
Category  : LAUNCH OF A NEW PRODUCT, SERVUCE 

      or CATEGORY 

Agency  : DNA Brand Architects 
Client  : AB inBev 
Campaign Title : iLobola Nge Bhubesi  
Time period : one month October – November 



OPENING STATEMENT

In South Africa, “Lobola” is a widely practiced traditional custom that sees the family of a 
prospective groom come together for negotiations for the bride’s hand in marriage. 
When relaunching beer brand Lion Lager in 2018 we chose to celebrate it and bring 
pride back to the custom with the ground- breaking digital film iLobola Nge Bhubesi as 
a part of the Lion is back R10.00 campaign. The campaign took the country by storm 
becoming the brand’s most successful campaign ever, resulting in an exponential 
growth of the brand’s online community, greater brand awareness through earned 
media platforms and a sales increase of 30%!  



Lion Lion Lager is one of the most iconic South African beers within AB inBev having 
once held the lion’s share of the market back in the 80s and 90s before being shelved in 
the 2000s due to strong competition in the market.  

When relaunching the brand, we recognised that South Africa is the most unequal 
country in the world and when it comes to brand communication, alcohol brands often 
marginalise and exclude the “have nots” in their communication.  

Lion Lager had the opportunity to change this through the ground-breaking digital 
series “iLobola Nge Bhubesi” centred around ‘iLobola’, the South African tradition 
whereby the man pays the family of his fiancé for her hand in marriage. Through the 
power of storytelling we were able to relate authentically with audiences across social 
media platforms and PR platforms.  

STATEMENT OF PROBLEM/OPPORTUNITY



RESEARCH 

When relaunching Lion Lager we wanted to appeal to younger audience of predominately 
black men aged between 25 – 45 years old who are active on social media. Through an 
internal study conducted by the AB inBev insights team we discovered the following:  

• Our consumers can be described as blue-collar workers. It’s a predominantly black male 
market who live in urban to peri urban areas.  

• They struggle with the pressures of reality vs. who the world tells them they should be. 
• They are part of society that is largely “left behind” and often feel invisible at times.  
• They may not be in the world of green bottles (the aspirational set of the market) but that 

does not necessarily mean doom and gloom for them. There is a level of pride in the lives 
they lead.  

• Our research also showed that this audience focuses on culture and custom. This 
informed media targets and social media channels selection 



insights

• Money should never equate to how people feel about 
themselves and what they can achieve. 

• Family and traditional values gives our audience a 
sense of belonging, dignity and pride. 



planning
Objectives 

1. Relaunch the brand through an innovative content piece that will expose the brand to new 
audiences  

2. Garner earned media coverage to the value of R2 million on tier 1 media platforms.  
3. Build an active Lion Lager Community on social media and reach 1 million people on 

Facebook, Twitter and Youtube.  
4. Contribute meaningfully to business results by increasing units sold by 10 000 during the 

campaign period.  

Audience  

LSM 6 and under, primarily black male blue-collar workers aged 25 – 45 years old.  

Communication Channels  

Social Media: Facebook supported by twitter and Youtube  
Traditional Media: Print, Broadcast and Online  
Merchandise: Pride T-shirts  



Message Vehicles 

Media: Press Releases issued and interviews  
Reviews: On film media  
Digital Media: Brand owned channels and Influencers 
Competition: On Daily Sun for consumers. 

Management of Resources  

TThe project was resourced with a Creative Director and copywriter who developed and 
refined the concept to ensure that we achieved the vision creatively. The project was 
managed by 2 account managers who were responsible for managing the budget, 
briefing stakeholders, managing deadlines, media relations and responding to 
challenges.  



Roll Out  

- Content Shoot - We partnered with black female owned production company OSU who 
developed the treatment & shot the series over 2 days in Soweto. 

- Digital Roll Out - Lion Lager had no social media presence so we built from the ground 
up. 5 episodes were shared on the across multiple platforms every Monday and Thursday 
over the course of 4 weeks. This also included memes and Gifs from series which were 
shared on Facebook, Twitter & YouTube to drive engagement.  

- Influencers - Lead character Bafana Mthembu was the campaign anchor influencer 
supported by micro influencers who helped to get the masses engaging with the content.  

