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ABSTRACT 

This study analyses how the Hermandad de la Macarena has evolved from 
a religious entity to a global corporate brand. Through relationship 
marketing and the concept of brand community, it examines its strategic 
management with members and stakeholders to generate shared value. 
Using a case study approach and diverse sources, key variables such as 
brand architecture, values and globalisation are highlighted. The research 
shows how the Brotherhood has consolidated a solid and differentiated 
community, combining tradition and modernity, positioning itself as a 
benchmark among religious organisations. 
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1. Introduction 

n recent years, marketing theory and practice have moved towards a market-oriented approach, as 
described by Kotler and Armstrong (2013). Traditionally, brotherhoods and religious associations 
have adopted an approach more focused on their traditions and internal activities, prioritising the 

organisation of worship and processions as their main distinguishing features. However, in the current 
context, characterised by a boom in users-consumers in all aspects of brotherhoods and, therefore, 
growing competition between brotherhoods and the need to attract new audiences and devotees, 
market orientation is becoming increasingly important. This approach focuses on analysing the needs 
and expectations of its members, devotees and society in general, seeking to satisfy them through 
initiatives that connect more effectively with the community. In this sense, the Hermandad de la 
Macarena, as a leading organisation in the field of brotherhoods, has begun to integrate this philosophy 
into its overall communication and management strategy (Losa, 2021). 

Within this framework, Cristófol (2024) describes the presence of religious marketing as a discipline 
in the making that emerges from religious and/or faith-based marketing (Luna, 2021) through the 
integration of social, relational, musical and artistic elements. The presence of the faithful is the 
backbone of any organisational strategy that any type of religious organisation, or in this case, 
brotherhoods and religious brotherhoods, wishes to undertake. Thus, the use of relational marketing 
has become a fundamental pillar, surpassing the traditional approach of transactional marketing 
(Santesmases, 2012). La Macarena has understood that the emotional and spiritual bond with its 
brothers and devotees is decisive in ensuring the sustainability of its mission and the strengthening of 
its identity. This bond is reinforced through personalised attention, the creation of meaningful 
experiences and the implementation of more direct and dynamic communication channels. In an 
environment marked by the globalisation of devotion, which has resulted in Pope Francis awarding the 
Golden Rose to the Virgin of La Macarena in 2024 (El Confidencial, 2024), increased competition 
between brotherhoods, and greater exposure on social media, the Brotherhood seeks to build loyalty 
among its community by responding to factors specific to relationship marketing, such as 360º 
connectivity (Salas-Canales, 2021), transparency, inclusion, and innovation in management. 

The application of the brand community concept has proven to be an essential tool for brotherhoods 
and confraternities. In the case of La Macarena, its community of brothers, devotees and supporters acts 
as an intangible asset of incalculable value, similar to what happens with leading companies in other 
sectors such as Nike, Apple or Harley Davidson (Wirtz et al., 2013), which build different communities 
based on a mission, values and vision that flourishes among their members. The theoretical principles 
determined by Aaker (1997) are also reflected in communities based on faith and commitment, where 
not only is a sense of belonging promoted, but also an economic, cultural and social impact is generated 
in their environment, in this case consolidating the "Macarena" brand as a benchmark both within and 
outside the brotherhood sphere. 

From this perspective, the objective of this study is to analyse the case study of the Brotherhood of 
La Macarena, a phenomenon of popular devotion that has transcended borders, becoming a cultural and 
spiritual symbol that transcends generations. The analysis will be carried out from the perspective of 
relational marketing and community building, issues that have been decisive in the impact and 
leadership achieved by religious organisations (Alonso, 2015; De Santiago and Barba, 2023). 

The text is structured as follows: section 1 presents the methodology followed in this work, section 
2 addresses the concepts and elements of relational marketing and brand community from a theoretical 
point of view, highlighting aspects such as social media management, engagement with devotees, 
institutional reputation, and collaboration with companies and brands and finally, section 3 develops 
the case study of the Hermandad de la Macarena, highlighting its relational marketing strategies and 
community building, elements that have been key to its leadership position in the religious brotherhood 
sphere. 

2. Theoretical framework 

2.1. Relationship marketing and brand community in religious organisations. 
Relational marketing has emerged as one of the most significant contributions to the development of 
contemporary marketing science. Its influence has gained wide recognition in academic research, to the 
point of being considered by various authors as a new paradigm within the discipline (Córdoba, 2009; 
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Gummesson, 1999; Quero, 2002; Sheth and Parvatiyar, 2000; Webster, 1992). According to Grönroos 
(1994), relationship marketing involves identifying, establishing, maintaining, developing and, when 
necessary, concluding relationships with consumers and other actors, with the aim of generating mutual 
benefits. 

In the religious sphere, brotherhoods and confraternities also encounter these difficulties, which are 
reflected in the need to consolidate their devotional bases, attract new members and devotees, and 
strengthen their cultural and spiritual relevance in an increasingly competitive and changing 
environment where globalisation has transformed the environment and the rise of confraternity 
consumption by internet users. 

Various elements have favoured the development of relational marketing in the confraternal sphere. 
However, traditionally, brotherhoods and confraternities have tried to address these challenges, such 
as the increased costs of attracting new members or devotees, the impact of globalisation on faith and 
traditions, the unpredictability of religious and cultural demands, the growth of competition between 
brotherhoods, the adoption of new organisational management models, and the advancement of 
technologies that allow for the analysis of large volumes of data on their communities (such as CRMs 
applied to brotherhoods). Likewise, changes in the behaviour of devotees, who increasingly demand 
greater personalisation and attention, have been decisive in the implementation of relational strategies, 
as can be seen in the work of Cristófol et al. (2023) for brotherhoods and confraternities and that of 
Stolz and Usunier (2019) from the religious sphere of the Catholic Church. 

