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ABSTRACT 

 
There is an emerging trend towards sports mega-events being hosted by members of the 

developing world. However, there are few studies that have adequately addressed the issues that 

developing countries face when given the opportunity to host these events. In order to properly 

address these issues this thesis examines the process of re-branding a country during a sports 

mega-event using the lens of postcolonialism. Thus, this thesis pays particular attention to the 

ways in which gross generalizations and colonial stereotypes about the hosts can be reinscribed 

during the event.  

 

With the 2010 World Cup in South Africa as the primary case study, this thesis deals with the 

fact that the host is not in complete control of the “brand” that is created and that there is rather 

a dichotomy between “insider” and “outsider” representations. The role that South Africa played 

in crafting its own self-representation through the use of nation branding will be used to examine 

how hosts respond to market pressures when determining how to package themselves to be 

consumed by foreigners during a sports mega-event. On the other end of the spectrum, FIFA and 

multinational corporations make up the outsider group and the analysis of their branding efforts 

for the 2010 World Cup focuses on how the colonial image of Africa as a whole is interpreted and 

replicated in an era of globalization. This study uses qualitative analysis of the official elements 

of the World Cup “brand” and a content analysis of corporate and tourism advertisements to 

understand these complex processes of representation. 

 

As a result of this research, there are several implications for the further study of sport mega-

events in the developing world. Such events are heralded as opportunities to reframe dominant 

narratives about the host but the findings from this study point towards the severe limitations of 

sports mega-events in re-branding efforts.  
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CHAPTER 1: INTRODUCTION 
 

 

"Think of the tournament as a 30-day 

commercial for South Africa – a 30-

day television commercial to be 

watched by a cumulative audience of 

billions around the globe – this is the 

scale of our opportunity for South 

Africans to present this country 

effectively and proactively."  
 
Irvin Khoza, 2010 Local Organizing 
Committee (LOC) Chairman. 
 
 

 

 

 

Figure 1.1: South African Waves Flag Proudly in Stadium © Francis Gonzales 2010  

 
  
 Sports mega-events have taken on an unprecedented level of importance for developing 

countries in the era of mass media and globalization. Indeed, according to Janiskee (1996: 100), 

“this is the age of special events”. Under the umbrella of special events1, are sports mega-events 

like the FIFA World Cup and the Olympics, which are high profile media events that feature the 

top-ranked athletes in the world competing against one another. The 2010 World Cup in South 

Africa was a historical moment in world football as it was the first to be held on African soil. 

South Africa rose to the challenge and successfully hosted a “world-class” tournament that 

effectively silenced those who had questioned the country’s ability to develop the necessary  

 

                                                
1 Jago and Shaw (1998: 29) have proposed that a special event is: “A one time or infrequently occurring event of 

limited duration that provides the consumer with a leisure and social opportunity beyond everyday experience. Such 

events, which attract, or have the potential to attract, tourists, are often held to raise the profile, image, or awareness 

of a region.”  
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infrastructure and provide sufficient security. However, one question that has remained is, was it 

worth it? 

 The legacy of the 2010 World Cup has been and will continue to be debated by scholars 

and everyday people alike. The prospect of hosting these sports mega-events is so enticing that 

countries in the developing world are willing to spend what little money they have for a chance 

to host an event that they believe will “re-brand” their country as an exciting destination for 

business and tourism. The facts are that South African organizers relied on tax subsidies to build 

five new stadiums, to renovate several more, and to make significant infrastructure changes — 

all at a cost in excess of 30 billion South African rand (roughly 4.5 billion USD), double what 

was predicted in 2006. (Berr 2010) Scarce public resources have been diverted from much-

needed public projects to a spectacle that generates significant revenue — but mainly for FIFA, 

football's governing body, large multinational corporations, and South Africa’s elite. The 

average South African was unlikely to reap any real financial benefit from the World Cup. And 

yet, the mega-event was justified by the idea that it would serve as a turning point for the world’s 

perception of South Africa and the African continent as a whole. The World Cup became a 

chance to “illuminate” what was once known as the Dark Continent.   

 As former LOC Chairman Irvin Khoza’s quote states above, the 2010 FIFA World Cup 

offered South Africa an unprecedented opportunity to re-define its nation brand in the world 

market. In the same vein, Themba Maseko, CEO of the Government Communication and 

Information System (GCIS) said that the 2010 World Cup presents South Africa with important 

opportunities to brand the country in the national interest. He claimed that, “The gap between 

foreign perceptions about South Africa and the real strengths of the country is narrowing – but it 
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is still too wide. 2010 must be used as an opportunity to close this gap further.”2 Countries have 

always been interested in managing their international identity but the concept of nation branding 

as a serious economic activity is relatively new. South Africa has been at the forefront of the 

field since it formed the International Marketing Council (IMC) in 2000 to establish a 

compelling brand identity for the country.  

 This thesis will approach the attempt to “re-brand” South Africa during the 2010 World 

Cup from a critical perspective by comparing the country’s self-representation with “outsider” 

representations. In order to do so this project focuses on answering the following questions: to 

what extent were gross generalizations and colonial stereotypes pervasive in international 

representations of South Africa during the World Cup and how were these representations 

contested or reproduced by South African sources? The dichotomy between insider and outsider 

representations of South Africa can be broken down into two separate questions. The breakdown 

of insider representations will critically analyze how nations respond to market pressures when 

determining how to package themselves to be consumed by foreigners during a sports mega-

event. The investigation of outsider representations of South Africa will focus on how the 

colonial image of Africa as a whole is interpreted and replicated in an era of globalization.  

 The 2010 World Cup serves as an excellent case for this research because the actors 

involved in representing South Africa to the world during the World Cup are both global and 

local. In order to address the questions above I analyze the various components of the 2010 

World Cup “brand” in search of reinscribed or reinterpreted stereotypes about (South) Africa in 

Chapter 4. Elements of the 2010 “brand” were compared with those from past sports mega-

events using qualitative analysis. Chapter 5 uses content analysis of video advertisements that 

                                                
2 Quote from the 2010 National Communication Partnership Conference held in South Africa. 

http://www.southafrica.info/africa/partnership-160806.htm  
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reveal the similarities and differences between the way that (South) Africa was used by 

multinational corporations to sell their product and by the South African tourism board to sell the 

country to potential visitors.  The following literature review will lay the foundation for the rest 

of the study. It will explore the use of sports mega-events by governments and will examine the 

growing field of nation branding in search of a clearer sense of how the branding process works   

and what its limitations are. Finally, the postcolonial media perspective will be addressed in 

order to address the issues that have traditionally faced members of the periphery in their efforts 

to construct their own identities and take control of their own representation.   

 

Literature Review 
  
 During sports mega-events, the host nation represents itself to the world and is represented 

by outside organizations like FIFA and multinational corporations such as Coca Cola. The first 

section of the literature review looks at the symbolic politics of sports mega-events and provides 

a much-needed frame of reference for the second and third sections. What emerges from the first 

section is that during a sports mega-event both insiders and outsiders shape the host country’s 

image. The second strand of literature will cover the insider representation and in order to do so 

it will focus on the field of nation branding which aims to align a nation’s reality with its 

international image. Whereas, the third strand will delve into postcolonial studies and will show 

how Edward Said’s Orientalism, with its analysis of the creation of the “Other”, can be used to 

understand the ways in which host countries are represented by outsiders.  

 

Crafting Country Image Through Sports Mega-events 
 
 Cornellisen (2008) contends that sports mega-events aptly encapsulate the hybrid nature of 

the global political domain today: it is made up of the confluence of governmental/state actors (at 
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various levels), (media and sport) corporations, sport federations, and societies (or ‘consumers’) 

who all interact and pursue often-divergent agendas. Mega events are often times used by 

politicians to signal a host nation’s “arrival” on the global scene. Moreover, Black and Van Der 

Westhuizen (2004) argue that, in the age of global television, their capacity to shape and project 

images of the host, both domestically and globally, make them a highly attractive instrument for 

political and economic elites. The image of the country is subsequently crafted through the use of 

symbolic politics and tools such as nation branding.  

 Black (2007) defines symbolic politics during sports mega-events as a chance to signal 

important changes of direction, ‘reframe’ dominant narratives about the host, and/or reinforce 

key messages about what the host has become/is becoming. The signaling impulse is about 

marketing and ‘place promotion’, to be sure, but it extends further to dynamics of symbolism and 

legitimation. In Bolsmann and Brewster’s (2009) study they highlight the extensive public (re) 

education program that was created for the 1968 Olympics in Mexico, which reveals the 

obsession of politicians with symbolic politics. These programs were put in place before foreign 

visitors arrived because the Mexican elite feared that ‘ordinary’ Mexicans might shatter the 

veneer of sophistication and development (that they had so carefully constructed to market 

Mexico during the Olympics) and become an embarrassing confirmation of the country’s Third 

World status. Black (2007) approaches the signaling impulse from a comparative perspective by 

analyzing the symbolic politics of the three different sport mega-events taking place in 2010, 

including the World Cup in South Africa, the Commonwealth Games in Delhi, and the Winter 

Olympics in Vancouver. He found that there are certain key commonalities in the narratives they 

seek to develop and deploy. These commonalities revolve around a paradoxical blending of 

inclusive, transcendent, or cosmopolitan narratives on the one hand, and a competitive, 
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differentiating narrative of ‘world class’ aspirations and achievements, on the other. 

 As the most recent FIFA World Cup destinations show (Korea/Japan 2002, South Africa 

2010, Brazil 2014, Russia 2018, and Qatar 2022) there is a current trend towards increased 

inclusion of countries that fall outside of the “traditional” core of hosts. Black and Van Der 

Westhuizen (2004) look at mega-events from the perspective of “semi-peripheral” polities and 

spaces which they loosely define as both political economies in the middle range of global 

development, and more developed but socially marginal countries and cities struggling for 

visibility and advantage in the context of competitive market liberalization. Their analysis shows 

that sports mega events are so highly sought after by many countries in the “semi-periphery” 

because in a world crowded by the ubiquity of mass consumerism, image and emotional 

packaging, the need for differentiation has become all the more important. The drastic spike in 

media attention that comes with hosting a sports mega-event is hard to come by for most semi-

peripheral countries. This level of coverage usually comes with natural disasters, political 

instability, or famine/disease. Therefore, a sport mega-event provides a unique opportunity for 

those countries in the semi-periphery that constantly struggle to get positive attention for their 

“nation brand”.  

 Through Black’s (2007) research we know that governments would like to use sports 

mega-events to signal important changes about the host. Dimeo and Kay (2004) add to the 

discussion of symbolic politics by acknowledging that the government does not have complete 

control over the messages about the host country that emerge from the event. Thus, they contend 

that a successful host is one that can manage the production of knowledge to suit its ends, while 

a failed host is one who allows negative publicity to overshadow the event. Given that the media 

are relatively autonomous, there is pressure for strong PR 'spin'. Yet it is here that the difference 



 7 

between 'developed' and 'developing' countries can become extremely important. The media are 

more likely to be generous or at least sympathetic to hosts whose national stereotype fits with the 

perceived demands of organizing a major sports event. For example, sports-related violence in 

the West is constructed as the behavior only of a small minority of mindless idiots who ruin it for 

everyone else; in South Asia during the 1996 Cricket World Cup-by contrast-violence was the 

endemic confirmation of everyone's worst fears of extremists, fanatics and fundamentalists, and 

was somehow taken to symbolize a national malaise. (Dimeo and Kay 2004: 1273) This reveals 

that there are unequal power relations when it comes to image making. The United States and 

other developed countries have access to and influence over the most influential global media 

outlets and can use them for their own political purposes. 

 Dimeo and Kay (2004) have shown that the language used in media discourses is therefore 

not a straightforward 'window' on to reality; instead we must confront the fact that our 

knowledge of an event is essentially the product of mediated representations. As a result, 

'developing' countries are less able to control the images that are projected within the media. This 

is not because they lack public relations skills, but because the Western media and their 

audiences have a narrow and largely negative set of images in mind. Dimeo and Kay 

(2004:1275) claim that for the Western journalist, “It is easier to play up to these images than to 

confront and challenge them.” This is particularly relevant due to the assertion that Black and 

van der Westhuizen (2004) make that there is an emerging trend of hosts being chosen from the 

semi-periphery. This thesis will use South Africa as a case study to examine whether or not this 

logic holds true for advertisers, tourism officials, and those involved in constructing the World 

Cup “brand”.  
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 Thus far we have tried to show that sport mega-events are highly sought after because 

they present an opportunity for host countries to change perceptions and reframe dominant 

narratives that are outdated or fictitious. In stark contrast, Nauright (2004) critically interrogates 

the extent to which host countries can effectively “re-brand” themselves through mega-events. 

He argues that the process of displaying a culture in the lead-up to an event and during the event 

itself has had to focus on ready-made markets, thus reinforcing stereotypes about a place and its 

people. He takes as an example the 1995 Rugby World Cup (RWC) in South Africa, which was 

presented as bringing together ‘a world in union’ in a ‘rainbow nation’ finally free from the 

vestiges of apartheid. Nauright examines the opening ceremony of the event and asserts that it 

merely recycled colonial stereotypes because history was eliminated from the display: timeless 

African ‘natives’ appeared clad in traditional dress and were paraded in after the African wildlife 

segment. Nauright draws on the critiques of South African novelist and professor JM Coetzee 

who lamented not only the absence of history, but also that South Africa was constructed in the 

RWC ceremonies in the voice of the foreigner, in images and packaging more reminiscent of 

American hype than South African realities.  

 The literature surrounding sports mega-events posits that there is a general understanding 

that they are highly sought after because they present an opportunity to reframe dominant 

narratives about the host. In an age of mass media and globalization this understanding has led to 

a noticeable increase in the number of developing countries as hosts. This strand has also shown 

that these events are complex spaces where issues of representation are contested. Dimeo and 

Kay (2004) claim that host countries are not in full control of their international image during an 

event. Rather, hosts are represented by outside sources (journalists, advertisers, etc.) that carry 

preconceived notions of the host country and cater to those with similar beliefs. Furthermore, 
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Nauright’s critique alludes to a hole in the sport mega-event literature, as there has been little 

further study of how host nations can end up reinforcing stereotypes rather than breaking them 

down. The next section will cover nation branding as a tool for governments to manage their 

own international image or “brand”. This first strand has shown that nation branding efforts for 

sports mega-events in the developing world must confront ready-made markets and negative 

perceptions. 

 
Nation Branding for Global Markets  
 
 Discussions of nation branding share many affinities with existing literature on identity in 

international relations. Given the similarities between the two, some may dismiss branding as 

identity production and reproduction under a new guise. This, though, would miss the subtle, yet 

important, distinctions between the two. Youde (2009) asserts that branding is a conscious 

project by a state. It is overt, as governments actively seek to impress certain associations in 

peoples’ minds. It relies on particular institutions to convey this association, often specifically 

including private entities working in collaboration with official government agencies. Using 

these institutions, nation branding aims to measure, build and manage the reputation of countries 

to create an image that will attract tourists and foreign investment. Like Dimeo and Kay (2004), 

Dunn rightfully notes that the discursive narratives that construct an actor’s identity are often not 

of its own making. (Dunn 2003) Nation branding represents an attempt by the state to 

consciously take control of these discursive narratives. Specific projects designed to consciously 

alter or change the images people have already associated with a place are generally referred to 

as re-branding. Although international relations scholars have recognized that state identities can 

have important consequences for world politics, branding represents an overt attempt by 

governments to harness the process to achieve specific consequences. It explicitly recognizes the 
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constructed nature of identity by examining who constructs identity and how. 

 A growing number of cities, ministries and government agencies now boast their own 

logos and ‘mission statements’ in an effort to reposition themselves in a fluid, globalizing world. 

Black and Van der Westhuizen (2004) have focused more specifically on this nation branding 

process in the sports world. They use Cerny’s (1997) conception of the ‘competition state’ 

competing in what has been dubbed by Gill (1992) as the ‘global beauty contest’ to explain the 

high numbers of developing countries bidding to host sports mega-events. Nation branding is 

widely practiced and Black and Van Der Westhuizen (2004) give several examples that illustrate 

this point. Australia promotes the notion of the ‘lucky country’, Britain sought to market itself 

via the concept of ‘Cool Britannia’ versus the staid ‘Rule Britannia’, and the South African 

government recently created the IMC, enlisting the country’s top advertising executives to help 

sell ‘the Rainbow Nation’ abroad. The current global information age greatly heightens the 

importance of such images.  

 Ying Fan (2010) attempts to provide a better understanding of what exactly can be branded 

through nation branding. This analysis is crucial because the field is still emerging and realizing 

its limitations. Fan makes a sharp distinction between national identity and a nation’s image. Fan 

contends that, “a nation’s image is defined by the people outside the country and that their 

perceptions are influenced by stereotyping, media coverage as well as personal experience”.  He 

then claims that like commercial brands, a nation’s image can be repackaged, repositioned and 

communicated in a professional fashion. Like commercial branding, it is important to know your 

audience and therefore before using nation branding practices a country must attempt to evaluate 

the existing perceptions of the country in order to reinforce the positive perceptions of the 

country and filter out or perhaps deflect attention away from the negative aspects.   
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 In his work, Fan (2010) makes the distinction that a nation’s identity is defined by the 

nation’s people and not by the branding strategist. A misunderstanding of the purpose of nation 

branding and the conflation of national identity with national image is generally why the process 

has come under fire. Van Ham (2002) explains that those critical of nation branding contend that 

one can take a product, a can of beans for instance, and then change the name but the same 

practices cannot be applied to a country. This is because, product brands only have to please one 

audience, customers. Basically, “you don’t have to ask the beans in the can how they feel about 

the label.” (Van Ham 2002:267) Those who practice nation branding would respond to this 

critique with the argument that nation branding is not about creating a new or artificial reality but 

rather about presenting the country in such a way that international perceptions match local 

realities. Olins (2002) defends the practice of nation branding by giving historical examples of 

cases where countries have used tactics3 that would be considered nation branding today. One 

such example is Spain, which under Franco was an isolated, backward, poverty-stricken 

dictatorship. Today Spain is a democracy, an active and lively member of the EU, and with a 

relatively decent standard of living. Spain chose to re-brand itself rather than allow old and 

entirely inappropriate prejudices to linger on.  

 Furthermore, by ascribing a performative element to a state’s identity in the international 

marketplace, we can understand how identities come about through reiterative processes that 

give meaning to discourses (Webber 1998: 81–90). In other words, by presenting and 

representing a particular identity discourse, the state engages in a process that allows others to 

understand and interpret who that state is and what it wants. A state’s identity, therefore, is not  

                                                
3 Such tactics can be illustrated by the changes that occurred in France after the 1789 French Revolution. The 

Tricolour replaced the Fleur de Lys, the Marseillaise became the new anthem, the traditional weights and measures 

were replaced by the metric system, a new calendar was introduced, God was replaced by the Supreme Being and 

the whole lot was exported through military triumphs all over Europe. In other words the entire French package was 

changed. (Olins 2002) 
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‘natural’ or  ‘given’, but rather the reflection of cultural and discursive choices made by that state 

(Webber 1998: 90). This idea is closely aligned with the field of constructivism within 

International Relations theory. Constructivism assumes that the identities of states are a variable; 

they likely depend on historical, cultural, political, and social context. While constructivism 

assumes that states have more agency, their choice of roles/identity is certainly not 

unconstrained. As Ted Hopf (1998) argues, “[state] choices are rigorously constrained by the 

webs of understanding of practices, identities, and interests of other actors that prevail in 

particular historical contexts.” One such constraint that is missing from the nation branding 

literature is Africa’s experience with colonialism and the way that influences nation branding 

attempts today. 

  For this process to occur, there must be at least two parties: a performer and an audience. 

The performer cannot always control how the audience receives the performance, and therefore 

the audience may decode the performance incorrectly (or at least not as the performer intended). 

(Dunn 2001) To this end, Saunders (2008:63) claims that, “As globalization becomes more 

deeply embedded, the proliferation of voices grows more cacophonous and the state's ability to 

control the message becomes more difficult.” To try to minimize the possibility of 

misinterpretation, those presenting a given identity discourse will try to use the language, tools 

and symbols that will resonate meaningfully with the audience. Along those lines, Van der 

Westhuizen (2001) claims that rather than challenge the nature of world order, the creative kind 

of statecraft which nation branding suggests implies more of an adaptation to that order than its 

contestation. 

 This section has shown that nation branding is a complex process but that its primary goal 

is to align the international perceptions that make up a nation’s image with the reality in the 
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country. It has also covered the difficulties that countries face when trying to combat existing 

stereotypes through re-branding efforts and proposed that a nation’s identity or “brand” exists 

within a historical context. This strand adds to the first in that it covers the way that nation 

branding can be used as a tool for governments that wish to engage in symbolic politics during 

sports mega-events. In the next section we use the lens of postcolonial studies to continue the 

discussion on the constraints that are placed on a nation’s “brand” and re-branding efforts. 

  

Postcolonial Media Studies: Orientalism in An Age of Global Media  

 
 Postcolonial theory emerges out of the belief that colonialism has been and remains one 

of the most compelling influences on the West’s interpretation of and interactions with people 

from different cultures. Within postcolonial theory, the theory of Orientalism is most applicable 

because it gets at the heart of how cultures/countries are represented by outside forces. Edward 

Said’s seminal work, Orientalism was published in 1978 and remains one of the backbones for 

the field of postcolonial studies to this day. Said’s main contention is that the Western view of 

the Orient is tainted by gross generalizations and stereotypes which allow for the justification of 

imperial rule. Furthermore, the recent literature on sport and postcolonialism (Dimeo and Kay 

2004, Bale and Cronin 2002) suggests that Western cultures continue to construct 'others' in 

oppositional, dichotomous terms, often as inferior, but at times with a certain ambivalence in 

which envy and desire can mix with assumptions of intellectual weaknesses, i.e. in the image of 

the 'noble savage' or the 'exotic East'. 

 Moore-Gilbert (1997) provides a detailed description of how in Said’s view, Orientalism 

operates in the service of the West’s hegemony over the East primarily by producing the East 

discursively as the West’s inferior ‘Other’, a maneuver which strengthens- indeed, even partially 

constructs- the West’s self-image as a superior civilization. It does this principally by 
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distinguishing and then essentializing the identities of East and West through a dichotomizing 

system of representations embodied in the regime of stereotype, with the aim of making rigid the 

sense of difference between the European and Asiatic parts of the world. As a consequence, the 

East is characteristically produced in Orientalist discourse as- variously- voiceless, sensual, 

female, despotic, irrational and backward. By contrast, the West is represented as masculine, 

democratic, rational, moral, dynamic and progressive. Today, Said’s theories are used in a 

broader sense and are applicable to a host of situations ranging from the Bushmen in South 

Africa or Australia to Puerto Ricans in New York.  

 

 

“Four modern-day explorers are sailing toward 

the unknown, the deep interior of Tanzania. 

They’ll travel over 900 miles through African 

terrain that is as stunning as it is fraught with 

danger. Using only a compass and basic maps, 

they will attempt to recapture the spirit of one of 

the world’s most remarkable adventures, 

journalist Henry Morton Stanley’s perilous 1871 

journey to find Dr. David Livingstone.” 