- Media Relations - Having rolled out the content on digital was key that we land the story 
on Tier 1 media platforms. Our strategy was to curate reviews on entertainment media, 
features for the films breakout talent which landed us on broadcast & print media in our 
consumers native tongue and online 

- Collaboration: We partnered with the country’s biggest newspaper Daily Sun to help us 
drive engagement on social media platforms and gain critical mass.    

execution



Pitching: When the idea for iLobola was conceptualised we knew we were working 
with a brand that had the least budget within ABinBev and the likelihood of getting it 
approved by the brand team was slim. However, through a detailed plan on media 
rollout, we managed to convince our client that the campaign would reach its 
objectives. 

Management of Budget: Having secured the budget of R1.3 million we realised in 
campaign that the money was not enough to produce the quality of a production we 
wanted. We wanted A listers to play the lead characters but we managed this by 
having an open casting to talented upcoming actors. We also minimised costs by 
changing the script, securing cheaper suppliers and negotiating values adds with 
our production team and partner agencies. 

Media relations: With no A listers it was a challenge to convince media that we had 
a “media worthy” cast however this managed to work in our favour when journalists 
saw the series before airing.  

challenges



evaluation 



objective 
Relaunch the brand through an innovative Digital 
series that would expose the brand to new 
audiences.

RESULTS  
In addition to delivering 5 episodes, we produced: 

• Trailer  
• 5 episodes 
• 10-minute short film  
• Memes & Gifs  
• Behind the scenes content 

objective MET! 

1

 Trailer: https://www.youtube.com/watch?v=0Sn2YeE8rtI Full Series: https://www.youtube.com/watch?v=a1XTiUHVek4&t=164s 

 Memes Behind the scenes images

Behind the Scenes: https://www.youtube.com/watch?v=_d8Z6iyIsKA 

https://www.youtube.com/watch?v=0Sn2YeE8rtI
https://www.youtube.com/watch?v=a1XTiUHVek4&t=164s
https://www.youtube.com/watch?v=_d8Z6iyIsKA


objective 
Garner earned media coverage to the 
value of R2 million on relevant tier 1 media 
platforms.

RESULTS  
iLobola Nge Bhubesi was the brand’s most 
successful PR campaign ever with coverage 
secured across tier 1 media platforms. 

PR Value - R3 236 265,69 

objective EXCEEDED! 

2

ENCA: https://www.youtube.com/watch?v=Jv-
mJcuFJNM&index=109&list=PL2BJTpLEt7O5
p1542IEj0rcA0eyFeSR5b

SABC: https://www.youtube.com/watch?
v=7bO98QN_Zb0&feature=youtu.be 

Soweto TV - Pop Corner

Coverage in tier 1 platforms

https://www.youtube.com/watch?v=Jv-mJcuFJNM&index=109&list=PL2BJTpLEt7O5p1542IEj0rcA0eyFeSR5b
https://www.youtube.com/watch?v=Jv-mJcuFJNM&index=109&list=PL2BJTpLEt7O5p1542IEj0rcA0eyFeSR5b
https://www.youtube.com/watch?v=Jv-mJcuFJNM&index=109&list=PL2BJTpLEt7O5p1542IEj0rcA0eyFeSR5b
https://www.youtube.com/watch?v=Jv-mJcuFJNM&index=109&list=PL2BJTpLEt7O5p1542IEj0rcA0eyFeSR5b
https://www.youtube.com/watch?v=7bO98QN_Zb0&feature=youtu.be
https://www.youtube.com/watch?v=7bO98QN_Zb0&feature=youtu.be
https://www.youtube.com/watch?v=7bO98QN_Zb0&feature=youtu.be
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CHARLES KHUZWAYO

IZINKAKHA zomculo wokholo, 
i-Avante, zikhuza ibuya ngelinye 
igiya emculweni njengoba 
zizokhipha i-albhamu entsha 
sezihamba nezinye izihlabani. 

Omunye wabaholi 
baleli qembu uLucky Cele, 
uthe bazokhipha icwecwe 
elisihloko sithi Eqalwe Nguwe, 
sebehambisana nesihlabani  
sase-USA, uDonell Jones wodumo 
lwengoma ethi U Know What’s Up 
nethi Where I Wanna Be. 