For all these reasons, relational marketing forms part of Cristófol's (2024) construction of 
brotherhood marketing, where the premises of relational marketing are present in the strategic 
planning of all brotherhoods and confraternities. Thus, relational marketing can be observed in the 
strategic management of collaborative relationships with brothers, devotees and other key actors, with 
the aim of creating and distributing value equitably, in line with the statements of Christopher et al. 
(1994).  

Relationship marketing not only drives profitability and organisational growth but also brings about 
profound structural change. Relationships cease to be confrontational or transactional and become 
cooperative; objectives are transformed, shifting from the number of devotees or acts to the quality of 
participation and community engagement (Tavira y Estrada, 2015). In this sense, relationship 
marketing is key for brotherhoods and confraternities because it allows them to strengthen the 
emotional and spiritual bond with their members, devotees and collaborators, fostering a loyal and 
committed community in the long term. It also helps to generate personalised strategies that enhance 
the acquisition of resources, participation and the promotion of their values and traditions. 

2.2. Differential elements of relationship marketing. 
Based on Talaya (2008), in the confraternal sphere, the relational marketing strategy seeks to 
personalise the offer for each brother, devotee or interest group, maximising the functional and social 
value, but also the emotional value for these actors and for the corporation. This dimension replaces 
"acting for the devotee" with "acting with the devotee," fostering constant contact and participation in 
value creation, an essential process for strengthening the ties between the community and the 
Brotherhood or Fraternity. 

The success of relational marketing rests on a thorough understanding of the Brotherhood's 
stakeholders, analysing their needs, preferences and behaviours (social, cultural and spiritual), which 
are dynamic and require constant adaptation to maintain their commitment and attract new devotees 
(Mesa, 2005). 

Below is a comparison between the characteristics of transactional and relational marketing, adapted 
to the context of brotherhoods (Table 1). 
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Table 1. Comparison between the characteristics of transactional and relational marketing adapted to 
brotherhoods and confraternities. 

Transactional marketing Relational marketing 

Focuses on individual contributions. Focuses on retaining and building loyalty among members and devotees. 

Oriented towards specific acts or events. Aimed at generating meaningful, long-term experiences. 

Short-term vision. Long-term strategic vision. 

Low emphasis on commitment to members. High level of commitment and constant communication. 

Quality focused on specific actions. Quality as a shared responsibility throughout the Brotherhood. 

Source: Own elaboration, 2024. 

Cristófol-Rodríguez (2024) demonstrates in his work on the analysis of engagement 2020-2023 in 
the Rocío pilgrimage how the increase in the number of devotees and consumers of religious 
brotherhoods facilitates the use of relational marketing strategies through the application of prolonged 
dialogue with devotees, taking advantage of each interaction as a "moment of truth" to encourage 
mutual learning, highlighting the adaptability of the religious community and the relevance of digital 
platforms to maintain cohesion and devotion.  

The benefits for brotherhoods and religious associations derived from this approach include: 
• Organic and sustained growth. 
• Consolidation of cultural barriers against external competition. 
• Strengthening of the quality model in service and management. 
Grönroos (1994) identified the following key dimensions of relationship marketing, which are also 

applicable to the management of a brotherhood: 
• Focus on long-term relationships with devotees. 
• Fulfilling promises made to members and the community. 
• Involving the entire structure of the Brotherhood in marketing activities. 
• Encouraging interactivity in management and communication processes. 
• Developing a devotee-oriented culture of service. 
• Obtain and use information about members and devotees to continuously improve. 
Complementarily, Gordon (1998) points out eight components of relational marketing which, in the 

case of brotherhoods and confraternities, can be translated into fundamental pillars for their success, as 
shown in Figure 1. 

Figure 1. Components of relationship marketing based on Gordon (1998) and Reinares and Ponzoa. (2024). 

 
Source: Own elaboration, 2024. 
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"Collaboration" is the essential pillar of relationship marketing, with a long-term strategic vision 
that benefits all parties involved. As Morgan and Hunt (1994) state, "the paradox of relationship 
marketing is that, to be an effective competitor in any field, it is also necessary to be an effective 
collaborator." 

2.3. The brand community and the community manager. 
Einstein (2007) demonstrated how the concept of community not only has a religious dimension for 
organisations linked to the Catholic Church, but also a cultural and social one. Historically, the idea of 
community has been associated with relationships built on emotional bonds, shared norms and values, 
and adherence to a group that generates a sense of belonging (Paruthi et al., 2023). In this context, 
attributes such as social interaction, common goals and collective commitment take on significant 
weight (Siles, 2005).   

The brand community, introduced into the field of marketing by Muñiz and O'Guinn (2001), is 
described as a specialised community that does not depend on a geographical location, but rather on 
structured relationships between followers of a brand. In the case of brotherhoods and confraternities, 
this community includes not only brothers and devotees, but also those attracted by their cultural, 
artistic and symbolic impact (Naranjo, 2014; Redacción Europa Press, 2019). 

The rise of the Internet and social media has revealed opportunities for brotherhoods to strengthen 
their community beyond the physical realm, as demonstrated by Amado (2023), Carreras (2012) and 
Cristófol-Rodríguez et al. (2024) on behalf of the scientific community. Platforms such as Facebook, 
Instagram and Twitter allow not only connection with current members and devotees, but also the 
attraction of new audiences interested in their mission and values (Palazón et al., 2014). The strategy 
here lies in promoting a sense of belonging both online and offline, through active interaction, relevant 
content and storytelling that reinforces their identity.   

However, although reaching a large number of followers may seem attractive, experts warn that this 
is not the main objective. Gauthier (2016) indicates that what is relevant is strengthening the emotional 
connection and commitment to the brand, elements that are key to fostering a lasting and meaningful 
relationship with the community.   

