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Abstract. This study analyzes the role of the documentary heritage of Inca Kola's 

advertising photography in the construction of Peruvian cultural identity, based 

on the perceptions of photographers and advertisers who have worked directly 

with the brand. From a qualitative approach, the experiences of the participants 

are explored to understand how this brand has managed to position itself not only 

as a product, but also as a cultural symbol deeply rooted in the collective 

imagination of the country. Through semi-structured interviews, three main 

forms of conservation of advertising photographic material were identified: the 

company's internal archives, social networks, and graphic and conceptual 

conservation. However, a shared concern was also evident: the lack of 

institutional support from the brand regarding the preservation of its visual 

archive, which has led to a management that can be considered rather communal 

or informal.  

Keywords: Advertising Photography, Documentary Heritage, Cultural Identity, 

Inca Kola. 

1 Introduction 

The preservation of documentary heritage faces a critical challenge that puts the 

continuity of our traditions and collective identity at risk [1]. As we move towards 

modernization, many cultural expressions are threatened by lack of attention or 

resources [2]. This omission not only evades our link to the past but also diminishes the 

diversity that defines our identities [3]. Without a solid commitment to preserving what 

connects us to our history, we run the risk of transgressing a legacy that enriches our 

existence and is essential for the future management of visual works [4].  

This management is also reflected in the field of advertising, which consists of using 

instruments and processes to communicate value propositions, persuading a target 

audience to perform an action or adopt a positioning [5]. Therefore, it is composed of 

several elements, photography being a fundamental tool as the persuasive language par 

excellence in advertising, since it captures reality in a direct way [6]. These media tend 

to promise a heritage value as an authentic legacy that reflects media changes over time 

[7]. Therefore, it not only provides insight into the evolution of the advertising industry, 

but also brings historical and cultural value that needs to be protected [1] 
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In the contemporary context, the documentation of the creative process of an ad-

vertising agency makes it possible to approach the successful actions developed in 

photographic works [1]. However, the omission of this process is destined to a subjec-

tive interpretation about its origin and meaning, which leads to the regrettable loss of 

conclusive data, whether narrative or categorical, which are fundamental for the con-

struction of any piece [8]. Photography, in this framework, is part of the integrating 

work of a campaign and should be treated as a documentary unit, with a technical file 

and a space that protects these files. From this, it is possible to assimilate its relevance 

in the recognition of the historical suitability of brands, both in the past and in the 

future [9]. 

In addition to its documentary value, photography plays a key role in the world of 

advertising, being considered as a particular language of its own, according to its own 

intentionality, individually or collectively [10], which can mediate the relationship 

between oneself and the world [11]. Applied at the cultural level, it should not be seen 

as something homogeneous, but as a system in constant development and exchange of 

meanings [12]. In this context, the consumption patterns of a society at a specific time 

are reflected through advertising, which attests to a unique perspective from the era in 

which it is viewed [1]. This encompasses a series of events that go beyond a simple 

vision or memory, which defies the limitations of time [9]. This is affected under a 

sense of belonging amid a social environment [13]. 

On the other hand, cultural identity extends beyond a simple description of who we 

are today [12]. It is influenced by the social connections in which an individual or 

group is immersed [14]. Likewise, society needs to build and strengthen its identity, 

its history and its contemporaneity, recognizing its interference in documentary herit-

age in this process [15]. Therefore, cultural identity is considered a space for dia-

logue, where visual resources invite to reinterpret a world in constant change [13]. 

Internationally, there are studies on the relationship between the documentary her-

itage of advertising photography and the construction of the cultural identity of 

brands. For example, the relevance of the documents has been emphasized in aspects 

such as the inclusion in photographic banks and the assignment of rights [9]. Howev-

er, in a study on the advertising documentary heritage in Spain [1], the lack of aware-

ness of the importance of preserving archives, which is seen in a short-term vision, is 

highlighted. On the other hand, also in Spain [16], reinforces this need by pointing out 

that the management of advertising heritage has been deficient, resulting in the dis-

persion of these photographic archives and limiting their access and proper preserva-

tion, which underlines the urgency of implementing measures to ensure comprehen-

sive long-term conservation. 