“Senze noDonell ingoma 
ethi Cry. Abantu bazobhema 
bakholwe ngempela ngalo 

msebenzi ngoba sisebenze 
nabaningi futhi abanamagalelo 
emculweni njengoMbuso Khoza, 
Sipho Mbhele, Babo Ngcobo, 
Professor Langa noSkhulu 
Sibiya.”

Njengoba i-Avante kulo 
nyaka iqeda iminyaka engu-26 
yasungulwa, uLucky ubuye 
waveza ukuthi balungisela 
ukuqopha bukhoma iDVD ezobe 
ibophele wonke amanoni aleli 
qembu kusuka kwi-albhamu yabo 
yokuqala yango1997 eyayithi 
Sinethemba. 

Kwenzeka lokhu nje, leli 
qembu laKwaMashu lizobe 
linandisa kwiChristmas 

Celebration Concert ePlayhouse 
Drama Theatre eThekwini 
ngoDisemba 22 no-23. 

Kuleli dili, i-Avante izobe icula 
neKZN Philharmonic Orchestra, 
Playhouse Chorale,  Durban 
Salvation Army Choir,  Hlengiwe 
Mhlaba, Khanyo Maphumulo, 
Nozuko Teto, Khumbuzile 
Dlamini, Ayanda Ntanzi, Tim 
Maloi, Wayne Mkhize kanti 
uhlelo luzobe luphethwe 
nguZanele Mbokazi noSindi 
Mabe. 

ULucky uthe kuzobe 
kungokokuqala i-Avante icula 
ngaphandle komholi wayo uLinda 
Gcwensa njengoba esalulama 

ngasekhaya. 
“Sithe akathi ukuphumula 

njengoba ebesanda kubuya 
kohlinzwa esibhedlela. 
Bekungeke kulunge acule 
engakapholi esiswini lapho 
abethungwa khona.” 

Eqhuba uthe abantu  
bazobe beqala ukuzwa 
i-Avante icula ngaphandle 
kwezinsimbi futhi 
isinamalungu amasha 
okungoSizwe Mntambo 
noSbonelo Dlamini. 

“Ezingomeni esihlele 
ukuzicula kukhona ethi Linani 
IZulu, We Mzalwane Qina nethi 
Yek’IJerusalema.” 

CHARLES KHUZWAYO

U
KUBULALANA 
kwabantu 
ngamaholidi 

nezingozi zemigwaqo 
kaKhisimusi sekusukumise 
umculi wokholo, uThinah 
Zungu, 

(osesithombeni) ukuba 
alwe nalesi sihlava.

Uzohlanganyela 
nomphakathi waseMandeni 
ekuthandazeleni ukuthi 
kube nokuthula ezweni 
lonke,  kwiWorship Night 
esezinkundleni zemidlalo 

zaseGingindlovu 
ngoDisemba 7 
kusukela ngo-6 

ntambama. UThinah 
uthe akazogcina 
ngokunxusa 
uNkulunkulu 
ngomthandazo kodwa 
uzobuye adumise 
ngakho konke okuhle 
okumehlele kulo 
nyaka. “Sizobuye 

sibonge ngokuthi kuze kufike 
lesi sikhathi sonyaka sisaphila.” 
Uthe abantu baseGingindlovu 
namaphethelo bazoba 
ngabokuqala ukuzwa izingoma 
zakhe ezikwi-albhamu yakhe 
entsha esihloko sithi Thinah 
Zungu Live At Soweto Theatre.

“Ngizobuye ngibazwise 
nezinye izingoma zami 
ezindala ezithi UJesu Ufike 
Ekuseni, Kwanqaba Umusa, 
Ekugcineni.” Kule nkonzo 
uThinah uzoshiyelana inkundla 
no-Andile Mbili, Cevuzile, 
Gcinumuzi Radebe (Nalibali), 
Sanele Ngcobo noHle Mandosi.

