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Brand: Cruzcampo
Opco: Heineken Spain
Marketing Director: Maria Oliveira

THE CAMPAIGN

Campaign name: Un Puente por la Bahia. La Cruz del Campo.

Launch date: 1t July
Formats: Live street performance, Social & Digital, Spotify,
Influencers, Media.

Job To Be Done:

JTBD#1: Increase brand pride across Andalucia to drive relevance,
especially among young Andalucians (18-34YO)

JTBD#2: Improve quality perception in all consumers interactions

Brand In A Bottle:

[ output Brand Power Accelerator 17/09/2025 sl wip |

BRAND ROLE Insight:
| want to show the world who | really am, because life is richerand more
fulfilling when | do, but | often hold back because | worry about what people

might say, being judged by them and not being accepted.

Communications objective:

Cruzcampo is an iconic, century-old brand, and the communication

B om - X ¥ - objective was to reinforce its relevance in a different way, through a
e brand experience that was appealing to the younger audience.

Cruzcampo at any time.

1 get more from the moment by
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r%@% oo ' y S L ‘ Campaign strategy and creative idea:

ey - y Our current campaign unveiled an unreleased song that Camardn delaIsla, the most famous flamenco singer, dedicated to our beer over 30 years ago. Now, as we

R R celebrate his 75th anniversary, we return the tribute by commissioning two young rising stars to reinterpret the original songin a powerful new work, unveiled live at
Puerta del Sol with a spectacular street performance. A unique experience for those who witnessed it, and a disruptive action that generated dynamic, highly shareable

content across social media, amplifying its impact nationwide.

BRAND IDEA: CON MUCHO ACENTO

BRAND TAGLINE: ACCENT IS MUCH MORE THAN A
WAY OF SPEAKING
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Sharing a meal

MWSBs:
MWB1, MWB4, MWB9
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Market Context: <30%  30%-50%  >50% <30%  30%-60%  >60% <12wks 12wks-2yrs  >2yrs
Cruzcampo is a local brand, leader in Andalusia, the biggest beer region within the Spanish market
Competitive environment is growing as national players as Estrella Galiciaand new local players as
Victoria are willing to become relevant within Cruzcampo’s stronghold
Beer Category is growing through local premium proposals where Cruzcampo needs to improve its
competitiveness (go beyond daily moments)

Core Creative Brand Idea: Con Mucho Acento (Heavily accented): We are proud of
who we are and where we came from. We show ourselves as we truly are & we
encourage others to do the same. Celebrate yourself & celebrate others.

Campaign assets: Hero Asset, Influencer content, Influencer content, Spotify song, media impact, media impact, media impact, branded content,
branded content, branded content

Post-campaign results: +14.000 attendees & +730.000 streaming & aftermovie views
3,4 m€ MV, achieving an ROI of +540%. +200 media impacts of which 13 on TV
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Quality Key Message
Cruzcampo Draught beer is

a high quality beer 78

+7.9pp brand awareness in Andalucia compared to the week prior to the event.

+30m estimated organicreach. 95% positive sentiment

The song has reached 1.2M+ Spotify plays

Cruzcampo strengthensits leadership in BP in Andalusia, growing +0.6pp YoY, driven by gains in different and meaningful —
especially among 18-34s (+0.9pp).

Preference leadership maintained in Andalusia, widening the gap vs. main competitor to 10pp (+2pp YoY)



https://www.instagram.com/p/DLr3nxMIzco/?hl=es
https://www.instagram.com/p/DLr5QMPoyAj/?hl=es
https://www.instagram.com/p/DLnKnTNtfdZ/?hl=es
https://open.spotify.com/intl-es/track/28VspnHT5Pf7e1JrcXPrcM
https://www.dropbox.com/scl/fo/4c6v5byv53l7chf3ic7zq/ACZC-yxvMDaT6entH5KXqls?rlkey=y1e8j5lqj8rq8zit3bye6e88z&e=1&st=u9xhzg97&dl=0
https://elpais.com/icon/2025-07-02/judeline-y-yerai-cortes-juntos-por-alegrias-para-homenajear-a-camaron-se-comio-todas-las-criticas-para-que-hoy-podamos-fusionar-musicas.html
https://www.hola.com/actualidad/20250718844869/judeline-habla-homenaje-camaron-junto-yerai-cortes-siempre-le-he-admirado/
https://madridsecreto.co/cruzcampo-judeline-puerta-del-sol/
https://www.instagram.com/reel/DLUij7MNDrs/
https://www.vogue.es/living/branded/judeline-yerai-cortes-cruzcampo-homenaje-camaron
https://www.vogue.es/living/branded/judeline-yerai-cortes-cruzcampo-homenaje-camaron
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