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Assessment Task 

A popular form of alcohol advertising in South Africa is television and film. Let’s look at the advert for Castle lager, called ‘War Cry’.

The setting for the advert is various change rooms before big, international games.

The cast: South African cricketers, Bafana Bafana and the Springboks.

The advert opens with the Bafana Bafana team in the change room before a big game. They are getting dressed, warming up and foot tapping with soccer balls.

One voice starts singing: ‘Hamba nathi mkhululi wethu.’

The scene changes to the cricketers; a ball is tossed to Makaya Ntini. A few more voices join in the singing, repeating the same lines: ‘Hamba nathi mkhululi wethu.’

The image bleeds into images of the Springboks in the change room. The singing grows louder.

Images alternate between the three teams, focusing on their intense and concentrated faces.

The whole scene is very moving and all the while the music is building up in the background.

All the players are very intense and are about to step onto the sports field to represent their country.

By the time they exit the change rooms onto the fields, the singing is loud and is almost being sung as a war cry. The feeling is very patriotic. The players are very united.

Crowds cheer at the end and the cheering blends with the singing.

The final image is the Castle lager logo and the words: Satisfying South Africa’s thirst.

Questions:

1. Why, do you think, is the feeling described as being ‘patriotic’?   [1]

2. Why are our South African national teams used for the purpose of this advertisement? [1]

3. Have you noticed that much of the Castle advertising is aligned with our national sports teams? Why is this a good advertising campaign for them?  [1]

4. How do you think people who are drinking Castle feel when watching this advert?  [1]

5. What is a war cry?   [1]

6. Why is this advert called ‘War Cry’?  [2]

7. What is the main theme of this advertisement?  [3]

[10]
Suggested Solutions 

1. Because our country’s national teams are used in the advert.   [1]

2. To create a feeling of patriotism.  [1]

3. It gives the feeling that Castle is the beer of the nation.  [1]

4. They feel patriotic and as if they are supporting their team.  [1]

5. A war cry is a battle cry.  [1]

6. The advert is called ‘War Cry’, because our sportsmen are about to go out onto the sports field to do ‘battle’ with another team from another country.  [2]

7. The main theme of this advertisement is patriotism. As a supporter of our South African teams we feel united if we drink Castle, because Castle understands this patriotic feeling we have.  [3]

[10]






