On the other hand, in Peru, one of the greatest challenges is the lack of public poli-

cies that value and preserve photography as cultural heritage, including its digitization 

and management in photographic archives [3]. This lack of attention to photographic 

advertising documentary heritage is because photography has been mostly considered 

from an aesthetic perspective, without recognizing its potential as a critical historical 

source that can enrich the understanding of the cultural and social evolution of the 

country [10]. Therefore, many of the most emblematic advertising campaigns, which 

reflect key aspects of Peruvian culture, are dispersed and, in many cases, inaccessible 

for future studies on the visual history of the country [4]. 
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To understand heritage, it is essential to consider it as a space of tradition and 

transmission of knowledge [17]. In the case of Peruvian cultural identity, the lack of 

clarity about its documentary heritage evidences the need for policies to ensure its 

proper management and conservation [3]. Likewise, the Inca Kola brand has been 

selected for this study because it stands out in this context, since it reflects the Peruvi-

an cultural identity through its advertising campaigns, which integrate ethnic and 

cultural elements that resonate with the diversity of the country [18]. This relationship 

between the global and the local in its advertisements allows Inca Kola to be per-

ceived not only as a commercial brand, but also as a cultural symbol that articulates a 

Peruvian-global modernity [19]. The importance of selling based on culture evidences 

a link between brands and national identity, which favors their commercial interests 

[20]. To the extent that Inca Kola represents an integral understanding of the popular 

and a coarse interaction with an authentic Peruvian identity, it emerges from a benefi-

cial representation of the traditional with the aesthetic and contemplative ideals sur-

rounding the country's history [19]. This is in line with UNESCO [21], which states 

that any type of visual record that is loaded with meaning, that fulfills a communica-

tive intention or helps to preserve a cultural value in society, should be considered 

documentary heritage. Witnessing that it concerns elements that provide the satisfac-

tion of being part of a social community, and of simple identification in the advertis-

ing discourse [22]. Inca Kola aims to be a unique option in the Peruvian market, 

which exalts and fulfills an authentic role of a Peruvian love mark, that is, a brand that 

achieves a lasting and deep connection with the consumer [23].  Therefore, this study 

aims to answer the following question: What is the role of the conservation of the 

documentary heritage of the Inca Kola brand's advertising photography in the con-

struction of Peruvian cultural identity, according to the perceptions of advertising 

specialists and photographers linked to the advertising sector?  

2 Methodology 

This research focuses on an interpretive paradigm that facilitates an in-depth under-

standing of the meaning of human experiences from the perspective of those who 

experience them, considering their cultural or social context [24]. In addition, a quali-

tative approach is employed with the aim of subjectively examining a specific issue 

through the perceptions and experiences of the participants. A case design was ap-

plied by studying a specific case linked to the perceptions of advertising specialists 

and photographers. 

Likewise, the Inca Kola soft drink was selected, a brand of local origin that failed 

to be displaced by an international brand such as Coca Cola [18]. Inca Kola, a bever-

age that dominates the soft drink market in several countries, in essence confirming 

the solid loyalty of its consumers and the deep cultural resonance of the brand [19]. 

For this purpose, 13 interviewees were selected from photographers and  publicists, 

who have worked directly with the Inca Kola brand. This selection is due to the spe-

cialized knowledge in the creation process of the brand's advertising campaigns, be-

cause their testimonies allow understanding of the meaning of aesthetics, symbolism 

and narrative [19, 25]. 
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For the realization of this study, the semi-structured interview technique was used 

integrating an interview guide with 27 open-ended questions, which facilitate a con-

versation that adapts to the pace and the way of expressing themselves of each inter-

viewee [26], which are structured in 3 main themes: Conservation, heritage and the 

role of advertising photography. Snowball sampling was resorted to, due to the need 

to establish an initial contact to acquire informants that met the stipulated criteria, 

thus facilitating the detection of individuals who aligned with the required expert 

profile [27] 

The interviews were conducted between February and April 2025, using the Zoom 

platform, with the verbal and signed approval of each professional. The questions 

posed in the interview were initially validated with the first three participants, who 

evidenced a clear understanding of all the statements, thus ensuring their clarity. They 

also signed the confidentiality consent [28]. The interval of the interviews ranged 

from 17 to 42 minutes. After the interviews were completed, they were transcribed for 

thematic analysis for data processing and reporting of results [29]. 

Table 1. Characteristics of the participants 

Partici-

pant 

Ag

e 

Sex Profession Years of experi-

ence 

Dura-

tion 

P01 24 Female Publicist 4 years 00:37:0

5 

P02 25 Male Publicist 4 years 00:22:1

0 

P03 30 Male Publicist 8 years 00:25:4

8 

P04 30 Female Publicist 4 years 00:22:5

3 

P05 43 Male Photograp-

her 

20 years 00:17:0

0 

P06 28 Male Publicist 9 years 00:22:1

3 

P07 28 Female Photograp-

her 

3 years 00:41:3

3 

P08 25 Male Publicist 1 year 00:21:2

6 

P09 60 Female Photograp-

her 

25 years 00:22:0

5 

P10 24 Male Photogra-

pher 

6 years 00:31:1

9 

P11 50 Male Photogra-

pher 

25 years 00:24:3

9 

P12 40 Female Photogra-

pher 

20 years 00:26:0

0 

P13 25 Male Photogra- 8 years 00:23:3



 

pher 

Source: Own elaboration 
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8 

3 Results and discussion 

3.1 How is the documentary heritage of Inca Kola's advertising photography 

preserved? 

