministry of Agriculture, Fisheries, and Food, 2023). This parameter, following Mayorga (2017) and Núñez et al. (2019), is composed of consumer loyalty, brand awareness as the extent to which brands are known or recognizable to consumers, perceived quality as a reputational component, association with positive attributes, and other assets such as patents, trademarks, and relationships with interest groups through various channels and media.

Brands are aware of the impact that experience has on consumer behavior, and for this reason, experiential, creative, and innovative events have emerged as a new format for engaging with audiences (Martínez-Sala and Campillo-Alhama, 2021; Herrero, 2022). They are incorporated into comprehensive brand communication strategies, alongside other formats such as conventional and 2.0 advertising, conventional and 2.0 relationship management (Cuenca-Fontbona et al., 2022), media relations, owned media, promotions, and similar formulas, sponsorships, and partnerships (such as strategic alliances), street marketing and ambient marketing, content marketing, branded content, inbound marketing, influencer management, storytelling, or transmedia narrative (Eventoplus, 2022; IAB Spain, 2023b). Events have become an immersive brand experience that allows for the creation of a positive image and long-term reputational value (Masterman and Wood, 2006; Wohlfeil and Whelan, 2006; Galmés, 2010; Hede and Kellett, 2011; Zarantonello and Schmitt, 2013; Campillo-Alhama and Herrero-Ruiz, 2015; Martínez-Sala and Campillo-Alhama, 2021; Chacón and Moreno, 2022).

These individual or collective experiences in response to the same stimulus are reinforced through digital communication on social networks. 2.0 communication has created new spaces for sharing lived experiences, showcasing the key identity attributes and values of brands (Campillo-Alhama et al., 2014; Casado and Salazar, 2017; Mayorga, 2017; Osorio-Parra and Orozco-Toro, 2020).

The beer sector utilizes experiential events with the goal of highlighting the brand-consumer relationship and creating emotional bonds with the brands. Digital transformation has allowed these experiential events to become 2.0 events through the integration of social media and technological tools in all phases of the event (Campillo-Alhama et al., 2014; Martínez-Sala and Campillo-Alhama, 2021). Thus, we can observe how events organized by beer brands, within their communication and advertising strategies, use social networks as platforms for dissemination and interaction with their audiences, involving them in the brand experience in the pre-event (or introduction), execution (or integration), and post-event (or focus) phases.



EXPERIENTIAL EVENTS AND 2.0 COMMUNICATION STRATEGY IN THE BEER SECTOR

Experiential events are based on two concepts proposed by Schmitt (1999; 2006) known as experiential strategic modules and experience providers. Experiential strategic modules represent key types of experiences for conveying information, whether about the brand or the organization behind it. Experience providers, on the other hand, are tactical tools used to design specific types or formats of experiences for customers and consumers (Schmitt, 2006; Alcaide and Merino, 2015; Campillo-Alhama and Herrero-Ruiz, 2015).

There are five types of experiential strategic modules, and these categories are not exclusive: we refer to them as sensory experiences (involving proposals with a strong sensory presence that shape perception), emotional experiences (involving feelings and emotions; affective experiences that generate positive moods, joy, or pride), cognitive experiences (cognitive experiences to creatively solve problems and attract customers or consumers; representing an intellectual challenge based on surprise, intrigue, or provocation), performance experiences (involving physical aspects and identified with bodily experiences, lifestyles, moments, behaviors, actions, or behaviors), and relationship experiences (social experiences that involve community feelings and also contain sensory, emotional, cognitive, and performance aspects).

Regarding experience providers, they represent a set of resources that can be used to turn experiential strategic modules into concrete actions (Galmés, 2010; Alcaide and Merino, 2015). Among them are visual identity (naming, logos, graphic identity, odotopes, or olfactory identity), product presence (its appearance, packaging design, and presentation), brand co-management or co-branding (its use through strategic alliances and partnerships), spatial environments (the architecture of establishments or points of sale, their decoration, and environmental elements), the corporate website and electronic sales media (e-commerce), the organization's staff in direct contact with customers or consumers, as well as corporate events and 2.0 communication.

With the advent of social media and digital platforms, users share content created by brands or themselves, facilitating interconnection and fostering interaction between brands and consumers aimed at increasing awareness and generating engagement as the main intangible value.

The IAB Spain report (2023a) reflects that 43% of users use social media to follow corporate and product brands, a percentage that has increased significantly since 2017. If we look at target segmentation by age, the demographic segment of 25 to 34 years stands out (with a 67% following), followed by the 35 to 44-year-old segment (50%) and the 18 to 24-year-old segment (46%), with less following of commercial brands. Among the different sectors, 37% of internet users follow accounts related to the alcoholic beverage sector, surpassing other relevant areas such as sports (35%), home (35%), textiles and accessories (34%), or education (20%), among others (UN, 2022).

In the same report, it is indicated that for 40% of users, it is essential to search for information on social media before purchasing a product, hiring a service, or attending an event. In this regard, the generation of content through influencer marketing on social media is highlighted (IAB, 2023b), and Instagram (with 65%), Facebook (65%), and YouTube (63%) are identified as the social media platforms with the highest audience penetration (IAB Spain, 2023a). Instagram increases its penetration compared to 2022, and YouTube is positioned alongside BeReal with a user experience satisfaction index of 7.9 out of 10, surpassed only by the instant messaging network WhatsApp. Both Instagram (7.4) and YouTube (7.9) are above the average satisfaction rating for user experience and maintain visit frequency compared to 2022.

On the other hand, according to Infoadex (2022), the estimated real investment registered in the advertising market reached a volume of 11,601.9 million euros in 2021 (a growth of 7.8% compared to the previous year). The growth rate in 2021 for controlled media (or conventional media) was 11.5%, with an investment of 5,440.9 million in 2021. They thus reached a 46.9% market share (1.7% more than in 2020). Estimated media (or non-conventional media) accounted for 53.1% of total advertising investment in 2021, with an investment of 6,161.0 million euros, an increase of 4.7% compared to the previous year. If we focus on the digital sector, we can see that it achieved the highest volume of investment within controlled media, with a growth of 14.2% in 2021 and advertising investment reaching 2,482.2 million euros, compared to 2,174.3 million in 2020. Digital accounted for 45.6% of controlled media in 2021. Social networks represented 67% of digital media, with Instagram being the social network with the highest advertising investment (35%), followed by Facebook (32%) and YouTube (19%), which increased its advertising investment by 3% compared to 2019.