Other elements in brand community management include engagement marketing, corporate 
reputation, and influencer marketing, which strengthen the bond between brands and their audiences. 

Engagement marketing, already used with the Catholic community (De Santiago and Barba, 2023), 
seeks to attract and retain users through interaction and personalisation. Aspects such as prioritising 
the user, segmenting messages for specific niches and generating viral content are key (Piñeiro-Otero, 
2015). Examples such as the "Stay with Us" campaign show how to actively engage consumers. Digital 
platforms, such as Twitter, facilitate the analysis of consumer behaviour, but content must be relevant 
and designed to improve the user experience (Guerrero, 2017). 

Similarly, Piñeiro-Otero (2015) indicates that corporate reputation requires careful management to 
avoid damage to the brand image and identifies listening to the audience, fostering participatory 
communities and monitoring the most loyal followers as its basic pillars. Encouraging positive 
experiences helps mitigate negative comments. 

Finally, influencer marketing, supported by platforms such as Instagram and YouTube, uses the 
connection between influencers and their followers to increase brand recognition and foster two-way 
relationships. Before applying it, it is essential to analyse the consumer, the product, and the brand 
values (Iglesias, 2017). 

3. Methodology 
The methodology used to prepare this paper is based on exploratory and descriptive analysis, taking 

the form of a flexible review study. To this end, secondary sources have been used, in particular a review 
of the scientific literature on "relationship marketing" and "brand community", as well as bibliographic, 
documentary and statistical information related to the Hermandad de la Macarena, the subject of this 
case study. 

The case study has been established as an essential methodology for the detailed analysis of 
phenomena and the testing of hypotheses in different disciplines, as highlighted by authors such as 
Hamel (1992), Becker (1979) y Young (1939). This technique is particularly useful and effective in the 
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study of social phenomena within organisations (Feagin et al., 1991), as it allows us to understand the 
dynamics between community, social intentions and their members, considering the various variables 
that influence their behaviour. 

On this occasion, the object of study allows us to examine its evolution from a religious organisation 
to a global management organisation, integrating disciplines such as marketing into its strategic 
planning. The methodology, focused on organising data from a main unit, uses various sources such as 
documents, interviews, letters and statistics (Goode and Hatt, 1976) to answer key questions about 
current events (Arzaluz-Solano, 2005). According to Yin (1989), the single case is complemented by 
subunits of analysis in other religious organisations. The cross-referencing of historical information, 
documents and statements by executives, including an interview with the Grand Master in 2021, 
allowed us to advance the objectives of the study and highlight differences with similar institutions that 
have not achieved a comparable level of consolidation as a brand. 

4. Results. 
4.1. The case of the Brotherhood of La Macarena. 

The history of the Brotherhood of La Macarena begins in 1595, with the request for its establishment 
as a brotherhood, establishing itself as a religious organisation with its own legal entity in the province 
of Seville (Brotherhood of La Macarena, 2024). Over the centuries, this institution has evolved from its 
local configuration to become a global brand, sustained by its profound religious and cultural value, the 
iconic image of the Virgin of Macarena, and its wide dissemination through the media and social 
networks. As Carrasco (2011, 2014) points out, its influence has transcended borders, attracting 
pilgrims and generating devotion throughout the world, especially in Latin America. 

In this context, the Brotherhood has ceased to be solely a religious corporation and has established 
itself as an institution that projects values and identity beyond its devotional activities. This process, 
similar to that of large corporate brands (Mañas-Viniegra, 2018), reinforces its role in religious tourism 
and its ability to connect with diverse audiences, highlighting the added value of its institutional image 
(Miguel, 2024; Paruthi et al., 2023). 

The Brotherhood of La Macarena, committed to today's society, has adopted the necessary strategies 
to meet the demands of the population. In this regard, the use of relational marketing, similar to that 
employed by leading companies in their sectors (Ramos, 2016), has become established in the 
corporation through tools such as the creation of a member‘s service office open Monday to Friday with 
extended hours, email marketing and social media channels (Imagen 1) under a CRM system. Through 
data analysis and personalised attention, it seeks to understand the interests and needs of its members 
in order to offer them a unique experience and reinforce their commitment to the institution (Ruíz, 
2005). 

Imagen 1. Advertising by the Hermandad de la Macarena on its official WhatsApp channel. 

 
Source: Official website of the Hermandad de la Macarena. 
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Thanks to data analysis, the Brotherhood reflects what Casaló et al., 2013 emphasise with the 
identification of patterns of participation, preferences in worship and activities, and the needs of 
different segments of its community. This information is used to design an offering tailored to each 
audience, reinforcing the sense of belonging and loyalty to the Brotherhood. In its communication, 
criteria are used to organise and recommend content or activities based on what is trending, such as the 
penitential procession on Holy Thursday morning, which attracts the attention of thousands of 
devotees; what is popular, such as visits to the Basilica or participation in solidarity activities; and 
content related to previous interests, such as exhibitions or conferences on the history and heritage of 
the Brotherhood, as shown in imagen 2. Thanks to these tools, its communication and activities are 
adapted to the needs of different profiles of brothers and devotees. From recruitment campaigns aimed 
at young people interested in cultural heritage to spiritual programmes focused on older people, La 
Macarena segments its community to effectively and specifically serve each group.  

Imagen 2. Advertisement on the use of email as a tool for visibility and communication of the external and 
internal activities of the Brotherhood of La Macarena. 

 
Source: Official website of the Brotherhood of La Macarena. 