According to the interviewees, the documentary heritage of Inca Kola's advertising 

photography is preserved in the following ways: a) Internal archives of the brand or 

contracted advertising agencies and b) Social networks and online platforms 

Internal archives of the brand or contracted advertising agencies: Based on what 

was expressed by the interviewees, they indicated that those in charge of the Inca 

Kola brand hire agencies or third parties who, being responsible for executing its 

visual campaigns, are in charge of storing and managing the different advertising 

works they do for the brand, such as photographs, graphic pieces and editable files. 

However, they emphasize that there is no clarity regarding the existence of a public or 

institutional access to these records, so it is questionable whether this entity will have 

internal access to the different types of files of this heritage, since their preservation is 

perceived as only a possibility that can be valued by logic and obviousness, rather 

than as a proven fact. Thus, the interviewees mentioned that they assume that both the 

brand and the agencies carry out the conservation of the archives; however, some 

pointed out that, due to the changes of owners of the Inca Kola brand, there might not 

be any responsible for their management and conservation. Some studies indicate that, 

in the advertising field [30], show that the decision to outsource a project to an agency 

that specializes in advertising generates better results for the benefit of a large compa-

ny, based on a logic of professional specialization and greater variability of resources. 

Likewise, as another study [23] points out, the relevance of these agencies taking 

responsibility for the care of a project lies in their branched operation by departments, 

which should have planning or research areas, oriented to the preservation of ar-

chives, as well as in the search for an epistemological relationship between documen-

tary systematization and advertising. In summary, an uncertain panorama is presented 

regarding the systematic conservation of the visual photographic heritage of advertis-

ing. It is suggested that the archives may have been lost or preserved only partially 

and in informal contexts, so there is no power to directly access these repositories. 

Therefore, the idea that these files may be stored in some corporate database seems 

more of an assumption than a certainty. Since there is an ambiguous policy and only 

an imaginary possibility of access, it is suggested that, if these files exist, they re-

spond mainly to a basic business need of the company. In that sense, preservation 

ends up depending on the individual commitment of those who have worked directly 

with the brand or on isolated efforts that probably do not guarantee continuity over 

time. All this shows a clear gap between Inca Kola's constant visual production and its 

valuation as a documentary heritage, which could well be formalized, studied and 

preserved as part of the advertising cultural memory. 
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"Today it is preserved through archives, isn't it? Digital files that are much more 

practical and that run much less risk of being lost. And I think that's the best way, isn't 

it? That is, to conserve, to have archives that one can see a continuity through time of 

what Inca Kola's campaigns have been." (P09) 

Social networks and online platforms. According to the perception of the profes-

sionals consulted, Inca Kola's content, whether from photographic campaigns or other 

visual works, can be found in an accessible way on social networks such as Facebook 

and in the form of compilations on YouTube. According to those interviewed, these 

archives are scattered and cannot be evaluated as part of an official management, 

since their appearance depends only on their casual discovery in networks. However, 

the importance of the brand's trajectory is mentioned as a pattern in each interview. 

Despite this, the participants identified the lack of documentary intention on the part 

of Inca Kola that responds to a direct conservation. Under this same perspective, some 

of them stated that this content is not part of a defined institutional strategy, since they 

consider the brand as a reference of constant renewal. Based on their answers, they 

suggest that any idea that suggests that digital platforms are originally intended for the 

preservation of photographic advertising documentary heritage could be contradicted. 

According to a study [31], social networks stand out as an operational tool for pre-

serving and disseminating cultural heritage, with Instagram being a representative 

example due to its ease of establishing tagging conventions and its plausible connec-

tion as a participatory visual space. Likewise, as raised by Lisun et al. [32], digital 

platforms have led to a transformation of the advertising landscape, which left behind 

its rudimentary character to consolidate itself as a strategic marketing symbol whose 

socio-cultural influence is manifested more effectively, generating a solid impact to 

the consumer. In this sense, given that photographic content in social networks re-

sponds to a logic of constant renewal, Khan et al. [33], argue that its circulation is 

associated with a collective and intense interaction around the brand space, whose 