The beer sector has adapted to the new demands imposed by digital transformation, as it uses social media, especially Facebook, Twitter, Instagram, and YouTube, to communicate with users, create communities, and generate content (Mayorga, 2017; Osorio-Parra and Orozco-Toro, 2020; Herrero, 2022). Instagram emerges as a space for creating publications associating the positive consumption of the product with values such as culture, leisure, music, or tourism (Álvarez-Rodríguez and Selva-Ruiz, 2022; Herrero, 2022), and YouTube as the primary video format for beer brands, especially for ads and events (Data Social, 2019). Thus, the United Nations (2022) refers to data presented by the World Health Organization on the consumption of alcoholic beverages and emphasizes that advertising and the presence of brands in the sector on social media have significantly influenced the exponential growth experienced in this economic activity over the years. Thanks to the ability of these platforms to obtain comprehensive data on user interests and behaviors, positive messages related to beer consumption are disseminated and reinforced (Reinoso-Carvalho et al., 2019; Perales, 2021; UN, 2022).

The experience offered by Instagram is essentially visual (posts) and audiovisual (reels), providing users with proposals through carefully crafted formats and expressions in terms of content and formalization. On the other hand, YouTube has positioned itself as the dominant video platform, with most videos being free and without the need for login. Furthermore, its penetration is so extensive that it has become the second most used search engine by users after Google (Baños-González et al., 2020; Álvarez-Flores et al., 2021). In fact, within the digital platforms, YouTube stands out for being available in more than eighty languages, having a growing number of active users (over two billion per month), and offering over one billion hours of daily views. Professional content generated occupies the most visible positions in search results (Sixto-García et al., 2021). Instagram and YouTube are positioned as the main platforms for publishing images and video content, which has led to exponential growth in the use of both digital media by beer brands in the dissemination of their events within promotional, relational, and experiential strategies.

A 2.0 event is one that integrates social media both in its planning and execution, as well as in the post-event phase. Consequently, experiential 2.0 events, designed through the strategic modules of Schmitt (1999; 2006) described above, represent a departure from one-way communication channels where interaction with the stakeholders of organizations was not possible. Instead, they now move towards a new paradigm in which the event is designed using multidirectional channels with active participation from individuals, groups, and influencers associated with the event (Campillo-Alhama et al., 2014; Martínez-Sala and Campillo-Alhama, 2021; Eventtia, 2023). This paradigm requires brands to have a clear and defined strategy that integrates social media and 2.0 platforms with other communication channels and media in the event launch (introduction phase). It also involves a permanent intention to engage in direct and transparent conversations with stakeholders (integration and focalization phases). Online and offline communication is a fundamental premise in the design and implementation of communicative and relational processes for corporate and beer brand events.



OBJECTIVES AND METHODOLOGY

In this descriptive, exploratory, and multivariable research, three general objectives are proposed: firstly, to analyze the main characteristics that define the experiential events organized by beer brands through the operationalization of variables into tangible, observable, and measurable indicators; secondly, to evaluate the effectiveness of their dissemination through Instagram and YouTube, as the main platforms used by brands on social media; finally, we aim to measure overall interaction with users along with the generation of engagement, as emotional commitment between brands and consumers through Instagram.

Based on the objectives, the following research hypotheses are proposed:

H.1. Experiential events in the beer sector can be characterized and defined based on common and homogeneous traits.

H.2. The effectiveness of the dissemination of experiential events in the beer sector yields better results on the social media platform Instagram than on YouTube.

H.3. Events developed by beer brands exhibit significant differences in the Key Performance Indicator (KPI) "global interaction."

H.4. The level of global interaction and engagement generated by experiential events, as Key Performance Indicators (KPIs), coincides in the majority of beer brands in the sector.

Through a methodological design based on content analysis (Krippendorff, 2004; Batthyány and Cabrera, 2011; Wilson, 2011), first, a characterization of the events held between June 2021 and September 2022 is conducted, coinciding with the summer period, as it is the peak consumption season for the product (Cerveceros de España y Ministerio de Agricultura, Pesca y Alimentación, 2022; 2023). Second, the effectiveness of event dissemination through Instagram, the preferred social media platform for beer brands (Data Social, 2019; IAB Spain, 2022; Metricool, 2023), and YouTube, which has become the most popular platform for the dissemination of related audiovisual content (Castelló y Del-Pino, 2022), is analyzed. For the third objective, the global interaction and engagement obtained by beer brands through the dissemination of their experiential events on Instagram (Metricool, 2023) from one month before the event execution (introduction phase) until one month after its conclusion (focalization phase) are added to the analysis.

To select the beer brands that will be part of the non-probabilistic convenience sample, the Socioeconomic Report of the Beer Sector in Spain 2022 (Cerveceros de España and Ministerio de Agricultura, Pesca y Alimentación, 2023) was consulted. In this report, the main beer groups operating in Spain, along with their brands, were identified based on their descending order of revenue: Mahou San Miguel (Mahou Cinco Estrellas, Mahou San Miguel, Selecta, Alhambra, Reina, Brutus), Grupo Damm (Estrella Damm, Daura, Voll-Damm, Estrella del Sur, Carlsberg), Heineken España (Heineken, Cruzcampo, Desperados, El Águila, Amstel, Buckler, Paulaner), Hijos de Rivera (Estrella Galicia, 1906), Grupo Ágora (Ámbar, Marlen, Moritz), and Compañía Cervecera de Canarias (Tropical, 1924, Dorada, Corona, Guinness, Budweiser).The group "otros asociados" (other associates) was excluded as it does not represent specific beer groups but rather a conglomerate of different brands also operating in the Spanish territory.