UMusa Skhosana, Sanele 
Mnguni, Sanda Magubane, 
Samkelo Sithole, Revelation, 
DJ Nceku, Icebo, His Mercy, 
Sam Dube, Fiso Mbonambi, 
DJ Facebuk, Steve Masango, 
Vuyokazi Tshona, Nokubonga 
Pakithi, Andile Zungu, Sandile 
Xulu, Julia Dlodlo. Amathikithi 
okungena kule nkonzo 
yendumiso abiza uR60 kuya 
kuR300 kuma-computicket. 
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SHOWS, PRICES & TIMES SUBJECT TO CHANGE. (*) NO COMPLIMENTARY TICKETS
FOR NEW RELEASES FOR ONE WEEK FROM RELEASE DATE UNLESS OTHERWISE STATED

WANT GREAT REWARDS? JOIN SK CLUB TODAY!
Follow 

us

MORE WAYS

TO BOOK

sterkinekor.com /sterkinekortheatres APP @sterkinekor

Standard rates apply. Free minutes do not apply.

TicketLine

GATEWAY MUSGRAVE

RALPH BREAKS THE 
INTERNET
PG ! " #

Fri - Thu:  09:00, 11:30, 14:15
 

RALPH BREAKS THE 
INTERNET (3D)
PG ! " #

Fri, Sat:  16:45, 19:30, 22:00 
Sun - Thu:  16:45, 19:30

 

BOHEMIAN RHAPSODY
13 ! " #

Fri - Thu:  11:00, 14:00, 17:00, 20:00
 

CREED II
13 !  #

Fri, Sat:  09:00, 11:45, 14:30, 17:15, 20:00, 22:45 
Sun - Thu:  09:00, 11:45, 14:30, 17:15, 20:00

 

WIDOWS
18   #

Fri, Sat:  12:30, 17:30, 22:30 
Sun - Thu:  12:30, 17:30

 

FANTASTIC BEASTS: CRIMES 
OF GRINDELWALD
13   #

Fri - Thu:  09:00, 14:15, 19:45
 

FRANK AND FEARLESS
10-12 PG   #

Fri - Thu:  10:00, 15:15, 20:15
 

HUNTER KILLER
13  " #

Fri - Thu:  09:30, 12:15, 15:00, 17:45, 20:30
 

NOBODY’S FOOL
16   #

Fri, Sat:  09:00, 11:45, 14:30, 17:00, 19:30, 22:15 
Sun - Thu:  09:00, 11:45, 14:30, 17:00, 19:30

 

SHELLY BEACH

BOHEMIAN RHAPSODY
13 ! " #

Fri - Thu:  11:00, 14:00, 17:00, 20:00
 

RALPH BREAKS THE 
INTERNET
PG ! " #

Fri, Sat, Sun, Tue:  09:00, 11:45, 14:30, 17:15, 
19:45 
Mon, Wed, Thu:  11:45, 14:30, 17:15, 19:45

 

JOHNNY ENGLISH STRIKES 
AGAIN
10-12 PG  " #

Fri, Sat, Sun, Tue:  09:45, 12:00, 14:30, 17:00, 
19:30 
Mon, Wed, Thu:  12:00, 14:30, 17:00, 19:30

 

NOBODY’S FOOL
16  " #

Fri - Thu:  17:45, 20:15
 

NUTCRACKER & THE FOUR 
REALMS
7-9 PG  " #

Fri, Sat, Sun, Tue:  09:15, 11:45, 14:15 
Mon, Wed, Thu:  11:45, 14:15

 

FANTASTIC BEASTS: CRIMES 
OF GRINDELWALD
13  " #

Fri - Thu:  11:15, 14:30, 17:30, 20:30
 

FRANK AND FEARLESS
10-12 PG  " #

Fri, Sat, Sun, Tue:  09:30, 12:15, 15:00, 17:30, 
19:45 
Mon, Wed, Thu:  12:15, 15:00, 17:30, 19:45

 

BOARDWALK INKWAZI

RALPH BREAKS THE 
INTERNET
PG ! " #

Fri, Mon, Wed, Thu:  11:30, 14:00 
Sat, Sun, Tue:  09:00, 11:30, 14:00

 

RALPH BREAKS THE 
INTERNET (3D)
PG ! " #

Fri - Thu:  16:45, 19:30
 

CREED II
13 ! " #

Fri, Mon, Wed, Thu:  11:45, 14:30, 17:30, 20:15 
Sat, Sun, Tue:  09:00, 11:45, 14:30, 17:30, 20:15

 

