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The Gains of Foreign Operations

usinesses in Migeria today are facing some of the greatest

challenges in the country’s history. Geometrical growth is

hecoming extremely elusive.  Interestingly. there are always
EXCEPIME, V0N In the Ilf'l'l.lt.tll.ll."ﬁf ceonomic environments. In this UnLgue
group are teams supremely determoned to drasacally change societal
patterns and push aggressively bevond the line,

This year, brands in the banking scetor have shown thae thinking
beyvond borders can make the difference between profitand loss.

In 2023, four Tier=1 Nigerian banks generated INa27.027 billion from
their forcipn subsidianies, reflecting a 319% year-over-year grovth. This
increase can be atribured o significant growth i gross carnings from
their foretgn subsidiaries.

For example, four Tier-1 banks; Access Holding, GTCO, UUBA, and
Zenith Bank, saw their gross earnings grow by 114.40% Year—on<Year,
reaching MN7.985 trillion in 2023

While Nigenan operatons contnue to account for a significant
percentige of the gn}up'ﬁ CArTUHILEE, their cross-barder CNPAIEIOTY alsn
bolstered the bottom hine, as reflected in the impressive growth in
revenues and profis from these foreign subsidianies.

A cursory review of the fnancial performance of the four banking
groups reveals that Access Holding Ple emerged as the group wirch the
highest pre-tax profit from it foreign subsidiaries, which include
operations in Ghana, the UK, Gambia, South Africa, Rwanda, R
Cotge, Zambia, Sierra Leone, Guinea, Mozambigue, Kenva, Botswana, Cameroon, and Angola.

Access Holding Ple’s forgign operations generated N199. 180 billicn in net pre-tax profit in 2023 The impressive pre-tax profit
grovth from s UK and Ghana operanens bolstered the over $45% year-over=year growth in 2023,

This awareness is not linited to the banking industrye The Prindpal Consultant of a young agency, ldeas Origin Media revealed
recently thar the agency's expansion to the United Kingdom has opened mere doors, In his words *Our business endeavours from
Migeria to the United Kingdom have a substantial impact on our growth and shecess. Gaming access to a larger marketwith more
purchusing power is a huge sdvantage.

We may also recall that a Leading Publie Relatons and Integrated Communications Consulung ficm, Chain Reaction was
rebranded and repesitioned o become a digital-ficst plattorm and 247 solution house for povernments and brands desirous of
winning in Africa's reputation cconomy,

The CEQ of Chain Reaction Africa; Isreal Opayeimi revealed that*It is 1 transition from services to platforms. Today, we are
becoming a digital=first Public Relations and Integrated Communicatons Consultancy. This explains why we are officially
becomang a 247 seluben house tar povernments and brands who wish toowin in the reputation cconomy of Adrica’

Another remarkable and bold expansion move 1s that of a non=affiliated agency in Afnica and one of Migeria's foremost new-
generation creative powerhouses, 23M Ideas. The agency decided w expand its operations beyond the West African region o
Central and Southern Africa, as well as the Middle — East to boost its intra-African business aswell as boost intra-Africa trade,

Steve Babacko, Chicf Executive Officer and Chief Creative Officer of 2X03M Tdeas Flageed the expansion off with the official
Eunch of 33M Ideas SA PTY Lisnited, a full-service ageney in Johannesbarg, South Africa, carlier in June, this year.

At the launch, Babacko had said thas 20M Ldeas SA PTY s the arrowhead enterprise thas will drive the agency’s footprint acroess
South Afriea, Zambia, Botswana, Zimbabwee, and Mozambigue The expansion move, Babacko noted, weas parcofa five-year plan w
cxtend the frontier of its operations w other parts of Africa,

In this edition. our cover 1= on one of Babacko's promises that was fulfilled- 330 [deas Zambia, On the night when giants ac
Putchers Award camne ot to slay, X3M Ideas Zanbia took the aspiration of the Zambian people w the plobal stage, and though itmay
nut yet be Uhuru for the Zambian market, it is safe 1o say that "Zambia Euchalo” - or "Zambia to the world” - has indeed become a
reality, Onar cover is on the formal arrival of Zambia on the international stage of creativity 1tis 2 remarkable achiévement worth
velebrating,

Sl in this unique edition. we have 2 special pull-out o celelseate our last Women In Marketing Conference And Awards
(EIMCA) that celebrated women achievers and brands that supported Wonen in 2023, We also identified some outstanding ones
rewatch thisyear,

W also have a pull-out celebrating brands that elevated entertainment in Africa through the Afvica Magic Viewers' Choice
Awvards (AMOVA). The event radiated the Splendor OF Africa’s Entertaiinment at its peak.

I tluis edivion, we have also packaged vur regolar se groents and many others thatwill make Tssue 91 an exciting and memorable
one. Please read it, Keep it

Happy r-;:.'ulmg!

Joshua Ajayi
Publisher Editor=In-Chief
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BRAND NEWS

MultiChoice Harps On Role Of Education In Sustainable Talent
Development For Africa

i commemoration of the 2024 Africa Day,
Mdrica’s leading entertaimment company,

MulnChoice, has emphasized the role of

cdoeatien in eultivating talent and
sustmnability in the African entertainment
industry,

According to the company, the continent i
ripe with unrealised potennial, and it s
pertinent that otganisaions address Adries’s
cducation challenge, to ensure that the skills
thiat students gain are directly relevant to their
future development, and that of the continent,

Ahgming with che 2024 Afnca Day chemie
“Educate in Aftican Fit For The 21st Century,”

Brand Finance R
Brand In Nigeria

ceess Bank has reported 4 73 per cone

increase i brand value as it emerged as

be most valuable banking brand in

Migera, acoording to the latest data from Brand
Finance.

Thas marks the third conseoutive vear thae

the company sald 1t remains commamed oo
cquipping wpinng mdustry profesiienals with
the crocial “sustamable cducation™ it takes w
thrive in the rapidly changing film and
television sector, through the MulaChoice
Talenr Factory (MTF) immarive,

An MTF survey has found that around
% of MTE Acadenyy graduates go on towork
in the ceeative sector. Many of these voung
professionals go an o carcers at MulaChoee,
which bills iwself as "Africa’s most=loved
storyteller,” said MultiChoice West Africa
CEO, M. John Ulghe

“This level of absorption demonstrates

atala

anking: Ac

-y

Access Bank has held the top spot in Brand
Finanee's anmual ranking of the world"s Top 500
Baniking Brands.

Brand Finance, the warld's leading brand
valuation consultaney, reported thar banking
brands contnbuted a substannal 50% of the

AW B

anather benefic ef educanon
in the African development

it onlocks the

jonrney:
Friassive pl'-ll.'l]l1;1| of the
continent's yvouthfnl
population. Education is
what will transform Africa’s
A mallion young people
agmed between 15 and 35 ko
a generation of doctors,
lawyers, financiers,
cogineers and media
professionals, " he added,

overall brand valne among Migena's wop 25
brands, Within the MNigeria 25 2024 ranking,
banking brands pot only emenzed a3 the most
valuable but alse the strongess and fastese
EPOWILE,

Access Bank's brand valne
remarkably, making it the 31st most valuable
brand in Africa according to the Brand Finance
Africa 2000 2024, This impressive growth s

soared

primarily driven by significant increases in

interest-based income, reflecting umproved

revenies and robust finacial performance,
Commenting on the recoguition,

Roosevelt Opbonna, Managing Director/Choef

Exceutive Officer of Access Bank, sad, “We are
proud to once again be recogmsed as Nigera's
maost valvable brand.
testament to our conumitment to excellence,
innovation, and susminable growth, We will
conbinue be focus on delivermyg exceptional

Fhiz accolade is a

wvalue o ovr customers and stakeholders,

drving positive impact across the commuonitics
we serve,”

Toyin Henry-Ajayi, Group Head, Group
Marketng & Retail Analytics at Access Bank,
who spoke on the brand's jourmey at the
annonncement event, added, “Access Bank’s
consistent performance and brand value
growth refledts our ability to stay true to our
NA of excellence through cvery strateme 5=
year cycle. Our journey has been one of
continnens improvement and adaptation, and
we rermain dedicated o setting new stindands in
the banking industry and contributing to the
coonomic development of Africa,”

Aceess Bank also distinguashed jiself as the
top brand in terms of Suswinababty percepnions
value, surpassing Flour Mills of Nigeria which
ranked second. This underscores the Bank's
dedication to sustamable practices and s
leadership in corporate responsibility.

Fidelity Bank Tops League Of Best Performing Banks In Capital Market,
Hits 507 Percent Gain In 5 Years

FBN Holdings Rakes In N238.53bn

BN Holdings Fle has reported a

M238.53 billion profit before wux (PBT)

i 1ts npaudiced financial results for the
first quarter (C}1) eweded March 31, 2024, This
i5 4 325 2-cent prowth from the BN56.1 billion
reported i the same quarter of 2023,

According to the bank. the Q1 2024 resulis
were 1 reflection of 2023 impressive
performance as one of the oldest banks in
MNigeria sustained its fundamentals amid
domestic and foreign challenges.

Frong its 01 2024 profit & loss Agures, the
Gironp declared N208.1 allion in profies,
which was abour 3158 per cent compared with
the M50 billion reporeed in (1 2023,

FBM Holdings also annonnced N7
ballion geoss earnings in Q1 2024, which was an
increase of 181.4 per cent from M25%9.3 billion

idelity Bank Ple towers above

all weher banks 1o the

Migeran stock marker ag it
investors carned more than 507 per
centin capital gains over the pase five
AR,

Report at the Wigenian stock
market for the five-year periosd
betweern May 31, 2019 and May 31,
2024 showed that Fidehty Bank
outperformed other plagers in key
indices atthe stock market.

Fideliny Bank’s share price rose
by 50714 per cent over the penod,
representing average annual capical
gain of 101,43 per eent.

These returns underscore

in (] 2023,

Amid & hike in e Monetare Policy Rate
{MPR), the financial mstitution declired N455
ballion iningerest incomes in Q1 2024, a growrh
of 153.3 per cent from NI796 ballion i Cr1
2025, while interest expenses closed 1 2024 4
M226.42 billion, representing 234 1per comt
merease from MNET.T6 billion reported m G
2025, Azamst the backdrop of a double-degie
inflation rate, operating expenses moved from
1112 billion in Q1 2023 to M212.80 hillion
reported in G 2024,

Toeal assets from the balance sheet posttion
stood ar MN2L5E willion as of March 2024,
which was a 274 per cent inerease from the

As FBMN Huoldings declared NEAZ rillion

i Customer loans & advances (Mot} as of

Fideling Banks immense value as a stock Gor all
trmes, helping investors o hedpe against
inflation while preserving sipmificant long=
termn vilue., With 507 per cent capital gain in five
vears and average anmual gon of more than 100
e Ccent per year, the retiarn anabysis It'l'lF"llL'!-
that investunent in Fidelity Bank 15 more
attractive than other class of assets, including
fixed-tneome securities stich as government
and corporate bonds: real esate mvesoment and
mutizal funds among ethers.

The high divisible nature of shares
investment and hagh free floar of Fidelioe Bank,
which makes the banks shares casly available,
underline the bank 45 4 most attractive
pvestment l.l'|.!|.j~':-|:] for all cadres of investors-
small, medunn and high netaorth; retil and

imEtitnonal investors,

Comparative analysis showed that Fidelity
Bank outperformed all other major marker
indices with the banks average annual retutn for
the period twice the average retum by the
everall market and alimaost four times of average
return in the banking sector.

Twor other magor price indices- the NGX 30
Index and NGX Man Board Index, recorded
frve-vear comulative return of 185,73 per cent
ard 265.6 per cont pespectively representing
average annual gain of 37,15 per cent and 53,1
per cent respectively:

Market anabysts are unanimons that share
prices are thestrative of the fundamental valioes
-.ll-qtl.uil.‘d COTTIPanies,

Profit Before Tax In Q1 2024

March 2024 from MNE3G trellion m 2023,
the full financial year, s customer
deposits stood at NI1327 tnllion as of
March 2024, an increase of 24.4 per cene
from N1066 trillion reported m 2023
financial year,

Commenting on the Q1 linaneial
resules, Mnoamdi Ckonkwa, the Group
Managing Director at FBN Holdings,
sazed. "FBIN Holdings" strong seare to the
yvear remnforces the confidence in
achieving targets and delivering
sustained valize for our sharcholders.