Regarding the selection of the sample of experiential events executed by beer groups for the research, an intentional search was conducted from June 2021 to September 2022, based on the main brands identified in the sectoral report as the primary source of information. Google Alerts was used for this purpose since it relies on an algorithm that ranks different web pages according to user interests and preferences (Kelly, 2018). The following entries or keywords were used: eventos cerveza (beer events); eventos cerveza España 2021 (beer events Spain 2021); eventos cerveza España 2022 (beer events Spain 2022); eventos experienciales cerveza (beer experiential events); eventos experienciales cerveza España 2021 (beer experiential events Spain 2021); eventos experienciales cerveza España 2022 (beer experiential events Spain 2022); eventos y redes sociales cerveza 2021 (beer events and social media 2021); eventos y redes sociales cerveza 2022 (beer events and social media 2022); eventos marcas de cerveza España 2021 (beer brand events Spain 2021); eventos marcas de cerveza España 2022 (beer brand events Spain 2022).

During the analyzed period, 17 events developed by beer brands were identified, all of which exhibited the characteristics established by Schmitt (1999; 2006) in the five strategic modules that allow the creation of sensory, emotional, cognitive, action, and relationship experiences. Out of these, 16 events, in addition to meeting the experiential characteristic, incorporated integrated 2.0 communication through hashtags in all three phases of their planning, as shown in the following table.

Table 1. Sample of 2.0 Experiential Events in the Beer Sector (2021-2022).










	Event
	Beer Brand // Business Group
	Year



	1
	Corona Paradise

#coronaparadise


	Corona // Compañía Cervecera de Canarias

https://cervezacorona.es/


	2021



	2
	Design Collective

#DesignCollective


	Desperados // Heineken

https://www.desperados.com/es-es/agegate


	2021



	3
	Share Festival 2021

#share2021 #sharefestivalbcn


	Estrella Damm // Grupo Damm

https://www.damm.com/es/cervezas/estrella-damm


	2021



	4
	El Patio de Mahou 2021

#elpatiodemahou


	Mahou Cinco Estrellas // Mahou San Miguel

https://www.mahou.es/cervezas/


	2021



	5
	Escenario Momentos Alhambra

#MomentosAlhambra


	Alhambra // Mahou San Miguel

https://www.cervezasalhambra.com/es


	2021



	6
	Mega Museo Estrella Galicia

#megamuseoestrellagalicia


	Estrella Galicia // Hijos de Rivera

https://estrellagalicia.es/


	2022



	7
	Fiesta Mar i Jazz Festival

#MariJazz


	Alhambra // Mahou San Miguel

https://www.cervezasalhambra.com/es


	2022



	8
	El Patio de Mahou 2022

#elpatiodemahou


	Mahou Cinco Estrellas // Mahou San Miguel

https://www.mahou.es/cervezas/


	2022



	9
	Jardín Cervezas Alhambra

#jardínalhambramadrid


	Alhambra // Mahou San Miguel

https://www.cervezasalhambra.com/es


	2022



	10
	Bienvenidos al verano

#OchoIslasParaEncontrarnos


	Mahou Cinco Estrellas (Islas Canarias) // Mahou San Miguel

https://www.mahou.es/cervezas/


	2022



	11
	Destapa Selecta “Destapa Oviedo”

#selectasanmiguel #destapaselecta


	Selecta San Miguel // Mahou San Miguel

https://www.sanmiguel.com/es/cervezas/selecta-san-miguel/


	2022



	12
	Share Festival 2022

#ShareFestBCN


	Estrella Damm // Grupo Damm

https://www.damm.com/es/cervezas/estrella-damm


	2022



	13
	Casa Corona

#casacorona #casacoronamadrid


	Corona // Compañía Cervecera de Canarias

https://cervezacorona.es/


	2022



	14
	Festival Sinsal (Son Estrella Galicia) #SinSal2022
	Estrella Galicia // Hijos de Rivera

https://estrellagalicia.es/


	2022



	15
	Festival Amante

#festivalamante2022


	Ámbar // Grupo Ágora

https://ambar.com/


	2022



	16
	NoitiNHas 2022

#noitinhas


	Alhambra // Mahou San Miguel

https://www.cervezasalhambra.com/es


	2022





Source: Author's own work (2023).

Figure 3: Mosaic of Beer Brands' Events (2021-2022).
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Source: https://www.google.es/imghp?hl=es

Author's own work(2023).

As a methodological tool for collecting qualitative and quantitative data, a content analysis form has been designed and validated. This form includes operational variables of dichotomous and polytomous categories that allow for the identification of basic characteristics of experiential events designed by the beer sector (Eventoplus, 2022). Additionally, the dissemination of the selected events on Instagram and YouTube, as the main digital platforms (IAB Spain, 2023a; Metricool, 2023), is analyzed using three Key Performance Indicators (KPIs): the effectiveness of dissemination on both platforms, which relates followers and/or subscribers to the number of posts during the analyzed period for each event, the overall interaction that values the number of likes and comments relative to the number of posts on Instagram, and the engagement generated through this social media based on the previous KPI in conjunction with the number of followers of the events included in the sample.

Table 2. Analysis sheet (code book): experiential events and digital communication.
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Source: Eventoplus (2022); Metricool (2023). Author's own work (2023).


(*)The phases that occur in the generation of content in the digital communication strategy are identified as follows: introduction (dissemination months before the event, informing users that the event will take place but not providing more information), integration (content is generated on the same day of the event, before it begins to create anticipation among attendees), and focalization (the dissemination is carried out by the organizing/sponsoring/collaborating brand once the event is over, with the aim of sharing the experience and promoting dialogue between the brand and the consumer/attendee of the event).



During the methodological procedure, training for the coding of the sample was conducted, and the objectivity of the content analysis was checked through the inter-coder reliability process (Piñeiro-Naval, 2020). An Observed Agreement Percentage Index (PAo) of 94% (higher than the desirable 80%) has confirmed that the data coding is based on the same interpretations by the members of the research team.



RESULTS

A partir de los resultados derivados de un análisis exploratorio cualitativo y cuantitativo, en base a los tres objetivos de investigación planteados, se identifican las características principales de los eventos experienciales de los grupos cerveceros que operan en España, el uso de la red social Instagram y la plataforma de difusión audiovisual YouTube, así como la eficacia de su estrategia comunicativa-relacional, interacción y engagement.

Figure 4: Characterization of Experiential Events in the Beer Sector (2021-2022).
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Source: Author's own work (2023).