NIGHT SCHOOL
16  " #

Fri, Mon, Wed, Thu:  11:45, 14:15 
Sat, Sun, Tue:  09:15, 11:45, 14:15

 

NOBODY’S FOOL
16  " #

Fri, Mon, Wed, Thu:  12:15, 15:00, 17:45, 20:30 
Sat, Sun, Tue:  09:30, 12:15, 15:00, 17:45, 20:30

 

FANTASTIC BEASTS: CRIMES 
OF GRINDELWALD
13  " #

Fri - Thu:  17:00, 20:00
 

FRANK AND FEARLESS
10-12 PG  " #

Fri, Mon, Wed, Thu:  12:30, 14:45, 17:15, 19:45 
Sat, Sun, Tue:  10:00, 12:30, 14:45, 17:15, 19:45

 

WATERCREST MALL

RALPH BREAKS THE 
INTERNET
PG ! " #

Fri, Sat, Sun, Tue:  09:00, 11:45, 14:30, 17:15, 
20:00 
Mon, Wed, Thu:  11:45, 14:30, 17:15, 20:00

 

BOHEMIAN RHAPSODY
13 ! " #

Fri, Sat, Sun, Tue:  09:00, 11:45, 14:45, 18:00, 
21:00 
Mon, Wed, Thu:  11:00, 14:00, 17:00, 20:00

 

A STAR IS BORN
16  " #

Fri, Sat, Sun, Tue:  09:15, 12:15, 15:15, 18:00, 
21:00 
Mon, Wed, Thu:  12:15, 15:15, 18:00, 21:00

 

THE GIRL IN THE SPIDER’S 
WEB
16  " #

Fri, Sat, Sun, Tue:  09:15, 12:00, 14:45, 17:30, 
20:15 
Mon, Wed, Thu:  12:00, 14:45, 17:30, 20:15

 

FANTASTIC BEASTS: CRIMES 
OF GRINDELWALD
13  " #

Fri, Sat, Sun, Tue:  09:15, 12:15, 15:15, 18:15, 
21:15 
Mon, Wed, Thu:  11:30, 14:30, 17:30, 20:30

 

FRANK AND FEARLESS
10-12 PG  " #

Fri, Sat, Sun, Tue:  09:45, 12:30, 15:00, 17:45, 
20:15 
Mon, Wed, Thu:  12:30, 15:00, 17:45, 20:15

 

FRI 30 NOV 
- THU 6 DEC  

BOHEMIAN RHAPSODY
13 ! " #

Fri, Sat:  09:00, 11:45, 14:45, 16:45, 19:45, 22:45 
Sun - Thu:  09:00, 11:45, 14:45, 16:45, 19:45

 

RALPH BREAKS THE 
INTERNET
PG ! " #

Fri, Sat:  17:45, 20:15, 22:45 
Sun - Thu:  17:45, 20:15

 

2.0 (HINDI)
TBA ! " #

Fri - Thu:  09:00, 15:00, 21:00
 

2.0 (TAMIL)
TBA ! " #

Fri - Thu:  12:00, 18:00
 

LA FANCIULLA DEL WEST 
(PUCCINI)
TBA ! " #
Sat:  17:00 
Sun:  14:30 
Tue:  11:30

 

RALPH BREAKS THE 
INTERNET (3D)
PG ! " #
Fri - Thu:  09:00, 11:30, 14:00

 

STATUS UPDATE
13 ! " #

Fri, Sat:  09:30, 12:00, 14:30, 17:00, 19:30, 22:00 
Sun - Thu:  09:30, 12:00, 14:30, 17:00, 19:30

 

CREED II
13 ! " #

Fri, Sat:  09:00, 11:45, 14:30, 17:15, 20:00, 22:45 
Sun - Thu:  09:00, 11:45, 14:30, 17:15, 20:00

 

CREED II
13 ! " #
Fri - Wed:  09:30, 12:15, 15:00, 17:45, 20:30 
Thu:  09:15, 12:00, 14:45, 20:30

 

NIGHT SCHOOL
16  " #

Fri:  09:15, 12:00, 14:45, 17:15, 19:45, 22:15 
Sat:  14:45, 17:15, 19:45, 22:15 
Sun:  14:45, 17:15, 19:45 
Mon - Thu:  09:15, 12:00, 14:45, 17:15, 19:45