main purpose is strategic and marketing, rather than an intention of documentary 

preservation. In conclusion, although a third party may mitigate the lack of order or 

presence through a page or social network, there is no mention of something beyond a 

communal and digital circulation.  This premature form of preservation can be con-

sidered inorganic and lacking a systematic curatorship, or, rather, an effort that tries to 

fill the void left by the little presence of official channels, but without a clear will 

behind its existence. With this, it can be understood that social networks can approach 

a living archive space, but they do it under a logic of immediacy and constant renew-

al, something that fails to fully comply with a real role of preservation. The advertis-

ing photographic documentary heritage is thus exposed to fragmentation and possible 

loss, depending in the long term only on the spontaneous interest of the public that 

decides to preserve it. 

"I don't know if it's official, but I have seen YouTube channels that are in charge of 

compiling videos of advertising campaigns, they even improve them. But, as I tell 

you, I don't know if they are an official medium; maybe it's something done by fans 

or they are personal projects, but I have seen that they do compile old materials 

there." (P02) 
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3.2 What are the criteria for preserving the documentary heritage of Inca 

Kola's advertising photography? 

According to the interviewees, the criteria for preserving the documentary heritage of 

Inca Kola's advertising photography are A) Brand evolution, B) Technical and visual 

effectiveness, and C) Cultural identity. 

Evolution of the brand. Throughout the interviews, participants emphasized that one 

of the key criteria for preserving Inca Kola's documentary heritage is the sufficiency 

of photographic images to show the evolution of the brand. Therefore, they pointed 

out that these visual elements not only have an impact on the public's perception, but 

also reflect strategic changes in its positioning, linked to trends and business lines. 

They also associated this evolution with the identity of Peruvian consumers and their 

preference for the traditional, whose sense of belonging encompasses an emotional 

connection with the brand that is reflected in its iconography and branding, which has 

undergone subtle changes from the date of its creation to the time of the interviews. 

However, some interviewees questioned that advertising campaigns are not a defini-

tive determinant for conservation, arguing that it may be a bias to rely on trends, since 

today they are fleeting and may not represent an enduring social reality. Despite this, 

most agreed that Inca Kola's graphic material reflects the different needs of the sector, 

seeking to reach all types of consumers and adapting to different contexts, thus con-

solidating itself as a historical record of Peruvian advertising culture with great doc-

umentary value. According to Rindell & Strandvik [34], the legacy of an image can 

be interpreted as a burden, because it is built and reconstructed based on stored mem-

ories that are contrasted with new information from the past, to position or differenti-

ate itself in the current market. Likewise, the attachment, belonging and self-

expression that recurring brand consumers come to experience goes beyond a simple 

preference. It is a choice that occurs even without a singular reason, motivated by 

stimuli that arouse emotions, due to love for the brand [35]. In summary, the evolu-

tion of branding not only demonstrates that advertising images capture moments but 

also reveals a constant dynamic in the way of communicating. Although visual styles 

and resources can be fleeting, following an order that organizes these changes allows 

to avoid losing that visual trace that, over time, can become massive and significant. 

In the case of Inca Kola, this value becomes memorable because it reflects how it has 

been molded in response to transformations in market behavior.  

"To be able to preserve advertising photography is a matter of memory, of evolu-

tion in the creative processes, in the work processes. And this is to compare to a cer-

tain extent according to a certain social context or in the decade." (P12) 

Technical and visual effectiveness. Professionals agree that an essential criterion for 

conservation is the technical and visual effectiveness of the pieces. They point out 

that photographs must guarantee durability through artistic and technical quality that 

is reflected both in the "storytelling" and in their impact on sales, integrating with 

Inca Kola's branding. One interviewee emphasizes that this work must meet three 

requirements to be effective: generate attention, arouse interest and lead the consumer 

to the purchase action, following a logical sequence. On the other hand, others com-

mented that it is not necessary for it to have technical relevance; even if it is eye-
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catching or entertaining, the real fundamental value for its conservation was already 

defined from the moment it was decided to publish. According to a study [11], pho-

tography consists of a sensitive medium that in its experience grants an inflection, 

perhaps a momentary deviation in the constant visual flow in which we find ourselves 

immersed. As mentioned in research [23], an advertising work is less and less textual 

and more prevalent visual, hence the load of an advertising document is initially pri-

oritized by these standards rooted in image quality. Along the lines of Zabala-

Vázquez & Sánchez-Galán [8], they value the advertising document, under a deepen-

ing in the suitability of the descriptions, or rather in their technical importance for 

their identification and future cataloging, taking for granted a total control of such 

materials. However, Cruz [16], mentions that the simple fact of communicating and 

contributing to the value of a brand already represents a need to be treated as relevant 

information for its documentation, even if there are no guarantees associated with its 

preservation by the company it represents.  In synthesis, the technical and visual ef-

fectiveness is based on how the quality standards that governed the selection of the 

advertising photographs used by the brand can be evaluated. An image that complies 

with chromatic fidelity and an intentional composition not only responds to its imme-

diate function but also suggests that it went through certain filters before being pub-

lished. If we look at it from a categorization within the conservation criteria, no mate-

rial could be released without having gone through this rigorous process.  