 
 
 

Figure 1.2: Expedition Africa, A Popular TV Show on the History Channel in 20094 

 
 A critique that Shome and Henge (2002) have made of Orientalism is that it is outdated and 

does not work as well in contemporary times, in which the lines separating the East from the 

West, and the North from the South, are increasingly becoming porous under conditions of 

globalization. With worldwide proliferation of media technologies and facile and affordable 

information access it is increasingly easier for the “Other” to represent him-or her-self. However, 

there remain vast inequalities and the power of the global media remains largely in the hands of 

the “North”. For example, there have been studies that have found vestiges of Orientalism in 

                                                
4 From: http://www.imdb.com/title/tt1447839/ 
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various forms of media, from reality TV shows to British newspapers. As Steeves (2008) found 

in her analysis of Africa’s representation in American reality TV shows, for the most part, they 

create new commodities from old narratives of imperialist travel, appropriation, exploitation, and 

self-discovery, further reinforcing Western political economic dominance and Africa’s 

inferiority. A potent example is the TV show Expedition Africa (see figure 1.2) where the 

journey into the unknown literally follows the trail taken by an imperialist journalist.  

  Similarly, analyses of contemporary texts often argue that colonial literary patterns are 

replicated and commodified today. For instance, Western newspapers have been critiqued for 

neglecting Africa altogether or focusing only on negative events. Brookes (1995) argues that 

negative representations of Africa serve two ideological functions. First, they exploit 

ethnocentricity in times of discontent, supporting an ideology of superiority. Second, they justify 

the political and economic actions of Western nations toward Africa as in the best interests of 

Africans. These two functions sound a lot like some of the core principles of Orientalism. 

Furthermore, Africa’s limited presence in Western news sources, has been critiqued for 

homogenizing the continent into one negative and ethnocentric image, as: ‘‘uncivilized, barbaric, 

irretrievably savage, superstitious, corrupt, underdeveloped and generally chaotic.’’ (Brookes 

1995) The media habitually draws on historical stereotypes that are likely to resonate with these 

expectations. Examples such as these come close to illuminating what market-driven Orientalism 

looks like.  

 Said has been criticized for overlooking the voices of resistance that interrupt the 

hegemony of the narrative of imperialism. He is said to propose a model of colonial political 

relations in which all power lies with the colonizer. Thus according to one passage in 

Orientalism, imperial discourse operated “with very little resistance on the Orient’s part”. (Said 
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1978:7) Criticism has been sharp, especially from scholars based outside the West. Zakia Pathak 

et al. (1991), for example, discern in Said’s almost exclusive attention to the discourse of the 

colonizers a particularly worrying instance of his replication of the will of Orientalism itself to 

efface oppositional voices. As Zakia Pathak and her co-authors argue: “The history that 

Orientalism helps recover from the white text is thus monologic; it does not help us to recuperate 

the other narratives which interrupt the hegemony of the narrative of Imperialism.” Said defends 

himself by saying that in imperial discourse the Orient was “not Europe’s interlocutor, but its 

silent Other”. This presents problems when we attempt to bring Orientalism into the present day 

when nation branding is prevalent and where postcolonial countries are clearly speaking for 

themselves.  

 These three strands converge in my research question, which is to what extent were gross 

generalizations and colonial stereotypes pervasive in international representations of South 

Africa during the World Cup and how were these representations contested or reproduced by 

South African sources? The literature on sport mega-events shows that despite the host 

countries’ desire to re-brand itself during the event, the process of displaying a culture in the 

lead-up to an event and during the event itself has had to focus on ready-made markets, thus 

reinforcing stereotypes about a place and its people. It is also clear from the literature that when 

used correctly, nation branding can help to realign a nation’s image with reality but that this 

process takes place within historical constraints. The final strand showed that the construction of 

the “Other”, cultural reductivism, and gross generalizations (all of which are characteristic of 

Orientalism) are prevalent in global media sources today. This analysis of the 2010 World Cup in 

South Africa will contribute to the understanding of the usage of sport mega-events by countries 

in the semi-periphery for nation branding purposes. In doing so we will hopefully arrive at what 
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Orientalism looks like today, a market driven neo-Orientalism that operates in a time of global 

media.  

 

Hypotheses  
 

 The literature on the symbolic politics of sport mega-events and nation branding would 

lead us to believe that an event like the FIFA World Cup in South Africa would be a chance for 

the host country to signal important changes of direction, ‘reframe’ dominant narratives, and/or 

reinforce key messages about what the host has become/is becoming. If these characteristics of a 

sport mega-event are true then we can hypothesize that the image of the host country projected 

during the event will provide a break from the stereotypes of the host country and more 

accurately reflect its self-proclaimed brand image. The host country would be able to turn 

Orientalism on its head and speak for itself rather than be spoken for. The major problem with 

this hypothesis is that there is too much importance placed on the agency of the host country, 

which generally overlooks the possibility that outside forces could be involved in branding the 

country during a mega-event. 

 An alternative hypothesis that this study will seek to prove is that rather than dispelling 

negative stereotypes, hosting a sports mega-event can serve to further entrench pre-conceived 

notions of the host nation. This hypothesis is based on the work of Nauright (2004) who argues 

that the use of a sport mega-event for nation branding or re-branding purposes is misguided 

because hosts have to appeal to ready made markets of a place and its people. Furthermore, 

Dimeo and Kay (2004) have shown that host countries are often (mis)represented by outside 

sources. In the case of South Africa this hypothesis predicts that the “re-branding” efforts of the 

2010 World Cup will be thwarted because symbols of Africa that are frozen in colonial times 

have become principal representations of the continent in the age of globalization and those 
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symbols will be drawn upon as South Africa attempts to appease the global market. Finally, this 

hypothesis provides the basis for a shift to a market-driven Orientalism in which both outside 

sources and inside sources (through self-Orientalism) construct an image of the “Other” that both 

exotifies and reduces the place and people to a set of marketable stereotypes.  

 

Case Selection  
 
 The 2010 World Cup in South Africa will be the primary case for critical examination in 

this thesis. The World Cup in South Africa was envisioned as an opportunity to “illuminate the 

Dark Continent”, to match the world’s perception of South Africa with its realities, essentially 

re-branding South Africa by combating stereotypes. This is the first time that a top tier sports 

mega-event (i.e. the FIFA World Cup or the Olympics) has been hosted on the African continent 

and is arguably the longest period of continuous media coverage that post-apartheid South Africa 

has ever had. As the 2010 World Cup was the first to be hosted on African soil it is impossible to 

compare South Africa with another African country in a similar position. However, the Rugby 

World Cup was hosted in South Africa in 1995 and the Cricket World Cup was hosted in 2003. 

These two events will be used as markers for comparing how far things have come in terms of 

representations of South Africa.  

 Furthermore, we will look at other mega-events that have been hosted in the developing 

world. One such example is the 1968 Summer Olympics in Mexico, which was the first time that 

the Olympics were held in what is considered a “developing country”. This case is valuable 

because it shows that developing countries have sought to use mega-events to re-shape their 

national image for decades. A more recent case study that accounts for the advent of modern 

global media networks is the Olympics that took place in Beijing in 2008. China invested a great  
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deal of time and money into combating Oriental stereotypes and developing a new image of what 

China looks like today.  

 The Sydney Olympic Games will also be examined because of the exotification and 

appropriation of Aboriginal images in various aspects of the event. It also serves as a valuable 

case study because the 2000 Olympics are widely regarded as a particularly successful event and 

tourism objectives were accorded a more important role in Sydney than at any previous Olympic 

Games. These cases (and other less significant ones) will primarily be used in the first empirical 

chapter in order to provide insight into how South Africa’s World Cup “brand” compares to past 

sports mega-event hosts.  With these cases and the literature review in mind let us move now to a 

discussion of what this thesis will add to the existing body of knowledge regarding these topics.  

 

Contribution to the Literature 
  
 The research project will further the study of sport mega-events as a key component of 

nation branding strategies for developing countries. This addresses the gap in the existing 

literature and acknowledges that such a study will be increasingly pertinent given the current 

trend in awarding the rights to host sports mega-events to emerging powers. This study will also 

contribute to the growing field of postcolonial media studies by critiquing the reinscription of 

cultural stereotypes in advertisements produced by multinational corporations and the self-

Orientalizing tendencies of South Africa’s tourism board. The choice of data for the quantitative 

and qualitative analyses is appropriate as we enter an age of new media in which people learn 

about other cultures primarily through images and videos rather than text. Further, this is an 

attempt to bring Said’s classic understanding of Orientalism, in which literature served as the 

main channel through which the “Other” was constructed, into the contemporary era of 

television, film, and advertising.  
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 This study will further challenge Said’s theory of Orientalism by examining the practice 

of nation branding in the developing world. The rise of nation branding and the increase in 

perceived agency that countries have over their own image seems to contradict Said’s 

assumption that the “Other” is spoken for and cannot speak for itself. Indeed, nation branding 

has grown ever more popular among developing countries who are eager to transform the 

negative perception that the world has of them. However such efforts to re-brand oneself need to 

be critically analyzed using the lens of postcolonial theory in order to track to what extent the 

brand reinterprets, reproduces, or tears down colonial stereotypes.  

 Finally, when nation branding is coupled with sport mega-events there are several issues 

that arise. This study shows that sport mega-events are contested spaces in which several actors 

compete to put forth an image of the host country (or in South Africa’s case continent) that best 

serves their purposes. Past research has focused solely on the host country’s role in crafting the 

“brand” of the sport mega-event but this project will expand the definition of who controls the 

image of the host country. To this end, the “brand” or vision of the host country that international 

sporting organizations and multi-national corporations put forth will be compared with the 

countries own self-representation. This is an area that has been overlooked in the literature for 

mega-events and which will continue to be a salient research topic as the same issues are likely 

to arise during the following World Cups in Brazil, Russia, and Qatar.   

 

Limitations 
 
 The first limitation regarding this thesis is that negotiations regarding the 2010 World 

Cup “brand” are primarily conducted behind closed doors and there is very little information in 

terms of the autonomy and agency of the South African Local Organizing Committee (LOC) in 

constructing a “brand” that accurately represents the host country. For this reason, we can 
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provide little insight into the power dynamics between FIFA and the LOC when it comes to 

making decisions about the components of the “brand”. We acknowledge that this information 

would be extremely useful but unfortunately it was impossible to procure it. Therefore, in cases 

where there is not a direct quote from a member of the LOC it is difficult to concretely label 

decisions made in the World Cup “brand” as indicators of self-Orientalism.  

 A second limitation is that the content analysis of advertisements in the second empirical 

chapter was unable to cover every relevant corporate or tourism advertisement. In addition, the 

researcher accepts the possibility that the relatively small sample size could skew the results. In 

addition, the rise of multi-national corporations like Coca Cola and Adidas has changed the very 

nature of advertising. In light of this, advertisements are no longer specific to a certain country 

because they must be able to be distributed across the globe. This makes it difficult to pinpoint 

the perceptions of (South) Africa in the market where it is aired and the reason why certain 

stereotypes are used and not others. If the advertisements were aired in a single country we could 

show how the stereotypes present in x advertisement are directly related to the historical 

relationship between x country with (South) Africa. That being said, while the advertisements 

are viewed around the world, they are still produced primarily by advertising firms in the US or 

Europe for companies that are also based in those same regions and thus reflect those views of 

(South) Africa.  

 Another limitation is that the proposed comparison between corporate advertisements and 

tourism advertisements can be problematic because the motives behind producing them are 

inherently different. The corporate advertisements are obviously created to sell a product and 

Africa merely serves as a backdrop whereas in the tourism advertisements Africa is the product. 

That being said, the African people in tourism advertisements often serve as backdrops as well 
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and when they do come to the forefront they are objectified and commoditized. Despite these 

differences, they both present an image of Africa to consumers predominantly in the developed 

world. Another serious limitation is that while there are no universally accepted stereotypes 

about Africa and Africans, the nature of this study has necessitated a more macro-level approach 

rather than focusing specifically on stereotypes of specific peoples/cultures within Africa.  

 Finally, I feel it is appropriate to address what personal biases I may have as the ensuing 

analysis so heavily relies on subjective interpretations on my part. As an American who has 

spent a total of four months in both rural and urban South Africa, I cannot claim to know the 

reality of South Africa. However, I am confident that my experiences have given me a good 

sense of the country’s multiple identities. For example, I have witnessed first-hand the levels of 

wealth and prosperity in certain neighborhoods in Johannesburg yet these areas are kept out of 

advertisements because most people have no idea that they exist. Therefore, my knowledge 

about the case comes from personal experience in South Africa, academic study, and popular 

culture including films, television shows, newspapers, advertisements, etc.  

 

Proposed Structure  
 

 Following this introduction, there is the first background chapter that includes an 

overview of the tangible and intangible benefits of sport mega-events. It will also look at case 

studies from Mexico, China, Australia and South Africa to show how mega-events can serve as a 

critical moment in a country’s history where insider and outsider representations compete. The 

second background chapter will cover the rise of nation branding and competitive identity in 

recent years and how this relates to more established concepts of public diplomacy and soft 

power. The chapter will hash out the complexities of Brand Africa, examine South Africa’s (un) 
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changing tourism image, and provide a discussion the ready made market for South Africa that 

will be dealt with in the ensuing empirical chapters. 

 The first empirical chapter will critically analyze the components of the 2010 World Cup 

“brand” including (but not limited to) the official slogan, poster, mascot, and opening/closing 

ceremonies. This analysis will focus on the equation of South Africa with the rest of the African 

continent and will question the effects of these gross generalizations on Brand South Africa. The 

second empirical chapter will then put forth a methodology for analyzing corporate 

advertisements and tourism advertisements around the 2010 World Cup in South Africa to see to 

what extent colonial stereotypes are still present in an age of mass media and globalization. The 

conclusion will bring the project together and will present the lessons learned and point out what 

issues need further research. Before transitioning into the first background chapter let us examine 

the methods used in this research project.  

 

Methods 
 
 The methods used in this thesis are a mixture of both quantitative and qualitative 

approaches. In Chapter 4, the study takes a more qualitative approach in its analysis of the 

elements of the 2010 World Cup “brand”. These elements include the official slogan, poster, 

emblem, mascot, stadium, song, the opening and closing ceremonies and the bid book. These 

elements make up the “packaging” on the 2010 World Cup “brand” and they will be subject to 

such scrutiny because they serve as prominent symbols for the 2010 World Cup and South 

Africa as the host. The study covers the visual representation and construction of South Africa in 

these components of the “brand”. It also includes a textual analysis of the descriptions of the 

elements of the World Cup “brand” on FIFA’s website. This deep reading pays particular 

attention to the ways in which colonial scripts are reused, reinterpreted or disposed of by the 
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Local Organizing Committee (as South Africa’s voice in this process) and FIFA as an 

international institution. Thus, the insider vs. outsider dichotomy of representation is covered in 

this chapter. Finally, the dual visual and textual analysis is paired with comparisons with the 

“brands” of past sports mega-events.     

 The findings from Chapter 5 are informed by the content analysis of corporate 

advertisements and South African tourism advertisements. Content analysis has been defined as 

a method “for making inferences by objectively and systematically identifying specified 

characteristics of messages.” (Carney 1972: 25) It refers to a set of techniques to analyze the 

meaning(s) of texts and other forms of communication. Content analysis can be approached both 

quantitatively and qualitatively. In the former, a text or other communication is analyzed in terms 

of the frequency with which a certain element or category (e.g. a word, phrase or picture) 

appears. (Slater 1998) In qualitative content analysis, more attention is paid to the process and 

social context within which communication takes place. According to May (2001: 193), the 

researcher aims at “reading . . . the text in terms of its symbols . . . The text is approached 

through understanding the context of its production”. The content analysis of the advertisements 

consisted of both quantitative and qualitative investigations. This hybrid approach enables a 

more complete understanding of the “image” of South Africa presented by insider vs. outsider 

sources. 

 The data set for Chapter 5 is comprised of sixteen videos that range in length from thirty 

seconds to two and a half minutes. These videos were collected from online video databases such 

as YouTube. The corporate advertisements that are included in this research were chosen from 

FIFA’s official partners (ex: Coca Cola and Adidas) and multinational corporations that ran 

advertising campaigns for the World Cup (ex: Pepsi and Puma). The content analysis covers 
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those corporate advertisements in which the narrative predominantly takes place on the African 

continent and will therefore exclude advertisements produced for the World Cup that have no 

connection to Africa.  

 Furthermore, the tourism advertisements were selected from those posted by the tourism 

board in online video databases and preference for inclusion in the analysis was given to those 

that have higher numbers of views. While the corporate advertisements were created specifically 

for the 2010 World Cup, tourism advertisements for South Africa are not as specific. To address 

this issue, the tourism advertisements that were included in the content analysis came from the 

pool of those that were created within two years prior to the 2010 World Cup.  

 

Table 1.1: Coding Scale for Content Analysis 

 
1 Not present, not included in video  

2 Incidental, present but not central to 
video 

3 Important, more than incidental but not 
crucial  

4 Very important, present and crucial to 
the story of the video  

5 All, completely present and absolutely 
crucial to the story  

 
 
 In this form of video content analysis the researcher will treat the videos as a text and 

read through them looking for designated “markers”. The “markers” were compiled using 

accepted colonial stereotypes of Africa and concepts derived from the tourism, place branding, 

and global advertising literature. The coding of the “markers” is done on a scale of one to five in 

order to reveal the importance of each “marker” to the overall video content. The scale is broken 

down in Table 1.1 above.  
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 After covering the literature review and the scope of the proposed research project let us 

now jump into the first background chapter, which will cover the nature of sports mega-events 

and provide a number of relevant cases for comparison with South Africa. This chapter will 

supply a deeper understanding of sports mega-events and the issues that hosts from the 

developing world face.  
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CHAPTER 2: BACKGROUND ON SPORTS MEGA-EVENTS 

 

 It is generally accepted that sport mega-events in the modern sense date back to the 1896 

Summer Olympics in Athens, Greece where athletes from 14 nations (mostly European) 

competed for gold and glory. The number of international sporting competitions increased 

greatly after the first Olympics. Soccer was one such sport where the rise in popularity in the 

early 20th century necessitated that there be a separate international governing body. To fill this 

need the Fédération Internationale de Football Association (FIFA) was formed in 1904 and the 

inaugural FIFA World Cup was held in Ecuador in 1930 with thirteen teams5 competing. The 

Olympics and the FIFA World Cup are classified as first tier mega-events because they are the 

most highly anticipated and viewed sporting competitions in the world. As such, both events 

serve as opportunities for countries to flex their muscles and exhibit their dominance on the 

world stage.6 Another significant element of these events is that a different country hosts them 

every four years and welcomes the world’s athletes and viewers to its lands.  

 The 1936 Olympics in Berlin stands as a turning point in the history of sport mega-events 

because it was the first time that the Olympic Games were radio broadcast “to the world” as a 

“live” event where the international audience felt as if they were “present” as witnesses. (Roche 

2000: 162) The mediation of sports mega-events allowed them to transform into what they are 

today. With international broadcasting of the Olympics in the 1960s came a whole wave of 

changes. For the first time, viewers of these heavily anticipated mega-events could “travel” to 

distant lands from the comfort of their living room sofas. The Internet is the latest technological 

                                                
5 Seven teams from South America, four from Europe and two from North America entered the tournament. 
6 As Ted Turner puts it, “Sports is like a war without the killing.” 
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advancement that has fundamentally reshaped the sport mega-event experience. The traditional 

western media sources have a strong web presence and coverage of sport mega events but social 

media is growing ever more important. Users are now able to share their opinions and 

experiences with the global community via blogs, Facebook, Twitter7, photo uploading sites like 

Flickr, etc. Simply put, it is now nearly impossible to ignore a sport mega-event when it is taking 

place.  

 The theatrical element of sport mega-events has increased exponentially with the ever-

expanding mediation of the events. These extravagant “performances” by the host nations are 

quite costly, which is evidenced by the heavy price tag of the 2008 Olympics8. Nevertheless, the 

desire to showcase economic prowess, political influence, and a distinct cultural identity has 

resulted in a consistent stream of bids from host countries or cities around the world. Bidding is 

open to all countries that are a member of FIFA or the International Olympic Committee (IOC) 

but in the past the hosts have tended to be from Europe and the Americas9. However, it seems 

that the current trend is towards awarding developing countries, notably those part of the 

BRICSA group with the rights to host such events. Before we discuss this emerging trend further 

let us first examine Africa’s changing position in FIFA’s world order. This will provide a much-

needed background in terms of understanding the significance of the 2010 World Cup in South 

Africa. It will also offer insight into the process by which a previously disenfranchised and under 

recognized sector of the international sporting community has become powerful players in the 

international institution.  

                                                
7 FastCompany reports that Twitter averages some 750 tweets a second, but that this shot up to 3.085 per second 

during the World Cup, at times causing service outages. 

http://www.brandchannel.com/features_effect.asp?pf_id=508 
8 China elected to spend roughly 100 million on the opening ceremony alone and 44 billion overall. As a reference, 

the US spent 1.8 billion to host the 1996 Olympics. http://www.npr.org/templates/story/story.php?storyId=93420251 
9 The Summer Olympics has only been hosted by a country in Asia 3 times and in 2016 the Olympics will return to 

Latin America for the second time. The World Cup is a bit different with the bulk of the contests split between hosts 

in Latin America (6) and Europe (10) while Asia (1) and Africa (1) have remained relatively excluded.  
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Africa’s Position in FIFA’s World System  

 
 That FIFA has become truly transnational in scope and that its activities represent an 

integral part of the global infrastructure that characterizes modern sport are undeniable. Indeed, 

FIFA currently has more affiliates than the United Nations and the majority of the world's 

population takes a greater interest in the activities of the former than the latter. (Duke and 

Crolley 1996: 2) FIFA itself has promulgated a view that its internationalist mission and the 

globalizing forces that have driven the growth of football during the twentieth century have not 

only resulted in increasing interconnectedness but have also led to the development of a unified, 

homogeneous football 'family'. This claim is critiqued by Darby (2000: 37) who shows that the 

parochialism which has characterized relations between the International Federation's first and 

Third World constituents is, in many ways, reflective of the wider discord connected to the 

development of global economic and political relations. 

 Undertones of imperialism and neo-imperialism resonate strongly throughout FIFA’s 

development, particularly in respect of its role in mediating the spread of soccer to Africa. The 

development or perhaps underdevelopment of football in Africa was clearly rooted in the 

colonial experience. As a reflection of much of this experience FIFA's attitude toward its small 

African constituency was underpinned by an ethnocentric belief in the superiority of all things 

European. For example, Jules Rimet, President of FIFA from 1921 until 1954, had a conception 

of the organizing body, which followed a paternal and neo-colonial view of world development 

in which economic and cultural hegemony radiated from a 'modern', European centre to a 'pre-

modern' Third World periphery. (Darby 2000:45) Sugden and Tomlinson (1996: 31) elaborate 

further on the imperialistic nature of the approach adopted by FIFA's leaders with respect to the 

spread and administration of football in Africa: “For figures like Jules Rimet, Arthur Drewry and 
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Sir Stanley Rous, football, like Christianity was viewed uncritically as something which was 

good for the savages and as such it was FIFA's mission to develop the game in the farthest flung 

corners of the globe.” As is evident by FIFA’s continued expansion into Africa, Eastern Europe, 

and the Middle East, this neo-imperialist mindset prevails today.  