Experiential events in the analyzed sector are characterized by the production of beer brands as exclusive organizers (68.7%). Music events (macro-festivals, concerts, encounters with artists integrated into the event's design) stand out significantly, accounting for 56.2% compared to other formats. The use of immersive resources that make the experiential event an interactive and unique personal experience for attendees is highly prevalent (93.8%), with the aim of generating emotional connection or engagement. Regarding event attendance management, the distribution is more balanced, with a tendency towards ticket sales in half of the analyzed events (50%), while free entry events account for 43.8%. It is noteworthy that the use of influencers in event management in this sector is relatively low, at only 31.2%. This suggests that beer brands focus on designing immersive events directly for attendees/consumers to create personal, original, innovative, and creative brand experiences that allow for establishing permanent emotional bonds.

Regarding the promotional strategy of the events, it is relevant that the majority of the effort is made in the pre-event or introduction phase (87.6%). However, it would be advisable to reinforce content generation by the organization, both during the event itself (integration phase: 25%) and after its conclusion (focalization phase: 6.4%). Strengthening this intervention in the event's content generation strategy would increase brand visibility and reputation. Consequently, we can confirm the hypothesis 1 related to the homogeneity of the characteristics that define and identify experiential events in the sector.Based on the characterization of experiential events in the analyzed sector, Figures 5 and 6 present disaggregated data on their dissemination through Instagram and YouTube. In this analysis, we observe the heterogeneity in the event dissemination strategies by beer brands and how these strategies impact the number of event followers (Instagram) or subscribers (YouTube).

Figure 5: Analysis of event dissemination through Instagram (2021-2022).
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Fuente: Author's own work (2023).

Figure 6: Analysis of event dissemination through YouTube (2021-2022).
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Source: Author's own work (2023).

The data shown in Figures 5 and 6 allow us to establish, as a Key Performance Indicator (KPI) (Metricool, 2023), the level of effectiveness in the dissemination of the 16 events that make up the intentional sample. To do this, in Figure 7, this ratio is analyzed based on the number of followers/number of posts on the Instagram social network, as well as the number of subscribers/number of videos posted on YouTube, as reflected in Table 2.

Figure 7: Effectiveness in event promotion (Instagram and YouTube).
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Source: Author's own work (2023).

As we can see, most experiential events achieve a more significant value on the Instagram social network than on YouTube. Two events from the same beer brand stand out on Instagram, with the same percentage value (Corona Paradise and Casa Corona: 0.477). Regarding YouTube, as in the previous case, two experiential events sponsored by the same brand are also identified (Share Festival 2021 and Share Festival 2022 by Estrella Damm: 1.550). Therefore, we can partially confirm hypothesis 2, as the effectiveness of promoting experiential events in the beer sector shows better results on one of the two digital platforms analyzed (Instagram), except in the case of sponsored events (YouTube).

Based on the previous results observed in Figure 7, Figure 8 presents the second KPI, global interaction on Instagram for the analyzed beer events as cross-sectional results, using the methodology reflected in Table 2. A ranking is established to identify which brands have developed their 2.0 communication strategy more effectively and their position compared to the other events from competing brands. Global interaction on the YouTube platform is not represented since user interactions (likes and comments) are very scarce and do not determine or discriminate significant interaction as a research result that would allow establishing a correlation with the data resulting from Instagram.

Figure 8: Global interaction of beer sector events (2021-2022) on Instagram.
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Source: Author's own work (2023).

Thus, we can observe that in Area A, there are eight events in which beer brands have developed an optimal or notable global interaction strategy, highlighting their effectiveness in the following order: "El Patio de Mahou 2021" (with a value of 254.70) and "El Patio de Mahou 2022" (with a value of 235.56), along with "Share Festival 2021" by Estrella Damm (value: 226.70), represent the three most notable events; followed by "Corona Paradise 2021" (value: 83.05), "Share Festival 2022" by Estrella Damm (value: 73.64), "Festival sinSal" by Estrella Galicia (value: 41.84), "Casa Corona 2022" (value: 36.48), and "Bienvenidos al verano de Mahou" (value: 29.04). In Area B, there are events that have obtained limited results in terms of global interaction: we find "Destapa Selecta 'Destapa Oviedo'" by San Miguel (value: 26.25), "Design Collective 2021" by Desperados (18.96), "Escenario Momentos Alhambra" (value: 15.45), "Jardín Cervezas Alhambra" (value: 12.35), "Fiesta Mar y Jazz Festival" by Alhambra (value: 8.16), "NoitiNHas" by Alhambra (value: 8.10), "Mega Museo Estrella Galicia" (value: 3.80), and at the bottom of the ranking is the "Festival Amante" by the Ambar brand (value: 2.94).

Consequently, the interaction results obtained by different beer brands when developing the 2.0 communication strategy for their experiential events are quite irregular in this brand experience format. Therefore, Hypothesis 3, which was based on significant differences in event diffusion according to the Key Performance Indicator (KPI) of global interaction, is verified.

The third KPI analyzed is the engagement generated by events through Instagram, and it is observed, through the obtained results, that there is some dissonance between this parameter and global interaction (Figure 8) in some of the beer brands in the intentional sample.

Figure 9: Engagement of beer industry events (2021-2022) on Instagram.
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Source: Author's own work (2023).

Events like "El Patio de Mahou 2021" (value: 310.61) and 2022 (value: 287.26), "Share Festival 2021" (value: 94.85) and 2022 (value: 30.81) by Estrella Damm, or "Festival Sinsal" by Estrella Galicia (value: 30.99) remain in Area A, consistent with their previous position regarding the earlier parameter. However, events like "Destapa Selecta 'Destapa Oviedo'" by San Miguel and "Escenario Momentos Alhambra" are also located in the preferred area in terms of generating engagement, despite not achieving significant global interaction (Area B), as seen in Figure 8. In Area B, you will find events that continue to be located in this second area and correspond to their global interaction: "Jardín Cervezas Alhambra 2022" (value: 26.19), "Design Collective" by Desperados (value: 20.93), "Festival Amante" by Ámbar (value: 7.94), "Mega Museo Estrella Galicia" (value: 6.43), and "Fiesta Mar i Jazz Festival" by Alhambra (value: 6.05). Along with them, the events organized by Corona: "Corona Paradise" (value: 9.45) and "Casa Corona" (value: 3.95), as well as "NoitiNhas" by Alhambra (value: 13.73), also position themselves in the less relevant area. Therefore, there are some differences between global interaction and engagement obtained by certain events in the Corona, Alhambra, and San Miguel brands, located in different areas in Figures 8 and 9, although most beer brands do have the same area positioning for both analyzed KPIs (Metricool, 2023): global interaction and engagement. Consequently, we can affirm that in the digital communication strategies of most beer brands, the positional results obtained in both parameters coincide. Hypothesis 4, which refers to the coincidence of the level of global interaction and engagement generated by experiential events in the beer sector as Key Performance Indicators (KPIs), is partially verified.