This personalisation allows each brother or devotee to feel cared for, fostering a lasting emotional 
bond with the institution as a result of enthusiasm, as reflected in the work of Marín and Ruíz (2007). 
The Brotherhood of La Macarena has built a strong and diverse community that transcends local 
boundaries. This concept of brand community is based on the sense of belonging it generates, its shared 
values and its ability to adapt to the times without losing its essence. The community is structured into 
different levels of participation, from active members, who form part of the organisational core, to 
devotees who follow activities through social media or participate in specific events. González-Chans et 
al. (2020) demonstrate that this segmentation allows for more efficient management, similar to the 
isolation of micro-communities carried out by large international companies on their platforms to 
improve the user experience. 

The corporation combines centuries-old tradition with technological and communicative 
innovation. For example, it uses social media (Imagen 3) to disseminate content related to its activities 
and events, achieving global reach. In addition, the incorporation of digital tools has facilitated 
administrative processes and improved interaction with its members. This relational strategy, based on 
knowing and satisfying the needs of its audiences, guarantees a positive experience and reinforces the 
emotional connection with the brotherhood. 
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Imagen 3. Tweet from the official profile of the Hermandad de la Macarena to disseminate general content. 

 
Source: Official Twitter profile of the Hermandad de la Macarena. 

Just as major international brands have transformed society with strategies based on knowledge 
and user satisfaction (González-Chans et al., 2020), the Hermandad de la Macarena has revolutionised 
the way brotherhoods relate to their audiences. 

4.2. La Macarena on social media. 
The "conversation" between brothers, devotees and the general public takes place mainly on social 
media. It is in this digital space that engagement with audiences is sought. Likes, comments and shares 
are indicators of commitment or loyalty to the brotherhood (Fernández et al., 2018). 

Alonso (2015) states that religious users of social media feel the need to share content that they 
consider relevant, useful or that connects with their emotions and values. Thus, when the Brotherhood 
publishes surprising, historical or devotional content, it increases the likelihood of going viral on 
platforms such as Instagram, TikTok or Twitter. 

For their part, Del Pino and Castelló-Martínez (2015) define "viral marketing" as those pieces that 
cause a chain reaction as a result of the spread of the message, making it a valuable tool for connecting 
with the faithful. In this sense, the Brotherhood's digital strategy seeks to humanise its publications, 
avoiding a purely institutional approach and opting for content that invites reflection, memories and 
devotion, such as specific hashtags (#EsperanzaMacarena), historical photographs, or live broadcasts of 
significant events, as was the case with the closing procession of the II International Congress of 
Brotherhoods and Popular Piety on 8th December in Seville (Imagen 4). 

Imagen 4. Tweet from the official profile of the Brotherhood of La Macarena on the number of views of the 
closing procession of the Second International Congress of Brotherhoods and Popular Piety on 8th December in 

Seville. 

 
Source: Official Twitter profile of the Brotherhood of La Macarena. 
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The use of memes or attractive visual elements is not foreign to the world of brotherhoods, 
although it is adapted to the solemn and respectful tone characteristic of brotherhoods and 
confraternities. For example, symbolic images of the Virgin Mary accompanied by devotional phrases 
that generate an emotional impact on the community may be used. Despite this, the case study has not 
used this type of resource to connect with the community, unlike other brotherhoods and 
confraternities such as the Brotherhood of Fátima de Osuna (Imagen 5). 

Imagen 5. Post from the official profile of the Brotherhood of Fátima de Osuna. 

 
Source: Official Instagram profile of the Brotherhood of Fatima of Osuna. 

As for Twitter, the Brotherhood can employ strategies such as brevity in messages (concise tweets 
that include links to more extensive content), the use of visual elements (photographs of worship, 
processions or heritage), relevant hashtags, and direct interaction with users. These practices not only 
generate conversation but also reinforce the emotional bond with followers (Imagen 6). 

Imagen 6. Tweet from the official profile of the Brotherhood of La Macarena. 

 
Source: Official Twitter profile of the Hermandad de la Macarena. 

These actions are in line with the concept of branded content, where the goal is to "offer experiences, 
not just information." Horrigan (2009) defines it as a fusion of institutional communication and 
emotional content that is integrated into the organisation's overall strategy, promoting its mission and 
values. Events such as the penitential procession or participation in charitable acts naturally generate a 
high level of engagement due to the spiritual and cultural connection they represent. 
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Email marketing is positioned as a traditional but effective tool for communicating with the 
community (Ramos, 2016). Through regular electronic newsletters, the Brotherhood can provide 
information about worship services, announcements and activities, strengthening ties with recipients. 

Database segmentation is essential for personalising messages (Campines, 2024), ensuring that 
each brother receives relevant information according to their profile (e.g. news for costaleros, 
reminders or events for new brothers). Creativity in emails is key, with eye-catching subject lines and a 
design that makes the message easy to understand. 
An example would be sending personalised invitations to the Triduum of the Virgin, accompanied by 
devotional images and a direct link to confirm attendance or make donations. This approach facilitates 
interaction and encourages active participation by recipients. 

4.2.1. Influencer marketing in the Brotherhood of La Macarena. 
Influencer marketing is a recent phenomenon that has a significant impact on consumers' perceptions 
and purchasing decisions, as they place greater credibility in the opinions of other users on social media 
than in direct commercial messages from brands. This approach strengthens the relationship between 
brands and consumers by conveying shared values, fostering trust and authenticity in communication 
(Roldán and Sánchez, 2021). 

Despite its recent development, traditionally, in the field of religious brotherhoods, influencers have 
had a significant impact that has been used since the origins of brotherhoods and religious orders. These 
are recognised figures within the world of brotherhoods (elder brothers, foremen, artists, or well-
known devotees) who, due to their relevance, can positively influence the perception of the 
Brotherhood. 
In the case of La Macarena, figures such as Joselito el Gallo (imagen 7) were key in shaping the current 
brotherhood. His participation was fundamental in the creation of the golden crown of the Virgin of 
Hope, culminating in 1913 with her popular coronation. He was also the generous donor of the 
emblematic mariquillas, symbols of devotion deeply linked to the image of the Virgin. His legacy, marked 
by his tragic fate, also left as a testimony the famous gold pen by Muñoz y Pabón, a valuable recognition 
of his figure and his link with the Brotherhood. 