 With Africa's presence within FIFA until 1957 limited to four members, attempts to foster 

the growth of African football in an international context and raise its profile were routinely 

frustrated. However, the dramatic expansion of African nations acquiring membership to FIFA 

following the collapse of European empires, combined with the efforts of the former FIFA 

President, Joao Havelange, have been such that the political and playing profiles of African 

football in the last two decades of the twentieth century have been raised immeasurably. (Darby 

2000:46) Given these changes, those seeking FIFA's most powerful positions during the last 

quarter of a century have been dependent upon African delegates within FIFA for political 

support. Thus, after Sepp Blatter officially declared his intentions to run for the FIFA Presidency 

he canvassed hard throughout Africa, taking every opportunity to set out his plans for continuing 

the policy of advancing the profile and status of the African game. One such plan that came to 

fruition in 2010 was the hosting of the World Cup on the African continent for the first time.  

 

Sport Mega-events and Emerging Powers  
 
"We go to new lands." –FIFA President, Sepp Blatter 
 
 Mr. Blatter released this quote after announcing that for the first time, the World Cup 

would be held in Russia (2018) and in Qatar (2022). This marks what could be a new era in the 

history of sport mega-events, an era of greater inclusion for the major emerging economies of the 

world (i.e. Brazil, Russia, India, China, South Africa, etc). Furthermore, this global expansion 

into uncharted territory is in line with the idea expressed in the political cartoon above that FIFA 
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is a neo-imperial power. FIFA has tried to play up its development activities and spin this greater 

inclusion to help bolster its own image but in reality this expansion is about capitalizing on 

“untapped” markets and increasing FIFA’s global presence. 

 

 
Figure 2.1: Zapiro, A Well-known Political Cartoonist in South Africa Critiques “The Holy FIFA Empire”10 

 

 As the literature review showed, a large reason why these countries have devoted such 

substantial resource towards hosting sport mega-events is because they provide a platform to 

reach a large number of people and hopefully change the international perception of their 

country. This strategy is not exclusively practiced by “emerging powers” or developing countries 

but also by those countries that have undergone significant changes such that the perception of 

the country is drastically different than the reality. For example, a succession of World War II 

Axis powers (Rome 1960; Tokyo 1964; Munich 1972) sought the Olympic Games in part to 

signal their rehabilitation within the international community (Black and Van der Westhuizen 

2004).  

 Rein and Shields (2007: 73) contend that as the sports industry continues to grow and 

                                                
10 Published in the South African Mail and Guardian on 1/28/2010. Image from: 

http://www.zapiro.com/cartoon/118045-100128mg/ 
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globalize, place brand managers and marketers must adjust to and capitalize on what has become 

an ever-expanding paradigm — the sports economy. Emerging powers of today not only seem 

predisposed to bid for very large-scale sport events, but they also seem to exploit their hosting of 

such events in similar ways. This frequently involves the use of an event to both place a country 

more centrally within the international community of states (i.e. to reinforce their international 

integration) and to highlight the country’s distinctions. We will now examine more closely the 

1968 Olympics in Mexico, the 2000 Olympics in Australia, and the 2008 Olympics in China 

before turning to the South African case. These examples are representative of the use of sport 

mega-events by politicians to signal their country’s “emergence” on the world stage.  

 

The 1968 Summer Olympics in Mexico City: Seeing Past the Sombreros  

 
 The 1968 Olympics was a first in many respects. It was the first time the Games were 

awarded to a Spanish-speaking host, a city in Latin America, and above all else, a developing 

country. The response to the announcement that Mexico City would be hosts was mixed at best. 

There were plenty of doubters (from the international community and within Mexico) who felt 

that the Games would invariably be a disaster for several reasons including those listed below: 

1. Mexico was not a mature country 
2. The installations would not be ready 
3. The expenses would be too much for the country to afford 
4. The organization would be a disaster, and it would be better for Mexico to give up 

the responsibility of hosting the Games to avoid the inevitable bad publicity 
(Brewster 2006:102)  

 
In response to this outcry, the Mexican organizing committee wanted more than ever to dispel 

negative national stereotypes and convince the international community that Mexico City was 

not only high in altitude but also in development and culture. The 1968 Olympics were by no 
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means perfect11, but after hosting what they considered a “successful” Olympics the Mexican 

Olympic Committee in a 1969 report said that:  

“The demonstration of our organizing abilities has projected an image of a modern 
Mexico that has banished forever the erroneous image held by many that we live in an 
apathetic, lazy and backward country.” (Brewster 2006: 102) 

 
These were all images that had been recycled over and over in foreign, predominantly U.S. 

portrayals of Mexico in previous decades. The government might have been confident that their 

re-branding project was a success but its actual efficacy is largely debatable. To say that these 

negative images were “banished forever” is hyperbolic at best and such sweeping remarks are 

characteristic of a state elite with severe insecurities.   

 Ramirez Vazquez claims that when he took over as president of the Organizing 

Committee the first question he asked himself was how to make the 1968 Olympics different, 

that is, truly Mexican. (Brewster 2006) This desire to showcase a different culture and lifestyle is 

typical among sports mega event hosts but it can lead to re-exotification or a sanitized version of 

local culture. In Mexico’s case the power to construct a “truly Mexican” identity, to be presented 

to the international community during the Olympics, fell into the hands of the elites. Most 

revealing of the deep insecurities that the elites harbored, are the aspects of Mexican life that the 

Organizing Committee chose to highlight in the large-scale public (re)education program. These 

aspects included, “dishonesty, untidiness, violence, drunkenness, predatory sexuality, and police 

corruption, all elements that the Organizing Committee either wanted to eradicate, or at least 

keep out of sight, until the Games were over.” (Brewster 2006). Needless to say, the campaign 

took a paternalistic tone and some even claimed that it was in danger of squeezing the essential 

                                                
11 The government supported Tlatelolco massacre of students, civilian protesters, and bystanders occurred just 10 

days before the start of the Olympics. (Brewster 2006) 
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elements of the Mexican character out of the Games. Furthermore, newspaper articles criticized 

efforts to remake Mexico City in the cultural mode of a sophisticated West.  

 The case of the 1968 Olympics reveals that state elites have been actively engaged and 

thinking about ways that sports mega-events can be used to dispel national stereotypes for over 

four decades. This case is also valuable in the sense that it shows how governments, Organizing 

Committees, and the state elites that influence these bodies grapple with the issue of self-

representation. Criticism of Mexico’s re-branding strategies from within the country represent 

the “beans in the can”12 rejecting the label that is put on them. The Mexican case is an example 

of a sanitized representation of national culture whereas the following case in Australia is 

representative of the re-exotification and cultural exploitation of certain of their society.  

 

The 2000 Sydney Olympics: Lessons from “Down Under” 

 
 The 2000 Sydney Olympics are frequently cited as a hallmark example of how to 

effectively run a sports mega-event. At the closing ceremony of the 2000 Olympics, the Sydney 

Games were declared “the best ever” by the President of the International Olympic Committee 

(IOC), Juan Antonio Samaranch, and Australia’s Olympic tourism strategy was described as a 

role model for future host cities. (Brown et. al 2004:292) Australia began planning for the event 

at a time when the concept of nation branding as a distinct practice was first being developed. To 

start, the Australian Tourist Commission (ATC) launched Brand Australia in 1995, two years 

after Sydney had been awarded the right to host the 2000 Games.  

  In an effort to prevent Australia from falling on the receiving end of the branding process, 

Australia’s brand management strategy sought to ensure that all actors involved in creating the 

“image” of Australia were on the same page. This was achieved by bringing together Brand 

                                                
12 “You don’t have to ask the beans in the can how they feel about the label.” (Van Ham 2002:267) 
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Australia, the Olympic brand and the brands of Olympic partners. What emerged from these 

meetings were mutually beneficial partnerships that were financially attractive for the Olympic 

brand and its partner brands and excellent opportunities for raising awareness about Brand 

Australia. The most significant relationship for the ATC with a single sponsor was with Visa. 

This resulted in television commercials that were screened around the world, supplements in 

magazines, and travel offers distributed to cardholders worldwide (Brown et al. 2004). Similarly, 

by working with the world’s broadcasters, the ATC had aimed to make the Olympics into a two-

week documentary on all aspects of Australian life. It was considered by the ATC to be critical 

that the images projected by NBC and the other broadcasters were consistent with the values of 

the brand. Dimeo and Kay (2004) would categorize Australia as a “good” host because of these 

efforts to effectively manage the voices involved in representing the host to the world. Thus, 

Australia’s tactics should serve as a lesson to future hosts but should be taken with a grain of salt 

because Australia didn’t have to work within the kind of ready-made markets that developing 

countries do.  

 From a nation branding perspective, the 2000 Olympic Games are considered a success but 

viewed through a postcolonial lens their victory is tainted by the objectification, exploitation, and 

appropriation of Aboriginal culture. MacCannell (1992) proposes that ‘Ethnicity’ has become 

significant in event marketing and destination branding, with bid and organizing committees 

increasingly seeking to harness previously excluded groups when promoting events. An 

indication of this trend took place in Sydney during the 2000 Olympics. Organizers of Sydney’s 

Olympic bid used Aboriginal Australians in their campaign for the Games, sending Aborigines to 

perform at the bid presentation. The then Aboriginal and Torres Straight Islander Deputy 

Commissioner Sol Bellar argued that the performers were “tourist curios—like koalas and 
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kangaroos.” (Nauright 2004) The use of Aboriginal themes in the Olympic logo and ceremonies 

will be discussed in greater detail in Chapter 4.  

 This process of appropriation and exploitation is grounded in Australia’s history. Anne-

Marie van de Ven (1993:39) writes: “throughout the fifties, designs derived from Australian 

Aboriginal art were popularly used to market a distinctive Australian identity… Aboriginal 

imagery gave a distinctively Australian ‘look’ to local advertising imagery…” We see 

Australia’s visual colonization proceeding into the twenty-first century, albeit in new forms. 

With a media spin machine perpetually looking for an angle, Godwell (2000) claims that the 

Australian angle has been increasingly framed by so-called “unique” indigenous artistic images, 

representations, or sound bites. This process continued the reduction of Australia’s indigenous 

cultures to palatable expressions that are consistent with, and reinforce, non-indigenous 

constructions of what it means to be Aboriginal or Torres Strait Islander.  

 It is undeniable that the television coverage that came with the Olympic Games raised the 

profile of Australia, with an estimated 3.7 billion people watching events, set against backdrops 

such as the Opera House, Sydney Harbour and Bondi Beach. Although this coverage was a 

destination marketer’s dream, Brown et. al. (2004 ) claims that these images conformed to the 

existing stereotypes (the Opera House and beaches are easily associated with Australia) held 

about Australia and may have done little to broaden understanding about the country. 

Furthermore, the cultural reductivism at the heart of the Sydney Olympic brand can be viewed as 

a considerable setback to the international image of the modern Aborigine and Torres Strait 

Islander. Godwell (2000: 256) ends with three insightful questions that the members of “ethnic” 

communities (from the Xhosa in South Africa to the Tupi in Brazil) in future host nations must 

seriously consider. These questions are: “How do we cope, manage, or prevent any further 
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descent on this path of cultural prostitution? What overt elements of our image and 

representation will we permit for external use? How will these images be developed by and with 

us so that they don’t confine us?” These questions resonate with the pursuits of this research 

project and certainly warrant further study.  

 

The 2008 Summer Olympics in Beijing: Who Spoiled the Party?   
 
 The most clichéd way of referring to the 2008 Beijing Olympic Games in English-language 

media has been “China’s coming-out party.” Notwithstanding the underlying and unsettling 

issues of housing evictions and oppression of the freedom of speech, among many others, the 

event itself deserved unanimous accolade and should be rated as an outstanding benchmark for 

future organizers. That being said, newspaper editorials that surrounded Beijing’s Olympic bid in 

2001 revealed the hostility toward the bid in the West and as the opening ceremony approached 

the coverage appeared to have become even more negative. For example, the ever-popular 

stereotype of China’s sports boarding school system as organized child abuse produced headlines 

such as “Beware the March of China’s Sinister Super-Race Champions” (Brownell 2008: 1). To 

counteract these accusations, the Olympic Committee, when it was bidding for the Olympic 

Games in 2001, emphasized that a central characteristic of Chinese culture is the importance it 

places on human beings, a tradition as strong and as ancient as the Western humanism upon 

which the philosophy of Olympism is based (Brownell 2008). 

 This is an example of the complex process of representation in the build up and during a 

sports mega-event. There were those in the western media who justly (or unjustly depending on 

who you ask) counteracted China’s efforts to use the Olympic Games as an opportunity to put a 

positive spin on the steps they have taken to govern their population and stir its economic 

growth. The opening ceremony (which will be covered in greater detail in Chapter 4) was 
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regarded as the most important opportunity to show Chinese culture to the world. China faced 

the challenge of presenting complex cultural symbols and narratives to a global audience that 

was more familiar with fortune cookies and kung fu movies. The opening ceremony and the 

Games as a whole were criticized by some as a blatant form of propaganda for the Communist 

Party to symbolically legitimize its regime. On the other hand, Chinese Americans lashed out at 

what they perceived as unfair representations of China on mainstream media channels blaming a 

lingering fear of Communism as one of the reasons for China’s scrutiny (Min and Zhen 2010). 

 The Beijing Olympics serves as an example of how politics and sport can coincide and 

clash. It is also a testament to the fact that the extra media attention that a sports mega-event 

invariably brings with it can be used as a platform for disparate voices, each with their own 

interpretation of the event that conforms to their self-serving agendas. This is in line with Dimeo 

and Kay (2004) and furthermore, it serves to reinforce Saunders’ (2008) claim that as 

globalization becomes more deeply embedded, the proliferation of voices grows more 

cacophonous and the state's ability to control the message becomes more difficult. If the 

equivalent of Mexico’s Tlatelolco massacre had occurred days before the opening of the 2008 

Olympics it is highly likely that the public outcry would have caused the games to be cancelled 

or boycotted. The 2008 Olympics were quite a spectacle but China was unable to effectively 

control the negative press coverage and representation from outside sources. This is in stark 

contrast with Australia 8 years earlier and perhaps reveals the uphill battle that members of the 

developing world have to face when dealing with Western media.  
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Lessons from the 1995 Rugby World Cup and the 2003 Cricket World Cup in 

South Africa  
 
 Much has been written about the 1995 Rugby World Cup’s potential and relative success at 

reconciling Blacks and Whites in South Africa. In particular it gave the White population of 

South Africa a historic opportunity to “embrace the symbols, leaders, and idea of a new, 

multiracial, democratic country”, essentially, “to complete the symbolic journey from the old to 

the new South Africa” (Black and Nauright 1998: 131). South Africa won the tournament and it 

provided a confidence boost for the nation as it made the transition back into the international 

community after decades of sporting boycotts. The lasting effects of the event are certainly 

debatable but it is clear that the emphasis was very much on strengthening race relations and 

nation building rather than a more outward looking nation branding approach. 

 The Cricket World Cup (CWC) on the other hand was more about Africa on the 

international stage. South Africa’s decision to co-host the 2003 CWC with Zimbabwe and Kenya 

was part of the reconciliation process between South Africa and the rest of the continent. The 

repressive apartheid government had won South Africa few friends on the continent and with the 

post-apartheid transition underway, the CWC was about reaffirming the country’s African 

identity. This process was consistent with a pattern of foreign policy initiatives by President 

Mandela’s successor, Thabo Mbeki. The event was tied into President Mbeki’s vision to 

rejuvenate the African continent socially and economically through the African Renaissance. 

From a branding perspective, the CWC did little to dispel preconceived notions of Africa. Van 

der Merwe (2007: 73) claims that the overall “African Safari” motif of the tournament, which 

seems to have become the strategic marketing approach of choice, sought to stamp a uniquely 



 40 

‘Africanized’ version of a game bequeathed on former colonies by British imperialism13.  

 Therefore, the Rugby World Cup quite clearly marked the rise of the  

‘Rainbow Nation’ with Mandela at the helm, a president whose focus on multi-racialism 

transcended the previous barriers between races. On the other hand, the CWC was more focused 

on recreating a distinctly African identity for South Africa. With Thabo Mbeki at the helm, there 

has been a noticeable shift from the “Rainbow Nation” to “Pan-Africanism” in the president’s 

legislative programs and policy initiatives. This shift was demonstrated through the Cricket 

World Cup, by the willingness to take the games to Zimbabwe and Kenya under the banner of 

the African Renaissance. (Van der Merwe 2007:76) The following research will show that this 

shift has continued through the 2010 World Cup and that Mbeki’s “Africanism” has greatly 

influenced the nature of the World Cup “brand”.   

 

The 2010 World Cup in South Africa: Ke Nako—It’s Africa’s Turn  

 
 As shown in the previous section, South Africa has hosted several high profile sports 

mega-events in a short period of time. What sets the 2010 World Cup apart is that it is the largest 

sport mega-event that South Africa has hosted yet. It is also significant because it is the first time 

an event of this size has been hosted on the African continent and it is the first mega-event where 

the sport is largely followed by the Black majority14. South Africa pursued the World Cup for 

many reasons. Some were tangible objectives, such as infrastructure development, job creation, 

and the promotion of the country’s tourism industry. Less tangible, but equally important was a 

hope of reconfiguring (South) Africa’s reputation.  

                                                
13 By ‘Africanizing’ the Cricket World Cup, South Africa was implicitly trying to reconfigure—in a somewhat 

subversive manner—not only the hegemonic order of international cricket, but also the broader inequalities between 

the Anglo-Saxon world and Africa (Van der Merwe 2007: 73). 
14 Football, unlike cricket and rugby, has traditionally experienced a strong following within the Black population, 

and it is therefore unique that it is the first world cup hosted by South Africa which enjoys a stronghold within the 

historically disadvantaged Black population, and by implication the African continent (Van der Merwe 2007:71). 
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 In order to more fully understand South Africa’s desire to use sport as a catalyst for 

change we must address South Africa’s troubled history as an international sporting pariah. High 

ranking officials in international sports institutions generally try to ignore the nexus between 

politics and sport and this was especially true of IOC president (1952-1972) Avery Brundage15 

Eventually this became impossible with South Africa because it officially embraced a racially 

exclusive ideology that demeaned and denigrated black sports people and violated every 

accepted norm of human conduct in sport. (Booth 1998: 85)  

 As Booth (2003) shows, the nature of the sports boycott shifted over time. In the 1960s, 

proponents of the boycott simply sought to deracialize South African sport. By the end of the 

following decade, the sports boycott was one of a number of resistance strategies aimed at 

isolating the South African regime and forcing it to abandon apartheid. Finally, in the late 1980s, 

the focus of the boycott shifted again; supporters reappraised it as a strategy to build non-racial 

democratic sporting structures that would assist the transformation to a post-apartheid society. 

The effectiveness of the boycott in catalyzing the transition into the post-apartheid era is 

debatable and it was abandoned in the early 1990s. The 1995 Rugby World Cup hosted in South 

Africa was a significant moment in the country’s history as it thrust South Africa back into the 

international sporting spotlight and served as a stage to display the progress that had been made. 

Since then, politicians in post-apartheid South Africa have sought to harness the passion of 

sports and international competitions for their own political goals.  

 The goal of hosting the 2010 World Cup was to present an Africa that can competently 

execute a significant international event rather than an Africa begging for foreign aid, an Africa 

                                                
15 Brundage held steadfast to the view that ‘the Games must go on’-whatever the cost. In the 1930s, as president of 

the American Olympic Association, he insisted that the United States participate in the 1936 Berlin Games despite 

well-documented Nazi anti-Semitism. Brudage did not regard racial discrimination as a sufficient reason to exclude 

a nation from the Olympics (Booth 1998: 87). 
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that is a subject and no longer an object in global economic and political relations. Like China 

and Mexico before it there were significant doubts that South Africa would be able to deliver a 

“successful” World Cup. These doubts were periodically aggravated by events16 purportedly 

demonstrating South Africa’s unsuitability as a tournament host. For many outside observers, 

these disparate events reaffirmed the depravity and misgovernance that have characterized the 

“dark continent” for centuries.  

 The road to the 2010 World Cup for South Africa was a long one. South Africa was outbid 

for the 2006 World Cup by Germany but redoubled its efforts for 2010 when FIFA announced 

that the African continent would be the first to benefit from a new bidding structure that would 

feature a rotation between the soccer federations. One of the most significant qualities of South 

Africa’s bid was its pan-African basis17, which fit in quite nicely with the purported African 

Renaissance that the then president Thabo Mbeki had been pushing. Since competition 

surrounding sports mega-events is so dependent on projecting certain images and 

representations, in crafting their bids developing countries must engage with and transcend fixed 

and often very negative representations. Depending on the situation, South Africa’s bidding 

committee responded to these pressures by emphasizing South Africa’s oneness with Africa or 

its relative exceptionalism. Hence, they sought to ensure that the extant negatives of the overall 

continental branding would not predominate over national specificity, yet they also hoped that 

national success could work to improve the image of the continent as a whole (Davis 2007). 

 It is still too early to tell what the long-term legacy of the World Cup will be in South 

Africa but from a technical standpoint the event itself has generally been regarded as a success. 

                                                
16 Including the xenophobic violence in May 2008, Thabo Mbeki’s resignation in September 2008, labor strikes in 

July 2009, the death of Eugene Terry-Blanche, and the deadly violence at the Africa Cup of Nations in Angola in 

January 2010. 
17 Mbeki stated in the 2003 Bid Book that South Africa’s bid was part of ‘a resolve to ensure that the twenty-first 

century unfolds as a century of growth and development in Africa’ (South Africa World Cup Bid Book 2003).  
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South Africans heaved a sigh of relief on July 12th when the World Cup ended without any 

significant disturbances, but was that enough? FIFA, the South African government, and the 

local organizing committee promised the revelation of “Africa” during the “African World Cup,” 

but the execution was merely a global operation adorned with African accessories. The 2010 

World Cup did not attempt to create a dense tableau of representations commensurate with 

Africa’s complexity. (Ginsberg 2010) Instead, the depiction of South Africa relied heavily on the 

over-used images of noble lions, beautiful beaches, stunning sunrises, and friendly faces, all of 

which seem ill-equipped for the daunting task of dismantling decades of colonial stereotypes and 

Afro-pessimism. The hopes of changing international perceptions of South Africa were thwarted 

by the lack of specificity, the obliteration of history, and what might be understood as a market-

driven self-Orientalism. 

 

The Tangible and Intangible Benefits of Sports Mega-events for Emerging 

Powers  
 

 There are two major reasons why any country bids for a sports mega-event. The first is that 

it is allegedly an opportunity to stimulate the economy and that the costs of improving 

infrastructure and stadiums for the event will be covered by the influx of tourists and will leave a 

lasting legacy for the host country. The second reason is far less tangible and is that sport mega-

events can serve as opportunities to re-shape the country’s “brand” and change international 

perceptions of the host country. These reasons are greatly intertwined and state elites’ appetite to 

embark on the costly process of both bidding18 and, if successful, actually hosting mega-events 

are driven in part by the perceived need to appropriate these events as a means of generating 

                                                
18 City councils in England spent over 3 million dollars of taxpayers money in their failed bid for the 2018 World 

Cup. Figure from http://www.bbc.co.uk/news/uk-england-11908445 
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interest and awareness of the state. “This more often than not on the assumption that the kind of 

publicity such events can generate will further enmesh the state in the financial, productive and 

consumptive dynamics of the international political economy” (Van der Westhuizen and Swart 

2011: 169).  