DISCUSSION AND CONCLUSIONS

The experiential events developed by beer groups in Spain serve as a powerful communication tool for establishing and strengthening bonds between brands and consumers. They are designed as unique and innovative experiences to generate engagement, public image, and reputation. Mahou San Miguel stands out in particular in terms of the number of events developed in the analyzed period, accounting for 50% of the proposals (eight events) for brands such as Mahou Cinco Estrellas, Selecta San Miguel, or Alhambra. In contrast, we find Grupo Damm (with two events for Estrella Damm), Compañía Cervecera de Canarias (with two events for Corona), Hijos de Rivera (with two events for Estrella Galicia), Grupo Ágora (with one event for Ámbar), and Heineken (with one event for Desperados). The digital communicative context has allowed these experiential events to become 2.0 events through the integration of social media and new technologies in all phases of their design, production, and post-production.

After conducting the research, it can be concluded, based on the obtained characterization (Figure 4), that companies in the beer sector generally act as sole promoters of events. The format of musical experiences aimed at a young target audience between the ages of 25 and 34 (IAB Spain, 2023a) stands out, representing a notable 56.2% of the total, with a focus on young adults. These experiential events, along with other formats that create immersive experiences for users, can be reformulated and enhanced as creative, communicative, and relational proposals for different target audiences, such as young people aged 18 to 24, who represent only 2% of beer consumption in the adult population (Kantar, 2023). Furthermore, there is an opportunity for beer brands to enhance the communicative management of events, through the creation of their own content on Instagram and YouTube, both during the execution phase (integration) and after the event's conclusion (focalization). On the other hand, there are substantial differences between brands in the sector and their corporate groups in terms of the diffusion of experiential events, based on the KPI (Key Performance Indicator) ratio of diffusion efficiency on both digital platforms (Figures 5, 6, and 7). In general, a higher level of efficiency is achieved in the visualization of event content on the Instagram social network compared to YouTube, except when it comes to events that have been sponsored (but not organized) by the brand itself (Figure 7), where the importance of the audiovisual format for macro-events on YouTube is evident.

It is also observed that brands and beer groups manage the diffusion of their events in a very uneven manner, as they obtain heterogeneous results in terms of global interaction and engagement generated through Instagram (Figures 8 and 9). Although when analyzing global interaction and engagement as KPIs (Key Performance Indicators), brands integrated into Mahou-San Miguel and Grupo Damm, with annual events such as El Patio de Mahou or Share Festival, are identified as highly efficient. However, most brands from other beer groups present much more modest results in comparison with both business groups. On the opposite end, we find Heineken España and Grupo Ágora, with the lowest global interaction and engagement indexes generated by their events Design Collective and Festival Amante, respectively. In this regard, it is essential to highlight the irregularities in the communication strategies and event management of different beer brands and their corporate groups.

This research on the beer sector, which is conditioned by various regulations, legislation, and advertising self-regulation (Cerveceros de España, 2009), and should be updated to incorporate new formats such as events, has several limitations that will be addressed in future studies. These limitations include the measurement of ROI (Return On Investment) based on other tangible and intangible parameters that complement ROE (Return On Engagement) as an evaluation of brand communication in social media. Expanding the study to include other prominent social media platforms such as TikTok or BeReal (IAB Spain, 2023a), as well as analyzing heterogeneous target segments based on sociodemographic and psychographic variables (Eventtia, 2023), would provide a more comprehensive understanding of advertising communication strategies (branded content, storytelling, or transmedia narrative) and 2.0 experiential events of major beer groups. Additionally, the analysis of Corporate Social Responsibility (CSR) strategies and the Sustainable Development Goals (SDGs) of the 2030 Agenda (UN, 2015), as well as their communication on social networks and digital platforms, would allow for evaluating sustainability in the design and execution of events in an economic sector that has already integrated social and environmental strategic policies in its corporate philosophy to increase brand reputation.
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Batthyány, K. y Cabrera, M. (2011). Metodología de la investigación en Ciencias Sociales. Universidad de la República.

Boletín Oficial del Estado. (1988, 11 de noviembre). Ley 34/1988, de 11 de noviembre, General de Publicidad.. https://www.boe.es/eli/es/l/1988/11/11/34/con

Boletín Oficial del Estado. (2010, 31 de marzo). Ley 7/2010, de 31 de marzo, General de la Comunicación Audiovisual. https://www.boe.es/eli/es/l/2010/03/31/7/con

Boletín Oficial del Estado. (2022, 7 de julio). Ley 13/2022, de 7 de julio, General de Comunicación Audiovisual. https://www.boe.es/eli/es/l/2022/07/07/13/dof/spa/pdf

Caldevilla-Domínguez, D. (2010). Las Redes Sociales. Tipología, uso y consumo de las redes 2.0 en la sociedad digital actual. Documentación de las Ciencias de la Información, 33, 45-68. https://revistas.ucm.es/index.php/DCIN/article/view/DCIN1010110045A/18656

Campillo-Alhama, C. y Herrero-Ruiz, L. (2015). Experiencia de marca en los eventos para generar imagen y reputación corporativa. Revista Opción, 31(2), 610-631. http://produccioncientificaluz.org/index.php/opcion/article/view/20408

Campillo-Alhama, C., Ramos-Soler, I. y Castelló-Martínez, A. (2014). La gestión estratégica de la marca en los eventos empresariales 2.0. aDResearch, International Journal of Communication Research, 10(10), 52-73. http://rua.ua.es/dspace/handle/10045/46976