Imagen 7. Joselito El Gallo, bullfighter, dressed as a Nazarene of the Brotherhood of La Macarena. 

 
Source: Official website of the Brotherhood of La Macarena. 

Similarly, Juanita Reina, known as "La reina de la copla" (The Queen of Copla), was a prominent 
figure in Spain and a fervent devotee of the Virgin of Hope, to whose brotherhood she made significant 
donations. Her legacy not only contributed to personifying the musical tradition of the time, but also to 
spreading Marian devotion through the mass media, bringing this cultural and spiritual expression to a 
wider audience. 

The Brotherhood has fostered this dynamic organically, with prominent figures who publicly 
identify with devotion to the Virgin of Hope. These individuals help to amplify the message and increase 
the visibility of activities such as conferences where leading Spanish bullfighters Pepe Luis Vargas, 
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Eduardo Dávila Miura and Juan Ortega have explained why they are devotees of the Virgin of Hope and 
how this devotion has helped them in difficult moments in their professional and personal lives (imagen 
8). 

Imagen 8. Round table discussion on bullfighters' devotion to the Virgin of Hope on 7 November 2024. 

 
Source: Official website of the Brotherhood of La Macarena 

On the other hand, social media allows the brothers and devotees themselves to become 
ambassadors for the Brotherhood, as indicated by Fernández and Sánchez (2018) and observed in the 
case of "Virgxlio" on TikTok (@virgilio) with more than 96.3k followers and more than 9.3M likes on the 
aforementioned social network. For example, sharing photographs of the Virgin's procession during the 
Madrugá or participating in charity campaigns reinforces the sense of belonging and encourages the 
virality of the content. This strategy, in addition to being effective, is economically accessible and aligned 
with the traditional and spiritual values of the institution. 

5. Conclusions 
This analysis has explored how relationship marketing can be key to understanding the success of 
institutions such as the Hermandad de la Macarena. Beyond attracting new devotees and supporters, 
the Hermandad has developed strategies that prioritise the preservation and loyalty of its community 
by satisfying its spiritual, cultural and social needs. 

The Brotherhood of La Macarena, like globally recognised companies, has managed to build and 
consolidate a strong brand community, based on a set of meaningful social interactions between the 
institution and its audience, as well as among the members of the community themselves. This approach 
has generated such a deep sense of belonging and identification that many of its followers become active 
advocates of its legacy and values. 

In this context, social media plays an essential role. The Brotherhood uses these platforms to 
establish two-way communication with its community, encouraging the active participation of its 
followers, who not only consume its content, but also share it and generate conversation around it. This 
model, which combines tradition with innovation, allows the Brotherhood to maintain its relevance and 
emotional connection with global audiences, especially in countries with strong Marian devotion such 
as those in Latin America. 

However, as a possible improvement, the Brotherhood could further strengthen its two-way 
relationship with its community by diversifying and optimising its communication channels. Although 
it currently uses tools such as WhatsApp, email and the brotherhood's customer service office, 
expanding its two-way presence to other social platforms could enrich its reach and communication 
effectiveness. This would include implementing additional social media strategies that foster more 
dynamic and closer communication, which would help maintain constant dialogue and strengthen ties 
with its followers. 

However, the result of the data analysed is how La Macarena has demonstrated a remarkable 
capacity for adaptation and innovation, using low-cost but highly effective relational strategies. Its 
communication on social media not only amplifies the dissemination of its activities and values, but also 
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turns its iconic image, the Virgin of La Macarena, into a cultural phenomenon that transcends the strictly 
religious. 

This relational approach is a model to be followed by other brotherhoods or similar institutions, 
which could benefit from adopting strategies aimed not only at attracting new followers, but also at 
building long-term bonds of trust and loyalty. This reinforces the idea that sustainable success lies in 
the ability to connect emotionally with communities and maintain constant dialogue with them. 
 

 
  

132



Building Faith Loyalty 
 

 
 

References 

Aaker, J. L. (1997). Dimensions of Brand Personality. Journal of Marketing Research, 34(3), 347-356. 
https://doi.org/10.2307/3151897 

Alonso, M. (2015). Hermandades de Semana Santa y redes sociales. Las nuevas tecnologías al servicio 
de la Información Cofrade. Pangea. Revista De Red Académica Iberoamericana De Comunicación, 
6(1), 127–158. https://doi.org/10.52203/pangea.v6i1.117 

Arzaluz-Solano, S. (2005). La utilización del estudio de caso en el análisis local. Región y Sociedad, 17(32), 
107-144. https://doi.org/10.22198/rys.2005.32.a601 

Becker, H. (1979). Observación y estudios de casos sociales. En D. Sills (Ed.), Enciclopedia Internacional 
de las Ciencias Sociales. Madrid: Aguilar. 

Berry, L. L. (1983) “Relationship Marketing”, en PAYNE, A.; CHRISTOPHER, M; CLARK, M.; PECK, H. 
(1995): “Relationship Marketing for Competitive Advantage”. Butterworth – Heinemann Ltd., 
Oxford, p. 66. 