3.3 What is the role of the preservation of the documentary heritage of Inca 

Kola's advertising photography in the construction of Peruvian cultural 

identity? 

For the interviewees, creating a virtual or face-to-face space for preserving the herit-

age of advertising photography would make it possible to securely disseminate essen-

tial information about the brand. This would serve mainly as a reference for those 

studying photography, marketing or advertising. In addition, because Inca Kola sym-

bolizes Peruvian identity, it would also be valuable for anthropology, sociology and 

any form of study that prioritizes these ideas. Many of the participants commented 

that they have vague memories of exhibitions, museums or albums that portray the 

essence of the brand, but accessing these records depends on online searches. Alt-

hough, some consider it more of a branding strategy than a community service, they 

agree that Inca Kola should offer an online repository or museum for free consulta-

tion. This information should be conceived in a chronological and orderly manner, 

from its origins to the present, with emphasis on its ethical use, for which it is pro-

posed to implement a permission system. As mentioned by some interviewees, these 

repositories should include collaborative sections so that those who explore the pho-

tographic archive can share opinions or generate debates that enrich the understanding 

of its contents. Finally, some participants affirm that it is not enough to preserve the 

photograph; it is also essential to preserve the other elements that make up an adver-

tising piece, from the art direction, visual editing and text to the result of the cam-

paign, since analyzing how these components interact offers valuable support to those 

who study the creative process and its evolution. As a study [23] points out, documen-
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tary archives have been existing on the Internet, although not all of them comply with 

the requirement of being so called because they fulfill the objective in a partial way; 

and, despite the retrospective search for complementary information necessary in the 

gestation of contents, the creation of repositories and their frequency as a model of 

academic and professional study, it is necessary to move towards a database that 

meets all the categories. A study on the preservation of digital archives points out 

that, for a correct cataloging of historical documentary archives, it is necessary to 

have solid policies that promote their preservation and specialized personnel to ensure 

their viability [4]. According to Parras & Rodríguez [1], the fact of treasuring an ar-

chive whose elements should not be lost or destroyed implies making it available to a 

public that feeds back its essence; that is, contributing to its documentary treatment 

and research awareness, which gives it added value. 

"It is important that advertising photographers, nowadays, work in an ethical way, 

respecting the brands, right? Respecting the images they find on the networks, be-

cause image theft is very easy and must be protected, right? Especially when it comes 

to advertising campaigns. And I think we live in a time where the image is manipulat-

ed too much." (P09) 

4 Conclusions 

The need to research and preserve the photographic heritage of advertising is under-

stood as a function attached to the Peruvian cultural context. The research findings 

reveal that the people interviewed doubt the existence of a space capable of housing 

both photographs and documentary archives of Inca Kola. This absence evidences the 

lack of an explicit intention on the part of the brand to preserve or institutionalize 

such materials, which entails the risk of loss and fragmentation of supposed archives 

of which we have no knowledge.  Therefore, it is understood that the role of preserva-

tion through the proposal of a virtual documentary area requires that it be easily ac-

cessible and open to the public. A repository of these characteristics would benefit 

Inca Kola, and any brand interested in materializing the evidence of its present to 

allow, in the future, the retrospective analysis of its evolution. 

In addition, it is essential to communicate precisely that documentary advertising 

photography is not limited to commercial objectives but can also promote an intro-

spective look at the environment and the elements that make up Peruvian culture. This 

research does not pretend to assume that a photographic work loses its capacity to 

transmit emotion or that its meaning is distorted; on the contrary, it is postulated that, 

in the collective imaginary of Inca Kola, photographic advertising has been consoli-

dated as a cultural reference that contributes significantly to the construction of Peru-

vian cultural identity. 

Finally, the limitation of this study is that the results cannot be generalized due to 

the size of the sample of interviewees. Likewise, it is recommended that, for future 

research, consideration be given to other groups or individuals who can contribute to 

the creation of a specific repository, which allows the management not only of photo-
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graphic elements, but also of other resources that strengthen the construction of iden-

tity and of a message that favors free research. 
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