Canga Sosa, M. y Morera Hernández, C. (2022). Publicidad, alcohol y la lógica del placer: un estudio de caso. Aposta. Revista de Ciencias Sociales, 93, 27-42. http://apostadigital.com/revistav3/hemeroteca/cmorera2.pdf

Casado Molina, A. M. y Salazar de Funes, P. (2017). Reputación corporativa de marcas globales del sector de la cerveza: el caso Heineken. aDResearch, International Journal of Communication Research, 15(15), 92-107. https://doi.org/10.7263/adresic-015-05

Castelló Martínez, A. y Del-Pino Romero, C. (2022). Contenidos de marca del sector cervecero en YouTube: análisis de la estrategia creativa. En M. Pacheco Rueda y M. C. Alvarado López (Coords.), Publicidad, sostenibilidad y justicia social. Qué puede aportar la publicidad a la construcción de una sociedad mejor (pp. 321-330). Tirant Editorial. http://hdl.handle.net/10045/120024

Cerveceros de España. (2009). Código de autorregulación publicitaria de cerveceros de España. https://cerveceros.org/uploads/60ad057cdcd31__CAP_CE_envigor.pdf

Cerveceros de España y Ministerio de Agricultura, Pesca y Alimentación (2022). Informe socioeconómico del sector de la cerveza en España 2021. https://bit.ly/44JpAyy

Cerveceros de España y Ministerio de Agricultura, Pesca y Alimentación. (2023). Informe socioeconómico del sector de la cerveza en España 2022. https://acortar.link/EqZnOc

Chacón, F. y Moreno, K. (2022). Marcas de experiencia: un estudio de factores competitivos del mercado cervecero. Revista RECITIUTM Revista Electrónica de Ciencia y Tecnología del Instituto Universitario de Tecnología de Maracaibo, 9(1). http://201.249.78.46/index.php/recitiutm/article/view/236/html

Comisión Europea [CE]. (5 de junio, 2001). Recomendación sobre el consumo de alcohol por parte de los jóvenes y, en particular, de los niños y adolescentes. https://acortar.link/u8uo0R

Cuenca-Fontbona, J., Compte-Pujol, M. y Zeler, I. (2022). La estrategia aplicada a las relaciones públicas en el medio digital: El caso español. Revista Latina de Comunicación Social, 80, 163-182. https://doi.org/10.4185/RLCS-2022-1537

Data Social. (2019). Las marcas de cerveza en redes sociales. https://bit.ly/452XRsl

elEconomista.es (2022, 13 de noviembre). Ranking sectorial de empresas del sector fabricación cerveza. https://ranking-empresas.eleconomista.es/sector-1105.html

Eventoplus. (2022). Nueva era. Estudio de mercado 2021. https://bit.ly/43MteWS

Eventtia (2023). How to promote your event on social media in 2023. https://bit.ly/43LPgJA

Galmés Cerezo, M. A. (2010). La organización de eventos como herramienta de comunicación de marketing [Tesis Doctoral]. Universidad de Málaga. https://bit.ly/44M9LHi

Hede, A. y Kellett, P. (2011). Marketing communications for special events: analysing managerial practice, consumer perceptions and preferences. European Journal of Marketing, 45(6), 987-1004. https://doi.org/10.1108/03090561111119930

Herrero Ruiz, L. (2022). La comunicación digital efectuada por las marcas de bebidas alcohólicas en España: el caso de las bebidas espirituosas y el sector cervecero. En R. Moreno López, D. Becerra Fernández y I. Rodrigo Marín (Eds.), Visibilización de las líneas de comunicación más actuales (pp. 243-257). Gedisa.

Higueras Medina, L., Gonzalo Riesco, R. y Crespo Tejero, N. (2021). Marketing experiencial, sensorial y olfativo: una revisión de la literatura. aDResearch, International Journal of Communication Research, 24(24), 66-85. https://doi.org/10.7263/adresic-024-04

IAB Spain. (2022). Estudio de redes sociales 2022. https://iabspain.es/estudio/estudio-de-redes-sociales-2022/

IAB Spain. (2023a). Estudio de redes sociales 2023. https://iabspain.es/estudio/estudio-de-redes-sociales-2023/

IAB Spain. (2023b). Top tendencias digitales 2023. https://iabspain.es/estudio/top-tendencias-digitales-2023/

INFOADEX. (2022). Estudio Infoadex de la inversión publicitaria en España 2022. https://www.infoadex.es/home/wp-content/uploads/2022/02/Estudio-InfoAdex-2022-Resumen.pdf

Kantar. (2023). El valor de las bebidas frías fuera de casa aumenta en 2022. https://bit.ly/3YimW0b

Kelly E. J. (2018). Content analysis of google alerts for cultural heritage institutions. Journal of Web Librarianship, 12(1), 28-45. https://doi.org/10.1080/19322909.2017.1369374

Krippendorff, K. (2004). Content analysis: an introduction to its methodology (2nd ed.). Sage.

Lenderman, M. y Sánchez Pérez, R. (2008). Marketing experiencial: la revolución de las marcas. ESIC. https://dialnet.unirioja.es/servlet/libro?codigo=382093

Llamosas-Falcón, L., Manthey, J. y Rehm, J. (2022). Cambios en el consumo de alcohol en España de 1990 a 2019. Adicciones. Revista de socidrogalcohol, 34(1), 61-71. http://dx.doi.org/10.20882/adicciones.1400.

Martínez-Sala, A. y Campillo-Alhama, C. (2021). El papel de los eventos en las estrategias de marketing y comunicación comercial. GIGAPP Estudios Working Papers, 8(198), 113-127. https://www.gigapp.org/ewp/index.php/GIGAPP-EWP/article/view/245

Masterman, G. y Wood, E. (2006). Innovative marketing communications: strategies for the events industry. Elsevier Buterworf-Heinemann.

