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Casablanca Film: A Wartime Propaganda
Casablanca, a Hollywood film released on 26th November 14, 1942, brought into play the acting power of Ingrid Bergman and Humphrey Bogart. Although people regard it as the best love movie produced in Hollywood, its contents reveal it to be more than a love story. After analyzing the film's timing and its contents, it is possible to identify the propaganda that aimed at propelling the United States (U.S.) into the second world war. the U.S. was the only country lacking intelligence and a propaganda agency after the start of the European war in September 1939. However, this changed after the Japanese attack on the U.S. navy base in Hawaii on 7th December 1941. 
First, the movie was produced courtesy of a board set up to enhance the nation’s war agenda (Eco, 1985). After Pearl harbor humiliation by the surprise attack by Japanese forces, it became clear that the U.S. had only one option left at the table to protect its citizens and interests. However, intelligence alone would not help the country win the war due to the intensity of the conflict. Propaganda would play a crucial role in directing American efforts and beliefs towards the confrontation. In 1942, the United States office for war information (OWI) was created. The main objective of this board was to help the public understand the conflict at their home and in other world parts. The board would create war campaigns by controlling government information activities and consultations with the media fraternity. The three most significant sections targeted by OWI in their duties to sell the war were the motion pictures, the radio, and the press.
In the film, the characters echo then argue with the American policies and attitudes towards international affairs (Eco, 1985). These arguments were centered to give the country enough reasons to engage the enemies. Bogart seems cast as Rick, the bar owner who had spent his previous life in France. After the Germans invaded France, Rick fled Paris and returned home to establish his café Americain, the center of all wartime nationalities. This character champions the U.S. isolationism policy, which was popular since the early years of the country. He argued that the world's problems were not in his department to illustrate the federal policy of the government. Following the attack on Pearl Harbor, the illusion that America could ignore the events outside its borders and concentrate on its internal affairs was flattered. 
To show the need for the American government and the public to change their views on the war, Rick transforms from his isolationism belief to an engagement attitude(Camino, 2018). This change is made explicit by Signor Ferrari, the blue café owner who asks Rick when he would realize that isolationism was no longer working in the world. Later, Rick takes sides when he showed the audience the people he considered heroes and villains in the European confrontation. When a group of Nazis soldiers sung nationalists' songs, a heroic fighter who represented the sacrifice of the undermined Europeans demanded that the band plays the French national anthem, La Marseillaise. When the singers looked to Rick, he nodded assent. This gesture marked his transition from the policies against conflict involvement and joined the Americans who believed that the best thing for their nation was to fight hard to defend the world from the enemies of democracy and peace. By heroizing the European struggle against Germany, the cinema served as a propaganda tool to persuade a reluctant American audience to engage in yet another conflict in Europe (The take, 2016).
The movie's story was set in a Moroccan city a week before Pearl harbor. This revelation is a representation of the propaganda that the film intended to pass on to the American people. The movie creates a scene that portrays the Nazis stepping into the romantic issues of three little people. The message intended by this scene was to send a warning to the Americans that the perpetrators of the war were bound to disrupt peace in the United States unless they put up a fight. Like the other wartime American films, Casablanca was operated under the watch of two regimes: the OWI motion picture bureau and the production code administration (PCA). Considering that the film was run by the board set up to change the peoples' beliefs about war, it becomes part of the board's piece of art to pass the needed message. This further indicates that the film was carefully designed to create the right feeling of fighting for the world's survival.
The film's propagandist campaign reaches its peak with the relationship between Illa and Rick, whose love story aligns with the war timing (Camino, 2018). Initially, their romance in the recently preoccupied Paris portrayed the two in an honestly intimate world. However, their bliss ended with the entry of the Nazi's tanks, whose soldiers announced through the speakers that they would not allow the rest of the world to ignore their presence. Here, the film creates a narrative that the Germans' war horror was responsible for true lovers' separation across Europe and signaled the Americans that they were never too far. Here, Illa says, “I’m no good at being noble. But it doesn’t take much to see that the problems of three little people don’t amount to a hill of beans in this crazy world.” This movie scene passed coded information to the Americans that war would finally affect them no matter their efforts to avoid it.
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