 This thesis will largely overlook the contentious issue of whether or not sports mega-events 

tend to be economically prosperous ventures for their hosts. It is worth noting however that 

beside the difficulty of determining whether such benefits are ultimately obtained, anecdotal 

evidence suggests that such forecasts are often inflated or over-valued. Furthermore, the lions 

share of the economic benefits will go into the pockets of large corporations and the average 

citizen will be largely unaffected. It’s true that construction jobs abound in the run-up to the 

event, but these positions are generally low paying and vanish after the event. Thus, 

economically speaking, it is a situation where the rich get richer and the poor stay the same. This 

can cause a great deal of resentment from the poor population living in the host country because 

the funds diverted to the “circus” could be used for to provide “bread” (i.e. basic needs like food, 

education, shelter, etc) to the poor. It is difficult for some to understand how their government 

can spend millions on new stadiums while the hospitals remain understaffed and the schools 

remain overcrowded.  

 The second motivating factor will be discussed in greater detail in the next chapter and will 

serve as one of the key components of this thesis. The desire to “brand” or in some cases “re-

brand” a country, or continent in the case of Brand Africa, is growing rapidly as globalization 

advances, tourism increases, and consumers must choose from products from around the world. 

Simply put, states aggressively compete with one another to host a Soccer World Cup, global 

conference or other high-profile event not simply to enhance their ‘prestige’. Much more is 
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presumed to be at stake: establishing a country’s status as a brand is trumpeted as a means to 

attract foreign students to its universities, tourists to its hotels, investors to its economy and 

media moguls to project images of its cities, people, architecture, culture, and food on screens 

across the globe. (Black and van der Westhuizen 2004) This goes a long way towards explaining 

state elites’ attraction to bids for sport mega-events. After all, in a world crowded by the ubiquity 

of mass consumerism, image and emotional packaging, the need for differentiation has become 

all the more important. Despite their interest in branding, there are severe constraints on 

countries, particularly in the developing world, when it comes to obtaining the kind of global 

exposure available to those in the advanced industrialized world.  

 With that said, it is important for countries and cities to understand that simply managing 

to win the right to host a major sporting or cultural event isn’t in itself a way of creating a 

“nation brand”, or even a lasting international profile. It’s a media opportunity, not a branding 

activity in its own right, and the most important thing for countries as they prepare for such 

events is to know precisely what they are going to say and prove about themselves while the 

show is in town and the global media spotlight is switched on. Anholt (2007:110) argues that the 

event gives the country permission to make one single, clear striking point about itself; and if the 

only point it manages to make is its ability to run an event competently, or that it has money to 

burn on new facilities and lavish opening ceremonies, then by the time the next host takes over- 

or even sooner- the world will have forgotten that the event ever took place.  
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CHAPTER 3: BACKGROUND ON SYMBOLIC POLITICS IN SOUTH 

AFRICA 
 

The Importance of Symbolic Politics: Public Diplomacy, Soft Power and 

Nation Branding 
 

 As we discussed in the case studies on Mexico, China, Australia and South Africa, sport 

mega-events provide unique opportunities for the pursuit of symbolic politics- a chance to signal 

important changes of direction, ‘reframe’ dominant narratives about the host, and/or reinforce 

key messages about what the host has become/is becoming. Moreover, the format of major 

games- in particular elaborately staged opening and closing ceremonies- provides a unique 

opportunity to package and project an appealing (and inevitably stylized and simplified) 

narrative concerning the host. The study of symbolic politics is closely related to the fields of 

public diplomacy and soft power. Sport mega-events, especially those hosted in emerging 

powers that lack “hard power” are a perfect opportunity to advance the diplomatic goals of the 

host nation.  

 Soft power in general refers to culture and values of political or social entities that their 

representatives can efficiently employ to pursue their interests in outward relationships or to alter 

the attitudes and behavior of other actors. The term, which was coined by a political scientist 

named Joseph S. Nye twenty years ago, closely resonates with fairly older attempts of 

international actors to advance foreign policy by engaging foreign publics. Public diplomacy is 

first of all about communications: its practitioners listen to foreign publics and adjust their policy 

accordingly; they talk to them, directly and indirectly and engage in practices to build good 

feeling abroad; and they make use of communication channels like the international media to 
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provide news to foreign publics who might otherwise be denied access to balanced information 

(Cull 2008: 117). Sports mega events like the Olympic Games seem to be an appropriate 

occasion to enhance the soft power of their hosting nations, particularly because of the easy 

association with the Games’ positive images of excellence, fairness, universal friendship and 

mutual exchange. This global significance turns the mega events into a powerful platform for the 

transmission of information and representations. 

 Nation branding is similar to public diplomacy and soft power in some ways but is less 

about persuading foreign publics for political purposes and more about managing the image of 

the country to attract tourists and business opportunities. A nation brand is the total sum of all 

perceptions of a nation in the mind of international stakeholders, which may contain some of the 

following elements: people, place, culture/language, history, food, fashion, famous faces 

(celebrities), global brands etc. The practice of nation branding operates under the assumption 

that like commercial brands, a nation’s image can be repackaged, repositioned and 

communicated in a professional fashion. A state may engage in nation branding in order to 

present a cohesive national “brand” but as Fan (2010) claims, in the end, a nation’s image is 

defined by the people outside the country; their perceptions are influenced by a number of things 

including stereotyping, media coverage as well as personal experience. Nevertheless, states have 

employed nation branding or re-branding in an attempt to take control of and positively shape the 

image of their respective country.  

 

The Critiques and Limitations of Nation Branding and the Development of 

Competitive Identity and Brand Management 
 
 Branding or re-branding a nation is notoriously difficult to achieve for three major reasons: 

First, the brand image of a nation tends to be complex and diffuse; second, a single image or 
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message is inherently difficult to communicate to different audiences in different countries—it 

even may appear “foreign” to the domestic audience; and third, longstanding stereotypes and 

cultural associations, which are often not very favorable, are a significant impediment for the 

development of the national brand (Fan 2006: 9-10). Branding or re-branding is also difficult 

because it relies on internal cohesion and a large part of what a nation brander must do is sell the 

brand to the people living in the country.  Branding asks everyone to speak with one, coordinated 

voice, a common language to express the brand’s identity, a shared commitment to the brand’s 

promise (Van Ham 2002). As we saw in the 1968 Olympics in Mexico, the government placed a 

high priority on public education programs because they wanted to (re) educate the average 

citizen on what values were considered to be “truly” Mexican. Branding during sport mega-

events aims to inspire people to ‘live up to’ the brand’s promise to the outside world by ‘living’ 

the brand. 

 What can happen if a state neglects to care for its “brand” is evidenced in the case of 

Kazakhstan and the havoc that the film Borat wreaked on its international image. Saunders 

(2008) documents this case closely and shows how the movie makes the audience believe that 

Kazakhstan is a backward and anti-Semitic country. When the film came out, Kazakhstan’s 

foreign ministry was obviously displeased and made their concerns known. They attempted to 

salvage the situation by hiring a few PR agents and running advertisements in prominent US 

newspapers. The problem is that Kazakhstan, although the size of Western Europe, was basically 

unknown to most people in the West, and their first “information” about the country came from 

watching Borat. Despite their efforts to spin this in a positive way, the simple fact is that most 

people have not visited Kazakhstan; know no Kazakh brands, artists, or sports personalities; and 

have no other forms of contact with the country, which is why Borat lingers on in the 
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background as their main frame of reference. A few ads in pages of U.S. newspapers and on 

CNN (International) have accomplished little to alter this situation. This is undoubtedly an 

extreme case but the negative effects that can come from being “branded” by an outside source 

reveal just how dangerous it is to ignore the ever-growing field of nation branding.  

 The practice and pursuit of soft power and public diplomacy are by no means limited to 

sports mega-events. America’s efforts to reach the hearts and minds of the Muslim world have 

shaped the discourse and practice of public diplomacy over the past five years. Richard 

Holbrooke (2001) attempts to classify the efforts of the United States one month after 9/11, “Call 

it public diplomacy, or public affairs, or psychological warfare, or—if you really want to be 

blunt—propaganda.” Holbrooke touches on one of the major critiques of public diplomacy, that 

it is essentially propaganda. To be fair, propaganda is very much a part of soft power’s historical 

heritage but it is overly simplistic to boil it down to just plain propaganda. The comparison with 

Nazi Germany and the Soviet Union with their strong logos (swastika, hammer and sickle), 

slogans, emotive identities, and ideological manifestos is a testament to the potential power of 

propaganda or soft power/public diplomacy but also raises serious questions about the risks and 

drawbacks of these practices. Needless to say, the conceptual link between propaganda and soft 

power/public diplomacy seriously damages the latter’s credibility. The related field of nation 

branding faces similar criticisms which is why one of its most influential leaders has begun to 

shy away from the term “branding” and now advocates for the development of competitive 

identities.   

 In response to these critiques and limitations, one of the pioneers of nation branding, 

Simon Anholt, has sought to distance himself from the concept of branding and has begun to 

push for an understanding of the subject in terms of the development of a competitive identity. 
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Anholt describes competitive identity as a synthesis of brand management with public diplomacy 

and with trade, investment, tourism, and export promotion. In other words, nation-branding 

should be treated as a component of national policy, not a discipline in its own right, a 

“campaign”, or an activity that can be practiced separately from conventional planning, 

governance, economic development or statecraft. Developing a competitive identity and 

practicing brand management are both long-term processes that are comprised of short-term 

projects such as those created for a sport mega-event. In order to develop a competitive identity 

the nation “brand” must adequately differentiate itself from its competition. With this in mind let 

us now examine Brand Africa as an example of a region where competitive identity is clearly 

lacking.  

 

The Bothersome Business of “Brand Africa”  

 
‘Let’s face it. Think of Africa, and the first images that come to mind are of war, 

poverty, famine, and flies’  (Gates 1999 as cited in Youde 2009). 
 
 It was mentioned earlier that longstanding stereotypes are a significant impediment for the 

development of the national brand and nowhere is this truer than in Africa. As Gates alludes to 

above, popular perception of Africa remains exceedingly negative and it isn’t hard to understand 

why when most media outlets tend to focus on the attention grabbing images of child soldiers, 

emaciated people living with HIV/AIDS, and corrupt dictators. There are certainly some cases 

where this is the reality and to obscure it or try to put a positive spin on the issue would be a 

disservice to both those involved (or suffering) and the general public who is entitled to an 

unbiased account of events. However, the larger problem is that Africa suffers from what Simon 

Anholt (2007) refers to as “continent brand effect”: because there is so little public awareness 

and knowledge of the individual countries, every country on the continent ends up sharing the 
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same reputation. Even a relatively prosperous and well-governed nation like Botswana ends up 

sharing perceptions of violence with Rwanda, of corruption with Nigeria, of poverty with 

Ethiopia and of famine from Sudan.  

 It seems then that the best approach would be for each country within “Brand Africa” to 

develop its own competitive identity that effectively expresses the unique qualities that set it 

apart from the rest of the world and more importantly from the rest of the continent. The problem 

is that several African governments have approached nation branding as a cure-all for their 

country’s poor perception in the international community. As a nation-branding practitioner, 

Anholt (2007) is reluctant to name names but he claims that this has resulted in a 

mismanagement of funds in which governments are wasting millions of dollars of donors’ and 

taxpayers’ dollars in creating attractive but futile television spots on international TV channels 

instead of diverting those funds to projects that will provide a positive social change for the 

public. As the Greek philosopher Socrates said, “The way to achieve a better reputation is to 

endeavor to be what you desire to appear” (as quoted in Anholt 2007). It takes a good deal more 

than clever marketing to persuade somebody that the impression of Africa he or she has spent 

decades carefully forming is entirely mistaken.  

 A larger part of the problem is that in many ways the image of Brand Africa is controlled 

by outsiders, each with their own motives. Despite their best intentions, the image of Brand 

Africa, with its simple message of ongoing catastrophe, is promoted with skill, dedication, 

creativity and vast financial and media resources by aid agencies, international organizations, 

donor governments and, most prominently, by aid celebrities like Bono. Massive campaigns like 

Project (RED) can certainly help raise awareness about HIV/AIDS in Africa but they run the risk 

of equating all of Africa with HIV/AIDS in the minds of the American public where it operates. 



 52 

The sheer volume of charities that present Africa as starving, violent, and infected overwhelms 

the advertisements put out by individual African tourism boards that attempt to present their 

countries in a positive light. At the moment, it is this false conception of Brand Africa that 

defines the brand images of each country, but it should be the other way round: Africa should be 

the summation of those individual national reputations.  

 A further complication in terms of “branding” Africa is that there are some who would 

argue that Africa is an artificial entity, invented and conceived by colonialism. Kwame Anthony 

Appiah argues that “Africa” does not exist because it does “not have a common traditional 

culture, common languages, a common religious or conceptual vocabulary” (Appiah 1992). 

There is no such thing as an underlying cultural heritage that would pertain equally to Egypt and 

Namibia, Kenya and the Congo. Thus the very notion of Africa, or rather “Africanity,” as 

scholars have called the artificial concoctions of Africa, attests to the fact that at least in one 

respect the gigantic project of colonialism did work. By forcing diverse regions, traditions, and 

cultures in Africa into one symbolic system, colonial rule brought about an imperialist 

framework of representation that is still effective today, even if the effects are not necessarily 

what they used to be (Mayer 2002). With this in mind let us analyze South Africa’s own nation 

brand by taking a closer look at the (un) changing image that South Africa has presented through 

its tourism department in the apartheid era and today.   

 

South Africa’s Tourism Image: From Apartheid to Today  
 
 The predominant set of codes with which South Africa has been represented draw upon a 

dichotomy between the conditions of 'modernity' and 'primitiveness'. As early as 1935, the 

Sunshine Route tourist brochure, produced by the South African Railways and Harbors (1935: 

13) proclaimed:  
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  “Gone [. .] are the days when Southern Africa was looked on as a land of unknown 
dangers, where there was every chance of being killed by treacherous savages. 
Nowadays the ultramodern and primitive go hand in hand and this is precisely one of 
the country's greatest charms in the eyes of people from overcrowded older countries.” 

 
The early image of South Africa reflected this dichotomy and emphasized both the natural 

wonder and the modern elements that encapsulated the view that South Africa was “A World in 

One Country.” South Africa’s tourism image was later co-opted and used for political purposes 

by apartheid officials as a form of propaganda for what they referred to as “separate 

development.”  By the mid-1970s, with South Africa becoming increasingly isolated because of 

apartheid, the South African Tourism Board (SATOUR) was extending its field of operation '”to 

publicize to the best advantage South Africa's great diversity of attractions” (Marsh 1976: 14). 

One step that state elites in apartheid South Africa took was to control the music and film 

industry to enhance the appeal of the apartheid state both domestically and internationally (van 

der Westhuizen 2001).  

 As a growing industry, tourism was increasingly seen as a way of overcoming international 

isolation by the government. Between 1972 and 1979, the South African Department of 

Information spent US $100 million on efforts to win friends and influence Western states’ 

foreign policies toward South Africa (Youde 2009:127). Despite SATOUR'S marketing efforts, 

the envisaged growth in the international tourist trade to South Africa did not materialize19. 

During the apartheid era, many people around the world had a visceral, negative emotional 

attachment to South Africa, which is likely due to the fact that Western television audiences had 

come to know South Africa as a bastion of racial inequality and 'an international trouble spot' 

through incessant scenes of rioting and police brutality.  

  

                                                
19 Instead the period after 1984 brought about a dramatic decline. By 1986 tourism had declined to 1973 levels with 

little more than 290,000 tourists per annum (Rassool and Witz 1996) 



 54 

 In the mid-1990s, the South African government was seen to come to its senses, and 

Nelson Mandela walked to freedom and into sitting rooms across the Western world.With this 

so-called “Mandelamania” came an increase in tourism and a high level of curiosity among 

potential visitors over the end of institutionalized apartheid, and the country’s political 

transformation. Indeed, a 2002 survey found that Mandela was the world ’ s second most-

recognizable “brand” after Coca-Cola (Black and van der Westhuizen 2004). This translated into 

a sharp and sustained increase in international tourist numbers to South Africa20. However, over 

the past couple of years the rate of growth in arrivals has decreased, largely due to a wearing off 

of the ‘Mandelamania’, and international publicity on the high level of violent crime in the 

country (Ferreira and Harmse 2000). Furthermore, the following section on international 

perceptions of South Africa among potential tourists will show that this curiosity about South 

Africa’s transition into the post-apartheid era has waned. 

 Today, “Brand South Africa” is managed by the International Marketing Council (IMC). 

Launched in 2000 as a marketing cooperation arrangement between state departments and some 

of the country’s largest corporations, the campaign sets out to promote a favorable image of the 

country, both to domestic and international audiences. Its slogan is simply “It’s possible” which 

seeks to triumphantly convey the geographical, historical and social distinctiveness of the 

country, the relative success of its recent political transition, and, as a consequence of this, the 

opportunities that derive for tourists, investors, and others.  

 For the past few years, as South Africa has experienced a process of political transition, it 

has become an integral part of a world wide image-manufacturing network. This involves the 

deliberate packaging of countries as carefully constructed commodities, each with its own 

                                                
20 Between 1995 (when total international arrivals rose by 22.3%) and 2000, foreign tourism saw an average year on 

year growth of roughly 10%, well above the international average of 3%. (Cornelissen 2005) 
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identities and traditions, and firmly positioned in a seemingly natural world order of international 

power and subservience. In this world, where almost nothing is left to chance, South Africa is 

being asked to negotiate its own images, to suggest the style of its wrapping. However, the 

possibilities are bounded by the dazzling promise of an ordered modernity, with countries like 

the United States as the yardstick, and a primordial tribal backwardness, with images of third 

world chaos, violence and poverty on the other end of the spectrum Rassool and Witz (1996: 

337). assert that South Africa is located spatially and conceptually as 'African' and hence, 'tribal' 

by nature in the eyes of the westerner. South Africa finds itself in a challenging position because 

it is seeking to distinguish itself from the wider African continent in significant ways yet its 

status as an African country is its greatest international attraction (Cornelissen 2005: 694). 

Unable to escape the unofficial parameters set by the global tourism industry, yet unsatisfied 

with its position as a primordial African country, South Africa has had to propound its 

'Africanness' as the embodiment of the continent's possibilities for modernity, the 'engine-room' 

of Africa's economic development.  

 At the same time, the modernity of a “new”, recoded South Africa, is built upon the 

promise of an ordered environment of safety and comforts, that affords the opportunity to gaze 

upon the 'ancient rituals' and 'traditions' of 'Olde' Africa, replete with the wonders of its wildlife, 

natural beauty and 'a culture as fascinating as it is diverse' (Connex Travel 1994). With the fall of 

the apartheid regime Black South Africans have been given greater control over the image 

making process yet the essential elements of the 'world in one country' image have remained 

intact over time. The 'primitive' has been stripped of its rough edges and set in comfortable 

surrounds. Thus, South Africa's tourist modernity has been packaged in a 'primitive' wrapping 

and as one of the tour operators in Cornelissen’s (2005) study argued: 
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“South Africa’s attraction is that it is Africa, but it’s not that kind that you see in the 
news, for example Uganda where tourists were slaughtered, or West Africa where 
there’s no infrastructure. It is an African destination where you have perfect 
infrastructure.” (691) 

 
 This section has shown that in post-apartheid South Africa the IMC has focused on 

redrafting and extending the country’s tourist image to incorporate the “modern” and “primitive” 

aspects of South Africa’s identity. This process occurs within the context of the global tourism 

industry and there are certain incentives for South Africa to play up certain aspects of its identity 

rather than others. The following study will provide insight into what these aspects are and this 

transition into a discussion of how this process was mirrored in the formation of South Africa’s 

“brand” during the 2010 World Cup.  

 

Examining International Perceptions of South Africa: Hashing Out South 

Africa’s Ready-made Market  

 

 

Table 3.1: Data from South African Tourism Strategic Research Unit 

 
Reasons for Visiting South Africa (based on those who have visited South Africa for leisure in the past 5 years)  

            

 Japan Germany France  Australia Italy USA UK China  India Nthlnds Average  
To see the 
scenery/beauty  64 58 59 51 75 52 50 59 55 69 59.2 

To go on Safari  71 44 32 59 45 55 46 37 57 66 51.2 

To experience a 
different culture  50 49 41 43 57 43 40 67 43 51 48.4 

To relax  14 27 15 26 9 n/a 29 61 42 29 28 

Warm climate  21 28 20 22 11 19 44 49 30 32 27.6 

Engage in a 
variety of 
activities  21 35 n/a 25 8 30 23 38 34 11 25 
My 
friends/family 
recommended it 7 30 16 24 21 20 30 32 38 20 23.8 
To fulfill a 

dream 7 41 19 22 24 26 n/a 27 n/a 15 22.625 

Friendly people  n/a 28 19 n/a 7 19 15 44 38 9 22.375 
change since 

apartheid/ 
historic sites  8 22 28 20 18 28 21 n/a n/a 19 20.5 
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 The table above is presented as an attempt to feel out what South Africa’s ready-made 

market looks like. The data was collected from 2010 South African Tourism reports from each 

country. Visitors from these countries make up the bulk of South Africa’s tourist arrivals and 

thus there is a great deal of research that goes into understanding the reasons why these tourists 

are attracted to South Africa. With this knowledge South Africa can appropriately tailor its 

international image to reflect the qualities that tourists value. This is in line with Nauright’s 

(2004) idea decisions made about the nation’s image are heavily influenced by outside sources 

and have had to conform to what he refers to as “ready-made” markets. It makes practical 

business sense to play up the aspects of South Africa’s image that are likely to appease world 

tourism markets and thus sustain and promote growth within the tourism sector. This process of 

appeasement is visible in following discussion of South Africa’s World Cup “brand” and in the 

advertisements analyzed in Chapter 5.  

 A closer look at the table reveals that there are continuities between (South) Africa’s 

selling points during colonial times and today. On average, the “untouched” natural beauty is the 

highest ranked reason for visiting and right behind that is the desire to go on a Safari. These 

natural selling points have drawn tourists to the African continent since the early 1900s. Rassool 

and Witz (1996: 349) claim that, “Being on safari in the 'incomparable world of the wild' enables 

the tourist to experience the make-believe world of Africa 'unchanged since time began'.” In the 

tracks of his ancestor, who roamed the African bush, gun in hand, as virile hunter and colonial 

predator, the tourist now penetrates the landscape with a telephoto lens.  

 The first selling point that involves humans is the ambiguous desire to experience a 

different culture. MacCannell (1973) argued that the search for novel experiences and cultural 

“authenticity” constitutes a key motivation for travel to developing countries. “This reduces 
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hosts to nothing less than objects of wonderment, but also means that, to satisfy tourists’ 

demands, host culture is performed or staged” (MacCannell 1973). Thus, “experiencing a 

different culture” as a motivating factor can mean anything from visiting the staged authenticity 

of a “cultural village” to living with a host family for 3 months. Cultural commodification 

becomes a problem when tourists come to a different country in search of the “tribesfolk” 

they’ve seen in National Geographic magazines (and other media sources) their entire lives.  

 At the bottom of the list is the desire to see the change since apartheid and historic sites. 

This element of South Africa’s culture is no longer one of the countries top selling points. 

Tourists prefer the de-historicized and in many ways de-humanized natural landscapes and wild 

animals to the more serious issues of apartheid and South Africa’s troubled past. Nauright (2002) 

has documented this process in regards to sports mega-events and he refers to it as “obliterating 

history for leisured consumption.” The case of the Rugby World Cup opening ceremony 

mentioned in the first chapter is one example that he points to.  

