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Background            
 
Lion Lager is an iconic South African beer within AB inBev. The brand once held once held the lion’s 
share of the beer market back in the 80s and 90s before being shelved in the 2000s due to strong 
competition from cooler & more relevant competitors 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. 
We had an opportunity to change this through the ground-breaking PR/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.   
 
Case Study: https://www.youtube.com/watch?v=ud_NI6R0ylg&t=54s 
 
Strategy & Research           
 
 

 
Lion Lager’s iLobola Nge Bhubesi 

 
Strategy  
 
In recent years, Lion Lager lost relevance to cooler and more aspirational competitors in beer and there 
was a lack of awareness of what the brand stood for in the market. The brand had little to no activity in 
previous years. To meaningfully relaunch it, we had to do something really ground-breaking to stand 
out. We had a huge opportunity to reposition ourselves as more than just a beer brand, 
but a brand that was a champion of authentic South African stories that celebrated the 
resilient spirit of South Africans. More than any other brand Lion Lager still triggered that nostalgic 
feeling amongst South Africans however to understand the beer drinker today we had to do some 
research. 
 
Research 
 
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 Consumer 
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 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 our PR 
strategy and social media channels selection. 
 
Insights  
 
• Family and traditional values give our audience a sense of belonging, dignity and pride. 
• The best way to engage with the audience is on digital. 
• Language is important to our target audience who value their home language.  
 
The Solution 
 
It was clear from the research that  we had to build a relationship with our consumers. We decided to 
do through culture by telling the story of, Lobola, which is a tradition in South African custom whereby 
the man pays the family of his fiancé for her hand in marriage.  We told the story of lobola through the 
ground-breaking digital series iLobola Nge Bhubesi, that was born out of the desire to bring pride 
back to black culture and reintroduce Lion Lager through an authentic South African story. 
 
 
Execution            
 
To bring the campaign to life we had to partner with likeminded individuals and suppliers who 
understood the cultural nuances of the story we were going to tell and the brand we had to rebuild. 
We did this through a phased-out approach that included: 
 

§ 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 it 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 it was key that we land the story on 
tier 1 media platforms. Our strategy was to curate reviews on entertainment media, features 
for the film’s 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.  

 
 

    
  

Media Interviews 
 
 
 
 

 



Effectiveness and Results          
 

OBJECTIVE RESULTS 
1. Relaunch the brand 

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

We delivered 5 episodes, a 10-minute short film, memes & Gifs and Behind the 
scenes content that entertained & drove engagement 

 

OBJECTIVE MET 
2. Garner earned media 

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

 

 

 

iLobola Nge Bhubesi was the brand’s most successful PR campaign ever with 
coverage secured across teir 1 media platforms  
PR Value - R3 236 265,69  

 
OBJECTIVE EXCEEDED 

 

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

 

 

 

 

Before the campaign broke Lion Lager didn’t have an existing online 
community however once the campaign broke the amount of engagement on 
our pages exploded and over 4 weeks we grew our numbers exponentially. 
 
- R 4,1 million - Social AVE 
- 18.1 million - people reached 
- 14,3 million – across social media 
- #2 Trending Topic 
- Best twitter series 2018 – Adynamo 

  

OBJECTIVE EXCEEDED 
4. Contribute meaningfully to 

business results by 
increasing units sold by 
10 000 during the 
campaign period.  

 

During the period the campaign was activated we sold the units sold of the R10 
promotion increased by 27 135 units. A 170% increase 

 
OBJECTIVE EXCEEDED 

 