In his words, “Our comminnent o
optimisiig the Group’s carnings
capacity and maximising operational
efficiencies has again delivered
ontstanding resules.
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BRAND NEWS

Wema Bank Holds 2023 AGM, Receives Commendation From Shareholders
For Outstanding Performance
W

CHaimnan, Baard of Direclors, Wama B

AT

ClG Motors, Diana Chen Foundation Partner

IG Motors, manufacturers of GAC

motors and the Diana Chen

Foundation are parmenng with the
Womnen n Management, Business and Public
Service (WIMBIZ). to foster inclusivetiess n
management pasitions and training
opportunties, The CEO wf CIG Motors, Chief
hana Chen, said dhat WIMBIZ 15 one of the
orpganisations that has an outstanding
leadership and management progranune that
helps o propel women's inclusiveness, She said
this -;l=1r:|||l.: 4 COUPResY vigit of the WIMBILZ
mianagernent team to CIG Motors i Lagos
recenith She further revealed that the anto firm
has women in diverse sectens of s operation,
as this aligns with the WIMBIZ vision and
nuission of having women at the nanagement
level sforganisations,

L O (M, | Eemwarpanisr Qg
Moruf Gsend and Chainman of the Statutory Awdll Cormm
sl Gemiral Maelf

wila ! MOVCED, Wama Bank.
2, Joe Anosthe, al the Wema Bank 2023
i i Lanos

O her part, the new Excoutee Director of
WIMBLZ, Omowunmi Akingbehoungbe
shared the reason for its collaboration with the
leading antomobile manuficroring cempany.

She disclosed that the partnership
represented what the WIMBLE woman looks
like in showcasing her full porenval,
contributing to nation-building, and humanity,
and creating employiment apportonitics wit a
plattorm for other women to thrive. In her
wirrds, “Our goal 15 o constantly advacate for
women, create a platform that can help alleviane
thewr status and business across the bosiness,
corperate organization, and public service, and
grtus to grow the nchasiveness of women toan
acceprable and balanced percenmage where we
v partners and supporters across the nation
toachiove this.”

ema Bank, Migeria’s foremost
innevative bank and pioneer of
Africa’s first fully digital bank,
ALAT, has placed s sharcholders in celebration
imode, receiving commendation For a profitable
2023 financial p-:rf'nrm.'m.:-.', at it st
concloded 2023 Annual General Meeting,

which held on Tuesday, May 28, 2024,

The Wema Bank AGM 15 a vearly gachenng
convening shareholders and other stakeholders
of Wema Bank to assess the Bank's Anancial
performance over the previous vear, ies
strategries, as well as to determiane resalutions on
relevant aspects of the Bank's operations o
profnote accountabilivyg, democratie unlbsatnon
of investors” finds and strategic allocation of
the Bank's resources towards the sustainable
suceess of the business. According to

sharcholder restimonials, not onby was the 20123
Wena Bank AGM allegedly the best AGM 1n
the Bank™s history, the financial performance as
capored im Wema Bank's FY 2023 Annual
Heporr, is alse allegedly the Bank’s best so far,
Sharcholders further commended the
Bank on an exceprional 2023 fnancial
performance a8 it fAnancial report revealed a
1496% increase in Profie Before Tax (PBT) from
MELT5bn te N43.509bn, 220.4% inceease 1
Profit Aftcr Tax {PAT) from N11.21bn o
MN33.66bn, TO.63% merease i Gross Earnings
From N 132.30ba o N225.75, 53.64% Increase
in Loans disbursed from MN521.43bn to
MEO b and a remarkable 220.53% increase
in Earnings per share from NB7.2 1o N279.5,

ameng other successful upturns,

WIMBIZ On Training Female Entrepreneurs

Nigerian Breweries Plc Completes Acquisition Of Distell Nigeria

:

n an industry often overshadowed by
msconceptions and lacklustre perceptions,
Leadway emerges as a beacon of change,
stecly and determined v reshape the discourse
surronndmg insurance tn Migeria. The Brand
and communicadons wam st the Leadway
group recognises the peculiarites of cach

associate company of Leadway and conscntly
puts strategies in place 1o strengthen their
pasitioning indmiduatly and as 3 non-hanking
fimancial group.

Speaifically, the team is aware of the
unpalatable bias that Leadway Assurance, the
business' insuranee arm, laces rf;_zunht'lg
mmsurance receptvity in this clime. They
recognise the prevailing artioudes coward
msurance but refuse to accept them as
unchangeable truths, Instead, armed with
-.'-.ﬂilp-.'“lu:.{ data and innevative .!-I'.I'.LtcHiL's. they
am o challenge stereotypes and transform

Nigerian
Breweries

igeria's foremaost
brewing company,
Migerian Breweries Ple,
lias officially completed the
acquisition of 3 majorty stake
(e e Disvell Wines and Spiries
Migeria Limited (Distell MNigeria).
The completion of the
transaction follows the approval of
the South Africa Rescerve Bank
(SARB) for the acquisition by
Migerian Brewenes Ple, of the
shares of the South African enong,
Distell Interpational Limited (now

public percephion,

Clontraty to the notion of insuraice as a
boring and wninspiring topic, Leadway
Assurance champions a different narrative
rooted in the profound impect insurance can
have on indevidual lives and broader socio-
ceonemic landscapes. Drawing from a study
conducted by Virtafore, a leader in tech-driven
insurance solutions, Leadway ciwes evidenee
suggesting  that most millennials perceive
imsurance as not merely a sk IITEEALOr butaza
catalyst for job satistaction, work-life balance,
and career advancement, This revelaton senves
as the foundation of Léadway's approach,
fueling their eftorts o communicate the
multfaceted bencfits of msurance w a diverse
audhence.

The team’s vision for the msurance arm of
the business — Leadway Assuranee — is clear:
position insueance as a dynamic and essental

BRAMD COMMUNICATOR

kiown as Heineken Beverages Holdings
Limited) o Distell MNigeria, as well as the
import business of Dhstell International
Limnited in Migeria

According to the Managing Dircctor,
Migerian Breweries Ple, Hans Essaadi, the
acmisition and subscquent commencement of
business operations align with the strategic
objective of the breweny company toexpand its
current produce offerings bevond beer to
include wines, spirits, and avored alcoholic
beverages.

Essaadi, noting thar the company remains
umwavering in ity commitiment to cater to the

component of MNigeria's financial landscape,
Their strategy hinges on consistency,

innovation, and a relentless pursuic of

meaninghul engagement.
Over the past decade, Leadway has
spearheaded nunierous mnitiatives to demystify

insurance and foster a decper understanding of

its value r‘n'r|‘|1:ii_l;'i|'-5'|. Leadwry hias consistencly
leveraged targered campaigns talored w the

vouth and SME secrors to culovate a culture of

insurance |||I:F-'.I§"!r'. cmpoworment, and
adoptiemn,

The brand, under the leadership of the
Group Chiel’ Marketing Officer, Olusakin
Libeadan has over the years implemented a
series of groundbreaking inmanves designed to
resonate with younger avdicnces and
burgeoming enmepreneurs,

Ome of such initative i the Media Dash
Campaign targeted at voung entreprencurial

| ISSUE ®1 | JUNE 2024'@

diverse needs of consumers, said “This
acquisition is part of cfforts to provide access
a complementary mnlt-category portfulio of
fast-prowing brands of wines and spirits market
sepment and capture significant growth
apportunities in the wines and spirits segiment
of the brewing industry, We are excited to have
the process completed and canowait to see how
this transforms our business”. In his remarks,
the Managing Dircotor, Distell Migeria, Mr.
Steve [ghorimoro, stated thar the acquisition is
an exciting new chapter for the company as it
would help increase the capacity necessary o
achieve improved business perfornumce.

LEADWAY

Migerians, through which it magnanimously
cedes its advertising assers and platforms, albeit
for a short period, to selected SMEs wo showease
their products and services,
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ERAND FEATURE

Sprife

By ferenuialt Apada

prite, the classic lemon-lime flavored drink from Coca-
S Colda, has undergene a major rebranding and packaging

overhaul, ditchimg its former look for a bold new look thae
aims o deliver an enhanced mnlt-sensery experience for
CONSUITeTS.

This 15 besides the mpovative sustaipability initiarmees
aronind the new look tataim o elevare the consumer experience
while minumizing envirommental impact. This major brand
evelution follows the successful global launch of Sprire's Hear
Happens” campaign in 2022, which tapped into the insight thae
prople, especially Gen 2, often find themselves navigating an
everheated, ension-filled world, By inviting consumers to "stay
cool" with an ice-cold, retreshing Sprite, the brand positioned
itself as the ultimate thirst-quenching antidote to modern
Shresses.

Butlding on this resonant concept, the rebrand leans into
Sprite's role as a go-to refreshiment for heated moments, actively
SNCONTAREING CONSWITCeTs 0 ditch the ordinary and embrace the
brand's bold, revitalizing spirit. As Senior Marketing Director of
Cloca-Cols Nigeria Yusuf Murtald explains, "We want to show —
nat just tell = people why Sprive has that irresisable wasee’, We are
uinte exited and dhiilled e amvell this exulasating evolution for
Sprite, The Cool New packagmng ensures a consistent J'.;|nha.'|
identiry for the brand while preserving the authentic tasee thar
the Migeran consumers erave.”

“Heat Happens” invites poople to step back and enjoya bit
of refreshment with Sprite when faced with unaveidable, and
porentially annoving, moments that are part of the fabric of daihe
life. “Bany things create ‘leat” around vs. .. ie's inevirabile,” said
Shrentk Dasani, Global Brand Director, Sprite. “ Teat Flappeny’
shows that cooler heads always prevail, Whether it's mental heat

in the shape of unwanted interruptions or the physical hear of 2
sweaty comumure, onr hectic daily schedules leave us constantly
searching for ways to keep our cool, We believe thar adding a
I'I'lll'l AT I;i}nrr K}Fiirl{lui’ﬁti{nd‘lﬂg 2.|'Il'j 'L{H.S]l Llft 1] I'IL“{JiC "-'3] UL'..ES“"‘L""
as a sip of ice-cold Spriee, can help diffuse potentially triggering
situations.”

Inflicncer engagement, topical social media activation,
out-of-home, fibms, and other creatve execunions were used in
thas catnpaign to offer humorcus-yet-aothentic takes on how
innocent comversations and innocuous scenarias can escalate
guickly. The brand also vused the "Heat Hacks™ onpack reward
program which enables fans to scan a code for ways to beae the
heat of everyday life, whether at home or on the go. “Hear
Happens™ will rolled sut from 2022 across North America,
Greater China, India, Africa, Europe, A-South Pacific, Korea, the
Middle East, and Latin America.

“In a world more heated chan ever before, we feel the time
has come to launch tie firstunified pladform and visual identiny
on Sprite, to provide a consistent constumer experience around
the waorld, inroduce & new younger aedicnce o the brand,
engaging them in moments of physical or mental beat
throughout their day, and offer them exciting experiences by
i o passion points like musie,” Dasani added,

The brand alse is introduocing 3 new visual identiey
featuring a revamped loge and packaging design to provide a
consistent ook and velce around the world. Sprite packaging
graphicswall retain their recogmizable green hue, while a pared-
back look for Sprice Zero Sugar—which s expanding in key
muarkets features o bold, black font and logo design. Prominent
Recyele Me™ messaging supports Sprite’s commitment to
ststainabality, continmy its transiton from green to clear {and
easier to recyele) PET plastic,

The rebrand ensures o consistent global identity for Sprate
while preserving the austhentic lemon-lime flavar Nigerian
consumers have come to crave, However, the wvisual
trapsformation is just the Hrst phase of Sprite’s evolution. Coca-
Colais simulancously driving the brand rowards unprecedented
sustamabilivy goeals as parous "World Witlioo Waiste" vision,

This is not the first time the brand has followed this path, A
few vears ago, Sprite bonles v Migeria ransitoned from the
iconie green plastic to clear plastic packaging, making them
stgnificancly casier w recvcle, Thia shift underscared Coca-
Cola's comuimitment wo collecting and recyeling the equivalent of
every boetde it sells by 2030, achieving a 100% recycling rate,
Addivonally, the company aims o ensure all its packaging is
LM% recvclable by 2025 and made with an average of 50%
recycled content,

Taking this sustainability push even further, Coca-Cuala
recently embarked on g groundbreaking trial m the UK,
eliminating labels from 5000 Sprite and Sprite Zero bowles,
Instead of eraditional labels, these 3000 mL bottles feamure
embossed logos on the front and lascr=cngraved product deeails
on the back, crafted cnliru]}' frome 1005 ]"'l.‘l'.'}l'L'IL‘L‘I. PET p[astic
(excluding caps),

Dubbed the "MNaked For Mow! campaign, this pilot project
highlights the cxploratory nanare of the label-less bortles, which
could potentially pave the way for similar peckaging innovations

HEAT HAPPENS
STAY COOL =
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Unveils New Look In ‘Cool New Drip’
Campaign Amidst Sustainability Push

acress Coca-Cola's entire product range if proven suceessful. By
leveraging cutting-edyge fiber laser engraving and innovative
molding techniques, the trial s expected o reduce CO2
cimssions by 2.8 ke for every 100 bottles produced withoue
labels, while achieving a 2% reducton in plastic weight per
botele.