 This data reflects the information that was presented earlier in this chapter on the nature of 

Brand Africa and South Africa’s (un)changing tourism image. It is also an attempt to more 

clearly understand the ready-made market that Nauright (2004) refers to. With this data in hand 

we can move on to a discussion of the 2010 World Cup “brand” and provide a deeper analysis of 

the decisions that the LOC made. We will also refer back to this data in Chapter 5 when 

discussing the similarities and differences between the corporate and tourism advertisements.  
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CHAPTER 4: EXAMINING THE COMPONENTS OF (SOUTH) 

AFRICA’S WORLD CUP “BRAND” 

 

 The biggest challenge for the modern Olympics, as opposed to the ancient Olympics of 

Greece, has been to distinguish the same “product”- an athletics meet- every four years as being 

a unique offering from each respective host city. (Godwell 2000:246) 
 
 Godwell’s quote above might directly reference the Olympics but his observation is 

certainly applicable to sports mega-event hosts in general. The unique “brand”21 created during a 

sport mega-event like the World Cup is composed of several different components that are put 

together by the Local Organizing Committee (representatives from the host nation) and FIFA. 

The purpose of this “brand” is to satisfy the market-driven goals of both parties. Every 

conceivable distinguishing feature is seized upon, repackaged, and subsequently launched as a 

unique quality peculiar to these particular games. Geography is co-opted, architecture 

symbolized, national values reframed to reinforce FIFA’s ideals, national politics suspended to 

fabricate nonpartisan support, and cultures essentialized to serve the occasion (Godwell 

2000:246).  

 This chapter will use South Africa as a case study and provide a critical analysis of the 

various components of the “brand” that the host put together. In order to do this we will look at 

World Cup related representations of South Africa including the official bid book, slogan, 

mascot, poster/emblem, song, ball, stadiums and the opening and closing ceremonies. This 

analysis will be used to show how South Africa was essentially equated with all of Africa during 

                                                
21 A brand, as defined by the American Marketing Association, is a  ‘name, term, sign, symbol, or design, or a 

combination of them, intended to identify the goods and services of one seller or group of sellers and differentiate 

them from those of the competition ’  (Kotler and Gertner 2002: 249).  
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this event, which it will be argued, is part of the reason why Brand South Africa did not benefit 

as greatly from the event as was hoped. It will also be argued that the equation of South Africa 

with all of Africa is an example of the gross generalizations that are characteristic of Orientalism 

but will also leave room for the possibility of a market-driven self-Orientalism. 

 

The Bid Book: The Battle for Africa- South Africa vs Morocco  
 

 The official Bid Book is essentially a proposal that outlines the reasons why X country is 

a suitable candidate to host the sport mega-event. A well put together bid book will augment the 

drab technical specifications (infrastructure, tourism capacity, etc.) with a compelling story about 

what hosting the World Cup will mean to X country. To be clear, the bid book is only a small 

part of the overall bidding process, which includes the hefty task of garnering support for the bid 

at home and abroad. South Africa’s bid process for the 2010 World Cup began in the late 1990s 

when it lost its initial bid for the 2006 World Cup22. The LOC redoubled its efforts for the 2010 

campaign and beat out Morocco in a close race.  

 The World Cup bids were part of a larger trend in South Africa that sought to cash in on 

the feel-good “Mandelamania” that flowed from South Africa’s peaceful transition from 

apartheid regime to democracy. The new South African sporting establishment, acting in close 

co-operation with the African National Congress-led government and large corporations, began 

using marquee international sporting competitions23 to convey a foreign investor-friendly image 

and attract more overseas tourists (Alegi 2001). This section will overlook the technical 

specifications side of the bid and focus on the compelling story, starting with South Africa’s 

2006 bid.  

                                                
22 South Africa was a close second, but the rights to host the 2006 World Cup were awarded to Germany.  
23 Among the landmark events held in South Africa after the end of apartheid were the 1995 Rugby World Cup and 

the 1996 African Nations Cup, both of which South Africa won. South Africa also hosted the 2003 Cricket World 

Cup (Alegi 2001).  
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Figure 4.1: South Africa World Cup 2006 Bid Poster (Alegi 2001) 

 
 
 From the 2006 bid’s launch, the country presented itself as a flag-bearer for the African 

continent. Also bidding for the 2006 finals were Germany, England, Brazil and Morocco. To set 

itself apart from the rest of the bidders South Africa utilized the mixture of “modern” and 

“primitive” aspects that have come to characterize South Africa’s national image. This balance 

was struck to assure the international sporting community of its infrastructural capacity and to 

distinguish a (South) African World Cup as “unique”. Figure 4.1 is an example of an 

advertisement that South Africa ran in the international media to garner support for its bid. The 

poster says, “There’s No Better Place for the Beautiful Game”, a statement backed up by a 

lengthy list worth quoting in full:  

We have the stadia and we have the transport. We have the roads and we have the 
technology. We have the telecommunications and we have the finance. We have the 
hotels and we have the security. We have the elephants and we have lions. We have 
the zebras and we have the giraffe. We have the hippos and we have the rhinos. We 
have the leopards and we have the mountains. We have the rivers and we have the 
valleys. We have the clear blue skies, the beaches and the oceans. But above all, we 
have the spirit. Where better to host the beautiful game in 2006? (Alegi 2001).  
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This production is a remarkable example of the continuities between the way South Africa 

markets itself today and the way it was marketed during the apartheid era. Thus, marketing South 

Africa abroad is very much a balancing act and every point that they made about South Africa’s 

“modernity” had to be counterbalanced with a point that reinforced the stereotypes of “timeless” 

Africa. 

 It is stunning how similar the description of South Africa from a 1929 tourism 

advertisement in National Geographic is to the poster above. South Africa’s tourism slogans 

during the apartheid era ranged from “A World of Contrast” to “A World in One Country” and 

the section quoted below shows how the 2006 bid poster lines up with the traditional narrative of 

South Africa:   

“South Africa is one of the most modern and progressive sections of the world… 
luxurious hotels and railroads, delightful golf and yachting clubs, superb motor roads, 
and all the comforts and conveniences of modern civilization. But there is also the 
immensely picturesque native side of South Africa, so alluring to the tourist… the 
quaint kraal life… wild war dances… weird age-old tribal customs… the dignified 
Zulu chief and his retinue of dusky wives…” (O’Barr 1994). 
 

In both examples there is first an emphasis on how South Africa is distinguishable from the rest 

of the African continent, which is followed by a reinscription of dominant narratives that 

reassure the reader that South Africa is still inherently African. This is in line with what 

Cornelissen (2005) has proposed about South Africa’s internal struggle with self-representation. 

Essentially, South Africa finds itself in a challenging position because it is seeking to distinguish 

itself from the wider African continent in significant ways yet its status as an African country is 

its greatest international attraction. This is certainly true of the materials presented above and a 

further analysis of the components of the 2010 “brand” will show that this carries on into the 

present day.  
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 In 2002 FIFA announced that the 2010 World Cup would be hosted by an African nation 

and it was thus understandable when South Africa renewed its bid for the 2010 finals with a 

sense of vigor. South Africa’s major rival in the bidding process was Morocco, but there were 

initially four other African contenders (Egypt, Libya, Nigeria and Tunisia) all of which exited the 

bidding war early on. South Africa and Morocco both pushed the pan-African agenda in their 

bids and sought the support of the rest of the continent. This was a difficult task for Morocco 

because it had to contend with many sub-Saharan African countries questioning whether 

Morocco could truly claim to be ‘African’. This question is the legacy of a long-standing rift 

between North and sub-Saharan African states over what ‘true Africa’ really is (Cornelissen 

2004). The question was thus an element that the South African campaign sought to exploit, 

although in many ways, South Africa’s “African” identity is also one that is disputed by its 

continental neighbors. This disputation arises because of South Africa’s own ambivalent 

international representation of itself, for instance in tourism (as seen above) or other promotional 

material. To further complicate matters, in recent years, the increasing prevalence of xenophobic 

attacks in South Africa has led to further tensions between South Africa and the rest of the 

continent. 

 The difficulty for the LOC lies in aligning South Africa’s image with the rest of Africa’s 

while at the same time distancing the country from negative occurrences elsewhere on the 

continent (i.e. the shootings during the African Cup of Nations in 2009). 24 Thus, With the rights 

to host the 2010 World Cup guaranteed to an African country it became a matter of which bidder 

would be able to present a more “unique” and “Authentically African” image to the world during 

                                                
24 As South Africa’s LOC Committee Chief Danny Jordaan pointed out: “To say what happened in Angola impacts 

on the World Cup in South Africa is the same as suggesting that when a bomb goes off in Spain, it threatens 

London’s ability to host the next Olympics. It is nonsensical for South Africa to be tainted with what happens in 

Angola, which is not even one of our neighboring countries” (Berger 2010). 
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the event. There were certainly technical specifications that influenced the decision to go with 

South Africa instead of Morocco but the fact remains that when most people think of “Africa” 

they think of Sub-Saharan Africa and it is clear that FIFA wanted an “African” World Cup that 

would be easily recognizable and thus easily commodified. To get a sense of how South Africa’s 

“African-ness” was constructed during the World Cup let us now turn our attention to the 

components of the brand, starting with the official slogan or tagline of the event.     

The Official Slogan  

 A slogan for a sport mega-event is a unique symbiosis that reflects the values of both the 

international institution (FIFA or the IOC) and the host nation. For example, the slogan for the 

2006 World Cup in Germany was “A time to make friends” which made sense in light of FIFA’s 

attempts to promote sport as a tool for peace and a common ground for dialogue between people 

of all nations. It also tied in with Germany’s efforts to use the World Cup to dispel the residual 

connotations of Germany with Nazism. Similarly, the evolution of Beijing’s Olympic slogan 

invokes the changing priorities of the Beijing Olympic committee in marketing the Games. From 

the initial “New Beijing, Great Olympics,” which hinted at the transformation that was to come, 

the slogan evolved into “Green Olympics, High-Tech Olympics” in the early years after the bid 

was won, revealing the self-conscious attempts to reform the city’s outdated image (Broudehoux 

2007). In June 2005, a new slogan, “One World, One Dream” was coined, which marries China’s 

mounting global aspirations with the feel-good sentiments of unity and friendship that embody 

the Olympic movement.  

 The official slogan becomes almost a ubiquitous element of the sport mega-event “brand” 

and it is plastered on just about everything that has to do with the event from souvenir key chains 
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to stadiums. The official slogan for the 2010 World Cup was: Ke Nako. Celebrate Africa’s 

Humanity. Ke Nako means “it’s time” in Sotho, one of South Africa’s eleven official languages. 

The pan-African nature of the slogan is reinforced in the description of the slogan from FIFA, 

"And indeed Africa's time has come to use the 2010 FIFA World Cup to change perceptions of 

Africa and reposition the continent in a positive light with South Africa as the theatre and Africa 

the stage." (Berger 2010)  “It’s time” is also in line with the view that the privilege of hosting the 

World Cup on African soil is long overdue25.  

 In the following quote, the LOC explains the inspiration behind the emphasis on Africa’s 

humanity in the slogan. “Africa is a continent rich in resources, but its biggest asset by far is the 

warmth, friendliness, humility and humanity of its people.” (2010 FIFA World Cup Update 

Magazine, 2008) This picture of African humanity is unthreatening. What’s more, the 

characteristics that the LOC uses to describe (South) African humanity (warmth, friendliness, 

and humility) can be interpreted as feminine characteristics, which is reminiscent of historical 

representations of the natural environment of the African continent as female. Pritchard and 

Morgan (2000) have studied this characterization in great length and assert that, “the feminine 

landscape seductively invites the tourist to come and discover ‘her’ treasures”. Thus, it appears 

that this process of feminization applies to both Africa’s natural environment as well as its 

“humanity”.  

 Furthermore, the emphasis on Africa’s humanity in the slogan seems to be implicitly 

combating the animalization of Africa in the West’s imagination. It also reinforces the view that 

Africa is the “cradle of humanity”. It can be argued that this focus on Africa’s early contributions 

                                                
25Today, a large number of professional soccer players in Europe’s top leagues are either from Africa or are African 

descendent. African players have contributed a great deal to the world of soccer and the hosting of the World Cup on 

African soil is in part a tribute to their contribution.  
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to the global society overlooks the present day and modern history of the continent. The larger 

problem lies in the slogan’s wide-sweeping tone (albeit this is characteristic of most sport mega-

event slogans) and its lack of a distinct reference to South Africa. In “Celebrating Africa’s 

humanity” are we paying proper respect to South Africa’s unique history, culture, and national 

identity or are these elements simply airbrushed for the sake of simplicity? These issues are 

raised again in the next section on the Official mascot and throughout the discussion of the 

“brand”.  

The Official Mascot  

 

 
 

Figure 4.2: Official World Cup Mascots from 1966-201026 

 

 

 The tradition of the Official FIFA World Cup Mascot has been in place for more than 40 

years and today it remains another ubiquitous aspect of the World Cup “brand”. Dauncey and 

Hare (2000) contend that World Cup mascots are chosen to convey immediately recognizable, 

synoptic references to the host nation- to the point of cliché (see the English mascot of 1966, the 

lion World Cup Willie), therefore stereotypically traditional, in their nationalistic frame of 
                                                
26 From: (http://www.worldcup2010now.com/news/world-cup-mascots/) 
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reference. Zakumi, a leopard with spiky green hair was the official mascot for the 2010 World 

Cup. The name is a composition of "ZA", standing for South Africa, and "kumi" translating into 

"10" in various languages across Africa. "Zakumi represents the people, geography and spirit of 

South Africa, personifying in essence the 2010 FIFA World Cup.,” said FIFA Secretary General 

Jérôme Valcke. (FIFA World Cup Official website-Zakumi). 

 The following description of Zakumi from the FIFA website reveals what FIFA sees as 

the spirit of South Africa:  

Zakumi is a jolly, self-confident, adventurous, spontaneous, and actually quite shrewd 
little fellow. He loves to perform and always follows his instinct and intuition, yet 
sometimes has the tendency to exaggerate a bit. You will often find him fooling about 
and teasing people but not in a mean way. He does have one striking weakness. With 
all his energy, he needs frequent rests. Zakumi's main priority is to turn the 2010 FIFA 
World Cup South Africa into one huge, joyful and unforgettable party and show the 
thousands of international guests the warmth and spirit of the African continent (FIFA 
World Cup Official Website-Zakumi).  

 
This description of Zakumi touches on several deeply ingrained stereotypes of African people. In 

the first line the adjectives used to describe Zakumi could all fall into the category of wild or 

uninhibited. It is problematic that after characterizing Zakumi in this way FIFA finds it necessary 

to comment on his intelligence by adding that he is “actually quite shrewd”. Furthermore, 

Zakumi is an entertainer who uses “instinct and intuition” instead of making rational decisions. 

His general joie de vivre and unintimidating nature are stereotypically African. Overall, 

Zakumi’s representation of South Africa panders to the stylized image of carefree Africans that 

has been built up in the international media for decades. This image will be covered in greater 

detail in the next chapter in a discussion of the happy, dancing African stereotype.  

 David Hand (1998) provides a detailed account of the discourse surrounding the creation of 

Footix, the mascot for the 1998 World Cup in France. Footix is an example of how a mascot can 

embody the spirit and culture of a nation and arguably Zakumi’s general reference to the 
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artificial character of Africa pales in comparison. As a cockerel, Footix is a symbol that the 

French readily associate27 with their own country's past. In terms of the name Footix, the suffix '-

ix' initially conjures up images of the famous French cartoon character Asterix the Gaul and his 

sidekick, Obelix (Hand 1998). Asterix, for many French people, is the incarnation of their spirit, 

of their nation's perceived qualities. Footix, by the simple technique of suffixation, has a name, 

which immediately conjures up those qualities for a French audience. In both his physical form 

and his name, Footix actively recycles myths of French nationhood and perpetuates notions of 

identity which the French as a nation consciously and unconsciously have of themselves28(Hand 

1998). Unlike Footix, Zakumi lacks a historical reference and is merely sewn into the fabric of 

South Africa’s national identity. 

 As was mentioned in an earlier chapter, the 1968 Olympics in Mexico were a significant 

moment in which the elite sought to dispel negative stereotypes and portray their country as 

modern29. Nowhere in the Olympic Organizing Committee’s promotional material does one find 

any hint of the emblem adopted by the organizers of the Mexican World Cup in 1970. This 

portrayed a Mexican boy sporting a large sombrero and a cheesy grin. To have done so would 

have undermined the whole cultural ethos that the committee was trying to portray, and would 

have done little other than to bring to the fore the negative stereotypes of the Mexican so 

frequently held by foreigners. Brewster (2006) asserts that behind the cheesy grin lay an 

“apathetic, lazy, and backward” character. In 1986 Mexico hosted the World Cup again and the 

                                                
27 The mascot was subjected to a series of evaluations throughout France to ensure that it was appropriate for the 

event. The choice of a cockerel as potential mascot was viewed positively by nearly 80% of those polled; 76% 

readily identified it with the World Cup and, most significantly, 91% immediately associated it with France in 

general (Hand 1998). 
28 The imagery of the warm, virile and combative cockerel emblem is combined with the resonances of the brave 

hero figure upholding the virtues of French civilization (Hand 1998). 
29 Skidmore’s 1993 book Black into White documents a similar process in Brazil. Throughout the 1900s the 

Brazilian elites were extremely preoccupied with issues of race and wanted to associate themselves with European 

culture as opposed to South American or African culture.  
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mascot was a further devolution of that of 1970. Pique, a diminutive jalapeno pepper with an 

oversized sombrero and mustache is gravely different than the sanitized, sophisticated image of 

Mexico that the Olympic Organizing Committee promoted.   

 Finally, the mascots from the 2002 World Cup offer a different insight into the 

contentious politics of a World Cup “brand”. During the buildup to the 2002 World Cup co-

hosted by South Korea and Japan, the relations between the countries were strained30 and 60% of 

the South Korean public urged their government to harness World Cup issues to help reinforce 

“strong protest action against Japan,” (McLauchlan 2001). The official mascot became one of the 

battlegrounds, and both countries had a hard time settling on a mascot that would justly represent 

each countries unique national identity. In the end, FIFA adopted three mascots, a “coach” and 

two “players”, who together made up The Spheriks. Their computer-generated appearance came 

off as a nod towards tech savvy Asia and clearly avoided the risk of any particular resemblance 

to either Japanese or South Korean identity. Similarly, Zakumi comes off as a recognizably 

African character but not distinctly South African. This discussion of South Africa’s conflation 

with the rest of Africa is continued in the following section on the official poster and emblem.  

 

The Official Poster and Emblem/Logo 
 
 Like the official mascot, the official poster and emblem can be found on just about 

everything that has to do with the 2010 World Cup. South Africa played an influential role in 

crafting this aspect of the World Cup “brand”31. The result is described on the FIFA website 

below: 

                                                
30 The Tokto Island dispute, the comfort women issue and the Japanese textbook controversies were still simmering. 

(McLauchlan 2001) 
31 The poster was designed by the South African creative agency Switch, who also created the 2010 FIFA World 

Cup™ emblem. The design was chosen through a public vote held throughout South Africa (FIFA World Cup 

Official Website-Poster).  
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The simple and yet iconic rendering is symbolic of the relationship between football 
and Africa and captures a sense of excitement, awe and aspiration. Africa is the 
"hero" of the official event poster. Bright, vibrant and celebratory, the colors of the 
poster are inspired by the South African flag, but also draw upon the African 
continent (FIFA World Cup Official Website-Poster). 

 
The poster puts a human face on the iconic image of the African continent and reinterprets the 

classical black outline that is usually associated with “Brand Africa”. The monolithic image of 

“Brand Africa” has been promoted with vigor by charities and the corporate social responsibility 

branches of large corporations alike. Similarly, every time a celebrity appears before tens of 

millions of TV viewers around the world to make another impassioned plea on behalf of the 

African continent (usually represented by a black logo in the shape of Africa), he/she is building 

the brand image of Africa. As a result, the branded image of Africa in the West is most assuredly 

not one of  “53 countries in various stages of development and struggle for independent 

existence and identity” but rather, as Anholt (2007) puts it, “a uniform, hopeless basket-case.” 

The World Cup poster may be an attempt to associate the continent with a positive event instead 

of the death, disease, and other charitable causes that it is usually side by side with. The 2010 

World Cup is rightly a time during which Africa can proudly assume the role of the “hero” 

instead of the “victim”. 

 The official emblem for the 2010 World Cup also trades in South African specificity for 

the more iconic outline of the African continent. The graphic figure strikes a resemblance to the 

earliest rock art paintings for which South Africa is famous and the colorful backdrop behind the 

figure represents the South African national flag. The LOC describes the emblem on the FIFA 

website, “The ‘swishes' extend upwards, from south to north, reaching out to the world. They 

embody the energy, diversity and fiery passion of our country, and they symbolize the rise of the 

rainbow nation.” (FIFA Official Website- Official Emblem) This is one of the few mentions of 
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the rainbow nation in South Africa’s World Cup “brand”. As was covered in Chapter 2, there has 

been a shift from the “rainbow nation” to a more “pan-African” brand during sports mega-events 

hosted in South Africa. Thus, Mbeki’s legacy clearly lies in the pan-African elements of the 

“brand”.  

     

 Figure 4.3: Official World Cup 2010 Poster32.    Figure 4.4: Official World Cup Emblem33. 

 

 The choice of an African outline in both the Official Poster and Emblem is quite simply 

another missed opportunity for South Africa to develop its own competitive identity. The LOC’s 

role in equating South Africa with Africa and further promoting the gross generalizations of all 

African people cannot be ignored. Furthermore, the LOC’s description of the typeface used in 

the emblem aptly encapsulates the idea of self-Orientalism. In their words, the typeface “reflects 

our personality and reinforces the idea that in South Africa we do things uniquely. It is playful, 

naïve and free-spirited. It is also bold, welcoming and friendly. The emblem is celebratory in 

nature and energetic in its feel.” (FIFA Official Website- Official Emblem) The adjectives used 

to describe the personality of South Africans paints an antiquated picture of carefree Africans 

with a natural tendency for irrational outbursts and celebration.  

                                                
32 From: (http://www.graphicdesignblog.org/fifa-world-cup-2010-posters/) 
33 From: http://www.thelogofactory.com/logo_blog/index.php/fifa-world-cup-logo-follies/ 
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Figure 4.5: Sydney Olympic Bid Logo34     Figure 4.6: Official Sydney Olympic Logo35  

          

  

 As covered in the background chapter, the 2000 Olympic Games in Sydney were defined 

in a large part through the appropriation of Aboriginal images and motifs. Godwell (2000) shows 

how the creation of the Olympic logo is one telling example of this process. When searching for 

a logo for Sydney’s Olympic bid the organizers were unimpressed with the original submissions 

because they lacked a certain “Aborginality”. They sent the designers back to the drawing board. 

The winning design was a rainbow ribbon, arranged as the silhouette of the Sydney Opera 

House, with the colors merging into each other using alternating dots. The dots, suggested by 

Aboriginal artist Ron Hurley, were reminiscent of stylized paintings from Aboriginal artists of 

central Australia.  

 After Sydney was awarded the rights to host the 2000 Games, the logo was re-designed. 

