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BEYOND BRANDING: BUILDING LASTING VALUES FOR NIGERIA’S GROWTH 

Businesses have grown and prospered due to ownership of strong brands in their products portfolio. 

It has often been said with regard to consumer goods marketers that a company is only as strong as 

its brands portfolio. 

In some instances, brands on their own have acquired a higher value than the totality of factory 

buildings, machinery and other tangible assets owned by the business. 

According to  Derrick Daye in an article on branding, a senior manager at Coca-Cola once said that 

he would prefer to sell the factories , equipments and other company’s assets - as long as he could 

keep the company name. 

Interbrand in 2011 estimated the value of the Coca-Cola brand at $71 billion, ranking it first in a 

listing of the world’s 100 brands. IBM came second at $70 billion while Microsoft came third at $59 

billion. 

 This explains why in the world of consumer marketing, the brand reigns supreme, and corporations 

make significant investments towards growing and protecting their brands. 

 

THE BRAND 

The brand is the fundamental differentiating device for all products and services. It is that 

combination of name, words, symbols or designs that identifies the product and its source and 

distinguishes it from competing products. 

According to Kenneth Romans and Jane Maas in their book, How to Advertise,”… a brand is a set of 

added values which offer both functional and psychological benefits to the consumer… “ 



Robert Blanchard, a former P&G executive says” A brand is the personification of a product, service, 

or an entire company.” 

In the same way that consumer products marketers identify strong brands as a competitive 

advantage in their marketing, countries have become wise to the idea of nation branding.  

As nations compete against one another in attracting investments in various forms to their shores, 

they realize that having a positive image does deliver an advantage in this pursuit. It therefore pays 

to build and sustain a perception that engenders the right emotions towards the country in the 

comity of nations. Internally, the brand can also be a rallying point for the citizens of a country, 

inspiring them to greater patriotism.  

Nation branding aims to measure build and manage the reputation of countries. The image and 

reputation of a nation can drastically influence its success in attracting tourism receipts and 

investment capital, in exports, in attracting a talented and creative work force, and in its cultural and 

political influence in the world. 

In the Anholt Nations Branding Index, Canada was rated as the number one brand for investments 

and immigration followed by the UK and US.  

The report also measures top of mind recall for some nations. 

For instance, what comes to mind when respondents think of the following countries went thus: 

USA: Cowboys, New York, Entertainment, materialism. 

UK: Lousy weather, Royalty, London. 

China: The Great Wall, emerging manufacturing power. 

Brazil: Carnival. 

The same report also goes further to show that nations have distinctive personalities. 

America is known for prosperity, innovation, opportunity and freedom. 

 France is known for fashion, culture, and food. 

Italy is known for its art and fashion. 

According to Oliver Blanchard in his comment on nations branding, “A large part of branding is 

based on what an entity does rather than the message it tries to convey.”  To create the right 



“actions” the entire country has to get on board the branding programme. This stresses the need for 

mass mobilization and buy-in of the citizenry. The most important consideration in nation branding 

is maintaining brand integrity- telling the truth about who you are. This is because communication 

must be relevant, believable and unique. It is certainly more advantages to build upon brand 

strengths rather than try to overcome brand weaknesses.   

It is important for a place to take inventory of its assets to determine which of those are unique, 

believable and compelling to each of its target audiences. 

One or more assets can then be chosen after exhaustive evaluation as the foundation of the nation’s 

unique value proposition. 

The most important activity in nation branding is the articulation of this unique value proposition or 

brand positioning. It is only after this has been successfully accomplished that awareness building 

can follow. 

 Building brands takes time, demands consistency in investments and messaging, as well as 

coherence of the messages. It requires substantial investments; it requires alignment of words with 

actions. 

If you have followed my presentation thus far, you must by now be building a mental picture of what 

a nightmare it must be for those tasked with building brand Nigeria. 

Building brand Nigeria demands strong alignment of our actions with the perceptions we want the 

world to have of us as a nation. Nation branding is not arrived at through sloganeering, it cannot be 

conjured through any wishful thinking, it must be delivered through actions and attitudes that have 

been shaped by values and principles that are held dear by majority of the populace. Those values 

over time become a part of the culture of the people. 

To build a sustainable brand Nigeria, we must revisit our values as a nation and chart for ourselves 

a new course that will engender the respect of the rest of the world. 

In so doing, we will begin to change the way the world sees us and refocus attention on those things 

we want to be known for. 

 

 

 



HOW WE DO NOT WANT TO BE SEEN 

 We do not want to be ranked amongst the world’s most corrupt nations. 

 We do not want to be seen as a nation full of advance fee fraudsters.                                                                                          

 We do not want to be known as a transit point of illicit drug trade. 

 We do not want to be seen as a country that has no respect for rule of law. 