This UK trial builds on Coca-Cola's previous explorations
of label=less packaging in markers like South Korea, Japan, and
Switzerland, representing a significant milestone in the
conmpany's ambitons "World Withour Wasee" inthative, As
Dusan Srojankie, Coca-Cola Great Britain's viee president of
Franchise Owperations, and Javier Meza, vice president of
Marketing at Coca=Cola Europe, emphasize, the trial
underscores the importance of contnually advancing recycling
cfferts, reducing waste, and minimizing packaging's
environmental footpring

Bevond Spnte’s stnking vew look and trailblazing
stigtainability effors, Coca-Caola Migeria remains commirted o
transforming its overall portfolio o meet evolving consnmer
necds, This includes reducing sugar in existing dnnks and
I:llmdur'iug Innovative noew }}mdur.'l.a to the market, while
simultanconshy working to replenish water sources and promate
packaging recyclingacross its entire value chain.

With over 3,000 cmployees and 700000 distribution
partners helping bring econemic opportunicy to local
carmmunities, Coca-Cola Migeria's impact s far-reaching. As the
company continies to evolve iconic brands like Sprite with
electrifying new branding and unprecedented sustamabilivy
inigiatives, it signals a profonnd shift towards radical
transparency, self~expression, and environmental responsibilicy

The brand is introducing a
new visual identity featuring
a revamped logo and
packaging design to
provide a consistent look
and voice around the
world. Sprite packaging
graphics will retain their
recognizable green hue,
while a pared-back look
for Sprite Zero Sugar.




SINCE 1838

MADE WITH NATURAL INGREDIENTS
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By Llsribsama Niig

1en mostvibrant professionals and busimess people in

Lagos and Kano stepped our of their doors to parsue

their regular commercial activities on Moy 21, they
never envissged that they were Stepping out to meet an exciting
wentld of vibrant aromas, captvating flavours, and a rich global
tea culture that Ases toa crescendo on. 215t May of cach year,

It was the globally celebrared Internatonal Tea Day, and
Migeria’s tea masters. Top Tea had finalised a pleasant ambush
that evenmually became an unforgerable enconnter for all nea
enthusiasts and other curious minds alike.

Ficking the 2 most populons locations in Migenia- Lagos
and Kane, Top Tea had carefully identified the most serategic
locations to achicve maxsmum reach and connect with Migerians
it their thowsands to savour the joy of the day as the world
celebrates this unique product.

It was an exciting meaurs of diverse enthusiasoc fces,
From Ojora o lkoredn, through Tkeja and Iyana- Ipaja- Diverse

arcas of Lages aswell as different areas of Kano metropelis, Cnby
ene brand could have made i happen like this for Tea Lovers-
Top Tea.

In Lagos, colourfully branded Top tes buses and stands
with elegantly dressed and beanniful attendants were at Berger,
Oshodi, Ivana-Tpaja, and Ojota i the morning, shanng cups of

jov owith conswmers, In the aftermoon it was the tom of Tkeja,

Mile 12, and [korodu as s]l.lrp—|n-:ﬂ:1'1.|g members of the Top tea
teamn shared mugs of happiness, one cup of tea at s time.

I Katio, the Top Tea tean inspires areas like Wapa M/
Wow Kana Line Bus Stop, Ungwar Uk, and Kofar Buea Tesha
in the morning, while areas like Farm House, Ibadan Boad,
1 l.1|:|r_'_ii:1 Foad, and Bacharawa Knuna Baba Line had their curn in
the afternoon.

The International Tea Day marked cvery 218t May, was
established by the LN General Assemibly to promote sustainable
tea production and consumption while rising swareness abour
tea's role in fighting hunger and poverty, The special Dhay was
established to raise awareness about this product's role in
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combating hunger and poverty across the world, besides
highlighnng tea’s cultural, economic, and social significance, as
one of the most consumed drinks globally after water, with a rich
history spanning thousands of years.

len Lagos, every sip of Top Tea rom the thousands of mogs
shared seemed to have reminded the smiling faces of consumers
of 4 world of possibilines, where finding their inspiracion is all
they need.

Abike Wasiu, one of thoese who receved 3 mug of toptea
happiness at Ojora Park was full of joy and appreciation.

Teais one food thae | ke every time becanse 1e1s one food
thiar can suppress unger, so iy day is not complete with one or
tweo cups”, she explained.

At Tkeja, voang men and women were seen posing for
selfies and pictures in front of the branded vans. [t was the race
for the Spot Snap And Win Promo. Consumers who conld take
selfie with anv branded Top Tea bus,

had a chance of winning amazing prizes, if they could Pose
the picture on social media as well as follow or tag
(i Top Teanigeria. The mrensaty to win was quite visible in Thepa.

Aveung student of the College of Medicine, Lagos State
University Gabriel Atanda, who spoke after mking a Selfie, sad ©
Treally admire Tap Tea for doing this because today™s action will
boost the mnmune syseem and enhance good health of the
CONSUMCTS

“Tea drinking has other numerous benefits, I is packed
with nutrients that you don’t get in many other drinks. Tea
contains avarety of phytochemicals and phytonutrents that can
enhance longevity and good health,

“TIt can also help in the weighe loss journey because
congains ingredients that help boost metabolism in the body
besides breaking down stoved far.

“Tea also happens w contain palyphenal, which is an
antioxidant that helps regulate blood sugar levels and can create a
relaxing effect. With everyone now trying 0 mamtain a good
body weight with 'workout’ sessions, a cup of Top Tea will help
relieve your niuseles for the best resulis”,

Top Teea can be found mvrtually all shops?/ stores dealing
teas. 1s presently svailable in three favours: traditional black ea,
lemon and lime tea, and minger tea, les consistent form of big
round tea bags is loved by many consuiners and the Tea contains
antioxidant theanine, which works to reduce stress and anxicty,
as well as improve mental performance. It 1s made from a nch
blend of tea leaves, which makes it a healthy tea option for
CONSEMICTS,

Promasider MNigena Limived, the manufacturer of this
uigue tea brand 15 a vibrant food and beverage processing
company based m Lagos,
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By Toyas OHajide

sacorporate brand that fecvses on children, and parents

who are E-.ml:ing for fun, ST N, and dr."'.-'n::h:np:llmnt.ﬂ

activities for their kids, Promasicder, threugh its brands,
Twiseo and Loya Milk has proudly placed the spothght on the
power of sports development, cmpowerng voung chamipions to
grow, leamn, and thrive, The event wok place on May 27,
Children's Day when the brand co-sponsored the Thoy Golf
Tournanent,

The two brands created an unforgettable experience that
combined the exciternent of golfwith the creativicy of paintng,
Through golfl the young ends discovered the value of
dihci.p]im:: focus, and prrseveranee, while the painting allowed
them to express their imaginadon and creativity,

By mvesting in spovts development, Taiseo and Loya Milk
are shaping the next gencration of leaders, thinkers, and
innevators as well as teaching themn essential life skills like
teanranck, communication, and resilience.

oya

Elevating Kids' Development
Through Golf, Other Life Skills

The umgue initative mnderined te importance and role
of brands m supperiing the dreams and aspirations of our leaders
of tnarrow,

Speaking during the wurnament, the Brand Manager,
Twisco, Ovetola Akeredolu, stated that the tournament was the
high pointof zegivities lined up to celebrate thas vear's Children's
Day.

Heer words: “We wall contimue 1o sponsor events that focos
o children because they are out target audience. Loya Milk is
particularly relevant due to ies calciom content, essential for
strofng bones—a necessity for sponts, These des back we our other
brand, Faisco, which is about empowering children’s dreams by
providing the essentials needed for strong bones”,

We denonstrated how kids can make different drinks
with our praduoces, including Loya Milkshakes, And, of course,
what are drinks without food? That's why we had Mama Onga
lere,” She added.

O her part, Lillian Omorenuwa, Brand Manager, Lova
Milk. said. *The essential message of sur brand is to empower
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and muarture the dreams: of children. These dreams can vary
widely, and we are committed to supporting even the
mnconventonal ones, As 4 brand, we aim o help children
achieve their dreams.”

Also commenting on the novel inidacive, Mr. Tunde
Jobnson, a past captain of Tkoyl Golf Club, expressed his
gratitude to the brands and the organization for pniontizing the
kids for such a higher ideal of sports prometion,

He zsaid: "Protoassder is a steong brand, and we are graveful
fur the support they gave because children are che futre, Golfis
an umportant game that teaches aboue life, To go for the game of
golf, we mnse start with them voung. Golf teaches about life; it's
notabout perfection bur aboot how you manage your mistakes.

“This iz what we want to inculcate i the children:
understanding integrity, teamwork, and knowing that while
things may notalways be perfect, you will overcome ilyou keep
working and practicing.”

At the end of the woumamens, the Children were well
entertaned and got loes of gifts and promotional items.
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ERAND FEATURE

By Llseilanea Nida

development that Forms the foundation of every kid's

fireare, well-beng, and learming. Wharever the child
cormes incontactwith at this early stage of life has a lifetime effect
on histher intellectnal capacity, personality, and social behaviour.

It iz this awareness that propelled Shileola Ibivenke, a
multi-preneir, to take a plunge into the production of kiddies’
entertinment content with African-eriented themes w mould
the country’s next generations positively.

Speaking to Brand Commnnicator recently, she pointed
out that her reason for advocating for increased local media and
entertainment content was that 3 high percentage of African
children watch a lot of forcign content, and are not exposed to
Adrican-themed narratives.

Her words, “The di:rrmgr.;phy af children wathin ages (-
15yrs are glued w foreign animated content. They have buile
their world around foreign superheroes, foreign multi-
dimensional games, and the virtual world (metaverse).

“They haven't been prosvaded wath African erientation 1o
termis of Wisdom, Parpose, Empathy, Success, and Culture in
our Social and Geographical Landscape.

“TWe must begm to churn out more African-themed
narratives that would monld the next generation. And we must
note that the futire of content for Generation Alpha/ Gen is In
Animated Formars.”™

[t weas this awareness and vision that motvated [bironke
and her arganizaton, Micramedia Group totake steps to cnsure
that Jocally made animated contents are presented asross rural
anid sub-urban regions of the country.

f ; tudies have shown that Childheod is a crideal stage of

Shifeala Ibhiranke
MOACED, Micromedia Group of Companies

According to Shileala, “Ohar movies are premaered in our
neighbomrhoods and localities, thus serving as a leveraging
platform for brands to connect to their consumers directly either
via Talen-Hunt competitions ar most recently, onr imtrodaction
of Food Festivals & Cultural Shows at the Movie Prenuere.”

The Micromedia Studic boss said that the Cinema

SITES OF KIBI QUAZI LAUNCH ACROSS LAGOS

DREAMPARK IKOROD

I

)
vinzL
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Building Tomorrow's Leaders Through
Animation With African Themes

locations are targeted i semi-urban locations with high
population density = Abule-Egba, Mowe, Tbheju-Lekki. The
company prosvides contemporary architectural designs and high-
tech quality cinema experience with affordable pricing, This
experience has provided a one-stop entertainment hub within
these commumines.