The official logo featured even more “Aboriginality” than the bid logo. The symbols and 

artifacts of indigenous peoples’ existence are readily incorporated or appropriated to give the 

logo that “original Australian feel.” The Sydney Organising Committee for the Olympic Games’ 

                                                
34 From: http://www.minale.com.au/branding/minale-group/sydney-2000-olympic-bid/ 
35 From: http://www.sportslogos.net/logo.php?id=6959 
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explanation of the Millenium Athlete logo stated: “The boomerangs and suggestions of sun and 

rocks, together with colors of the harbour, beaches and red interior invoke the unique Australian 

landscape and its original inhabitants.” (Godwell 2000:250)  A designer who contributed to the 

logo added, “The boomerang was a real inspiration for us. It deals with speed and comes from 

ancient land.” (Godwell 2000:248) The problem with this design is that it perpetuates the myth 

that Indigenous Australian cultures remain in a pre-history state. The boomerang is affixed to the 

“ancient land,” and by association so, too, are the creators of this implement- the “original 

inhabitants.” This dating process inadvertently (or maybe intentionally) challenges the existence 

of Aboriginal and Torres Strait Islander peoples in contemporary Australian society. 

Furthermore, this false impression undermines progressive race relations, yet it is consistent with 

racist assumptions about Aboriginal and Torres Strait Islander peoples.   

 This section has shown that the poster and emblem from the 2010 World Cup featured 

Africa’s outline rather than South Africa’s and further reinforced the lack of specificity in the 

“brand”. While this inherently linked the continent’s outline with a positive event in the minds of 

the global viewer, the analysis of the nation branding index at the end of this chapter will show 

that this simple action was unable to reform dominant narratives about the continent. The 

comparison with Australia showed how an element of the host’s unique “brand” could be 

augmented through cultural appropriation and exploitation. The official song of the 2010 World 

Cup features a similar form of appropriation and will be covered in the next section.   

 

The Official Song  
 

 Colombian artist Shakira (with limited help from South African group Freshlyground) 

was chosen by FIFA to sing Waka Waka, the official World Cup song. The choice of Shakira 

instead of an African artist was met with a fair amount of criticism from those in South Africa. 
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This choice symbolizes the outdated notion of Africa as voiceless and incapable of self-

representation, which is even more appalling given South Africa’s thriving music industry. 

Presented through the voice of the outsider we find that Africa is once again substituted for 

South Africa. The main line in the song is “This time for Africa” which is in the same vein as the 

official slogan for the World Cup. The song is primarily in English but to give it an “African” 

flair the lyrics from a Cameroonian song from 1986 were reappropriated and used. This can be 

viewed as further evidence of the pan-African nature of the event. However, the simplicity and 

almost comical nature of the words Waka Waka can also be interpreted as an insertion of 

stereotypical “African” words. As such, this is hardly better than if they had used the trite 

clicking noises that often misrepresent African language. The official music video36 has over 300 

million views on Youtube and during the World Cup the song topped charts around the world. 

The video and the song are completely removed from the South African context and are a serious 

missed opportunity for Brand South Africa. If the video for the official song had highlighted 

images of South African people and places it could have served as a significant boost for Brand 

South Africa because of the sheer volume of viewers.  

 
Figure 4.7: Shakira and African Backup Dancers in the Music Video for Waka Waka37 

                                                
36 The video is an amalgamation of footage from past World Cups, Shakira dancing in a short skirt with African 

backup dancers, and famous soccer players expressing their support of Africa by wearing shirts that say “This time 

for Africa”. 
37 Screenshot taken from video: http://www.youtube.com/watch?v=pRpeEdMmmQ0 
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 The second most popular song associated with the World Cup was Wavin’ Flag by a 

Somalian artist named K’naan. This song was picked up by Coca-Cola and used in a great deal 

of their World Cup related advertising. Wavin’ Flag, in its original form, is about young children 

growing up in a poverty-stricken, war torn society still holding onto the hope of actually being 

free. In the Coca-Cola version the lyrics were altered to make the song more commercial. The 

Coca-Cola version is stripped of its original meaning and tailored to the sporting event with the 

inclusion of lines like “see the champions, take the field now, unify us, make us feel proud” and 

“Lets rejoice in the beautiful game”. Would the original version have reinforced negative 

stereotypes about poverty and violence in Africa? Possibly, but glossing over these issues and 

removing all political meaning from the song is much more problematic.  

 Looking back, “Shosholoza”, the Zulu theme song chosen for the Springbok team during 

the RWC has become immensely popular across all sectors of South African society. Nauright 

(2004) chronicles the song’s history and uses in South African society. It highlights the plight of 

migrant workers who traveled to work in the mines in South Africa from what was then southern 

Rhodesia (Zimbabwe). Shosholoza was traditionally sung by workers to generate a work rhythm 

during group tasks and to alleviate boredom and stress. Audiences at major sports events in 

South Africa since 1995 have taken on Shosholoza as a sporting anthem and it is often referred 

to as South Africa’s second national anthem. Nauright is critical of the fact that a song sung by 

miners who marched to their early deaths in the gold mines, was a central cultural clement in the 

presentation of the new and unified South Africa. Nevertheless, the song has taken on a different 

meaning and is now more closely associated with the anti-apartheid struggle and the political 

protests that occurred in the 1990s in South Africa. The RWC cemented the song in the national 

culture and it is widely sung with pride and vigor by South Africans today. It might not have the 
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catchy beat or glossy lyrics that Waka Waka has but it would have made sense for the organizers 

to draw upon this as a source of inspiration. Shosholoza’s controversial meanings could have 

added some depth to Shakira’s shallow, pop anthem.  

 
 

Official Stadiums  
 

 
 

 
 

Figure 4.8 (top): Soccer City Stadium (Johannesburg, SA)38 

Figure 4.9 (bottom): Green Point Stadium (Cape Town,SA)39 

 
 Erecting official stadiums for sport mega-events like the World Cup and the Olympics 

(aside from costing taxpayers millions of dollars) play a significant role in promoting an image 

of a “world-class” host country. Alegi (2008) contends that building five brand new World Cup 

                                                
38 From: http://footballtheory.footballunited.com/2010/05/18/south-africa-2010-soccer-city-stadium/ 
39 From: http://rompedas.blogspot.com/2010_04_01_archive.html 
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stadiums (and renovating five more) is critical to the South African government’s objective of 

manufacturing and marketing an image of South Africa as a modern, technologically advanced, 

democratic, business-friendly, tourist destination. The inspiration for Soccer City, the premier 

stadium in Johannesburg, was the shape of an iconic African pot known as the calabash. The 

stadiums design was praised by visitors and locals alike and when it was finished it silenced the 

afro-pessimists who persistently doubted that it would be completed on time and hold up to 

FIFA’s standards.  

 The story of the official stadium in Cape Town illustrates the degree to which FIFA 

influenced the decision making process of the LOC. The original proposal for the Cape Town 

stadium was to upgrade the Anthlone stadium. Since the Anthlone stadium was located in a 

poorer part of town this decision sought to address the apartheid legacy of inadequate sporting 

facilities in black communities. During the 2005 inspection of the stadium, one delegate 

allegedly noted, “A billion television viewers don’t want to see shacks and poverty on this scale” 

(Alegi 2007). Instead, the FIFA delegation suggested to the LOC that a renovated Green Point 

Stadium – nestled between the majestic backdrop of Table Mountain to the south and Robben 

Island to the north – would provide a magnificent televisual image of the city to billions of 

viewers. The move brings up issues of accountability when crafting a global “brand”. South 

Africa obviously wanted to present itself in the most positive light possible but it risked 

sacrificing the needs of the local community in the process. One of the stated goals of the 2010 

World Cup is to leave a lasting legacy and that opportunity was lost when the stadium moved out 

of the impoverished area and into what Murray (2007) described as a more tourist friendly 

“sanitized Disneyesque world of entertainment, leisure, and recreation”.  
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Figure 4.10: The Bird’s Nest Stadium (Beijing, China)40 

 
 It seems that there is a current trend towards a more literal association between the shape 

and design of the stadium with aspects of the host country’s identity. Soccer City represents the 

African calabash whereas the Beijing Olympic stadium is aptly named the Bird’s Nest. The idea 

of a bird’s nest was said to be Chinese because it is reminiscent of bird’s nest soup, a Chinese 

delicacy that is believed to be good for the health. It was well received by the international 

community, however, accolades for the design did not point out that bird’s nest soup is rather 

infamous in the West as one of those Chinese foods, along with dog meat, that westerners find 

disgusting in concept if not in actual taste (Brownell 2008: 91). Therefore, despite its stunning 

appearance, it can be argued that in some ways it played into traditional Orientalist 

understandings of China. Within China, the opposition to the Bird’s Nest stadium design was 

part of the larger public debate about what it means to be Chinese and whether anything 

distinctively “Chinese” will remain as China plunges headfirst into the international community.  

 

 

 

 

                                                
40 From: http://www.beijingolympicsfan.com/2007/11/26 
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The Opening and Closing Ceremonies  
  
 The opening and closing ceremonies are the host nation’s best opportunity to present a 

compelling narrative that will encapsulate the country’s “brand”. However, as we have seen in 

our analysis of other parts of the World Cup “brand”, host nations have had to deal with ready-

made markets and there is pressure to emphasize the novel aspects of the country and gloss over 

the trickier issues of national identity. In other words, representations that are readily 

recognizable by outsiders are used when packaging the nation for the global marketplace. Such 

representations, however, serve to legitimate the current global order and stress the exotic over 

the mundane. “Thus, it is precisely at moments of advancement and change that those becoming 

less 'exotic' are re-exoticized to remind whites and 'the other' of their historic though timeless 

reality.” (Nauright 2002) This process is evidenced in the ceremonies for the 1995 Rugby World 

Cup in South Africa, the 2008 Olympics in China, and the 2010 World Cup.  

 The 1995 Rugby World Cup (RWC) came at a great turning point in South African history. 

A year earlier the first democratic elections in South Africa were held and Nelson Mandela 

emerged as the leader of what he termed the “Rainbow Nation”. In this context, the RWC was a 

serious chance for South Africa to do away with its image as a bastion of racial intolerance and 

backwardness and re-brand itself as a striving young democracy with serious potential for 

growth. A well-known South African novelist and University of Cape Town Professor of 

English, JM Coetzee, wrote a detailed critique of the RWC and its representations shortly after 

the tournament’s conclusion. He argued that the making of history in the new South Africa is so 

contentious that the organizers decided to be ‘history-less’. The ceremonies presented a de-

historicized vision of Tourist South Africa with contented tribesfolk and happy mineworkers, as 

in the old South Africa, but purified and sanctified, somehow, by the “Rainbow”.  
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 Coetzee (1995) made the case that the RWC opening ceremony betrayed the history of the 

struggle, resistance, capitalist domination, racism, segregation, sexism and apartheid in showing 

the world a 'happy' and united 'New' South Africa. In the rush to re-brand South Africa and 

demonstrate 'newness' and harmony, history disappears leaving us with little more than a 

voyeuristic view of 'native' culture.  Imagined histories and the incorporation of cultural 

difference within the production of events is now commonplace. As the Australian case has 

shown, the process of appropriating indigenous cultures to brand destinations is a significant 

feature in postcolonial settler societies. South Africa differs in that the aboriginal peoples are the 

majority, although South Africa’s global tourism and investment marketing strategies are still 

largely shaped with a predominantly white Western audience in mind (Nauright 2002). Thus, the 

image of South Africa presented in the ceremonies was certainly a shift away from the apartheid 

image but only in a piquant, easily digested way.  

 The opening ceremony for the 2008 Beijing Olympics was arguably the most complex (and 

costly) ceremony to date and it has set a new standard for sports mega-event ceremonies. The 

opening ceremony for the 2008 Beijing Olympics repackaged the staid image of Chinese culture 

in front of 91,000 spectators in the packed Bird’s Nest and a conservatively estimated additional 

billion worldwide in front of television screens (Manzenreiter 2010). The narrative of the 

Opening Ceremony exhibited the plurality of China, both as an ancient civilization and as a 

modernizing nation. Combining old and new, East and West, tradition and modern, the 

international audience as well as the Chinese people were instructed how much world history and 

Western modernization are actually indebted to Chinese civilization (Manzenreiter 2010). Like 

other hosts before them, China overlooked the more controversial aspects of its past as well as its 

contested 20th century history. The Beijing opening ceremony was far from “de-historicized” but 
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there were certainly elements of China’s history that were suspiciously absent from the elaborate 

show of “Disney-China.” 

 

 

 

 
Figure 4.11 (top left): Dung Beetle Puppet from Opening Ceremony41  

Figure 4.12 (top right): Elephant Puppets from Closing Ceremony42  

                                                
41 From: http://news.bbc.co.uk/sport2/hi/football/world_cup_2010/8734752.stm 
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Figure 4.13 (middle): Outline of world with footsteps extending from Africa from Opening Ceremony43 

Figure 4.14 (bottom left): Traditional praise singer from Opening Ceremony44 

Figure 4.15 (bottom right): African drummer in traditional dress from Opening Ceremony45 
 
 The photos above show that the 2010 World Cup opening and closing ceremonies drew 

heavily upon “traditional” elements of South Africa’s national identity within a “modern” 

performance replete with pyrotechnics and stunning choreography. The opening ceremony 

commenced with a traditional praise singer (see figure 4.14) welcoming the world to South 

Africa. He donned a hat made of porcupine quills and a leopard skin shawl and spoke in Xhosa 

(one of South Africa’s official languages) and was supported by a group of drummers dressed 

similarly. To the outside observer this must have reinforced the tribal image of Africa and the 

fact that the ceremony began with this image is significant to note. Other memorable moments 

from the opening ceremony include a mélange of pan-African musical performances (featuring 

Algerian icon Khaled, Nigerian afrobeat star Femi Kuti, and African-American R&B singer R. 

Kelley) with accompanying dancers. At one point the dancers formed the outline of the World 

with the African continent center stage and showed footsteps starting in South Africa and 

extending to the rest of the world (see figure 4.13). This is most likely a reference to South 

Africa as the birthplace of humanity and is in line with the official slogan of the 2010 World 

Cup. Another memorable moment came when performers carried out a large replica of a dung 

beetle (see figure 4.11) that then pushed around an oversized Jabulani ball (official World Cup 

ball). This comical aspect of the performance was slightly problematic in the sense that South  

 

                                                                                                                                                       
42 From: http://www.facemaza.com/blog/2010/07/11/fifa-world-cup-2010-closing-ceremony-photos/ 
43 From: 

http://bleacherreport.com/gallery/Opening%20Ceremony%20Of%202010%20FIFA%20World%20Cup%20In%20J
ohannesburg?d=2010-06-11#page/77 
44 From: http://news.bbc.co.uk/sport2/hi/football/world_cup_2010/8734752.stm 
45 From: 

http://bleacherreport.com/gallery/Opening%20Ceremony%20Of%202010%20FIFA%20World%20Cup%20In%20J

ohannesburg?d=2010-06-11#page/75 
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Africans operating the puppet were overtly transformed into an animal to satisfy the international 

appetite for African wildlife.  

 The closing ceremony was Brand South Africa’s last opportunity to capitalize on the 

unprecedented level of international attention46. The ceremony was a polished performance that 

incorporated music, dancing, and a high-tech projection that covered the center of the field. 

Shakira’s performance of Waka Waka figured prominently into the closing ceremony but there 

was also a pan-African performance by several artists47 under the moniker of Africa United. 

Later in the ceremony, an “African” rainstorm was projected onto the field and as Ladysmith 

Black Mambazo sang 'Rain Rain Beautiful Rain", a herd of elephants (South Africans operating 

puppets) entered the stadium to drink from the iconic waterhole (see figure 4.12). Like the dung 

beetle in the opening ceremony, the elephants in the closing ceremony were South Africans and 

this reverse anthropomorphism de-humanized the performers for the sake of the “show”. After 

the elephants there was a medley of different South African dance styles. The troupe of dancers 

performed a Sophiatown sequence, which segued into a short gumboot dance (arguably the most 

recognizable for international viewers), and again into a choreographic sequence that featured 

Bujwa, Pantsula and House. These sequences sought to present a young and energetic face of 

South Africa and exposed a thriving popular culture that most international viewers knew little 

about. Neither the opening nor closing ceremonies dealt much with South Africa’s past but I 

think it is fair to say that the image of South Africa presented was an improvement from the 1995 

Rugby World Cup. There were certainly stereotypical representations of South Africa but in the  

                                                
46 The closing ceremony alone was broadcast live in 215 countries with an audience in excess of 500 million 
viewers. 
47 Africa United comprised of: Jozi (South Africa), Zulu Boy (South Africa), Silkour (South Africa), Kwesta (South 

Africa), 2 Face (Nigeria), Chameleone (Uganda), Awadi (Senegal), Krotai (Cameroon), Samini (Ghana), 

'Everywhere You Go' (All Star African Mix) performed from the stage. (VWV press release 

http://www.bizcommunity.com/PressOffice/PressRelease.aspx?i=115894&ai=50839) 
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closing ceremony especially, there was also a contemporary vibe with an impressive technology 

side to the performances. 

 

Implications for Nation Branding  

 
 Chapter 3 covered the negative outcomes of the “continental brand effect” where all of 

Africa is lumped together rather than allowing each country to develop a competitive identity. 

The following analysis of the various components of the 2010 World Cup “brand” has shown 

that South Africa has largely been equated with all of Africa. Furthermore, the elements of the 

official brand that are South Africa specific (such as the mascot Zakumi) simply rehash age-old 

stereotypes about the character of African people. The problem with “Brand Africa” is that when 

there is little differentiation between the countries in a region, negative equity will always 

transfer to the entire group (for various reasons, positive equity migrates in a far less equitable 

way). (Anholt 2007) If we look to the 2010 Country Brand index48 as an indicator of the power 

and appeal of a nation’s brand image we can see just how poorly African countries are doing as a 

whole. The highest ranked African country is the tiny island Mauritius (21 out of 110), located 

off the coast of Madagascar, South Africa is the second highest at 31, and the lowest ranked is 

Zimbabwe at the bottom of the chart (110 out of 110). There are only 4 African countries in the 

top 55 spots and it appears that most African countries are clustered into the last 20 spots (13 out 

of 20 are African countries).  

  

                                                
48 The Country Brands Index is based on a survey in which more than 20,000 respondents from across 20 major 

developed and developing countries are asked to rate their agreement with statements about selected nations. The 

worldwide panel rates country-specific perceptions of cultural, political, commercial and human assets, investment 

potential, and tourist appeal. The NBI ranking is based on the average of scores of the six areas. (Manzenreiter 

2010) 
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 The poor performance of African countries in the country brand index highlights the fact 

that there is a significant gap between higher and lower ranking African countries, which can 

ultimately hurt the higher-ranking countries. It is still too early to definitively say that the World 

Cup was a complete missed opportunity for South Africa in terms of “nation branding”. 

However, South Africa’s position in the 2010 Country Brand index did not change between 2009 

and 2010, which is evidence that the World Cup didn’t have an immediate effect on Brand South 

Africa. In addition, the poor performance of the rest of the African countries dispels the lofty 

promises that the World Cup would serve as a positive catalyst for all members of “Brand 

Africa”.  

 It is impossible to know the extent to which the LOC had control over the elements of the 

World Cup “brand”. Rather than placing all of the blame for the Orientalist tendencies on FIFA 

as an outside institution we must leave open the possibility of self-Orientalism. The pan-African 

feel to South Africa’s World Cup bid is a clear indicator that the country wanted to be given this 

opportunity to proudly represent all of Africa to the world. South Africa, like other hosts before 

them, was in some ways forced to appeal to a ready made market with preconceived notions 

about (South) Africa. From an academic perspective playing into these stereotypes represents a 

seriously problematic situation but from a simple economic perspective it might be viewed as the 

price of doing business. The LOC was trapped in a double bind because they didn’t want to 

disappoint the international community that expected a “uniquely” African World Cup (complete 

with dancing tribes and wild animals) but at the same time wanted to redefine what qualifies as 

“truly” African. The effects of this double bind are evident in South Africa’s World Cup 

“brand”. The attempts to both dispel and reinforce pre-conceived notions of (South) Africa 

resulted in a muddled image that did neither.  
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 Furthermore, the 2010 World Cup “brand” serves FIFA’s purposes by signaling its 

change towards a more open-minded and socially responsible organization. FIFA has dealt with 

its fair share of corruption charges and it wouldn’t be much of a stretch to say that it is 

undergoing its own process of “re-branding”. By choosing an African country to host the 2010 

World Cup FIFA was trying to distance itself from images of corporate greed and peg itself as a 

benevolent and charitable organization. FIFA benefits from the generality of the 2010 “brand” 

whereas South Africa suffers because it is lumped in with the rest of Africa.  

 Finally, for South Africa to be presented as a stand-in symbol for the continent more 

broadly is an example of reductionism and gross generalizations that perpetuate exotification and 

Orientalism. To do so ignores the fact that “Africa” is a semantic construct with multiple extant 

meanings. French (2004) has written: “Africa eludes us; it is so clearly outlined on the map, and 

yet so difficult to define… Instead, we categorize and oversimplify, willy-nilly; ignoring that for 

the continent’s inhabitants the very notion of Africanness is an utterly recent abstraction, born of 

Western subjugation, of racism and exploitation.” The oversimplification of Africa was exposed 

in just about all of the components of South Africa’s World Cup “brand” and will be further 

explored in the following chapter that looks at corporate and tourism advertisements. The 

following chapter will seek to build on the findings from this chapter by comparing the 

similarities and differences between South Africa’s representation by insider and outsider 

sources.  
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CHAPTER 5: IN SEARCH OF COLONIAL CONTINUITIES: 

COMPARING CORPORATE AND TOURISM ADVERTISEMENTS 

SURROUNDING THE 2010 WORLD CUP 

 

 The main tenets of Said’s classical Orientalism are still applicable today in a postcolonial 

period of globalization but we must accept that knowledge about the “Other” is no longer 

completely dominated by the former colonizers of the global north. The rise of nation branding 

and the increasing ease of media production and dissemination have helped to discount Said’s 

claim that the “Other” does not speak but rather is spoken for. Despite the increase in nation 

branding and self-representation, the tendency to speak for the “Other” remains as the majority 

of the images and stories of Africa that reach American and European audiences are created by 

non-Africans living outside of Africa Further, Mayer (2002) argues that symbols of Africa that 

are frozen in colonial times have become principal representations of the continent in the age of 

globalization. Previous research has shown that these images are (re)produced and circulated 

through travelogues (Dunn 2004), visual materials (Landau and Kaspin 2002), advertising 

(O’Barr 1994), popular “scientific” magazines (Lutz and Collins 1993) and other media.  

 While it is commonly asserted that South Africa’s international destination image is 

misrepresentative and limited, very little systematic research has been conducted on the role of 

producers (outside of the IMC) such as tour operators in imaging the country, and the 

consequences it has. One exception is a study conducted by Cornelissen (2005), which examined 

a total of 98 brochures. One finding from this study was that the outdoor theme pervaded all of 
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the brochures. This is firstly evident in the importance of animals49. Secondly there was a strong 

focus on nature and in all of the brochures, images of landscape, nature, and to a lesser extent, 

countryside dominated. Thus, wildlife and safari was clearly the focus of the brochures and 

where urban environments were depicted, this was usually done through a few core locations50.  