Mayorga Montoya, L. L. (2017). Importancia de la comunicación integrada de marketing en la creación de valor de marca aplicado al sector cervecero en Bogotá. Working Papers. Maestría en gerencia estratégica de mercadeo, 2(1). https://doi.org/10.15765/wpmgem.v2i1.936

Metricool. (2023). Best practices en social media para 2023. https://www.YouTube.com/watch?v=JMEChZ6OIik

Ministerio de Agricultura, Pesca y Alimentación. (2023). Informe de consumo de alimentación en España 2022. https://bit.ly/3DzjYe4

Montes-Santiago, J. y Lado Castro-Rial, M. (2009). Prevención del alcoholismo e inversiones publicitarias en España: una lucha de David contra Goliath. Adicciones. Revista de socidrogalcohol, 21(3), 203-206. https://www.adicciones.es/index.php/adicciones/article/viewFile/230/221

Núñez Barriopedro, E., Loeches Sánchez-Heredero, V. y Bayardo Tobar Pesántez, L. (2019). Análisis del valor de marca y del hapiness management en el consumo de cerveza en entornos competitivos internacionales. En R. Ravina Ripoll, L. Bayardo Tobar Pesantez y E. Núñez Barriopedro (Coords.), Happiness management and creativity in the XXI century: intangible capitals as a source of innovation, competitiveness and sustainable development (pp. 55-68). Comares.

Observatorio Español de las Drogas y las Adicciones (2022). Informe 2022 alcohol, tabaco y drogas ilegales en España. Ministerio de Sanidad. Delegación del Gobierno para el Plan Nacional sobre Drogas. https://bit.ly/3QiQIzU

Organización de Naciones Unidas [ONU]. (2015). Objetivos de Desarrollo Sostenible (Agenda 2030). https://www.un.org/sustainabledevelopment/es/objetivos-de-desarrollo-sostenible/

Organización de Naciones Unidas [ONU]. (2022, 10 de mayo). La publicidad de alcohol usa las redes sociales para atraer a los jóvenes. https://news.un.org/es/story/2022/05/1508462

Osorio-Parra, C. y Orozco-Toro, J. A. (2020). La construcción de valores intangibles de marcas de cerveza artesanal. Atributos inmersos en las comunicaciones. Doxa Comunicación, 30, 249-263. https://doi.org/10.31921/doxacom.n30a13

Perales Albert, A. (2021). Drogas, complicidad y pertenencia. Los mensajes de los jóvenes en redes sociales sobre el consumo de sustancias adictivas. adComunica. Revista científica de estrategias, tendencias e innovación en comunicación, 22, 339-362. http://dx.doi.org/10.6035/2174-

Pine, B. J. y Gilmore, J. H. (1998). Welcome to the experience economy. Harvard Business Review, 76(4), 97-105. https://hbr.org/1998/07/welcome-to-the-experience-economy

Piñeiro-Naval, V. (2020). The content analysis methodology. Uses and applications in communication research on Spanish-speaking countries. Communication & Society, 33(3), 1-16. https://revistas.unav.edu/index.php/communication-and-society/article/view/37049

Pulido Polo, M. (2015). Marco legal y deontológico de la comunicación en el sector de las bebidas espirituosas. Comunicación: revista internacional de comunicación audiovisual, publicidad y estudios culturales, 13, 17-31. https://doi.org/10.12795/comunicacion.2015.v01.i13.02

Quiles Soler, M. C. (2005). Análisis de la publicidad de bebidas alcohólicas: valores percibidos y consumo en población universitaria [Tesis Doctoral]. Universidad de Alicante. http://hdl.handle.net/10045/11490

Reinoso-Carvalho, F., Moors, P., Wagemans, J. y Spence, C. (2019). Dark vs. light drinks: The influence of visual appearance on the consumers experience of beer. Food quality and preference, 74, 21-29. https://doi.org/10.1016/j.foodqual.2019.01.001

Sabogal Russi, L. F. y Rojas-Berrio, S. P. (2020). Evolución del marketing experiencial: una aproximación teórica a su definición - Revisión Sistemática de Literatura. Entramado, 16(1), 94-107. https://dx.doi.org/10.18041/1900-3803/entramado.1.6140

Schmitt, B. H. (1999). Experiential marketing. Journal of Marketing Management, 15(1-3), 53-67. https://doi.org/10.1362/026725799784870496

Schmitt, B. H. (2006). Experiential marketing. Ediciones Deusto.

Schmitt, B. H., Zarantonello, L. y Brakus, J. J. (2009). Brand experience: What is it? How is it measured? Does it affect loyalty? Journal of Marketing, 73(3), 52-68. https://ssrn.com/abstract=1960358

Sixto-García, J., Rodríguez-Vázquez, A. I. y Soengas-Pérez, X. (2021). Modelo de análisis para canales de YouTube: aplicación a medios nativos digitales. Revista Latina de Comunicación Social, 79, 1-16. https://doi.org/10.4185/RLCS-2021-1494

Statista (2022). La industria de la cerveza en España- datos estadísticos. https://es.statista.com/temas/5410/la-industria-de-la-cerveza-en-espana/#topicOverview

Tapia-Yupa, G. y Moreno-Gavilanes, K. (2022). Inversión publicitaria y retorno de ventas ¿existe crecimiento en el mercado cervecero del Ecuador? 593 Digital Publisher CEIT, 7(4-1), 487-498. https://doi.org/10.33386/593dp.2022.4-1.1121

Tynan, C. y McKechnie S. (2009). Experience Marketing: a review and reassessment. Journal of Marketing Management, 25(5/6), 501-517. https://doi.org/10.1362/026725709X461821

Wiedmann, K. P., Labenz, F., Haase, J. y Hennigs, N. (2018). The power of experiential marketing: Exploring the causal relationships among multisensory marketing, brand experience, customer perceived value and brand strength. Journal of Brand Management, 25(2), 101-118. https://doi. org/10.1057/s41262-017-0061-5

Wilson, V. (2011). Research methods: content analysis. Evidence based library and information practice, 6(4), 177-179. https://doi.org/10.18438/B86P6S

Wohlfeil, M. y Whelan, S. (2006). Consumer motivations to participate in event-marketing strategies. Journal of Marketing Management, 22(5-6), 643- 669. https://doi.org/10.1362/026725706777978677

Zarantonello, L. y Schmitt B. H. (2013). The impact of event marketing on brand equity: The mediating roles of brand experience and brand attitude. International Journal of Advertising, 32(2), 255-280.

Zenith. (2022). Informe business intelligence - alcohol: beer + spirits. https://www.zenithmedia.com/insights/business-intelligence-alcohol-beer-spirits/



AUTHORS CONTRIBUTIONS

Conceptualization and Theoretical Framework: Campillo Alhama, Concepción; Herrero Ruiz, Laura.