Ibironke further revealed that her arganisation is fecused
on providing aspirational cxperiences to its customers and
driving high footfall in all locations,

In her waords, "We provide VR Gaines, Music Lounge,
Dance Parnies, Couples DareMNight, Group Hangour, School
Excursion, and Church Prayer Hangowr amongst many other
weekly activities at our cinema locations, hddirinnnliv_.-', wi have
opened Supermarkers & Bakeries 1o serve all costomers strolling
ks our retall shopping inalls.

“Cror movie productions are gov=located to creane 2 unique
selling proposition te our clientele- corporste companies and
broadcast necworks,”

She stared further thar deing this will not enly promone
Made in Nigeria and AMfrican animated content but to ensire its
sustamability.

Shilecla further revealed other projects that her studio has
worked on, bt the team s only lionching the KIBI Quas senies.

Her words, *We have developed Four [Ps- KIBT Onazi,
Pawer Chord Girls, SAGI & TWOA, and these Animated Series
highlights African Superheros, Magical Rural African Ancestry,
African Girls Superpowers & Tech AlMetiverse. For now, we
are stepping ontwith KIHIChoaz,”

Speaking on specific factors fucling her passion in the
animated content business throngh the past years, she said. "As
signified by the MNike Slogan= Just Do I'T. [ am known as the




queen of starting and successfully sustaining business operations
thar ave divergent thereby giving our ovganisation accolades for
pioneering so many things. Despite the extensive procedures,
blidgct, and tirmne |'|:|;|1|1'1':|:] to achieve these feats, we started the
First Telenovela Drama Series, I am the First female 1o Taunch
Cinema operations and now the First Animation Senes wholly
miade in Migeria,

“I steongly believe in the Made-In-Nigeria mantra; we
need o warchouss the technieal know-how of any product or
services 1o achieve sustainability and ultimately create an
ndustry nexus, The evolvement of Hame Video movies has led
o grand-scale productions from Migerta that originated from
local capabilities. Animation seems like an Asian/Anwerican-led
product but that narrative is being reversed now with our
otganisation’s foray inte Graphic Animation.”

This wear, Shilenla’s Micromedia studio made a bold,
indelible, and clear statement in Migeria's world of Graphic
ATITA I,

The company’s new animation serics, KIBl Quazi, was
shown in cinemas natiemwade o celebrate May, 27, Children's
Day. It targeted over 150 {One Hundred and Fifty) Schools in
different commereial cites and neighbourhoeds mcluding
Lagos, Thadan, Horin, Enug, Port-1 Lircoure, Kano & Abuja,

Trwas a giane milestone m Africa’s entertainment industry,
The first Indigenous animated series premiered with greast fun
and exciterment on the same day across all regions of the conntry,

HERITAGE CINEMAS ABULE EGBA

.

MIgr

Tz

PLATINUM

It was sponsored by Maloina and kids foand e quite
unforgettable,

The special event took place in the following cinemna
hauses in Migeria: Filmhouse Palms, Onirn, Filmhouse Circle
Mall, Lekki Peninsula, Filmhouse = Tkot, Genesis Cinernas,
Maryland, Silverbird Cinemas, FCM, Orzone Cinemas, Yaha,
Herirage Cinemas Abule-Egba and DreamPark, Tkorodu,

Others are Filmworld, Igando, Kada Cinemas Benin
Filmhouse, Benin, Viva Cinemas, Thadan, Viva Cinemas, Enugn,
Viva Cinemas, lorin, Box Office Cinemas, P/Harcourt,
Filmhouse PfHarcourt, Platinum Cinemas, Jos and Platinum
Cinemas, Kano,

The movie of the day, KIBT Caazi i a 2D andmation
cenered around a teenage boy, Oluwakibi, who, through his
inguisitiveness discovers a mask that transforms him into an
ancient Yoruba warrior- GBOGAN- and together thev
undertake super-leroie acts by saving people, the envirenment,
as well as curtailing villains. Fids were so eager to identify with
the character. Another significant milestone for Migeria's
animation industey was the selection of KIBI QUAZL  as the
opeming film for the presagions Annecy Film Festivalin France.

KIBI Quazs was selected aethe pirch ceremony last month,
facilitated by Animation MNigeria in collaboration with the
French Embassy in MNigeria. The ceremony which was also
suppotted by the French Consulate, took place at the Allance
Francaise, Lagos,

SILVERBIRD CINE

BRAMND COMMUMICATOR | ISS5UE 21 | JUNE 2024 ﬂ

ERAND FEATURE

The French Embassy in Migeda m partnership with
Anncey International Animaton Filim Festival and MIEA
(Marché International du Film d’Animatien), 15 also
spearheading a comprehensive development programme aimed
at fospering growtl and innovation within the animation sector,
This program includes workshops, mentorship opportunitics,
and nerworking events o empower animators and filmmalkers o
realize their creative visions.

Shileals 15 not just aceive in the waorld of animation, In
2022, she and her team released a remarkable memorable
praoject- 4HFour) Igbo Movies. She said although the production
ook place i che Enug stare, thar everyone who worked on the
Editing, Dialogue, Music & SFX Caption Files, Inage Posters &
Cinema Release were of Yoruba heritage,

The Four Iebo movie got double AMVCA nominations
for these movies and 1twas surpnising and somewhat exciting to
call one my full Yoruba name at the award ceremony within an
Indigenous Igbomovie catepory.

While Sheleols mighr sl venmore into other arcas, her in-
deprh understanding that Annmnated filins have been provenas "a
powerful and active tonl in shaping and molding the behaviour
of children in seciery™ will definitely make animanon her firse
lowe, 8o, the next yom get any premicre announcement in
MNigeria, it will surely be from Micromedia Stoadio, home of
kidedies’ animation in Nigeria.

MAS ICM
I-!,'?_ &




INDUSTRY NEWS

The Hook, Insight Publicis Win Airte
Clinches Media Business

t1 recognition af its effors w enhance the

marketing industry, the Advertizers

Azsorriation of N!;;l_'rli-l [.‘e\!j‘ur."\N'l has heen
honoured with 2 special award for its brief
writing Proogrammeme during the Glohal
Markerer Week in Toronto, erganized by the
World Federation of Advertisers {WEA),

The annual President's Awards, a

restigions accolade which forms a part of the
Crlobal Marketer Week, was launched i 20140
by elae WEA 1o celebrare exceprional mitatives
spearheaded by mational mdusty associations
that contribute to positive change in the
miarketing industry and society at large.

Thia year's winners were selected from an
impressive paocl of 27 initatves submived by
|4 associations from WEA's expansive 6i)-
strong membership of natonal associations
worldwide, according to the WEA

ADVAN's visionary bricf wrntng mammng

NIPR Calls For Proposal On Brand Revitalization Ahead

D, Jhe Neliaku, President, NIPR

he Migertan Institute of

Public Relations (MNIPR),

the resulatory body for the
public relanoms pracoce m Migena,
has anmounced aeall for proposals to
revitalize its brand identity ahead of
its Glth anniversary celebrations
NCKE yoar.

In a document titled
“Hevitalizing the MNigetian Instieate
af Pubhic Relations Brapd,” the
istitute cited the rapidly evelving
landscape of commumication and
shifiing socictal cxpectatons as key
drivers for the need o tebrand. The
rise of digital media, social networks,
and instant messaging has radically
transformed how mformanon s

nformation reaching Brand
Commmicatar has it that Adreel Migeria,
one of Migeria's leading
telecommunications giants has moved (s
ereative business to two agencies — The Hook
and Insight Publicis,

Witlh the new account move, the creative
poveerhouses now have the immense task of
cither building on the legacy that Mosh's Ark s

leaving behind or steering the teloo brand ina

new creative direction.

[he agencies core responsibilities may
mclude developing mult-platform creative
campaigns that capture Airtel's brand ecasence
while driving ineaningful engagement and
affimity aomong s diverse customer base, This

dissemminated and consumed,

“To thrive i this dypamic enviromment,
MNIPR minst adapt its branding to resonate with
contemporary audiences who are increasingly
digival-savey and discerning in thei
consnmption of miormation,” the dociiment
stated,

A miodernized brand is secn as essential for
cnhancing MNIPR':s reputation locally and
intertationally, while building credibility and
trust among stakcholders mcluding PR
practitioners, employers, and the general
public. The revitalized identity should position
MIPR a5 a forward-thinking institnrion
equipped o navigate energing mdistry trends
and challenges,

“A new brand identity can symbolize
MNIFPR's comenitiment to mnovation, mclusmity

Nigeria Creative Account As Algorithm

will wvolve creating compelling narratives
ACTOEK T ;Jl,i|II,|:sI'|.;|| Ii'll,'dl i ]Il«._l. T‘L". I<|d.!|.|_ §'|I'! nt :hll]
out-of-home, anong others.

In a related development, Areel Nigena
haas also moved s media planning and buying
responsibibities from MediaReach OMID 10
Algorithm Media. Algorithm Media's key
mandate is expected o be to leverage advanced
anahyrics and audience msights w eraft highly
twrgeted and efficient media strategies. This
could include harnessing programmanc by
capabilities 1o reach precisely defined andience
segmments across digetal platfonms.

and competition has been singled om for s
remarkable impact in addressing one of the
maost persistent and pervasive challenges
confronting the marketing ecosysten — poor
hrefing, which often leads o ineffecove and
lackluster creatve outpuL

The Programme secks to infuse new and
innovative creative methods ingo the art afbriet
writing, wlimately elevating the efficiency and
effectiveness of imarketing campaigms across the
ELHT

Alongside ADVAN's special recognition,
five other outstanding imdvstry initiatives frons
around the world were honoured at the
presamous event, These inchuded “Onetrame”
by Union des margues in France, a
standardized and open-source carbon
caleulatiom framework for measuring the
grecnhouse gas footprint of marketing
CAMpAENS;

60th Anniversary

and ethical practice, thercby attractong new
professicmals, fostering strategic partnerships,
ared ensuringits relevance in the years to come,”
the doecument added,

[he deliverables cutlined in the eall
include a refreshed logo wath updaced typeface
and intergensrational appeal, brand collaterals
snch as a new r]:;. seal. and website, as well as
defined brand colors of red. green, blue, vellow,
and purple. A new motto centered on
“Leadershap, Excellence and Professionalism”
is also specificd.

Both NIPR members and non-members
arce imvited tosobmit propaosals by June 5, 2024,
The winner will receive acash prize of 1 million
natra and an mpvicnon o the wisoote’s G0th
anniversary gala dimner ar Transcorp Hileon
Hotel in Abujaon June 27, 2024

Nigeria Showcases Digital Social Investments At APRA 2024

arignss digrital social investments m
Migeria
Comimnunications Commission
(WCC), were on showecase at the

through the Migerian

|15t
concluded 35th annoal conference of the
African Public Relatons Associanon (APRA)
in Abidjan, Cote d'lvaoire,

I a presentation by the Head of Media
Management Relasions at the MCE, Dr
Omonivi Ibietan, who emerged as the
Secretary-Cieneral of APRA atthe evencwhich
ook place recently, partcipants had a glean
itito somie of the digital social invesonents and
infrastrocture expanston happening in
Migeria, through regulatory efficieney of the
Commassion,

In his presentacion ritled, *Digical
Inclusion as Arbiter of Accessible PR: A Case
af the MNigerian Communications

Commussion,” Thicran highlighted some 36
initiatives of the Commission within and
bevond its fmmmediate regulatory mandate,
implemented to promote infrastriuceure
expansion, support SMEs, empower
cducational mstitutions, advance mnovation
and promote digial up-skilling of Nigerian
yirsthe.

-|.E|-:'-\'|" _|1|."|I_i|;!|' T|'_|l.' _-'\h]'»'.'llli_':'ql ]_}iz:r._:]
Awvareness Programme for Tertary nstturions
(ADAPTI); Campus Innovation and
Entreprencurship {CIEP) programme; e-PAD
project for 232 mstitutions; Dagital
Appreciation Progect {DAF) for 247 secondary
schools; Dhgital Literacy Training for Teachers
(TMTY; Dhgital Ineegration Programme (TP
for MSMEs: and the E-Accessibility
progranume tugeied at persons with disabilities.