 

NOBODY’S FOOL
16  " #

Fri, Sat:  09:45, 12:15, 15:00, 17:30, 20:15, 22:45 
Sun - Thu:  09:45, 12:15, 15:00, 17:30, 20:15

 

NUTCRACKER & THE FOUR 
REALMS (3D)
7-9 PG  " #

Fri - Thu:  10:00, 12:30, 14:45
 

VENOM (3D)
16  " #

Fri, Sat:  17:00, 19:45, 22:15 
Sun - Thu:  17:00, 19:45

 

GOOSEBUMPS 2: HAUNTED 
HALLOWEEN
10-12 PG  " #

Fri - Thu:  10:00, 12:30, 15:15
 

LIFE ITSELF
16  " #
Fri:  11:30, 17:00, 22:00 
Sat:  11:30, 22:00 
Sun:  11:45 
Mon, Wed:  11:30, 17:00 
Tue:  17:15 
Thu:  11:15, 17:00

 

THUGS OF HINDOSTAN
13  " #

Fri, Sat:  15:15, 19:00, 22:30 
Sun:  15:15, 19:00 
Mon - Thu:  11:00, 15:15, 19:00

 

TWO TAILS
PG  " #

Fri - Sun:  09:30, 12:15
 

SMALLFOOT
PG  " #

Sat, Sun:  09:45, 12:30
 

A STAR IS BORN
16  " #

Fri, Sat, Sun, Mon, Wed:  09:00, 11:50, 14:45, 
17:45, 20:45 
Tue:  11:15, 14:15, 17:45, 20:45 
Thu:  09:00, 14:00, 17:45, 20:45

 

FANTASTIC BEASTS: CRIMES 
OF GRINDELWALD (3D)
13  " #

Fri, Sat:  11:00, 14:00, 17:00, 20:00, 22:50 
Sun - Thu:  11:00, 14:00, 17:00, 20:00

 

FRANK AND FEARLESS
10-12 PG  " #

Fri, Sat:  09:30, 12:00, 14:15, 17:00, 19:30, 22:00 
Sun - Thu:  09:30, 12:00, 14:15, 17:00, 19:30

 

HUNTER KILLER
13  " #

Fri, Sat:  09:00, 11:45, 14:30, 17:15, 20:00, 22:45 
Sun - Thu:  09:00, 11:45, 14:30, 17:15, 20:00

 

SHOCK AND AWE
13  " #
Fri, Mon, Wed:  09:00, 14:45, 19:45 
Sat:  09:00, 14:45 
Sun, Thu:  09:00, 19:45 
Tue:  09:00, 20:00

 

WIDOWS
18  " #
Fri, Sat:  09:00, 11:45, 14:30, 17:15, 20:00, 22:45 
Sun - Thu:  09:00, 11:45, 14:30, 17:15, 20:00

 

ISIHLOKO: 

   Matwetwe (Wizard)
ABALINGISI: Thapelo Tips 
   Seemise, Masello Motana, 
   Anastasia Augustus, 
   Kefilwe Mello nabanye. 
UPHROJUSA: 
   Kagiso Lediga, 
   Black Coffee 
   no-Enhle Maphumulo
IMIZUZU: 84
UMHLAZIYI: 

  INTATHELI YESOLEZWE 
  NGOMGQIBELO

LE filimu esihloko sithi 
Matwetwe (Wizard) ikhuluma 
ngabafana ababili abangamathe 
nolimu, okunguLefa 
(okuyindawo edlalwa 
nguSibusio Khwinana) noPapi 
(Tebatso Mashinini). 

La mabhungu abe 
ngabangani kusukela esafunda 
ezikoleni zamabanga aphezulu 
nasesikhungweni semfundo 
ephakeme. Eseziphothulile 
izifundo zawo, azabalaza 
kanzima. 

Ngosuku olwandulela 
uNcibijane  bazama ukwenza 
isivumelwano nenkosi 
yezigebengu elokishini 
e-Atteridgeville ePretoria. 

Kusuka impi phakathi 
kwabo nalesi nkunzimalanga 
yesigebengu. Umlingisi 
ozochaza abantu abaningi 
nguTebatso Mashishi okhipha 

amangwevu. 
Le filimu isanda kushiya 

ababukeli bebambe ongezansi 
kwiCape Town International 
Film Market & Festival. 