Campines, F. J. (2024). Email Marketing como Influenciador de Compras . Ciencia Latina Revista 
Científica Multidisciplinar, 7(6), 4280-4290. https://doi.org/10.37811/cl_rcm.v7i6.8993 

Carrasco, F. (2011). Macarena, Esperanza en tres continentes. ABC Pasión en Sevilla. 
https://www.abc.es/sevilla/pasionensevilla/noticias-semana-santa-sevilla/sevi-esperanza-
macarena-mundo-sevilla-201112161049_noticia.html 

Carrasco, F. (2014). Macarena, una devoción universal. ABC Pasión en Sevilla. 
https://www.abc.es/sevilla/pasionensevilla/noticias-semana-santa-sevilla/sevi-macarena-
mas-alla-de-los-limites-de-la-devocion-en-107-ciudades-de-cuatro-de-los-cinco-continentes-
hay-altares-dedicados-a-la-imagen-de-la-esperanza-macarena-201405202200_noticia.html  

Casaló, L. V., Flavián, C., & Guinalíu, M. (2013). La construcción de lealtad en comunidades virtuales de 
marca. Revista Europea de Dirección y Economía de la Empresa, 22(1), 53-60. 
https://www.sciencedirect.com/science/article/pii/S1019683812000480 

Christopher, M., Payne, A., & Ballantyne, D. (1994). Marketing relacional: integrando la calidad, el servicio 
al cliente y el marketing. Ediciones Díaz de Santos. 

Christopher, M., Payne, A., & Ballantyne, D. (1991). Relationship Marketing: Bringing Quality, Customer 
Services, and Marketing Together. Oxford, Butterworth Heinemann. 

Cristòfol-Rodríguez, F. J. (2024). La romería de El Rocío: análisis del engagement 2020-2023. European 
Public & Social Innovation Review, 9, 1–14. https://doi.org/10.31637/epsir-2024-1515 

Cristòfol, F. J. (2024). Conceptualización y contextualización del Marketing Cofrade [Comunicación 
Oral]. III Congreso Internacional, Pensamiento, cultura y sociedad Investigación, Divulgación, 
Transferencia (I+d+T) Proyecto Logos. 

Cristófol, F. J., Segarra-Saavedra, J., & Cristófol-Rodríguez, C. (2023). Uso de Twitter y repercusión en 
medios de comunicación de la Semana Santa andaluza ante la suspensión de las procesiones 
provocada por el Covid-19. Ámbitos. Revista Internacional De Comunicación, (62), 143–160. 
https://doi.org/10.12795/Ambitos.2023.i62.08 

De Santiago, M., & Barba, R. (2023). Estrategias de comunicación para la evangelización a través de redes 
sociales: El caso de la comunidad católica “Quédate con Nosotros”. Comunica360, (1), 131–153. 
https://doi.org/10.26439/comunica360.2023.n1.6324 

Einstein, M. (2007). Brands of faith: Marketing religion in a commercial age. Routledge. 
El Confidencial. (2024). El Papa Francisco concede la tercera Rosa de Oro en España a la Virgen de la 

Esperanza Macarena. El Confidencial. https://www.elconfidencial.com/espana/andalucia/2024-
09-22/papa-francisco-rosa-oro-virgen-esperanza-macarena-sevilla-1qrt_3967542/ 

Feagin, J., Orum, A. M. & Sjoberg, G. (1991). A case for case study. Chapel Hill: University of North Carolina 
Press. 

Fernández-Gómez, E., & Martín-Quevedo, J. (2018). La estrategia de engagement de  Netflix España en  
Twitter. El profesional de la información (EPI), 27(6), 1292-1302. 
http://profesionaldelainformacion.com/contenidos/2018/nov/12.pdf 

Gauthier, F. (2016). Religion in consumer society: brands, consumers and markets. Routledge. 

133

https://doi.org/10.2307/3151897
https://doi.org/10.52203/pangea.v6i1.117
https://doi.org/10.22198/rys.2005.32.a601
https://doi.org/10.37811/cl_rcm.v7i6.8993
https://www.abc.es/sevilla/pasionensevilla/noticias-semana-santa-sevilla/sevi-esperanza-macarena-mundo-sevilla-201112161049_noticia.html
https://www.abc.es/sevilla/pasionensevilla/noticias-semana-santa-sevilla/sevi-esperanza-macarena-mundo-sevilla-201112161049_noticia.html
https://www.abc.es/sevilla/pasionensevilla/noticias-semana-santa-sevilla/sevi-macarena-mas-alla-de-los-limites-de-la-devocion-en-107-ciudades-de-cuatro-de-los-cinco-continentes-hay-altares-dedicados-a-la-imagen-de-la-esperanza-macarena-201405202200_noticia.html
https://www.abc.es/sevilla/pasionensevilla/noticias-semana-santa-sevilla/sevi-macarena-mas-alla-de-los-limites-de-la-devocion-en-107-ciudades-de-cuatro-de-los-cinco-continentes-hay-altares-dedicados-a-la-imagen-de-la-esperanza-macarena-201405202200_noticia.html
https://www.abc.es/sevilla/pasionensevilla/noticias-semana-santa-sevilla/sevi-macarena-mas-alla-de-los-limites-de-la-devocion-en-107-ciudades-de-cuatro-de-los-cinco-continentes-hay-altares-dedicados-a-la-imagen-de-la-esperanza-macarena-201405202200_noticia.html
https://www.sciencedirect.com/science/article/pii/S1019683812000480
https://doi.org/10.12795/Ambitos.2023.i62.08
https://doi.org/10.26439/comunica360.2023.n1.6324
https://www.elconfidencial.com/espana/andalucia/2024-09-22/papa-francisco-rosa-oro-virgen-esperanza-macarena-sevilla-1qrt_3967542/
https://www.elconfidencial.com/espana/andalucia/2024-09-22/papa-francisco-rosa-oro-virgen-esperanza-macarena-sevilla-1qrt_3967542/


VISUAL Review, 18(1), 2026 pp. 121-135 
 

 

González-Chans, C., Membiela-Pollán, M., & Cortés-Cuns, M. (2020). Marketing relacional y comunidad 
de marca: el caso de Netflix. Redmarka. Revista De Marketing Aplicado, 24(2), 251–274. 
https://doi.org/10.17979/redma.2020.24.2.7157 