Others include the MNigeran Girls Can

BERAND COMMUNICATOR

| ISSUE %1

Code Competition; the Buld A-Thonr, aimed
ar enabling young persons w pirch and enhange
their skills and new learning experience;
Tertiary Insttutions Digital Cenrre (TTDC) for
250 instiations; 2,291 Digital Migeria Centers
(IYNC) online/offline educational reseurces;
Local Application and Content Deployment
programng; and up e 72 Roral Broadband
[nitiarive projects, among others,

Aceording to him, the NCC throagh s

component special purpese vehicle, che
Universal Service Provision Fund {USPF) has
andertakedt several digital infrastructure
projects, programmes and collaboranive
activities with stakeholders.
He submitted chat digital inclusion
encompasses not only access o digital
technolones but also the skills, knowdedge, and
resources needed ro effectively ntilize thent.

JUNE 2024 €D

Omoniyi tbietan, Secretary General, APRA
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NIMN Holds 2024 Conference, AGM To Focus On Local Content

&

1| NIMN

EMPOWERING

NIGERIAN BRANDS

Leveraging Local Content

for Global Success

20th - 22nd, June 2024

2024 Annual
Marketing
Conference

he Martional

[nstitnee of

Marketning
of Migeria (NIMN)
has annoumced plans
ra haeld s H|!.;|L|}'
anticipated 2024
Annual Marketng
Conferetnce (AMC).
and Anpual General
Meeting {AGM).
The event which 15
scheduled o be held
from June 2th to

Junie 22nd wall mark
1 pivetal mmament for

the ™M 1gurnan |'.|.’|I:§u.'l1||[.: larad SCApE,

This vear’s event is peised o bring together
the countryv’s foremost markerting
professionals, cntreprenedrs, governiment
officials, and business thought leaders as they
cotverge to explore the Conference’s theme,
“Empowering Migerian Brands: Leveraging
Local Content for Global Suceess,”

The Conference promises an iinpressive
lineup of keynote speakers, panel sessions
ﬂ-l.'.i1l.||IJl|.1 ullllwl:j.-' CXpErts, anid J.!."-lill:-_‘JIlSlll.'il
speakers who wall delve into the serategies and
innovaroens driving Migenan brands onm the
clobal stage.

More than just a2 mecting, this event 15 a
miatketplice of ideas, 3 furum for networking,

and a hub for I|1Hl|l!iu|\.{ |.~!l'-fl.">~;'|n:|.||
relationships that could shape the future of
marketngin Migeria,

I additionn to the enriching diseussions, the
event will also mcolude the Symposium and
Inducnon for Associates and Full members on
June 20th, followed by the presngions Felleas
Investture and Dinner on June 21s1. The
pinnacle of the event will be the Annual
General Meenng and Elecoons on June 22nd,
where finaneial members will |.:;|l1l-.'1 far an
important agenda, inchuding the election of the
First and Second Vice=Presidents and Two (2)
Council seats.

Historic Agreement: NIPR, Global Alliance Signs MoU To Boost PR Education

he Migerian Instionte of Poblic
Relations {MIPR) and the Global
Alhanee for Public Relations and
Communication Managemoent {Global
Alliance} have signed a2 Momorandum of
Understanding {Mo LI o boeost PR educanoen,
f‘i!':r,tlccd by Dr Ike BMeliabu, President of
MIPR, and Mr Justin Green, President of
Global Alliance marks a lustoric agreement and
3 significant step towards csmblishing and
operating che Public Relations and Leadership
Academy and the University of Public
Relanons and Leadership in Migeria,

The Mol, which was signed on the
sidelines of the Conference of African Public
Relarioms Associarion (APTLA) in Abidjan, Cone
¥Ivoire, aims to create a framework for
cooperation between MNIPR and the Glabal
Alliance to advance public relations 1 MNigeria

and glabally throogh collaberative
partnerships.

Under the agreement, NIPR and Glebal
Alliance will collaborare w develop curtieulum
and academic programs, provide expertise and
resources, facilitate faculey and stoudent
exchanges, and ensure comphance with
regulatory requirements and standards for
higher education instiutions in Migeria and
globally, This comprehensive collaboration wall
pave the way for a new public relations and
leadership education era,

The partmershap wall also enable Global
Allianice to grant the Institutions perpetual
accreditation as “affihate instnrtons’, subject to
provisions, toe suppert the prometion,
branding, and acceptabibity of programs and
graduarcs among Global Alliance members
wothdwide.

LASAA Introduces Programme To Enhance Seamless Signage Registration

he Lagas State Signage and Advertising

Asency {L-"'l.f'ir"'._-"'l.:;u have introduced a

ground breaking wntacive ‘LASAA
Amnesty Progranune (LASAAMIY) aimed at
streaming registration and payment processes
for both new and existing signage owners,

f‘ipu.lkin;{ o the initiatve, the LA g
directar of LASAA, Prince Fatin Akiolu, sad
the LASAAMP iniriarive is designed to provide
seamless registration and payment options
while promoting adherence to signage
regulations.,

*Our LASAAMP campaign 15 peared
tonards simplifying the paymenmt process forall
business owners, with a strong emphasss on
compliance and the consequences of non-
compliance with signage reculations. Thos
initiative 15 especially beneficial for small and
medinm=sized enterprises facing challenges

with current payment procedures,” he
emphasised.

In additon, as part of the LASAAMP
inmitiative, LASAM 1 alse mtroducing Chaick
Favment Process helplines to guide business

owners through the pavment process
effortlessly. The helplines are: — (F{B-801-
GROAZ, DO0E-801-93083, NOE-801-93124,
(R0E-R01-93145, and O90R-R01-9334,

LASAA= head of Svategy and Corporace

Communication, Femitops Akande, explained
tlat during the ANTAIEESLY pt::ru-.!, which s
scheduled to run from May 15th to June 25th,
all signage applications and payment renewals
will be treated as amnesty regrstrations.

“This presents a uniqus opportunity for
bl walk-in customers and exsstng clicnes to
renew their registrations amd benefie from the
streamilined payiment process.” he noted.

Alkande further highlighted chat LASAA has
deploved dedicated teams across its five
divisions in Lagos State — lheja, Badagry,
Ikorodn, Lagos [sland, and Epe
efficiency and prompt response. Each region
will have Menitoring & Inspection staff
oVErsCeing reglstration, payiment processes, and
conditional approvals within 48 hours of

L0y CITSIIE

FECeivIing il IC Megris I tli 3N I'eqUEcsE,

OYSAA Clamps Down On Advertising Practitioners Over N650m Debt

he Ovo Stare Signage and
Advertnsement Agency (OYSAA) have
claimped down on third-party agents

and other advertising practiioners for noen-
compliance and refusal to pay advert bills warth
oyver BOA million into the state government’s

coffors.

The O¥SAA Director-General, Eso-
Ajanaku Oludelapo, teld the media on
"-.\'.»'Ldu-.ndn}-

cxercize within the [hadan metropohs,

.1ﬁ.-:r JL..'I-'JJH!.‘, ATl I.'H[.lll'\'_{.]l]*."]l'l

According o him, “The state governimett
s being vened over MO million m revenoe
default from these advertising practitionges
aver the period inview:

*The decisive action was as a result of an
extensive debt profile thar has continued w
grow, despite repeated cncouragement and
ample opporunites provided by OYSAA w
third—party practitioners to reconcile thewr
accounts and redoce cheir debe profile.”

Oludelapo stated thar despite the
government’s compassion and gencrosity over
an extended period, ic has become obvious that
the current level of non-compliance can ne

longer besustamed,
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“This enforcement initiative is not only
about addressing the current financial
discrepancics buc alse sbour serting a precedent
for acconntability and complianee within the
state, The ongoing non-comphance has
reached a point where it jeopardizes the
expanstont of Internally Generated Revenoe of
the stare.”

The D, theretore, wureged all 1i1irt|-}*:|rt}'
praciiconers within the stare to prompily
address their debis o avoid potentiil
desraprions to their operations.

He explaimed thar the agency reserved the
vight to approve. termunate or revoke its
engagement with any individual or
oFganisation at any point in time iU they default
in their rales and obhgatons o the agenoy.



~——

MIKAND  VOTORS
IHTERHITIQHAIN‘I’E# DIVISION __xl

CHANGAN DRIVES NAILJA

LAGOS Vi LAGOS IKEJA PORT HARCOURT KANOD ABUJA LAGOS LEKKI IBADAN

ant Plot TR Acrne Rood 17& Trams Amad Eckrstred Lo B & Negar Stresml, Cpg Pigt f& Adetplombo Soemom &8, Freedom way, 7 Mosheod Ateola waw
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5 Afegla Ddui

For more info, @ 08”[]755432] or Ei info@mikanomotors.com
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AGENCY FEATURE

frer about nine years of proving creative excellence For
telecommunications ganes, Adrte] Nigeria, MNigeria's
slobally weclaimed creative powerhouse, Noah's Ark
Communications has officially bowed out of the creative

account,

With the Airte] account, Moah®s Ark has placed MNigeria an
the global map, wanming local, continental, and ntermacional
acclaims while geming featared on prestigious global plaforms
like Ads afthe World and Liirzer’s Archive, amang others,

Mo sooner had the agency won the account than itbegan to
paint the creative advertising scene with the ‘red’ colours of the
brand, giving Migerians more than whar crearive advernsing is. [t
is with the Asrtel Nigerna brand thae the ageney retnforeed
starytelling in creative advertizing, a first in this market and
arguably on the continemt with is ad series on "Data Is Life”
teaturing top Mollywood actors including Lateet Adeduncji,
[dewn Phillips aka Iys Rainbow, Negoz Mwosu aka Muminy
PL";II'.'I."'.. at HH[IE%I:J&IL‘TS.

Indeed, the ‘marriage’ between Moah’s Ark
Communications and Adrtel Nigeria was one made in Heaven as
the pair would go on to dominate swards arenas across the world.
In 2007, the agency's Adrrel’s Lost Television Commercial
TV} would be adjuded the best advertising campaizm i 2007
by the jury of the presagious Lagos Advertising & [deas Festval
(LALFY.

Airtel's Last TVC emerged the winner in five categories,
mchading winning the presngious Grand Prix caregory — the
lughest honour bestowed on any creative endeavour by the jury
tomake the apency emerge as MNigeria's most creative apency for
that year. ‘Lost’ is a commercial with a strong allusion to Daniel
Defoe's Robinson Crasoe, It tells the story of a man maroaned
oy an island, It 35 a meaphor for how digital natves feel when
they are out of data {Internet connection) or are connected toan
unreliable dara service, which is commonplace in the growing
Migerian and West African telecoms space. The TVC served to
underscore the importance of reliable mobile Internet and data
services by drawing on the use of meaphor and representaton o
deliver meaning as well as connectiyg to the andience.

Aside from elinching the grand prix ar LAIF, the Lose TVC
won 1 Gold in the Telecom services sub-category under Filing
another Gald i Film Craft in the same category; and bronze in
Best Use of Music under the Film and Film craftsub-caregories,

Within a period of seven months, the Airte] Lost TV has
won & guintuples at LAIF, a treble at the prestigious Aftican
Cristal Festval, and Gold at the Epica Awards, an amoal series of
comumunication awards, created n 1987 and based i Farns,
France. The Gold s the only international Gold Award won by
any Migeran agencyin 2017,

Organizers of the EPTCA award had revealed that Moah's
Ark's entry for EPTCA 2007 was adjudyzed a gold winner because
itwas a good exampls of deploving advertising as entertainment.
Mark Tungate, who is an edizonial director of EPLCA, and hoses

Account

the EPICA jury ineetings, revealed thae “Lest,” the comimercial
that won geld for the Nigenan agency, was an embodiment of
wartiith, good acting, and a strong brand message.

“The jury gave the ‘Lost’ commerdial from MNoah's Ark a
prize for its warmith and homour, grear acting, and strong brand
message. The story bulds up to a nice twist at the end. and all in
all, i's a good cample of adverusing as enterminment, A great
win for Nigetia, but also a great spot in its own right which rose
torthe top in a very strong category:”

At the 2008 African Cristal in Moroceo, the agency won the
Grand Prix — the highest tecognition of creative advertising
cxoellence on the continent = for veranother commercial for the
Adrrel Nigeria brand, a seeies in the 'Data is Life’ campatgn called
Prayer Warrior (Amin)’,

=T must say that there s a connection berween this work
and our African roots. All of us at the jury had this universal
commection w18, We recognized ourselves behind this
production. The main reason we chose it s becaose it has the
miain link between the umiversal cultures that cues scross Africa
{where} we lhave more than fifty countries with differemt
cultnres, ditferent toods, and different footprines..”

