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SIGNIFICADOS ASOCIADOS A ACCIONES
DE RESPONSABILIDAD SOCIAL EMPRESARIAL
DE LA INDUSTRIA DE ALCOHOL EN ARGENTINA

Bachmann, Julieta; Peltzer, Raquel Inés
Universidad Nacional de Mar del Plata. Argentina

RESUMEN

Para amortiguar los efectos negativos generados por el con-
sumo nocivo de alcohol, las industrias productoras voluntaria-
mente realizan campafias que pueden definirse como acciones
de Responsabilidad Social Empresarial (RSE). Estudios sefia-
lan que estas acciones podrian leerse mas como publicidad
gue como un compromiso con la salud publica. Sin embargo,
estos estudios han dejado de lado los significados otorgados
por los receptores de los mismos. El objetivo de este trabajo
es estudiar los significados atribuidos por los jovenes a accio-
nes de RSE de productoras de bebidas alcohodlicas. Para ello
se presentaron a jovenes (18-25 afios) dos videos de RSE de
empresas de cerveza. Se realizaron entrevistas en profundidad
que abordaron los siguientes ejes: objetivo principal percibi-
do, situaciones asociadas a la bebida. Se realizaron andlisis
de contenido. Los resultados indican que el total de los entre-
vistados percibio que los personajes eran jovenes adultos que
se encontraban consumiendo bebidas con alcohol, en fiestas
o conversando distendidamente. Se identificé que los videos
promovian el consumo responsable pero también se considero
que el objetivo del video era promover la marca o la bebida. Es-
tos resultados complementan los estudios que sefalan que las
acciones de RSE tienen como objetivo principal la promocion de
sus marcas o productos.
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ABSTRACT

MEANINGS ASSOCIATED WITH TWO ACTIONS OF CORPORATE SO-
CIAL RESPONSIBILITY OF THE ALCOHOL INDUSTRY IN ARGENTINA
To deal with the negative effects generated by the harmful
consumption of alcohol, the alcohol industries voluntarily carry
out campaigns that can be defined as Corporate Social Res-
ponsibility (CSR) actions. Studies indicate that these actions
could be read more as publicity than as a commitment to public
health. However, these studies have left aside the meanings
given by the recipients of them. The objective of this investi-
gation is to study the meanings attributed by young people to
CSR actions of producers of alcoholic beverages. For this, two

CSR videos of beer companies were presented to young people
(18-25 years old). In-depth interviews were carried out to ex-
plore the following axes: perceived main objective, situations
associated with drinking. Content analysis was performed. The
results indicate that the total of the interviewees perceived that
the characters were young adults who were drinking alcoholic
beverages, at parties or conversations. It was identified that
the videos promoted responsible consumption but it was also
considered that the purpose of the video was to promote the
brand or the drink. These results complement the studies that
indicate that CSR actions have as main objective the promotion
of their brands or products.
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