Goode, W., & Hatt, P. (1976). Métodos de investigación social. México: Trillas. 
Gordon, ME, McKeage, K., & Fox, MA (1998). Eficacia del marketing relacional: el papel de la 

implicación.Psicología y Marketing, 15(5), 443-459. 
Grönroos, C. (1994). From Marketing Mix to Relationship Marketing: Towards a Paradigm Shift in 

Marketing. Management Decision, 32(2), 4–20. 
https://doi.org/10.1108/00251749410054774/FULL/XML 

Guerrero, E. (2017). Nuevas tendencias en el marketing de influencia: el caso de Instagram (Trabajo fin 
de grado, Universidad Politécnica de Cartagena). 
https://repositorio.upct.es/handle/10317/6041 

Gummesson, E. (1999) Total Relationship marketing. Rethinking Marketing Management: From 4Ps to 30 
Rs. Butterworth-Heinemann. Oxford. 

Hamel, J. (1992). The case method in Sociology. New theoretical and methodological issues. Current 
Sociology, 40(1), 1-7. https://doi.org/10.1177/001139292040001002 

Hermandad de la Macarena (2024). Transparencia e información al Hermano. 
https://www.hermandaddelamacarena.es/asistencia-social/transparencia-e-informacion-al-
hermano/ 

Horrigan, D. (2009, Julio 14). Branded Content: A new Model for driving Tourism via Film and Branding 
Strategies. LRG University of Applied Sciences. Recuperado de https://mpra.ub.uni-
muenchen.de/25419/1/MPRA_paper_25419.pdf 

Iglesias, L. J. D. (2017). Soy Marca: quiero trabajar con Influencers. Barcelona: Profit. 
Kotler, P. & Armstrong, G. (2013). Fundamentos de Marketing. Naulcalpan de Juárez (México): Pearson. 
López, J. F. C. (2009). Del marketing transaccional al marketing relacional. Entramado, 5(1), 6-17. 

https://www.redalyc.org/pdf/2654/265420457002.pdf 
Losa, J. L. (2021). Entrevista al Hermano Mayor de la Macarena. El Confidencial. 

https://www.elconfidencial.com/espana/andalucia/2021-04-01/entrevista-hermano-mayor-
macarena-gestion_3013236/ 

Mañas-Viniegra, L. (2018). El proceso de transformación de Real Madrid en marca corporativa. Revista 
Mediterránea De Comunicación, 9(1), 465–482. https://doi.org/10.14198/MEDCOM2018.9.1.30 

Marín Rives, L., & Ruiz de Maya, S. (2007). La identificación del consumidor con la empresa: más allá del 
marketing de relaciones. Universia Business Review, (13), 62-75. 
https://journals.ucjc.edu/ubr/article/view/587 

Mesa, J. C. C. (2005). Del Marketing de servicios al marketing relacional. Revista Colombiana de 
Marketing, 4(6), 60-67. Recuperado dehttps://www.redalyc.org/pdf/109/10900606.pdfc 

Miguel, G. (2024). Devoción y redes sociales digitales. La mediatización de la Fiesta del Señor de los 
Milagros de Mailín durante la pandemia de COVID-19. Folia Histórica del Nordeste, 49. 
https://doi.org/10.30972/fhn.49497396 

Morgan, R. M., & Hunt, S. (1994). La teoría de las relaciones de marketing entre el compromiso y la 
confianza. Revista de Marketing, 58(3), 20-38. 
https://www.redalyc.org/pdf/807/80702906.pdf 

Muñiz, A. M., O'Guinn, Jr. & Thomas, C. (2001). 'Comunidad de marca'. Revista de Investigación del 
Consumo, 27(4), 412-432. https://academic.oup.com/jcr/article-abstract/27/4/412/1810411 

Naranjo, L. (2014). La virgen de la macarena es una marca registrada. Protectia. 
https://www.protectia.eu/la-virgen-de-la-macarena-es-marca-registrada/ 

Palazón, M., Delgado, E., & Sicilia, M. (2014). El papel de las redes sociales como generadoras de “amor 
a la marca”. Revista de Negocios y Sociedad de la UCJC, 1(41). 
https://journals.ucjc.edu/ubr/article/view/897 

Paruthi, M., Kaur, H., Islam, J. U., Rasool, A., & Thomas, G. (2023). Engaging consumers via online brand 
communities to achieve brand  love  and  positive  recommendations.  Spanish Journal of 
Marketing - ESIC, 27(2),  138-157. https://doi.org/10.1108/SJME-07-2022-0160/full/html 

Pino, C. D., & Castelló-Martínez, A. (2015). Prescriptores, marcas y tuits: el marketing de influencia. 
Revista Internacional de Investigación en Comunicación, (12), 86-106. 
http://rua.ua.es/dspace/handle/10045/44253 

134

https://doi.org/10.1108/00251749410054774/FULL/XML
https://repositorio.upct.es/handle/10317/6041
https://doi.org/10.1177/001139292040001002
https://www.hermandaddelamacarena.es/asistencia-social/transparencia-e-informacion-al-hermano/
https://www.hermandaddelamacarena.es/asistencia-social/transparencia-e-informacion-al-hermano/
https://mpra.ub.uni-muenchen.de/25419/1/MPRA_paper_25419.pdf
https://mpra.ub.uni-muenchen.de/25419/1/MPRA_paper_25419.pdf
https://www.elconfidencial.com/espana/andalucia/2021-04-01/entrevista-hermano-mayor-macarena-gestion_3013236/
https://www.elconfidencial.com/espana/andalucia/2021-04-01/entrevista-hermano-mayor-macarena-gestion_3013236/
https://doi.org/10.14198/MEDCOM2018.9.1.30
https://journals.ucjc.edu/ubr/article/view/587
https://doi.org/10.30972/fhn.49497396
https://www.protectia.eu/la-virgen-de-la-macarena-es-marca-registrada/
https://doi.org/10.1108/SJME-07-2022-0160/full/html
http://rua.ua.es/dspace/handle/10045/44253