These were the words of Souleymane KHOL, VI Sales
Marketing Distribution & Bevenne Mabagement for Accor
Africa & Indian Ocean while speaking on behalf of the Cristal
Festival's Advertisers” Grand Jury, explaining the rationale
behind its choice of Aireel’s *Praver Warrior ‘{Amin) TV for the
festival's highest honour - Festival Grand Pris. the Fesuval
Grand Craseal.

At that showease, Moah's Ark Communications wenton to
sweep nine mote reedals inte s kit A breakdown shows it got
the Festival Grand Prix, another Grand Pox in the African
Culwire cawpory, 3 Gold, 2 Silver, and 3 broneze medals, Onlicr
cammpaigns that won lanrels for the ageney include: Ruth” ashon
film, “Monitoring spirit {Whatchu doing??)" alse for the Aireel
brand.

In the year of the COVID-19 pandemic, Moah's Ark
Communications was Mamed Agency of the Year, with Adrrel
works constituting part of the biggest wins. To emerge
victorious, the multi-award-winning agency carted home a toral
of 28 laurels, including 1 Grand Priv; B Gold, 10 Silver & 9
Bronze medals,

Prominent amongse the ageney’s cache of laurels, Adrel
clinched sewven Gold, six Silver, six Brongze, and the most
prestigions Grand Prix throogh its Daga is Life advertising
Carnpaign.

The 444 campaign carned ic three Gold awards i ghe Bank,
Investment and Other Financial Communieation award’s
category and also three Gold in the Telecom ProductServices
award category The Aireel's “Dara is Life' (DIL) campaign was
alsoadjudged a Gold.

Airtel's advertiaing campaign alzo won nine awards carlier
i 2009 ar the Piecher’s Awards, wking the company’s wtal

BRAMD COMMUMICATOR | ISS5UE 21 | JUNE 2024 a

Z >

fter Almost A

awards for advertising campaigns s 2020 to 29, the most it hay
carned inany vear,

In 2020, along with Airtel, the agency also emerged as
Ageney of the Year and Dhigital Agency of the Year at the Pitchers
Award. This would make it the second mme in a row thae the
agency would be winning the Agency of the Year, having won the
same award lasovear,

The AEeICY, which s ru:puh:d for its brilliant works across
the continent, showed class once again by wanning a total of 33
lavrels an the event, including one gold, six silver, and 26 bronze
medals. The Agency’s creative campaigns for MNigeria's
Teleconumnunication giant, Airtel, on Data extension and Soart
Talk with ttles such as Chores, Condinoning, Svew, Mechanie,
Twale, and Bow became the centre of attennion as they repeatedly
woth awards in both Social Media and Film cavegories. While the
‘Chores and Conditening’ Airtel campaigns won the agency two
Silver medals and rwo Bronze medals, respectively, in the Social
Media and Filin Categorics.

In 2021, NMaah®s Ark’s Asrtel’s Rainmaker’ Ad For Aareel
Emerged as the only Shortlisted Work O Of MAfrvica. The
“Rainmaker” campaign, which was shortlisted in the
Communication and Public services caregory,

The organizers noted that all the shortlisted entries,
including “Rainmaker,” have been caretully appraised and
serutindzed by esteemed jurors through an enline voting
platformto meet the standards of rating required.

Since its launch, the Adreel “Rainmaker” campaign has
getterated several media reviews, editorials, and word-of-mouth
conversation among TV aodiences in Migeria, The campaign
recently won Gold an the 2021 edition of the Lagos Advertising
Festival (LAIF) Awards. The camipaign also won the maiden
Anehentic Africa storv category atthe awards.

In 2022 Noaoah's Ark was yetagain named the best Migeran
advertising agency at the 2022 Pitcher Awards, The ageney said i
gtrneted 2% laarels in different awards catepories, winning one
Grand P, one Gold, nine Sibver, and 18 Bronze medals to
emerge as the second most decorated ageney in Africa and the
agency of the year in Nigeria. Some of the agency’s campaigns
that waon the laurels include Ternible Teens; a webcomic; Ten
Commandments Ad, Rainmaker; Home Broadband Ghost for
Aartel, Independence Candle; Airtel Family Plan-Know Your
Sizesand Detty December for Hypo Bleach, amengothers.

Sources close to Brand Communicator hint that the
creative accoumt of the tweleo company has new moved o The
Hook and Insight Publicis while its tnedia business which was
with MediaReach OMIY has now found home at Algorithm
Media.

No sooner had the agency
won the account than it
began to paint the creative
advertising scene with the
‘red’ colours of the brand,
giving Nigerians more
than what creative
advertising is. It is with
the Airtel Nigeria brand
that the agency reinforced
storytelling in creative
advertising, a first in this
market and arguably on
the continent with its ad
series on ‘Data Is Life’

featuring top Nollywood

actors.
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INTERVIEW

At Hayat, We Remain Committed To Our Mission Of
Providing Top-Quality Products For Nigerian Consumers

— Latunji Motayo

Latumi Motayag,
Counfry Manager, Hayaf Nigera

By feremial Apace

r Latunji Motayo recently asswmed the vole of

Country Manager for Hapat Wiperia, becomning the

first Nigerian to lead the muliinational company's
aperalions in the comntey. In this exclisive interview, Motayo
shares his perspectives on his historic appointment, Hayat's
commitment to developing local talent, the challenges and
opportunities in the Nigerian FMCG zector, and his sivategic
vigion for driving sustainable growth and innovation while
fostering closer collaboration with stakeholders.

As the first indigenous Nigerian to assume this leadership
position within the Hayat structure, how does this
milestone show Hayat’s commitment to inclusiveness and
empowering its Nigerian workforce?

I arn truly honoved and excired to take on this importne
role wathin the Tayat, Migena is a key market for our global
business, and the company has made substantal imvestments in
our factlines and, most impoertantdy, our people here. This
appointiment demonstrates Hlayat's unshaking trust in local
taletats and local governance, It's also a firm demonstration of
inclusivencss 1 the way the company operates and muanage its
business.

Of course, this appointment s not only a personal
achievement but also a souree of pride for all Havatr Migerna
ernployees. Tt motivates ug to showcase our capabilities and
participate in the company’s success at the top level, Owver the
past eight years, Havar has invested heavily in developing local
t.3||.'|l1.5-, 'L"L]l.IiFlP‘l]'tg 1.][0[][ Witl:] i'li—dL'].‘tl:] ki'lll'l"ﬂ'\'ll_'rllgl.' L'lf our
products, systems, and processes. This strateme focus on wlent
development has been instrumental in promoting the
compay’'s growth in Nigeria and has paved the way for a local
professional like me to assume the country leadership role,

Could you highlight the key factors that contributed to
your selection for this role, and how your previous
experiences have prepared vou for this new challenge?

My comnplete loyalty to Hayat, commitment to stccess,
taking cwnership and responsibilivy were all pivotal tactors inny
selection. Througheut my career, [ have been guided by the
principles of responsthilitg, discipline, transparency and action
orented. These personal values have underpinned my approach
to work, and I have also instilled them in my teams as much as
possible,

v additien, my attention o detatls and open mindser have
been critical contributors o my professional jowrney, Ultimazely,
delivering your promises is paramount inany leadership role.
The variows key positions [ have held along with its experiences
have prepared me for this new challenge.

I 1 try digress a lile, Dean say that oy colleagues are iy
famihe I T evaluate my tme daily, there 15 2 battle between the
time [ spend with my colleagues and thatwhich Tspend with my
famiby

[ enpoy good camaraderie with my teamn, We create tine 1w
come tugcﬂi-_'l' and loogen p. We bod and iy to tiniderstand
each other more, Thiz gives everyone a sense of belonging, and a
sense of responsibility. Everyone must feel imporoant becanse
everybody 1s truly important. We recognize that each person here

plavs acrucial role in our success.

How do you plan to foster collaboration and synergy
between the local Nigerian team and the broader Hayat
HQ organization?

Fostering collaboration and syiergy berween our MNigerian
operations and the broader TTayat TIO) orgamzation s decphy
embredded in onr daily operanons, Having worked within this
integrated framework for eight vears, Laim to simply build upon
icand strengthen the cxsting collaborative practices,

Maintaining firm alignment and seamless collaboraton
with the Hayat HIO) will remain my top prierity By proving our
capabilities and credibility, we will reinforce Hayat’s trust in
Migeria.

Considering the evolving needs of Nigerian consumers,
what strategies do you envision to drive innovation and
introduce new products or services that cater to this
dvnamic market?

The Migerian business landscape is undoubtedly
challenging, with cconomic headwinds and numerous obstacles
affecting the FMOG sector, At Hayar, we remain commminted o
our massion of providing top-quality products for Nigerian
comsurmers, We have the consuner interest at the forefront of all
our actions and decisions.

Across all our product categories, cur brands are renowmed
fer their superior guality and innovation, making them the
preferred chaice for Nigerian consumers. However, in the face
of inflanonary pressures, meeting consuimer expectations in
terms of pricing remains 3 significant challenge. We shall be
creatve moonr approach w selving these difficuloes, while we
comtine to drive revenue growth,

While price increases should abaas be 2 last resort, we are
Bent on offering the best value to our consumers consistenthy
Keeping our brand promises is also non-negotiable. Again, we
acknowledge the wugh cconomic conditions i MNigeria and s
impact on all businesses, sull, we trusein the recovery potential of
onr country sowe will be patent, Ohar substanaal invesmacnts in
Migeria underscore our long-term cormmitment o this market
We abwirys focus on innovation. We shall continue to cater for the
evolving needs of Migenan consumers, This isour pledge,

Because we are a2 multnational FMCG erganization
operatng in Migeria, we think global and act local, Ouar strong
network and mnovative approach across the world gouarantees
our application of global best practices to salving local needs,
oprimally

Talent development and succession planning are crucial
tor building a strong pipeline of future leaders. How do
yvou plan to approach this aspect within Havat Nigeria?

Ohrce again, my sppointnent as the first Migernan Country
Manager is a strong demonstration of Havatr's wuse in local
tlents. The company remains committed 1o supporting the
professional aspirations of s emplovess, They provide the
pecessary resources and opportunities for continuous learning
ated ad\':im_'mnrnL

Talenr developinent has always been deeply embedded in
the company™s framework for nuroring i homan capital,
Mowving forward, we will heighten awarencss of these
opportunities among our MNigerian workforee, encouraging
them to embrace a growth mindsct and approach their roles wath
passion and dedicasion, Our emplovees have a clear vision of
l]lL':irCH.FLTF‘.[.!_]LTLDL’]EH.

Ag the first Nigerian to assume this position for Hayat
Migeria, what message does your appointment send to
other local talents within the FMCG industry?

As Migerians, we are widely recognized o be ambitious
people, Hard working and aspirstional, partieularly the younger
generation. This inherent drive and energy make Migeria an
artractive destination for foreign investors, as ambitiouns
professionals strive toexcel in their roles.

Howeewer, there hias been 2 perception and mindset that
local talents may Face limitations in ascending o the highest
echelons of leadership within multinatienal corporations,
especially in the presence of experts. My appointment sends a
powerful message to aspirmyg professionals o the FMOG
industry - that with dedicanoen, levalry, credibilicy, and a proven
track record of performance, the path to the top is achievable,

We minst also acknowledge and appreciate the investments
made by these multinational corporations in MNigeria [t reflects
their confidence in our naton's potential and its people,
Companies like Hayar have shown this by enrusting local mlents
with leadership voles and providing opportunities for growth
and advancement. They have alsa shown their commitment to
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creating a diverse and nclusive workforce that can drive
stistainable sueeess,

How would you assess the current competitive landscape
in the Nigerian FMCG sector, and what strategies will you
employ to position Hayat at the forefront of this industry?