 We do not want to be seen as a country where seeking redress in the law court is a waste of 

time. 

 We do not want to be seen as a country whose educational certificates are not worth the paper 

they are printed on. 

 We don’t want to be seen as that country where nothing works. 

 We do not want to be seen as that country whose potential is so far apart from its self inflicted 

reality. 

 We don’t want to be seen as a country of ultra religious people, with dozens of churches and 

mosques on every street, but who have no fear of God.    

        

HOW SHOULD WE BE SEEN? 

“Nigeria, a nation of highly talented, hardworking and indomitable people. Africa’s economic 

powerhouse and emerging superpower. 

 A land of great beauty, diversity and culture. Pride of the black man. 

A country of good people, a really great nation. “ 

        

NOTHING IS IMPOSSIBLE 

All we need is the will to do it. What it takes is the commitment of our leaders to chart a new course 

for our common destiny. 

It is about leadership at all levels, from the family to the community, through to the states and 

national level.  It is about parents setting the moral right standards for their children and guiding and 

nurturing them to imbibe the right values. It is about our leaders living those values that they would 

want their followers to emulate, and that should become part of our national life and culture. 

It is about the citizens holding their leaders to account for the mandate that they were given, 

reminding them always that leadership is a trust they hold for the people. 



It starts with rewarding the right behavior, and applying appropriate sanctions on those who go out 

of line. 

It starts with respect for and abiding by rules no matter how “big” we think we are. 

It starts with living a life of integrity, and doing good because it is the right thing to do. 

It starts with rewarding merit, and being fair to all irrespective of ethnic, filial affiliation or pecuniary 

interest. 

 

 A BIG FIRST STEP 

We need to embark on a massive values re-orientation of our society. 

Let us start from the very grass roots of our nation- the kindergarten and primary schools. Moral 

education must be given emphasis where these young minds can be shaped before they are 

irreparably bent. Schools and parents must partner effectively to make this work. 

Civics must re-take its rightful position in the school curriculum. All schools must teach Nigerian 

history at primary and secondary levels- no matter whether they are private or public, and no matter 

what curriculum they claim to be running, our children must know who they are and where they are 

coming from. 

To get this right, our educational system must be over hauled. Teachers must find fulfillment in their 

work or they will be in no position to set the right examples to the pupils in their care. 

The religious institutions have a strong role to play here. Let religious leaders give some prominence 

to ethics, morality and holiness beyond miracle, wealth or prosperity preaching. 

Let us as a people stop celebrating wealth whose source cannot be substantiated. Let us make it 

difficult for owners of illegitimate wealth to flaunt their affluence. Let us ask the right questions that 

demonstrate our disdain for that kind of wealth. Let us name and shame looters of our common 

wealth. Let us make corruption in public office unattractive by stigmatizing looters of public 

treasuries and their families.  

In awarding national honours, let us recognize only truly honourable Nigerians. And let us not 

prevaricate in withdrawing such honours from those who are later found to be dishonorable. 

Honouring fraudsters and looters of public treasuries only serves to confirm to others that it is the 

right thing to do. 

Let us celebrate ordinary Nigerians who everyday live the values that we would like other Nigerians 

to emulate and that can help transform our nation. What gets rewarded gets done. 

Let us begin to raise the foundations of a nation built on values. When we cultivate and live the right 

values, we can begin to identify unique and compelling assets that can be used in the construction 

of our new brand architecture. 



Any other approach to branding Nigeria will amount to building castles in the air, with predictable 

consequences. 

 

WHERE ARE WE COMING FROM? 

We were once a people for whom a good name was greater than silver or gold. 

A people who took pride in the dignity of labour.  

A society where thieves, their families, and even their villages were shamed and ostracized. 

A community where elders were the custodians of public morality, and where an elder would not 

see a neighbor’s child misbehave and look away.  

We all come from communities where visitors were accorded expected courtesies and were always 

welcome in communities far from their homes. 

A country where you could drive from Uyo to Ibadan without coming across a single police 

checkpoint yet be in no fear for your safety. Even at 2.00 am.  

A country where differences in tongue or tribe never affected our sense of brotherhood. 

An educational system whose university degrees were highly rated than that of many American 

universities, and where those who went abroad for further education were often scorned as dullards. 

Sometime ago, we were truly good people, a really great nation in the making. 

But we derailed. 

All is not lost. 

The new sense of identity and pride by our youth in  the creative industries and e- business 

enterprises open up an opportunity we can leverage on to reposition our country to the world. 

Keying an effective values re-orientation programme into this wave of creativity and self awareness 

can unleash a potential that can launch brand Nigeria to heights that can only be imagined. 

It starts with all Nigerians doing the right things, and insisting that things be done right. 

It starts with all of us committing to a life of integrity  

It starts with you. It starts with me. 

Thank you.  