Building Faith Loyalty 
 

 
 

Piñeiro-Otero, T. (2015). Del jingle a las radios corporativas. Prisma Social: Revista de Investigación 
Social, (14), 663-668. Recuperado de 
https://dialnet.unirioja.es/descarga/articulo/5435340.pdf 

Quero, M. J. (2002). El enfoque de marketing relacional en entidades de servicios de exhibición de artes 
escénicas. [Tesis doctoral]. Universidad de Málaga. http://hdl.handle.net/10630/2566 

Ramos, J. (2016). Email marketing. Berlín: Xinxii. 
Redacción de EuropaPress. (2019). La Semana Santa supone un impacto económico de 400 millones, con 

un coste de 9 millones para Ayuntamiento de Sevilla. EuropaPress. 
https://www.europapress.es/andalucia/sevilla-00357/noticia-semana-santa-supone-
impacto-economico-400-millones-coste-millones-ayuntamiento-sevilla-
20190410182315.html 

Reinares, P. & Ponzoa, JM (2004). Marketing relacional, un nuevo enfoque para laseducción y fidelización 
del cliente. Madrid: Pearson. 

Roldán, J. S., & Sánchez, J. (2021). Marketing de influencers en redes sociales. FACE: Revista De La 
Facultad De Ciencias Económicas Y Empresariales, 21(2), 46–67. 
https://doi.org/10.24054/face.v21i2.1109 (Original work published 15 de octubre de 2021) 

Ruiz, P. G. (2005). Comunidades de marca. El consumo como relación social. Política y sociedad, 42(1), 
257-272. https://revistas.ucm.es/index.php/POSO/article/viewFile/POSO0505130257A/ 

Santesmases, M. (2012). Marketing: Conceptos y Estrategias(6a. Ed.). Madrid: Pirámide. 
Sheth, J. N. y Parvatiyar, A. (1995). Relationship Marketing in Consumer Markets: Antecedents and 

Consecuences, Journal of the Academy of Marketing Science, 23, 255 – 271. 
Salas-Canales, H. J. (2021). Marketing basado en la fe: Conexión entre religión y negocios. ACADEMO 

Revista de Investigación en Ciencias Sociales y Humanidades, 8(1), 101-108. 
https://revistacientifica.uamericana.edu.py/index.php/academo/article/view/442 

Siles, I. (2005). Internet, virtualidad y comunidad. Revista de Ciencias Sociales, 2(108), 55-69. 
https://www.redalyc.org/pdf/153/15310805.pdf 

Stolz, J., & Usunier, J.-C. (2018). Religions as brands?: Religion and spirituality in consumer society. 
Journal of Management, Spirituality & Religion, 16(3), 1-26. 
https://doi.org/10.1080/14766086.2018.1445008 

Talaya, Á. E. (2008). Principios de marketing. Marketing relacional y CRM. Madrid: Esic. 
Tavira, E. G., & Estrada, E. M. R. (2015). Marketing relacional: valor, satisfacción, lealtad y retención del 

cliente. Análisis y reflexión teórica. Ciencia y Sociedad, 40(2), 307-340. 
https://www.redalyc.org/articulo.oa?id=87041161004 

Webster, F. E. (1992). The Changing Role of Marketing in the Corporation, Journal of Marketing, 56, (4), 
1-17. https://doi.org/10.1177/002224299205600402 

Wirtz, J., Den Ambtman, A., Bloemer, J., Horváth, C., Ramaseshan, B., Van De Klundert, J., & Kandampully, 
J. (2013). Gestión de marcas y participación del cliente en comunidades de marcas en línea. 
Revista de Gestión de Servicios, 24(3), 223-244. https://doi.org/10.1108/09564231311326978 

Yin, R. K. (1989). Case study research: Design and methods (applied social research methods series). 
Newbury Park: Sage. 

Young, P. V. (1939). Scientific social surveys and research. An introduction to the background, content, 
methods, and analysis of social studies. New York: Prentice Hall.  

 
 

 

 

135

https://dialnet.unirioja.es/descarga/articulo/5435340.pdf
http://hdl.handle.net/10630/2566
https://www.europapress.es/andalucia/sevilla-00357/noticia-semana-santa-supone-impacto-economico-400-millones-coste-millones-ayuntamiento-sevilla-20190410182315.html
https://www.europapress.es/andalucia/sevilla-00357/noticia-semana-santa-supone-impacto-economico-400-millones-coste-millones-ayuntamiento-sevilla-20190410182315.html
https://www.europapress.es/andalucia/sevilla-00357/noticia-semana-santa-supone-impacto-economico-400-millones-coste-millones-ayuntamiento-sevilla-20190410182315.html
https://revistas.ucm.es/index.php/POSO/article/viewFile/POSO0505130257A/
https://revistacientifica.uamericana.edu.py/index.php/academo/article/view/442
http://dx.doi.org/10.1080/14766086.2018.1445008
http://dx.doi.org/10.1108/09564231311326978

	Building Faith Loyalty:
	Relationship Marketing Strategies and Brand Communities in the Hermandad de la Macarena
	Diego Berraquero-Rodríguez 1
	diegobr@euosuna.org
	F.J. Cristòfol 2
	fjcristofol@gmail.com
	1  Osuna University College, affiliated with the University of Seville
	2  International University of La Rioja (UNIR)
	Received: 25/ 10 / 2025
	Accepted: 09/ 12 / 2025