The Migerian FMOG sector has nndonbredly faced many
challenges in recent years, leading some companies 1w
restructure their operations or even exit the murket entirely. The
difficult business terrain, characterized by many factors which
we all knew, needless o lise them out, has put immense pressure
om the battorn lines of FMOG companies,

However, 1 can confidently assure you that Havat has
weathered these stormes. Now, [ assume this leadership role with
modest cxpectations of coonomic recovery.

The current administration’s economic reforms and
policies appear to b ],riu.'lr]ing positive resules, cnsuring a
conducive environment for business sustainabilite. This
reasstiring trend muay encourage companies that had previsushy
reassessed their mvestments in Migeria to reevaluate their stance,

Wi renmain resolite inour commitment to Nigeria backed
by Hayat's trust in the Migerian market. Like they say, “tough
rimes never last, but tongh people de™, This is 4 good description
of whowe are.

How do you plan to engage with key stakeholders,
including customers, suppliers, and government
authorities, to further strengthen Hayat ‘s position in
Migeria?

My slogan will ronain "WINNING TOGETHER'.
Maothing happens by chance m any sphere of life yon find
voursell - academies, career, relationships, ete., nothing happens
by chance, vou often get out of hife what you put in i Pmoalso a
very strotg believer in the law of harvest—whatever you sow, you
will reap. Togetherness is very imporeant in the way we think. the
way we walk, the way we treat cach other, It's very important, not
L'lll.i'!f Lo oar 1.'I'I.IF||L"}"{.‘L'5‘ bliil'. toour I.'|1.I5||Z]'i.‘.‘i$ PH.F“I‘L‘E},_ :ilil.k.L'I] I.'Ftl'j'i‘lh-,
and all thard-party collaborators.

Fairness and wansparency are at the core of our dealings
with our stakeholders,

Murmming close relationships with our stakeholders,
including customers, suppliers, and government authorities,
paramonnt, We wall priontize an open communication systeim o
ensure that our goals, strategies, and actions ave clearly conveyed,
Transparency will be a hallmark of our interactions, as we believe
m building truse through honesry and accountabiling

As a trailblazer in vour field, what advice would you offer
to othet aspiring MNigerian professionals looking to
assume leadership roles within multinational
corporations?

For sspiring Migerian professionals secking leadership
roles within multinational corporations, my advice would be as
fullows:

First and foremost, it is crucial to have a clear
understanding of your orgamization’s goals, objectives, and
expectations in yvour local marker, Embrace these
wholcheartedly, internalize them, and alygn your actions
accordinghy. This orientation is essential for success,

Secondly, believe in yourselll and believe in your
capabilitics, Culrivate sclf-confidence and pursue excelicnce
uintil yout reach the pinnacle of your career,

To be recopnized and valued within o multinational
corporatien, icis essential to make your mapact felt. Consistenthy
deliver apainst your promises and always leave lasting
impressions, Sclf=visihility and cngible contributions are key to
advanceiment,

Credibility 15 paramount in the corporate world. Your
words and actions must march and be consistene, Build a
reputation for integrity, reliability, and trusesorthiness.
Credibility breeds trust, which is a corerstone for corporate
leadership.

Be |l:f'!|".]| to your orgamization no matter the situation,
Diemonstrate your comminmnent to the company’s vision and
values through vour actions and decisions. Loyalty and
dedication are valued gualicies of successful leaders,

Migeria s a rich pool of alent, and T have had the privilege
of working with exceptional professionals in the industre You
areabrand, Develop vourselfand announce vourself

Lastly, remember that success is a journey, not a
destination, Continueus learning, adaprabilite, and a - growth
ritedset are essential for naviganng the ever-changing corporate
landscape. Embrace challenges as opportumitics for growth and
remain resilient in the face of adversity. Before you know i, you
will get there.
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ZAMBIA

KUCHALO!

X3M IDEAS ZAMBIA TAKES ON AFRICA
AT TH E*’EETCH ER AWARDS

By Jeremial Agada

Zambia Kuchalo! From sports to creative advertising
& 5 en a rallying ery tha: Appears to

SECIOTS
female na e Copper 5
fcation for she Olympics shows the
resy lr:_:L':ILr'.'L'q 1‘-'!] I.lL‘ zi{tTthi.’J]l LRV IVETER i'l.rid artists
are gaining significant global recogmtion, showing the nation's
cultaral prowess, cally, the Zambian Kwacha is
currently anony rming currencies on the African
contiment and mdeed :h- warrld, perhaps, signaling a burgeoning
'i:"."."!l'."lll'iL']":‘.-l I.
This sense of natonal ey
the saving "Zambia ko ¢ hals::-

renation has coalesced J.rnund
ltA!u]J[u- from the
' This p]lr:l_.L
b
s year's --.Jn:mn of the pn stigions contingntal
the Pitchers Awa 8 ¢ the
‘s ereanve advertising agencies bartled for supremacy:
resenting the Zambian market and representing the
spiric mbia ku chalio" is X3M Ideas 2 Ir: w Iut can
Ull'l1'!|r IJ" a5 d hi.!‘tU'rH.' Wi,
huhtn i and Ace
unprecedented nine nemn g 24 Pitcher Aweards.
This, industry observers say, marks a much-d
breakthrough for Zambian creativity on che global s
M Tdeas Zambia, etched 1ts name in the annals of advertising
excellence.
A breakdewn of performate
MultCheice Zambia which 15 a le

s at the Pitchers shows
1 ENtertainment pro

st and best of

[ \-::Lptluu:n] thb, af = -on-t;“m roand EIJ d.t]tl --ﬂn:nmncm-' Ji ]
thar resonated with audiences across the continent.
Iy the t1'lurn|‘1h of Mulu
Fambia, and }3M Ideas Zambi
impaorzant for .f_..unbl..m creat

er Awvards marks an
shift in the global

bring to the tak

demanstraton of th

Zambian people, who have lum_t, .L'uu-:.n.l Irhm moment to shine
L] tI'IL" w‘ur]d litil..l_."_"i.".

On the night when glants came out to slry, X3M Tdeas
Zambia took the aspiration of the Zambian peeple to the global
staze, and though it may not vet be Uhure far the Zambian
market, it "Zambia Kuchalo” — or "Zambia vo e
wrarld” m]:; ~d I:ll_U\I'.II:L 1 n_.ﬂu.",. The wy tr]d huas
and the Zun
on the illl[L'rr:.:ltImu] }
tir build npon this remarkable achievement,

kLn 1

Meet the Helms{wo)man at IM Ideas Zambia
The victories at the Pitchers Awards represent the

combination of countl
unvielding belief in the power of greae deas, Indeed, belund
every award- ing catnpaign les 4 weam of passionate

. and industry experts who poured their
into erafiing nareatives that resonate with
the continent. T Towe team is only s
adership, and 33M Ideas Zambia boast

creatives, soa
hearts and sou
audiences act
cifective as 1ts
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In what can only be described
as a historic win, agency’s
work for MultiChoice
Zambia and Access Bank
Zambia secured an
unprecedented nine
nominations at the 2024
Pitcher Awards. This,

industry observers say, marks
a much-deserved breakthrough
for Zambian creativity on the
global stage, even as X3M
Ideas Zambia, etched its name
in the annals of advertising
excellence.
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formidable force ar the helm, guiding the agency's creanve
prowess and stratege direction.

Speatheading the charge 15 Adenike Odutola, the
Marketing Communication Anazon, business leader, and
trailblazing professional who serves as the Managing Director
for South Central Africa, responsible for leading the strategic
direction of the company, managing the day-to-day operations,
and driving growth in the Sonthern African region, Her
respotsibilities extend o building and mamtaining strong
relanenships with clhients, partners, and other stakeholders,
ensuring that X3M [deas Zambia remains at the forefrone of the
industry.

With a wealth of expenience spanning over a decade in
consumer, new product, advertising, and brand development,
Ademke's expertise extends across Migera, the Southern Afnica
vegion, and the rest of the continent. She embarked on her
marketing and advertising career in client senvicing at Rosabel
Leo Burneitin Migeria, but her trajectory has since moved her to
lead multiple brands and advertising campagns for some of the
must successful brands, not only in Migeria but across the
M!"iﬂ.'{l 1 COTNEnent.

Her expenence cuts across multiple sectors and industries,
where she has managed not anby multinatonal projects but also
campagns for some of the continent’s top companics, Her
versatility and adaptability have been instromental in crafting
narratives that resonate with diverse andienees, beyond culiural
boundanes and captonng the essence of cach brand’s unigue

idenny.

She has also served varionsly as a juror lecally,
comrinentally and glabal arsuch platforms as the Cannes Festival
of Creativity as a PR Lions [urer, agrand juror atthe AME armeong
others,

Beyond the business of creatve advertising, she is a
stannch advocate for gender equality canses, particularly in the
workplace, Her leadership at33M Tdeas Zambia has conginue o
serve 4 an inspiration o countless wotnen aspiring to sharer
glass cetlings and achieve their dreams.

At 303M Tdeas Zambia, We encourage an environment of
experimentation and innovation = Adenike

In the wake of X306 [deas Zambia's resounding success at
the prestigious Pirchers Aweards, Adenike shared her insighes on
the factors behind the ageney's stellar performance, the strategic
vision that fuels their creative excellence, and the cxciting srowth
trajectory that livs ahead.

When asked about the significance of their achievement,
Adenike remarked, "This schievement is a testament to the lard
work, creativiry, and dedication of our entire team at 230 1deas
Zambia. Winning at the Picchers Awards not only enhances and
gives credibility to our reputation but also motivates us o
cantinue pushing boundaries and delivering exceptional results
for our clivis.”

Attributing the agunq"h creative success toa. potent
comnbinacion of factors, Adenike emphasized the role played by
their talented tean, streamlined processes, and nurturing
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cilture. "We have a very talented weany that brings diverse
perspectves and nnovative ideas to the mble” she explamed,
"Our processes are designed woensure creatrvity is achieved
efficiently, while our culture insists on collaboration, continuous
learning, and a passion for excellence, All these clements come
tepether to make our creative achieverments possible."

Cualtivating and nurturing creative tlent 15 a wop prionty
for Adenike and her wam, "W encourage an envirenment of
cxperimentation and mpovaton,” she said, "Our birnng s
focused on finding people who not only possess the righe skills
butalso fit ourvalues and cubture. We expose them to continuous
rraming and development, fostering an atmosphere of gromwth
and cross-pollination ofideas.”

Ademike highlighted the agency's
programime berween their headquarters in Lagos, MNigeria, and
their Zambian office as a prime example of their commitment o
fostering cross=cultaral learmmmg and sorengthenmg the hond
between their teams across different countries.

recent ¢xc I ATge

Dhscussing the strategme planning process that enables the
agency to develop award-winning campaigns, Adenike whee has
been pamed among the top 100 Most Influential People of
African Diescent (MIPALY) cinphasized the importance of a decp
understanding of their clients’ needs, goals, and arget audiences.
"We conduct thorough research and leverage data-driven
insights to inforim our strategies,” she explained. "Collaboration
is key; we involve our creative, strategy, and brand management
vearms from the outser o ensure a holistic approach,”

The ageney's victories at Pitchers have had 2 profound
mapact on employes morale and motvation, according to
Adenike, "Ar the beginning of tus vear, we setandacions goals as
acompany, deading to push our limits as we strive for trophies
that would reflect our dedicanon, derermimation, and mindser
shife. My team understood the assignment and went o work.
Piecher Awards is really a reward for hard work, It has
sigiificantly boosted my wam's morale by vabidating their
dedication and creativity, cansing a2 sense of pride and
accamplishment.”

Adenike’s role as the deiver of the agency is concomitant to
XM Ideas Zambia's creative excellence, "My role 15 to setaclear
visien and direetion for the agency while building & culire thae
encourages creativaty and innovation,” she explained. "I prionnze
open conmumunication, collaboration, and empowerment,
ensuring that every team member feels valued, supported, and
mostimportanehy;, heard,”

Striking the right balance between ereative freedom and
meetng chent objectives and brand pmdehinesis a delicate dance,
bur Adenike has found the rhythm, "With wy reamn and the
clients we serve, Thave come to nnderstand that the right balance
imvelees imaintaining open and transparent comminnication,” she
saied. "We nvest tine in understanding the brands, goals, and
their busingss cxpectations. Within these parameters, we
encotrage oursehes w always do things differently This is raly
where co-creation cames into play, and a lot of times, we have 1o
remind ourselves — client and agency alike — oo abways explore
inbovative ideas and salutions.”