 People were much less prominent in the brochures. Photographs of people were mainly in 

relation to wildlife or nature consumption—i.e. people could be seen partaking in game viewing, 

hiking, or bathing. Significantly, the vast majority of these photographs portrayed white 

individuals or families; there was very little depiction of black people consuming, or engaging in 

leisure. Black, ‘coloured’ or Indian South Africans were generally portrayed as cultural products: 

Ndebele women displaying and selling arts and crafts; isiZulu dancers; a Bushman woman in the 

Kalahari; or ‘coloured’ Coon Carnival troops in Cape Town at New Year. (Cornelissen 

2005:690) Overall, therefore the image found in the brochures is akin to the general international 

tourist portrayals of the broader African continent, based on stereotypical messaging concerning 

nature, landscape and people/cultures, and the possibility for the tourist to explore, rediscover 

and fulfill a primordial self.  

 Cornelissen’s study is significant for this chapter because it focuses on how South 

Africa’s tourism image was constructed by outsiders. This chapter will seek to expand this field 

by examining corporate and tourism advertisements in video form that were used during the 

2010 World Cup. The corporate advertisements will serve as representative of the outsider point 

of view while the tourism advertisements created by the South African Tourism board will serve 

as representative of what South Africa’s self-representation looks like today. The overarching 

                                                
49 A wide variety of animals were imaged, although the ‘Big Five’ (elephants, lions, buffalo, leopards and 

rhinoceros) were mainly shown (Cornelissen 2005: 690).  
50 All of the brochures, for instance, showed photographs of Cape Town; with the exception of Durban, other South 

African cities featured much less (Cornelissen 2005: 690). 
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theme in this chapter is that contemporary media material about Africa still follows tropes and 

scripts drawn from colonial images of the continent. In her book, Artificial Africas: Colonial 

images in the times of globalization, Mayer (2002) explains the process of cultural stereotyping 

as, “constantly moving between the familiar and the new, and indefatigably adjusting the 

symbolic repertory of yesterday to the conceptual and ideological frameworks of today.” This 

chapter will,  attempt to show how this process was at work in advertisements surrounding the 

2010 World Cup.   

 What makes colonial discourse so powerful is its subtle, veiled inclusion in practically all 

forms of contemporary media (print, television, film, advertising) that consumers are constantly 

exposed to. What’s more, even the most sophisticated consumer of media may not perceive what 

McClintock (1995) identified as “continuities” from colonialism to globalization, confirming the 

view that the power of discourse lies in its ability to constrain people from seeing the ideological 

work it performs (Said 1978; Williamson [1978] 2002). For example, the unwitting consumer of 

2010 World Cup paraphernalia is unlikely to critique the official poster for its role in equating 

South Africa with all of Africa.   

 To address these issues, this chapter will begin with an overview of the coding process 

and the particular “markers” that were designated for the content analysis. The next section will 

justify why each “marker” was chosen and how it ties into the research question. Following that 

is a discussion of the colonial stereotypes that are blatantly absent from the corporate and 

tourism advertisements and what explains their absence. At the heart of this chapter is the 

presentation of the findings and a transition into the enduring and contested stereotypes that were 

found in the corporate and tourism advertisements. The chapter will conclude with a discussion 
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of Orientalism and self-Orientalism that will center on the motives behind the inclusion of 

colonial stereotypes in both kinds of advertisements.  

 

Overview of the Coding Structure  
 
 The findings from the first empirical chapter are informed by the content analysis of 8 

corporate advertisements and 8 South African tourism advertisements. For further information 

about how the videos were chosen please refer back to the methodology section in the 

introduction chapter. As mentioned earlier, in this form of video content analysis the researcher 

treated the videos as a text and read through them looking for designated “markers”. The 

“markers” were compiled using accepted colonial stereotypes of Africa and concepts derived 

from the tourism, place branding, and global advertising literature. The “markers” were clustered 

into the following categories: African people and African place. Sub-categories within these 

overarching categories include presence, appearance, activities, built environment, and natural 

environment.  

 The individual markers within these categories and sub-categories will be discussed 

briefly below in order to justify and explain their inclusion. The first category is African people 

and the first sub-category within that is presence. The “markers” in the presence category are as 

follows: children, adults, absent, male, female, Black African, White African, and Other African 

(non-white, non-black African). The “markers” in the presence sub-category are intended to 

provide a sense of what the archetypical African is in the media today. For example, through the 

coding it may emerge that across both forms of advertisements the most common representation 

is that of Black African, male, children. What this then allows us to do is look back and see what 

the stereotypes have traditionally been for Black African boys and try to track the changes and 

continuities over time.  
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 The next sub-category is appearance with the following “markers”: western clothing, 

traditional clothing, torn/dirty clothing, barefoot, shirtless. These “markers” are meant to give an 

idea of what the Africans from the first sub-category look like. The torn/dirty clothing, barefoot, 

and shirtless “markers” combine to tell us something about the social status of the Africans in the 

videos whereas the traditional vs. western clothing is getting at whether or not the Africans are 

represented in animal skins and loin cloths as they have been in advertisements in the past. The 

last sub-category within the African people category is activities. The following “markers” were 

a part of this section: dancing/celebrating, singing/making music, lounging/idleness, interacting 

with animals, engaging in commerce, and everyday activities. This was possibly the most 

difficult section to select “markers” for because the number of activities is endless. These 

“markers” were selected after preliminary viewings of the videos that revealed certain observable 

trends. 

 The second heading is African place, which covers both the built environment and natural 

environment. Under the sub-heading of built environment the following “markers” were coded 

for: rural area (traditional buildings ie huts), rural area (non-hut buildings), rural area 

(uninhabited), urban area (wealthy, skyscrapers, shopping malls, etc.), urban area (shacks, 

impoverished), modern infrastructure (bridges, paved roads, etc.), and distinctly South African 

landmarks. These “markers were meant to give a sense of whether the primary focus of the ad 

was in an urban or rural area and what that area looked like. It is safe to assume that the 

traditional colonial representation would show Africans living in rural areas in huts but perhaps 

today the urban shack has replaced this outdated representation. The second sub-heading is 

natural environment and the “markers” are: coastal, mountains, African bush, jungle, unspoiled 

beauty, animals/safari, animals with human characteristics (anthropomorphism), danger, 
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adventure, and distinctly South African natural landmarks. The pastoral view of the African 

environment with its unspoiled beauty and abundance of animals has traditionally set Africa 

apart from the gritty concrete jungle of industrialized Europe or America.  

 Although not an exhaustive list, these “markers” are sufficient to capture the general idea. 

In addition, it is also crucial that the coding of the “markers” is done on a scale of one to five in 

order to reveal the importance of each marker to the overall video content. This allows for a 

more nuanced reading of the advertisements because it takes into account significance rather 

than merely presence. It also allows for variance within “markers”. For example, both forms of 

advertisements might include safari aspects but with the use of the scale we might find that this 

is a more significant part of the corporate advertisements.  

 The discussion of the specific “markers” used in the content analysis is in part an 

opportunity to justify and explain what this project will be looking for in order to increase the 

transparency of the process. This transparency is also an attempt to make it easier to reproduce 

this study on the same data set (to verify the findings) or on a similar data set (in search of new 

findings). With these “markers” in mind we will now transition into a discussion about the types 

of colonial stereotypes that are blatantly absent from both forms of advertisement and why these 

stereotypes are unsuitable for this time period and these media representations. The focus will 

then move towards what the data tells us about enduring and contested colonial stereotypes.  

 

Sifting through the Stereotypes: What Gets Left Out?  
 

“Some things/ideas/attractions are powerfully and/or commercially made dominant, 
while others are subjugated, silenced or ignored.” (Hollinshead, 1999: 9) 
 

 According to Said (1978), there are a number of negative themes surrounding the Orient 

that are present in colonial discourse, including but not limited to cruelty, deceit, laziness, and 



 93 

despotism. While these themes and others like them are widely emphasized in many other 

current representations of the Third World (including newspapers, popular literature, and 

cinema), they are largely eliminated from fields such as corporate advertising and tourism 

marketing. This lack of negative imagery and sanitized representations in Third World marketing 

has been noted in previous research (Britton 1979). These omissions are to be expected since 

tourism promotion and corporate advertising, like most forms of marketing, are designed to sell a 

product. As such, the myths that these advertisements create borrow only selective marketable 

stereotypes from Oriental representations, by embellishing positive aspects and de-emphasizing 

those aspects not advantageous to the myth (Echtner 2002). During a sports mega-event Dimeo 

and Kay (2004) have shown that the control over which elements are chosen and which are 

silenced is not always in the hands of the host. Further, these selected marketing representations 

are also instrumental in reinforcing ideologies that “... are grounded in [the] relations of power, 

dominance and sub-ordination which characterize the global system” (Morgan and Pritchard 

1998:3). 

 The types of colonial stereotypes that are left out in advertisements for a mega-event like 

the World Cup are those that are blatantly racist and incompatible with the product that the 

advertisement wishes to sell. An easy example of a widely held colonial stereotype that you 

would be hard pressed to find in advertising today is that Africans are cannibals. The tourism 

board would have no incentive to reproduce or reinterpret this stereotype and if a corporate 

advertisement featured African cannibals today it would likely be lambasted for being racist.  

 Another example of a stereotype that would be difficult to incorporate into advertising for 

this sort of event is that Africa is full of people who are sick, starving, and dying. This might 

work as a part of charity campaigns for organizations like UNICEF or Product (RED) but the 
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image of an emaciated African woman is unlikely to motivate a viewer to go out and buy a can 

of Coca-Cola or come to visit South Africa. With that being said, there are certain colonial 

stereotypes that are more likely to occur in a corporate advertisement than a tourism 

advertisement and vice versa. The following section will cover these differences and highlight 

those stereotypes for which there are observable continuities between colonial and modern times.  

 

Tracing Continuities: Enduring Stereotypes in an Age of Globalization   
 

 Based on the content analysis of sixteen advertisements our findings are that there is 

certainly a degree of Orientalism prevalent in corporate advertisements today and that in most 

cases tourism advertisements do little to dispel those myths. The ensuing section will break down 

some of the “continuities” between colonial and contemporary representations today by using the 

quantitative data from the coding exercise and a “deep reading” of particular ads and ad 

campaigns.  

 This analysis will inevitably raise more questions than it answers about the nature of 

stereotypes and self-Orientalism. That being said, finding and addressing these “continuities” is 

essential for South Africa’s efforts at “re-branding”. One of the most surprising aspects of the 

findings is that in some cases the tourism advertisements actually placed more emphasis on the 

colonial stereotypes than the corporate advertising. The table below shows these findings and 

will serve as a jumping off point for a closer examination of each individual enduring stereotype.  
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Table 5.1: Results from Content Analysis of 16 Advertisements—Enduring 

Stereotypes 
 

Enduring 
stereotypes 

“markers” used in 
analysis 

Corporate ads 
(average 
coded score) 

Tourism ads 
(average coded 
score)  

Difference 
of  

Happy, dancing 
Africans 

Dancing/celebrating 2.5 (20/8) 3 (24/8) .5 

Animalization 
of Africa   

Animals/safari, 
interaction with 

animals (non-violent) 

2.125 (17/8+ 
17/8)/2 

1.75 (15/8+ 
13/8)/2 

.38 

Homogenous 
Africa 

Distinctly South 
African landmarks 
(built and natural 

environment) 

1  
(8/8 + 8/8)/2 

1.81  
(12/8 + 17/8)/2 

.81 
 

Land of 
unspoiled 
beauty  

Unspoiled beauty, 
absent Africans 

1.94  
(15/8+ 16/8)/2 

2.38 
(26/8+ 12/8)/2 

.43 

 
 

Happy, Dancing Africans  
 

 

 
 

Figure 5.1 (top left): South African Tourism Advertisement Featuring the Diski Dance51 

                                                
51 Screenshot from: http://www.youtube.com/watch?v=AHR55Ezcsqc 
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Figure 5.2 (top right); South African Tourism Advertisement Featuring Cultural Dancers52 

Figure 5.3 (bottom left): Roger Milla’s Goal Celebration in Coca-Cola’s Advertisement53 

Figure 5.4 (bottom right): Celebrations in Puma’s Journey of Football Advertisement54 

 

 In Paton’s (1970) history of South Africa he asserts that visitors had been going to the 

mines to view “native dancing” from at least the 1930s. Paton explains that then, dancing was 

experienced as an expression of the: 

“Innate savagery of the native, when the cloak of civilization [was] thrown aside. In 
these dances, the native expresses all his emotions-love, hatred, prowess in battle-and 
the precision maintained in this wild orgy of leaping and stamping, brandishing of 
sticks and beating of shields' (Paton 1970: 35-36). 

 
“Savage South Africa” often formed part of the human showcases at the world shows, circuses 

and theatres of Europe and America in the nineteenth and twentieth centuries55.  

Dancers at these shows were usually presented as “Wild Dancing Bushmen” and often times they 

were taken from the Northern Cape, where they had been employed as farm laborers, and were 

used to entertain and fascinate the foreign crowds. (Rassool and Witz 1996) However, after 

much protest and accusations of racism, the 'savage' human showcases gradually disappeared 

from the world's fairs by the late 1930s. To observe “native life” in its most interesting and 

variegated forms, Europeans and Americans now had to come to Africa to see primitiveness on 

display, unlike their parents who saw them on the stage at home. Global media sources have 

formed a new stage for these representations and the findings from the content analysis show 

how these stereotypes were reinscribed.  

 The stereotype that the African is naturally prone to dancing comes down to the traditional 

racist division of whites as level-headed and blacks as emotive that helped justify slavery in the 

                                                
52 Screenshot from: http://www.youtube.com/watch?v=7Kw97MET4fE&feature=related  
53 Screenshot from: http://www.youtube.com/watch?v=5bUfz7UgPDw 
54 Screenshot from: http://www.youtube.com/watch?v=vAX1UCpLBoA 
55 Prominent among these were the 'noble' Zulus who were paraded at the International Exhibition in London, the 

Colonial and Indian Exhibition in 1886, and the British Empire Exhibition at Wembley in 1923-24. (Rassool and 

Witz 1996) 
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United States and colonialism in Europe. In the United States, “The first role blacks were 

permitted to perform in white society, after that of slave or servant, was that of entertainer.” 

(Pieterse 1995) After slavery was abolished, African-Americans excelled in the field of music 

and dance and further reinforced the stereotype that Blacks were naturally gifted for these 

activities. Similarly, in past representations of Africa the tribal dance was a staple of filmmakers 

as it showed the “wild” and “uncivilized” nature of the people. Today, as the findings from the 

content analysis show, the stereotype of musicality and the rhythm myth are alive and well. 

While there is nothing inherently wrong with someone dancing, what makes this significant is 

that there is a lack of alternative representations of Africans performing everyday activities.  

 The content analysis reveals that both corporate and tourism advertisements have included 

happy, dancing Africans in their content. For the corporate advertisements, the average coded 

score is 2.5, which means that this “marker” is more than incidental. This score is a bit deceiving 

because two of the eight advertisements in this section have no Africans at all. If we adjust the 

scoring for only those advertisements that have Africans present then we find that the average 

score is 3 (18/6) which if we refer back to the coding scale means that it is definitively important 

to the story and is more than incidental but not crucial. If we do the same adjustment for the 

tourism advertisements the score becomes 3.2.  

 In order to get a better sense of what these representations look like today we will proceed 

to a more detailed description of a select number of advertisements. One example of how the 

stereotype of the happy, dancing African can be applied in advertising today is in the Pepsi Max 

commercial. In this commercial four international football stars visit an outdoor market in the 

middle of the African bush and challenge a group of young boys to a game of soccer over Pepsi 

Max. The boundaries of the soccer pitch are created by a mass of singing and dancing Africans 
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who erupt into euphoria when the young boys win the match (with a little help of stereotypical 

African trickery).  

 Another prominent example is the History of Celebration ad that is a part of Coca-Cola’s 

Open Happiness campaign. This ad begins with archival footage of Cameroonian soccer legend 

Roger Milla’s famous goal celebration twenty years ago (see figure 5.3) and claims that this 

changed goal celebrations and soccer culture forever. The audio from the ad says, “that simple 

dance snowballed into this uncontrollable madness where fans and players just let go” and that 

“on that day this man showed the whole world not just how to celebrate but how to live.” With 

the entire history of African soccer at its disposal, rather than focus on the technically skilled 

African soccer players that have contributed to the success of some of the best clubs in the world, 

Coca Cola effectively reduces the African contribution to soccer to a “simple dance”. The Pepsi 

and Coca-Cola ads reinforce the stereotype that Africans are full of rhythm and dance.  

 The tourism board’s advertisements have a slightly higher presence and importance of 

dancing which could be considered a sign that self-Orientalism is occurring. A blatant example 

of the reinforcement of the rhythm myth can be found in the tourism ad that features the Diski 

dance (see figure 5.1). The Diski dance is inspired by South African soccer moves and the 

advertisement shows South Africans in various contexts (chefs in a kitchen, a person crossing a 

street, a child on his way to school, etc.) doing the Diski dance. This can be read as an indicator 

of the pervasiveness of dance in everyday activities. Indeed, the text at the end of video that 

reads, “Rhythm like you've never seen before. Come and feel it." seems to further reinforce the 

stereotype. 

  In other tourism advertisements analyzed for this project the dancing South Africans don 

traditional clothing (see figure 5.2), which is much more reminiscent of representations of Africa 
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and South Africa during colonial times. The tourism board’s decision to reinforce the emotive 

nature of the African might be driven by the fact that it directly contrasts with the idea of 

America and Europe as calculated and serious. If we refer back to Table 3.1, this might increase 

the desire to “experience a different culture”.  As mentioned earlier, dancing is not inherently 

negative but when we take into account the historical legacy of Africans in the role of 

entertainers it becomes more problematic to see that there remains a reliance on and indeed an 

overrepresentation of the dancing African.  

 

Where Animals Rule: Africa As Safari  
 

 

 
 
Figure 5.5 (top left): Brazilian Soccer Star Encounters a Meerkat in Pepsi’s “Oh Africa” ad56 

Figure 5.6 (top right): A Man Walks Among Elephants in Coca-Cola’s “Sleepwalker” ad57 

Figure 5.7 (bottom left): A “Typical” Lion in a South Africa Tourism Advertisement58 

Figure 5.8 (bottom right): A Safari Guide Entertains Curious Visitors, Tourism Ad59 
  

                                                
56 Screenshot from: http://www.youtube.com/watch?v=VQMlPSyZtos 
57 Screenshot from: http://www.youtube.com/watch?v=TkHA2pf1gvc 
58 Screenshot from: http://www.youtube.com/watch?v=p2rEb52pp1s 
59 Screenshot from: http://www.youtube.com/watch?v=p2rEb52pp1s 
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 A second enduring myth about Africa is that it is one big safari. This has led to a 

misguided belief in the Western World that wild animals are omnipresent and that Africans have 

a special connection with them. The truth is that there are plenty of Africans who have never 

seen an elephant or a lion before; the safari is for the tourist. The problem with this stereotype is 

that the safari perspective on Africa marginalizes people. Wild animals are literally the center of 

attention. “In this respect the safari perspective is in a direct line with Herodotus’ view of Africa 

as the ‘land of wild beasts’.” (Pieterse 1995) In the safari perspective, and the nature films and 

safari tourism it inspires, Africa appears as a world of nature, not as a cultural or human-made 

world.  

 The animalization of Africa is displayed and advertised in the West to the extent that 

average westerners are more familiar with Africa’s wild animals than with Africa’s people. The 

rise in the use of anthropomorphic animals (ie The Lion King and Madagascar films) in 

representations of Africa has meant that there is even less use for human characters as animals 

can now assume those roles. This process is reinforced by tourism advertisements that 

promulgate the idea that being on safari in the incomparable “world of the wild” enables the 

tourist to experience the make-believe world of Africa “unchanged since time began” (Rassool 

and Witz 1996). Animals are certainly not a curse; in fact they can stimulate a great deal of 

tourism. This stereotype becomes a problem when a country like South Africa wants to “re-

brand” itself as a modern, progressive society, suitable for business investment that should be 

“taken seriously” by the rest of the world. These efforts at “re-branding” are hindered by the 

enduring stereotype of wild Africa. 

 The findings from the content analysis show that animals and safari themes are more 

prominent in corporate advertisements than in tourism advertisements, which means that 
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outsiders are working harder to keep this myth of wild Africa alive. Of the eight corporate 

advertisements analyzed, four included animal themes (50%). Among those four advertisements 

that included animals the average coded score for the animals/safari and interaction with animals 

(non-violent) “markers” is 3.25, which is higher than the overall coded score of 2.125 for 

corporate advertisements, which is shown in Table 5.1 above. In contrast, in the tourism 

advertisements animals were portrayed more often (5 out of 8 videos) but with lower levels of 

importance (1.75). However, the average coded score for the five videos that included animals 

(using the same markers as above) was 2.2, which represents a significant gap between the 

insider vs. outsider perspectives of the ads that actually contained animals. Below are a few 

examples of how the animal/safari theme plays out in these videos.  

 The first salient example of the animal/safari theme is the Coca-Cola Sleepwalker 

commercial60 in which a white man is camping in the middle of the African bush and sleepwalks 

through the wild until he reaches an uninhabited village where he conveniently finds a 

refrigerator full of Coca-Cola. During his walk he waves casually at a leopard, nearly gets 

trampled by a herd of elephants (see figure 5.6), crosses a river in a canoe and is practically eaten 

by a hippopotamus, and the advertisement closes with him petting a hyena. There isn’t a single 

African person in the advertisement, which reinforces the idea that Africa is a desolate land of 

nature and wildlife are free. This construction of Africa in the western imagination will be 

covered in greater detail in the section on Africa as “Eden”.  

 Another advertisement with a total absence of African people is the Pepsi commercial in 

which Lionel Messi is tricked by a group of anthropomorphic Meerkats. The meerkats turn up 

throughout Pepsi’s advertising campaign and they can be found in the “Oh Africa” ad pictured 

                                                
60 This advertisement was first shown during the 2009 Super Bowl in the United States, which traditionally has 

millions of viewers.  
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above (figure 5.5) In both the Coca-Cola and Pepsi advertisement the animals are the center of 

attention and the outsider interacts directly with them, which varies greatly from the tourism 

advertisements in which animals/safari themes are usually flashed for a few seconds but are not 

as crucial to the overall context of the video. Therefore, animals/safari themes are seen more 

frequently in tourism advertisements but they are not as central to the overall message of the 

video. Whereas in those corporate advertisements that do include animals/safari themes the 

average coded score is 3.25, which means that it is important to the overall message of the video. 

 In this respect, the enduring stereotype of Africa as the animal kingdom is reproduced by 

both sources but varies in a critical way. In the corporate advertisements the reproduction feeds 

off of the assumed mental image that consumers in the global north have of Africa in the sense 

that Africa=animals. On the other hand, the South African tourism board is well aware that the 

desire to go on safari is the second most listed reason for potential tourists to plan a visit (see 

Table 3.1). In response, the tourism advertisements acknowledge that this is what potential 

tourists want to see. But at the same time they try to dispel the myth that Africa=animals by 

presenting animals with a lower degree of importance.  