UMashinini wenza unganaki 
ukuthi unebala elimhlophe 
kodwa ubheke ikhono lakhe. 
Phambilini bekulingisa umuntu 
onebala elimhlophe uma 
ezodlala leyo ndawo kodwa 
uMashinini ukhombisa ukuthi 
unekhono, akangenanga kulo 
mdlalo ngokudatshukelwa.  
Ujoyina intsha enebala 
elimhlophe esizakhele udumo 
emunxeni wezokungcebeleka. 
Abathandi bamafilimu 
bazoyithakasela. 

Sibuyekeza
amafilimu

INGXENYE yeziqephu zefilimu esihloko sithi Matwetwe (Wizard) 
 Isithombe: FACEBOOK/MATWETWE

Bazama isivumelwano nesigebengu

CHARLES KHUZWAYO 

OZAKHELE udumo 
ngama-video amahlaya 
abewaqhulula ezinkundleni 
zokuxhumana, uBafana 
‘Nkabi’ Mthembu 
usezobonakala emdlalweni 
wethelevishini oxhaswe 
ngabakwaLion Lager. 

UNkabi (26) uthe nguye 
ongumbhali walo mdlalo 
oneziqephu ezinhlanu 
osihloko sithi iLobola Nge 
Bhubesi. 

UNkabi ulingisa indawo 
kaSipho osekulungele 
ukushadelwa yingoduso 
yakhe kodwa kunezinselelo 
okufanele azinqobe. 

Kulo mdlalo uNkabi 
ulingisa noNhlanhla 
Mahlangu, uSibonile 
Ngubane noMncedisi 
Shabangu. 

UNkabi (26) udabuka, 
e-Orlando East, eSoweto, 
futhi wenze 

u-matric eSeleleke 
Secondary ngo-2010 
ngaphambi kokuphothula 
izifundo zeBcom in 
Accounting e-University of  
Johannesburg. 

Ungene 
kwezokungcebeleka 
ngokwenza amahlaya 
abewaqopha bese 
ewafaka ezinkundleni 
zokuxhumana. 

“Sibe sesihlangana 
nomunye uzakwethu 
senza iziqephu zeLobola 
NgeBhubesi kanti 
bazowuthanda lo mdlalo 
enkampanini ephisa 
ubhiya.” 

Uthe waqala ukulingisa 
kwiSoul City ngaphambi 
kokudlala indawo kaRize 
kwiNdlovukazi. 

Emculweni lo 
somahlaya udume 
ngelikaNkabi kanti ugxile 
emculweni obizwa nge-
digital maskandi. 

 “Lo owami uNkabi 
umele ukuthi Noord 
Kings and Bree Icons. 
Lawa ngamarenki aseGoli 
engiwakhonzile futhi 
ebengigibela kuwona. 
Erenki yilapho ufica khona 
abantu bezixoxela izindaba, 

kumnandi kunjeya.” 
Uthe leli cwecwe 

lakhe eliyi-EP futhi 
elisihloko sithi 

1818, uzolikhipha 
ekuqaleni 

konyaka ozayo. 
“Okwama-

nje ngisaphu-
sha imicwi 
emibili, 
othi 
Uthandi-

we nothi 
Kalowena. 

Le-albhamu 
ngiyibize 

nge-1818, 
okuwu-tshwala 

obukhonzwe 
kakhulu emakhaya 
futhi iqukethe 
amahlaya. Vele 
nabantu uma 

sebedakiwe utshwala 
bavamise ukuxoxa 

izindaba ezihlekisayo.” 

UBAFANA Mthembu elingisa nabalingisi beSibaya uSibonile Ngubane 
noNhlanhla Mahlangu emdlalweni othi iLobola NgeBhubesi                                                                                                                                                   
                                                                                      Izithombe: SITHUNYELWE

UBAFANA ‘Nkabi’ Mthembu ozakhele udumo ngama-video amahlaya

CHARLES KHUZWAYO

OWAPHOXEKA 
ngokuqedwa komdlalo 
wethelevishini iZabalaza, 
uFrance Mhlongo, usethole 
induduzo emculweni 
we-Afro house. 