Original Draft Structure: Ramos Soler, Irene; Campillo Alhama, Concepción.Methodological Design: Campillo Alhama, Concepción; Ramos Soler, Irene.Data Collection (Content Analysis): Herrero Ruiz, Laura.Interpretation of Results and Content Curation: Campillo Alhama, Concepción; Herrero Ruiz, Laura.Discussion and Final Conclusions: Campillo Alhama, Concepción; Herrero Ruiz, Laura; Ramos Soler, Irene.Writing Review: Ramos Soler, Irene.Bibliographic References, APA Style Review and Update (7th ed.): Campillo Alhama, Concepción.

AUTHORS:

Concepción Campillo Alhama

University of Alicante.

Associate Professor in the Department of Communication and Social Psychology. Bachelor's degree in Advertising and Public Relations from the Complutense University of Madrid (1992). PhD in Communication from the University of Alicante (2009). BLAS INFANTE 2010 Award (XIV edition) for Study and Research on Public Administration and Management, awarded by the Andalusian Institute of Public Administration. She has worked in both public and private organizations, including the Elche City Council, where she held the position of Chief of Protocol and Institutional Relations (Mayor's Office). She is the Director of the MAE-CO Research Group (Experiential Marketing, Events, and Integrated Communication). She is a member of the Aging and Communication Research Group (AgeCOM), the Spanish Association of Communication Research (AE-IC), and the University Institute of Social Studies for Latin America (IUESAL).

concepcion.campillo@ua.es


Índice H: 19

Orcid ID: https://orcid.org/0000-0001-9886-0049

Scopus ID: https://www.scopus.com/authid/detail.uri?authorId=56210678600

GoogleScholar: https://scholar.google.es/citations?hl=es&user=EsaMzwQA&user=EsaMzwQAAAAJ

ResearchGate: https://www.researchgate.net/search/publication?q=CAMPILLO%2BALHAMA

Dialnet: https://dialnet.unirioja.es/servlet/autor?codigo=838285

Laura Herrero Ruiz

Catholic University of Murcia.

Bachelor's degree in Advertising and Public Relations and PhD in Communication from the University of Alicante (Doctoral Program: Communication in the Digital Age). Official Master's degree in Communication and Creative Industries (COMINCREA) from the University of Alicante. Master's degree in Protocol, Event Organization, and Institutional Relations from the Miguel Hernández University in Elche. Currently a teaching and research staff member in the field of Advertising and Public Relations at the Catholic University of Murcia. Her main research interests include digital advertising communication, social media, gender perspective, experiential marketing, new digital tools, and formats. She is a member of the Experiential Marketing, Events, and Integrated Communication Research Group (MAE-CO) in the Department of Communication and Social Psychology at the University of Alicante.

Índice H: 5

Orcid ID: https://orcid.org/0000-0001-6188-6309

GoogleScholar: https://scholar.google.es/citations?user=IVWKazgAAAAJ&hl=es

Dialnet: https://dialnet.unirioja.es/servlet/autor?codigo=4123604

Irene Ramos-Soler

University of Alicante.

Full Professor in the Department of Communication and Social Psychology. PhD in Sociology from the University of Alicante. Coordinator of the research seminar "Observatory of Seniors and Media" at the Permanent University of the University of Alicante since 2007. Director of the research group on Aging and Communication (AgeCOM) and member of the Experiential Marketing, Events, and Integrated Communication Research Group (MAE-CO). Awarded the XIX National Research Prize Doctor Rogeli Duocastela by La Caixa Social Work (2007). Member of the Gerontological Association of the Mediterranean, the Spanish Society of Geriatrics and Gerontology, and the University Institute of Social Studies for Latin America (IUESAL). Director of the University Expert Title in Social Media Communication, Strategy, and Digital Communication at the University of Alicante.

irene.ramos@ua.es

Índice H: 17

Orcid ID: https://orcid.org/0000-0003-4616-1494

Scopus ID: https://www.scopus.com/authid/detail.uri?authorId=55070853100

GoogleScholar: https://scholar.google.es/citations?user=LDZ-KskAAAAJ&hl=es

ResearchGate: https://www.researchgate.net/profile/Irene-Ramos-Soler

Dialnet: https://dialnet.unirioja.es/metricas/investigadores/838512



Related articles

Baraybar Fernández, A., Baños Gonzalez, M. y Rajas Fernández, M. (2023). Relación entre Emociones y Recuerdo en Campañas Publicitarias de Servicio Público. Una Aproximación desde la Neurociencia. Revista Latina de Comunicación Social, 81, 1-33. https://doi.org/10.4185/RLCS-2023-1936

Calderón-Garrido, D. y Gustems-Carnicer, J. (2021). Música y sonido en la potenciación de una marca: el caso de IKEA. Revista de Comunicación de la SEECI, 54, 205-222. https://doi.org/10.15198/seeci.2021.54.e722

Marca-Francés, G., Compte-Pujol, M., Menéndez-Signorini, J. A. y Frigola-Reig, J. (2021). La comunicación como elemento fundamental en la literatura especializada en experiencia de paciente (1989-2013). Revista de Comunicación y Salud, 11, 103-123. https://doi.org/10.35669/rcys.2021.11.e269

Martín Martín, V., Galmes Cerezo, M. y Retamosa Ferreiro, M. (2023). La comunicación experiencial como estrategia creativa para promocionar los eventos turísticos españoles. Revista de Ciencias de la Comunicación e Información, 28, 77-98. https://doi.org/10.35742/rcci.2023.28.e283

Rodríguez-Hernández, G., Cruz Calderón, K. P. y Ramírez Hernández, M. (2021). Expresión y experiencia emocional de la pandemia del COVID-19 a través de memética en un perfil de Facebook de estudiantes universitarios mexicanos. Vivat Academia, Revista de Comunicación, 154, 89-106. https://doi.org/10.15178/va.2021.154.e1297







	The twelve markets included in the report are: Australia, Canada, China, France, Germany, India, Italy, Russia, Spain, Switzerland, the United Kingdom, and the United States. Together, they represent 73% of the total global advertising investment.↩︎
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