 

“Somewhere in Africa”: The Need for Competitive Identity  
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Figure 5.9 (top): A Grassy Plain As Far As the Eye Can See, Adidas Commercial61  

Figure 5.10 (middle): Wide Open Spaces, Uninhabited and Ready for Exploration,“Sleepwalker” Ad62  

Figure 5.11 (bottom): This Tourism Ad Uses “Africa” as the Backdrop for a Luxurious Meal63  

 
 We may live in the information age but there remains a stunning lack of knowledge about 

individual African countries. As African countries begin to engage with nation branding, they 

must develop a strategy to address this issue. One of the key tenets of nation branding is that a 

country must establish a competitive identity that sets it apart from other countries in its region. 

In this case, this would be done by prominently featuring distinctly South African landmarks 

(built and natural) that reflect those characteristics that make South Africa unique from its 

neighbors. An easy example of a built landmark is the Sydney Opera House, a feat of 

architectural beauty that is recognizable around the world and distinguishes Australia from its 

                                                
61 Screenshot from: http://www.youtube.com/watch?v=Ha7duAPYdk0 
62 Screenshot from: http://www.youtube.com/watch?v=TkHA2pf1gvc 
63 Screenshot from: http://www.youtube.com/watch?v=p2rEb52pp1s&feature=related 
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competitors. African countries have had to deal with the unfounded belief that all of Africa looks 

the same. In response, Simon Anholt, one of the leading figures in the nation-branding field 

argues that: 

“It is surely time to abolish this “Africa” – and by Africa of course I mean Brand 
Africa, that big, bad, hopeless continent brand that ruins the chances of so many well-
run African businesses and African countries – and replace it with 53 separate, 
distinctive nations, each with its own story to tell of people, pre- and post-colonial 
history, culture, products, services, landscape and government.” (Anholt 2007) 

 
Based on our findings, it appears that this homogenous, imaginary Africa is reproduced by both 

corporate and tourism advertisements. The average coded score for the distinctly South African 

landmarks (built and natural) is a dismal 1 (corporate) and 1.81 (tourism). What this reveals is 

that in the corporate advertisements there is nothing that clearly distinguishes that this is set in 

South Africa other than the general African motifs. Viewers recognize that this is Africa, but is it 

South Africa? The backdrop for these advertisements is either an open bush or an urban shack 

scene, neither of which is specific to South Africa. This allows the viewer to transplant what 

knowledge they have of Africa as a whole onto South Africa, which is obviously detrimental to 

South Africa’s attempts to develop a competitive identity.  

 We might expect the tourism advertisements to be better about distinguishing South Africa 

from its African competitors but the average coded score of 1.81 reveals that the distinctly South 

African landmarks are only incidental pieces of the overall advertisements. In the tourism 

advertisements the general themes are natural beauty and wildlife that clearly distinguish it from 

destinations like Paris, France. However, it is hard to differentiate this image of South Africa 

from that of other popular African destinations like Kenya. South Africa needs to move beyond 

these stock images of Africa and figure out the elements that make up its own competitive 

identity, otherwise it will remain a part of Brand Africa and suffer from what Anholt (2007) 
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refers to as “continent brand effect” in which negative brand equity transfers easier than positive.  

 These findings are in line with those from Chapter 4 in the sense that South Africa’s World 

Cup “brand” also lacked characteristics that were distinctly South African. Therefore, this 

analysis shows that the other voices involved in determining the World Cup “brand” followed 

the same patterns of gross generalizations that were found to characteristic in elements of the 

“brand” like the poster and emblem. The following section on South Africa’s unspoiled beauty is 

crucial in our understanding of how natural elements of South Africa’s identity ended up 

overshadowing cultural and historical.  

 

Unspoiled Beauty: The Unchanging Nature of the (South) African Environment 
 

 

 
 
Figure 5.12 (top left): A Pair Explores (South) Africa’s “Uncharted” Eden, Tourism Ad64  

Figure 5.13 (top right): Andy Skurka “Has the Place to Himself”, Tourism Ad65  

Figure 5.14 (bottom left): Undisturbed Wilderness for Coca-Cola’s “Sleepwalker” Ad66 

Figure 5.15 (bottom right): The Picturesque Setting for Pepsi’s “Oh Africa” Ad67 

                                                
64 Screenshot from: http://www.youtube.com/watch?v=7g_Ccwul8ME&feature=related 
65 Screenshot from: http://www.youtube.com/watch?v=cOhmV6IBXKA 
66 Screenshot from: http://www.youtube.com/watch?v=TkHA2pf1gvc 
67 Screenshot from: http://www.youtube.com/watch?v=VQMlPSyZtos 
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 When we think of Africa we immediately conjure up images of vast landscapes, arid 

deserts, and the sprawling African bush. It is these images that drew white explorers to the 

African continent in the first place. The discourse surrounding Africa’s natural environment 

often relies heavily on feminine terms and the appeal of unconquered lands waiting to be 

penetrated by the white visitor remains an underlying theme in the fantasy of Africa today. 

Pritchard and Morgan (2000) claim that these “Gendered constructions of destinations are also 

intertwined with colonial and racial discourses since both frame the descriptions of those 

countries of the south and east which are constructed as feminine, submissive, and sensual, 

affirming Said’s analysis of representations of the Orient.”  

 From this perspective it is not difficult to see why “the European imagery about Africa’s 

landscape is often expressed in terms of the ultimate aesthetic natural icon, their ‘lost Eden’.” 

(Hall and Tucker 2004) In Cornelissen’s study of South African tourism brochures she found that 

the way in which landscape and territory/space was presented in brochures, conveyed messages 

of adventure and discovery to tourists: ’place’ and territory were represented through wide, open 

spaces, suggesting opportunity and exploration. This was reinforced in the captions that 

accompanied many photographs, examples of which were: ‘Unbegrentze moglichkeiten’ 

(unlimited possibilities) and using a play on words Virgin Atlantic Airways, defined South 

Africa as ‘Virgin Territory’. (Cornelissen 2005: 690) 

 This positive image of an African Eden contrasts sharply with the Europeans’ 

simultaneous fear of the ‘dark continent’ with all its connotations of death and destruction. The 

content analysis for this project shows that, the corporate and tourism advertisements prefer the 

‘lost Eden’ myth to that of the ‘dark continent’ which fits in with the discussion earlier about 
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which myths are marketable. Below, Anderson and Grove (1987) explain the special place that 

the African environment holds in the European (and arguably American) imagination:  

Much of the emotional as distinct from the economic investment which Europe made 
in Africa has manifested itself in a wish to protect the natural environment as a 
special kind of ‘Eden’, for the purposes of the European psyche rather than as a 
complex and changing environment in which people actually have to live… (thus) 
Africa has been portrayed as offering the opportunity to experience a wild and natural 
environment, which was no longer available in the domesticated landscapes of 
Europe.  

 
 Based on the findings of the content analysis, there are certainly “continuities” between the 

image of Africa as the ‘lost Eden’ and the image of Africa today. In the corporate 

advertisements, this image is represented less often and of the five (out of the eight total) 

advertisements predominantly set in a rural area the average coded score is 2.5 which means that 

this representation is halfway between merely incidental and important to the overall message of 

the ad. If we perform a similar adjustment for the six (out of eight) tourism ads that are set in 

rural areas we find that the average coded score is 2.8 but if we only look at the unspoiled beauty 

“marker” and exclude the absent Africans the coded score reaches 4 (very important). What 

these numbers reveal is that the tourism representation of South Africa continue to reproduce the 

stereotype of Africa as the ‘lost Eden’. Similar to the discussion on the animalization of Africa, 

the promotion of unspoiled natural beauty overlooks the importance of the human inhabitants.   

 The emphasis on the unspoiled natural environment does little to advance South Africa’s 

“re-branding” goals as it is given preference over the urban environment, which is grossly 

underrepresented by both corporate and tourism advertisements. In most of the South African 

tourism advertisements (and in some of the corporate ads) the natural environment is presented 

as pristine, virgin even. An example of these continuities in corporate advertisements can be seen 

in the Coca Cola Sleepwalker commercial that was mentioned earlier. The shots of the white 
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male as he penetrates the virgin natural environment are quite picturesque. He is unfettered in his 

exploits and the vast openness of the African environment is heavily emphasized.  

 Similarly, the tourism advertisement in which a well-known American backpacker named 

Andy Skurka goes to the Drakensburg Mountains is a significant example of unspoiled natural 

beauty and absent Africans (see figure 5.13). Skurka remarks, "I'm really just beside myself with 

how beautiful this place is and there's also no one out here, I've got this place all to myself". As a 

white male Skurka embodies what the colonial explorer looks like today. The age of the colonial 

African adventurer/explorer has certainly come to a close but today’s explorers have swapped 

their safari hats and guns for backpacking equipment. The rise of eco-tourism has provided a 

strong incentive to protect Africa’s natural resources so that Eden is not lost. The South African 

tourism boards slogan (South Africa, It’s Possible) plays into the fantasy of Africa as the white 

man’s playground, a mysterious land where anything is possible.  

 

Conclusion 
 
 The literature on sport mega-events, Orientalism, and nation-branding leads us to believe 

that despite the host countries desire to re-brand itself during the sports mega-event, the process 

of displaying a culture in the lead-up to an event and during the event itself has had to focus on 

ready-made markets, thus reinforcing stereotypes about a place and its people. The findings of 

the content analysis support the hypothesis that the current images of Africa are simply 

reiterative, reflecting and reinforcing historically embedded colonial myths. The corporate ads 

will continue to rely on stereotypes because as Gandhi (1998) points out, there is a “persisting 

Western interest in the...production of what we might call exotic culture[s]”. Therefore, tourism 

representations react to the market and show people what they want to see by adopting the myths 

and inevitably perpetuating the cycle.  
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 The four findings covered in this chapter confirm what McClintock (1995) identified as 

“continuities” from colonialism to globalization in terms of representations of Africa. The first 

finding is that the rhythm and musicality stereotypes about Africans are reproduced by both 

corporate and tourism advertisements. As mentioned earlier, dancing is not inherently negative 

but when we take into account the historical legacy of the role of African as entertainer it 

becomes more problematic to see that there remains a reliance on and indeed an 

overrepresentation of the dancing African. The second finding is that the enduring stereotype of 

Africa as the animal kingdom is reproduced by both sources but varies in a critical way. In the 

corporate advertisements the reproduction feeds off of the mental image that consumers in the 

global north have of Africa in the sense that Africa = animals. In the tourism advertisements they 

acknowledge that this is what potential tourists want to see but try to dispel the myth that 

Africa=animals by presenting animals with a lower degree of importance. The third finding is 

that the lack of distinctly South African landmarks reinforces the myth that Africa is a 

homogenous entity. If South Africa is to successfully re-brand itself it needs to move beyond 

these stock images of Africa and figure out what its competitive identity is. The fourth and final 

finding is that the tourism representation of South Africa continues to reproduce the stereotype of 

Africa as the ‘lost Eden’. Similar to the discussion on the animalization of Africa, the promotion 

of unspoiled natural beauty discounts the importance of the human inhabitants.   
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CHAPTER 6: CONCLUSIONS 

 
 Sport mega-events have taken on an unprecedented level of importance for developing 

countries in the era of globalization. The 2010 World Cup in South Africa was a historical 

moment in world football as it was the first to be held on African soil. The government justified 

the hefty price tag of the event by pointing to the benefits that a successful mega-event would 

accrue to South Africa’s international image. This belief was based on the experience that South 

Africa had had with hosting the 1995 Rugby World Cup and the 2003 Cricket World Cup. 

Furthermore, sports mega-events are traditionally heralded as opportune moments for the host 

country to reframe dominant narratives. This process commonly utilizes nation branding, which 

can be understood as an effort to package elements of a nation’s identity into a distinct “brand” 

to be promoted in the international marketplace.  

 This thesis examined South Africa’s World Cup “brand” through the lens of 

postcolonialism. It did so by using Edward Said’s conception of Orientalism and the creation of 

the “Other” to analyze the ways in which South Africa’s “brand” was largely influenced by 

outside sources. Dimeo and Kay (2004) argued that hosts (especially those from the Third 

World) are unable to retain full control of their own representation during mega-events. Instead, 

the image of South Africa was forged by both insider and outsider forces. As the insider source, 

South Africa’s self-representation during the World Cup mirrored its use of symbols of 

modernity and primitivism in its tourism promotion. These symbols have persisted in South 

Africa during its transition into the post-apartheid era and are representative of South Africa’s 

conflicted identity. The outsider sources are comprised of FIFA and multinational corporations 
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that produced advertisements for the World Cup. These outsiders are primarily based in the 

Western world and their construction of an artificial (South) Africa draws upon symbols of 

Africa that are frozen in colonial times. Mayer (2002) claims that these symbols have become 

principal representations of the continent in the age of globalization and it appears that sports 

mega-events are no exception.  

 The first hypothesis draws on the literature on the symbolic politics of sport mega-events 

and nation branding and posits that an event like the FIFA World Cup will serve as a catalyst for 

changing international perceptions of the host country. Through the use of nation branding 

during the mega-event, the host country will be able to more accurately match these perceptions 

with realities. Therefore, the host country would be able to turn Orientalism on its head and 

speak for itself rather than be spoken for. The major problem that this study finds with this 

hypothesis is that there is too much importance placed on the agency of the host country, which 

generally overlooks the possibility that outside forces could be involved in branding the country 

during a mega-event. Therefore, this hypothesis must be discarded as not applicable for sports 

mega-event hosts from the developing world. 

 Thus, the alternative hypothesis that this study sought to prove is that rather than 

dispelling negative stereotypes, hosting a sports mega-event can serve to further entrench pre-

conceived notions of the host nation. This hypothesis is based on the work of Nauright (2004) 

who argues that the use of a sport mega-event for nation branding or re-branding purposes is 

misguided because hosts have to appeal to ready made markets of a place and its people. 

Moreover, this hypothesis provided the basis for a shift to a market-driven Orientalism in which 

both outside sources and inside sources (through self-Orientalism) construct an image of the 

“Other” that both exotifies and reduces the place and people to a set of marketable stereotypes. 
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This hypothesis was tested using a qualitative breakdown of the official elements of the World 

Cup “brand” and a content analysis of sixteen tourism and corporate advertisements that were 

released around the time of the World Cup. The results from these studies reinforce the 

assertions made in the alternative hypothesis and will be covered briefly in the next section.  

 

Findings  

 
 Godwell (2000) claims that the major issue facing hosts of sports mega-events is that they 

must distinguish the same event as a “unique” experience. In order to do so, every conceivable 

distinguishing feature is seized upon, repackaged, and subsequently launched as a unique quality 

peculiar to these particular games. This was certainly the case as South Africa packaged it’s 

World Cup “brand” in a mixture of both “modern” and “primitive” wrapping.  

 In Chapter 4 the elements of the World Cup “brand” were critically analyzed. The major 

finding is that the LOC was trapped in a double bind because they didn’t want to disappoint the 

international community that expected a “truly” African World Cup (complete with dancing 

tribes and wild animals) but at the same time wanted to redefine what qualifies as “truly” 

African. In effect, the attempts to both dispel and reinforce pre-conceived notions of (South) 

Africa resulted in a muddled image that did neither. The analysis of the various components of 

the 2010 World Cup “brand” has shown that South Africa was largely equated with all of Africa. 

The use of these gross generalizations in the representations of South Africa is representative of 

the practice of cultural reductivism that perpetuates exotification and Orientalism. This also 

placed a severe constraint on South Africa’s ability to develop a competitive identity and to 

distinguish itself from the rest of the continent. In addition, it was found that the elements of the 

official brand that were South Africa specific (such as the mascot Zakumi) simply rehashed age-

old stereotypes about the characteristics of (South) African people.  
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 In terms of self-Orientalism in the 2010 World Cup “brand” a severe limitation that was 

addressed earlier is that it is difficult to know exactly how much influence the LOC had on the 

various components. The case of the stadium construction in Cape Town revealed the powerful 

influence that FIFA had over the image that would be projected to the international community. 

That being said, South Africa was in complete control of the actual bid for the World Cup and in 

the dialogue surrounding the bid process, the equation of South Africa with Africa was 

reinforced by the LOC. Further, the opening and closing ceremonies were another area of the 

“brand” that South Africa had more control over. The performance was reminiscent of the 1995 

RWC ceremony that was used as a crucial example in Nauright’s 2004 study. With performers 

either clad in traditional “costumes” or operating large-scale animal puppets South Africans 

conformed to the images that viewers expected to see. That being said, this analysis did not have 

access to crucial “behind the scenes” negotiations between the LOC and FIFA in terms of the 

nature of the various elements of the World Cup “brand”. Without this knowledge it is difficult 

to unequivocally say that South Africa’s “brand” was a true example of self-Orientalization.  

 The findings from the content analysis in the second empirical chapter support the 

alternative hypothesis in the sense that they show that the current images of Africa are simply 

reiterative, reflecting and reinforcing historically embedded colonial myths. The corporate ads 

will continue to rely on stereotypes because as Gandhi (1998) points out, there is a “persisting 

Western interest in the...production of what we might call exotic culture[s]”. Therefore, the 

analysis of the tourism advertisements in light of the information presented in Table 3.1 shows 

that tourism representations react to the market and show people what they want to see by 

adopting the myths and inevitably perpetuating the cycle. 

 The four findings covered in chapter 5 confirm what McClintock (1995) identified as 
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“continuities” from colonialism to globalization in terms of representations of Africa. The first 

finding is that the rhythm and musicality stereotypes about Africans are reproduced by both 

corporate and tourism advertisements. As mentioned earlier, dancing is not inherently negative 

but when we take into account the historical legacy of Africans in the role of entertainers it 

becomes more problematic to see that there remains a reliance on and indeed an 

overrepresentation of the happy, dancing African. Sports mega-events are the perfect opportunity 

to play up this inherently African characteristic and Coca-Cola’s History of Celebration ad 

campaign  did just that. 

 The second finding is that the enduring stereotype of Africa as the animal kingdom is 

reproduced by both sources but varies in a critical way. In the corporate advertisements the 

reproduction feeds off of the proliferation of anthropomorphic animals in western media and 

acknowledges the effects that these images have had on equating Africa with animals. Those 

involved in the production of the tourism advertisements are well aware that this is what 

potential tourists want to see but try to dispel the myth that Africa=animals by presenting 

animals with a lower degree of importance. This is an example of the tricky situation that South 

Africa finds itself in as it tries to simultaneously position itself as both a “modern” country and a 

“truly” African country in the traditional sense.  

 The third finding is that the lack of distinctly South African landmarks reinforces the myth 

that Africa is a homogenous entity. This is in line with the major finding from Chapter 4 in the 

sense that these gross generalizations are thwarting South Africa’s ability to develop a 

competitive identity. Anholt (2007) covers the problems of the continental brand effect but both 

the advertisements and the official pieces of the World Cup “brand” seemed to take no notice. 

Surely, if South Africa is to successfully re-brand itself it needs to move beyond these stock 
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images of Africa and figure out what its competitive identity is. This lack of specificity is 

markedly characteristic of the shape that Orientalism has taken in the present day.  

 The fourth and final finding is that the tourism representation of South Africa continues to 

reproduce the stereotype of Africa as the ‘lost Eden’. Similar to the discussion on the 

animalization of Africa, the promotion of unspoiled natural beauty discounts the importance of 

the human inhabitants. The tourism advertisements were more interested in promulgating this 

myth because as Table 3.1 shows, the desire to “see the scenery” was the primary motivating 

factor among potential visitors. Thus, South Africa’s ready-made market, based on international 

perceptions that are themselves based on colonial images frozen in a time of globalization, 

definitively influences the production of tourism advertisements.  

 These findings confirm the alternative hypothesis that rather than dispelling negative 

stereotypes, hosting a sports mega-event can serve to further entrench pre-conceived notions of 

the host nation. With this in mind let us now move to a discussion of the significance of this 

study and the need for further research on this topic.  

 

Significance of Study  

 
 It is our hope that this research project will contribute to the field of sport mega-events 

and to postcolonial media studies which is a field of increasing importance as we enter an age of 

mass media. Furthermore, this is an attempt to bring Said’s classic understanding of Orientalism, 

in which literature served as the main channel through which the “Other” was labeled, into the 

contemporary era of television, film, and advertising. Within this context, the rise of nation 

branding and the increase in perceived agency that countries have over their own image seems to 

contradict Said’s assumption that the “Other” is spoken for and cannot speak for itself. Indeed, 
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nation branding has grown ever more popular among developing countries who are eager for a 

quick fix that will transform the negative perception that the world has of them.  

 These findings are relevant for academics in these fields but also for government officials 

in countries (especially developing countries) that will be hosting sport mega-events in the 

future. As it stands, there has been little study of the use of a sport mega-event to “re-brand”  

developing countries, especially those in Africa. This study fills this gap by critically analyzing 

the “re-branding” process by using the lens of postcolonial theory in order to track the extent to 

which the brand reinterprets, reproduces, or tears down colonial stereotypes. This study also 

offers insight into alternative forms of “nation-branding” during sport mega-events, where the 

host is on the receiving end of the branding process, by engaging with corporate advertisements 

set in the host countries. It was found that multi-national corporations put forth their own 

“brand” or vision of the host country that competes with the countries own self-image. This is an 

area that has been overlooked in the literature on mega-events and which will continue to be a 

salient research topic as the same issues are likely to arise during the 2014 FIFA World Cup in 

Brazil and beyond. 

 

Suggestions for Further Study  

 
 The current trend in sport mega-events has been towards a greater inclusion of the major 

emerging economies of the world. In 2014 Brazil will host the World Cup and two years later it 

will host the summer Olympics. After Brazil the World Cup will be hosted in Russia (2018) and 

Qatar (2022). These countries will certainly face many of the same challenges as South Africa in 

dispelling negative stereotypes about their country. Despite Brazil’s booming economy it will 

have to deal with the fact that when people around the world hear the word Brazil it still conjures 

up images of outlandish celebrations (carnival), loose women, and urban poverty (favelas) 
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among others. If Brazil wishes to be a “good host” by Dimeo and Kay’s (2004) standards they 

should seek to imitate Australia’s tactics of closely monitoring and parterning with those outside 

institutions that are capable of creating competing representations of what it means to be 

Brazilian. In relation to the Australia case study, Brazil’s indigenous populations should be wary 

of cultural exploitation and appropriation during the event.  Brazil’s organizing committee 

should also learn from South Africa’s mistakes and make sure that they effectively develop a 

competitive identity that sets the country apart from the rest of Latin America. 

 In general there needs to be further study on how a developing country can best use a 

sport mega-event as a part of their nation-branding (or re-branding) agenda. Of critical 

importance is the understanding that a sport mega-event is a media opportunity, not a branding 

activity in its own right, and the most important thing for countries as they prepare for such 

events is to know precisely what they are going to say and prove about themselves while the 

show is in town and the global media spotlight is switched on. From there we need to look at 

creative ways that host countries can overcome the ready-made markets and present an accurate 

image of their country. 

 The amount of public resources spent on hosting sport mega-events makes them too 

costly of an ordeal to be a missed opportunity. There needs to be greater knowledge about best 

practices in terms of branding and re-branding developing countries so that host countries can 

seize the momentous opportunity that sport mega-events offer. These events are too costly to be 

used to simply reinscribe stereotypes. South Africa still has time to benefit from its success in 

putting together a well-organized World Cup but it must act quickly before the world forgets and 

reverts to pre-2010 notions of (South) Africa. As for upcoming hosts Brazil, Russia, and Qatar, it 

is never too soon to start chipping away at the international stereotypes of their country. Starting 
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early may be the best chance of disturbing the ready-made markets in which the country will 

have to market itself.  
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