Lo mlingisi wasesigodini 
saseNhlanhleni, 
KwaMajozi, eMsinga, 
uthe wayesanda kuqala 
ukulingisa kulo mdlalo 
futhi nendawo ayeyilingisa 
yephoyisa elinguSimelane 
yayisiqala ukuchuma. 
“Inhliziyo yami yaba 
buhlungu kakhulu 
ngaze ngathatha 
nesinqumo 
sokuhlaba ikhefu 
ekulingiseni.” 

Njengamanje 
uFrance useqalile 
ukuzakhela 
ugazi 

kubathandi bomculo 
womjuxuzo ngengoma ethi 
Isitimela.

“Noma yikuphi lapho 
ngicula khona akwenzeki 
bangangiceli impinda.”

Le ngoma isimvulele 
iminyango eminingi 
uFrance (27) njengoba 
esanda kuqokwa 
noBusiswa noNaledi Brown 
ukuba babe yingxenye 
yesikhangiso sikaSABC1 
futhi uzonandisa 
kwindumezulu yeDr 3 

Seconds International 
Music Festival 

eseMhlathuze 
Sports Complex 
eRichards Bay 
ngoDisemba 15 
lapho ezoshiyelana 

khona inkundla 
noCassper Nyovest, 
Duncan, Mshoza, 
Danger, Igcokama 

Elisha, Khuzani, 
Shwi Nomtekhala, 

Phuzekhemisi 
nabanye.

UFrance 
uthe 
ukulingisa 

okukhokhelayo 
wakuqala 
kwiGenerations 
The Legacy, 
nakhona elingisa 
iphoyisa elake 
lagada uGadaffi 
ejele futhi labuye 
labopha noCosmo 
esikhumulweni 

samabhanoyi. 
“Ngemuva 

kokuphoxeka ekulingiseni 
ngabe sengigxila 
emabhizinisini ami 
njengoba nginesitolo 
ehostela eDenver 
iNjomane Tuckshop 
nenkampani efunela 
abalingisi imisebenzi, 
iSF Entertainment& 
Projects,” kusho uFrance.

Uthe baningi abalingisi 
asebavumbululile 
nasebeke babonakala 
emidlalweni emikhulu.

“KunoBongani 
Dlamini osebuya nakuZalo 
futhi osesikhangisweni 
sakwaStandard Bank 
no-Andiswa Manyoni oke 
wavela kwiScandal. 

“Lokhu ngathi 
angikwenze ukuze 
ngisize intsha esazimisele 
ukungena ekulingiseni 
kodwa engazi ukuthi 
kufanele yenzenjani.”

*Amathikithi 
okungena kwiDr 

3 Seconds 
International Music 

Festival abiza 
kusukela 

kuR100 
kuya 
kuR500.

Useziduduza 
ngomculo 
owake waba 
ngumlingisi 

UFRANCE Mhlongo

Ikhuza ibuya ngecwecwe elisha i-Avante
IQEMBU lokholo i-Avante izocula ngaphandle komholi wayo ePlayhouse                                                                                                                                                                       Isithombe:SITHUNYELWE

UThinah uzokhuza 
ukubulalana 

nezingozi 

Owama-video 
amahlaya 
koweLion King

UTHINAH ZUNGU



objective 
Build an active Lion Lager Community on social media and 
reach 1 million people on Facebook, twitter and Youtube.  

RESULTS  
Before the campaign broke Lion Lager didn’t have an existing online 
Community. We build it from the ground up and once the series aired 
engagement exploded! 

R 4,1 million Social AVE 
18.2 million people had the opportunity to see our campaign 
14 million Impressions across facebook and twitter. 
Zero - 3801 followers & 1,1 million views on Facebook 
Zero - 950 followers & 1,2 million views on Twitter 
Zero to 12 000 – views on Youtube 
 #2 – Trending Topic in South Africa on twitter.

objective EXCEEDED! 
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objective 
Contribute meaningfully to business results by increasing 
units sold by 10 000 during the campaign period. 

RESULTS  
During the periods the campaign was activation the units sold of 
the R10 promotion increased by 27 135 units between October 
and November alone, an increase of 30%!! 
-
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objective EXCEEDED! 



THANK YOU!
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