With this recent success, Adenike and her team are
exploving several growth areas and service expansions beyond
Zambia, their primary market in the South-Central Africa
region, "Our focus mcludes extending our markenng services o
other mnarkets within the region. thereby broadening our reach
and impact,” she revealed, "We would also commence bulding
ot regional office with the necessary fGacilities aned equipment e
further build capaciey and prowth for the team.”

Stying ahead of industry wrends and changes in consumer
behavior is a constant pursuit for X3M Ideas Zambia, "Staying
ahead of mdustry mends requires continnons learning and
adaptation,” Adenike explained. "We have over 150 creatives
within our group of companies, the majonty of which are in
Nigeria — the ereatve hub of Africa, There's been a spike in co-
creation within the group, especially after our cxchange program
commmenced; now, the teamns across miarkets learn, share, and
create together.”

Adenike also emphasized the agency's mvestment in
rescarch o gain insights ino emerging trends and consumer
preferences, as well as their participation in industry
conferences, workshops, and engagement with theught leaders
to stay inforned and inspired.
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Leoking ahead, Adenike outlined the agency's tep
prisritics and goals for the next 12-18 monrths: "Our top priority
is o contnue delivering exceptional creative work, expand our
service offerings as we solidify X3M Ideas Zambia's position as a
leading creative agency in the region., delivermg impactful and
award-winning campaigns for our clicnts”

What clients Say

When itcomes weassessing an agency's true capabilities and
the quality of their work, few volces carry more weight than
those of their satstied chients, These are the indrviduals who have
witnessed firsthand the agency's creatve process, strategic
prowess, and ability to deliver tangible resnles. Their perspectives
offer an unfiltered, insider’s view of what it takes for an agency o
rise above the fray and cement its position as a troe industry
leader,

In this vein, Kalumbo Kearns, Head of Corporae
Communications at Access Bank Zambia, and Mukuka
Mulenga, Executive Head of Marketing at MuloChoice Zambia
provided valuable msights on the oailbluang agency. These
indusory leaders also shed hght on their experiences working
with the agency, offering o glimpse o the Gewors responsible
For X3M ldeas Zambia's exceptional performance Their
expertences, shaped by countless hours of collaboration,
strategic planning, and creative execution. offer 1 unigue
perspective beyvond the cxcitement of avwards and accelades,

Halumbi Keams,
Head of Corporafe Communications at Access Bank Zambia

She'sa true leader - Kalumbu

Kalumbn described her collaboraion with 238 Leeas
Zambia as a journey of growth and challenge, "The experience
hias been both challenging and a process of growth at the same
tine," she reflected. The strength has been the willingness to see
the chent's point of view and see how best to exeonte our needs,
even when we are unable 1o due to budger constraints. There's
even away tomake budgets work.”

She commended the agency's leadership, specifically
highlighting the management style of Adenike Odutola, "MNike
knosws qust when w come " she sad, wsing Adenike's
nickname. "She lets her team run wath deliverables aind Lets duena

ke the lead, trusts them, and comes i when required, butwall
takie responsibality for the cuteome. She's a true leader”

Kalumbu's observations about Adenike's impact on the
apenoy's crcative ourput and client service were cqually posicive,
"Her team seemns youny and still growing " she noted. "Owver the
last year and fewr months, Tsee how the seam members continue
to growe. There's still room for improvement, but they are on the
righttrajectony:”

Looking ahead, Kalumbu expressed her hopes for the
arenoy's future, envisioning a "solid team, end-to-end, with the
right foous and skill see, X3M could be the nexr force on the
market.”

Mukuka Mulenga, Executive Head of Marketing,
MuliChoice Zambia

Collaborating with X3M Ideas has been a pleasure -
Mukaka

Mubkuka Mulenga, the Executive Head of Marketing at
MultiChoice Zambia, echoed similar sentiments, praising the
agency's deep understanding of their business objectives and
ambitions goals. “Collaborating with 23M Ideas has been a
pleasure,” he said, "They have a deep undersunding of our
business, objectives, and ambitions goals. An agency parmer that
comprehends the business challenge before diving into rctical
executions is invalnable, and at MulaChoice, we're lucky o have
them."

Mukuka highlighted raoe key strengehis thar ser 230 Tdeas
Zambia apart: stratege insight and creativity, "Their stretgths Be
in two key areas: 1) Seracegic insight, They are in tune with pop
cultre, adept at diggnosing problems, and clearly defining target
audiences; and 2} Crearrvity at the core of their executions, They
constantly push boundaries. exploring dynamie and sriking
wirys to bring ideas to life. It's clear they believe o the power of
creanivity to sobve business problems.”

Reflecting on the agency's exceprional performance at the
Pitchers Awards, Mukoka attnibuted their success to a
combinarion of faceers, "Clearly understanding the brief, asking
1s the right questions where clarity was needed, and a healehy

BRAMD COMMUMICATOR | ISSUE 21 | JUNE 2024 m

dase of bravery — T believe the best creative comes Bom a place of
boldness and bravery and 23 M Tdeas have thatin abundanee,” he
explained.

Mubuka also praised Adenike Odutola’s leadership seyle,
describing her as a "selfless leader who lees his team shine and
pits them in the forefront of client pitches and concept
presentanions.” She added, "l can only admire thae level of self=
assurance. She holds her team accountable and seems preny
determined o instill 2 culture of excellence inher team —you see
irin the ourputof the work,”

Looking to the future, Mukuka expressed his hopes for the
apency, staung, "For campaigns that drive bosiness resules, and
win a few more Pitcher awards, Hopelully, we can showease even
more work coming from Africa to the vest of the world, T helieve
they're equeal o the tisk and shouldn't reston their Laurels,”

"This achievement is a
testament to the hard work,
creativity, and dedication of
our entire team at X3M Ideas
Zambia. Winning at the
Pitchers Awards not only
enhances and gives credibility
to our reputation but also
motivates us to continue
pushing boundaries and
delivering exceptional results
for our clients."
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Adenike's Visionary Leadership Has Been A Catalyst
In The Rapid Growth Of X3M Ideas Zambia - Steve Babaeko

Steve Babaeko, Group Chief Executive Officer / Chief Creative Officer,
XIM Ideas Group

5 XM Ideas Zambiaa basks in the glory of their tnumph

at the prestigions Pitchers Awards, Steve Babacko, the

sroup Chief Execotive Officer and Chief Creative
Otficer of 23M Ideas Groop, the holding company for 230
Ideas Zambia, has landed the ageney's achievements, crediting
Adenike Odutola’s visiomary leadership as o catalyst in therr rapid
groswth and regional expansion,
Steve Babacko highlighted Adenike's strategic foresight and
innovative approach, which have fransformed X3M [deas mio a
regional powerhouse. "Adenibe’s visionary leadership has been a
significant catabyst in the rapid growth of 20306 [deas, extending
beyond Zambia to impact the entire South-Central Africa
rl:gr,i-.m.." he stated.
Operanng from the Zambian office. Adenike has assembled and
puided 3 dynamic team of creatives who have successfully
exernted high-profile projects in countrics such as Congo DRC,
Mozambigue, South Africa, and Zimbabwe, "Under her
leadership, the team has navigated diverse markets and cultural
landscapes, consistently delivering exceprional results and
setting new benchmarks for excellence,” Babacko praised.
He alse shed hight on Ademke’s superpower — her relentless
determination, "She faces challenges head-on, never backing
down until they are completely resolved,” he said. "This tenacie
mot oy dreves her personal success but also inspires her entire
teatn." Her unwavering courage and perseverance instill
confdence and resilience in those around her, fostwering o culore
of strength amd resolve that propels the teamn w achieve thei
guals,
Reflecting on the apeney’s ousstanding performance at the
Pitchiers Awards, Babacko expressed his admiration for the
Zambian team's winming mentality. "With 3 winnimg mentality,
there 15 oo quitting untl success is achieved," he stated. "The
Zambian team has demonstrated exceptional dedication and
efforr, which made their ontstanding performance at this year's
Pitcliers Avvards unsurprising.”

This achievement is partcularhy significant as it marks the
first timne any Zarmbian ageney has woen the award, "Their hard
work and perseverance have truly pmd off)” Babacko cxclaimed.
"Budas o the wam for embodying the X3M spirit of breaking
records and sctting new benchmarks for success. Their
accomplishiment not onby highlighes their talent but also imspires
athers tostrive for excellence.”

Babacko also commended Adenike's integral role in
shaping the vision and crafting the roadmap for achieving
company gaals. "This challenging rale reguires a steady hand,
and she has successfully guided the enterprise for over five
years," he smd. "Her leadership has been pivotal monavigating the
complexitics of the indousoy, cnsuring sustined growth and

stabiling”

Emphasizing the aglity and adaptabalicy that sees X3M
[deas apart, Babacko likened the company’s approach to that of a
startup, eliminating red wpe and bottlenecks For swift and
effective responses. "Whenever an interesting briet’ emerges
anywhere on the continent, we can rapicdly deploy top tafents to
collaborate with lecal teams and deliver the best solutions for our
clients,” he explained, "This strategy is akan ro how Navy SEAL
Tearn 6 15 selected, ensuring thae the most skilled and adaprable
mdividuals tackle the most critical missions.”

Looking o the future, Babacko expressed confidence in
Adenike and her team of young, talented advertising
professionals, "Their innovative spirt and dedication |1|,|'5i.I:‘i|'1]1
II']L'!I:I El!'[ L'U]H!]lllf{l SCCess 1N |.Jll.' l]ldll!p“'!r'.h he {J.L""LIHTL'(J..
"Adenike will alweays have my unwavering support, and wie wall
enthissiastically cheer and appland her and her team’s furure
achicvements, Their journey promises to set new standards and
mspire athers m the field.”

MM Ideas Zambia: Bevond creativity, a culture of doing
goodd

Beyond the excellence it brings to the business of creative
advernsing, 20M [deas Zambia has undermaken somee audacious
projects that belics its above half a decade’s foray into the ever-
busy Zambian marker,

Last year, the agency ormanized the X-Pitchathon, an
mitative o CInparaer Zambian CITe pPreneurs and STartups
across various indostries. The compention provided
cntreprencurs with a unigue platform o showease their
ingenious nnovanons and business conceprs while vying for a
grand prize worth over LTSI 50,0600,

Held in the wibrant ciry of Lusaka, the X=Fitchathon had
winning businesses receive a grand prize worth over
LSRN, mcluding a cash prize of over TISD2000, over
USDA0000 wortl of marketing, and over LIS, worth of
business tools, while the Purpose Category — winner gets over
USDLO00 in funding.

The Grand Prize was awarded to WildGrass POS, a
software compary with an innovative approach to poing-of-sale
solutions. Eskulu was recognized a3 the "Business with a
Purpose” winner, emphasizing their commioment to making a
difference in cducanon wath their onlime learnimg platform
eshuli.con.

Both winners were also empowered with a 536G router, a
Laptop, and a Yello Biz subscripton each, adding substanrial
value to their innovative endeavors. Ameng the outstanding
finalists were Findit Technology, Kwelan Zambia, and Z5cody,

The X-Pitchathon competition represents 25M Tdeas’
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dedication to illuminate the brilliaiee of Zambian innovatoers
and equip themm with the necessary resources to scale their viable
businesses. The compettion not oanly promises substanmial
funding to accelerate prowth bt alsa an invaluable spportunity
o connect innevators with mdustry leaders, potenoal investors,
and fellow trailblazers.

With MSMEs accounting for more than 90% of all
businesses i Zambia and coneibunng o over 8% of the
nation's employment, as well as 2 growing tech startup
ceosystem, organisers say the evenr will further inspire
inpvative activities within the nation,

Steve Babacko, the Fonnder and CEQO of X3M Ideas,
emphasised that the compention is more than jiest sbout prizes,
bust alse about enconraging the ingenuity among young
innovators. “R=Pichathon embodies our resolure dedicanion w
citltivating a thriving ccosystem for startups in Zambia, With thas
competition, we're not only proviiding a stage for these brillang
rruinds to shine but also offering the essential resources they necd
to turn their visions inta realiog. We're deligheed thar thas event
will redefine entreprencurial resilicnce in the country,™ he says.

Recognising the significance of innovation and
entreprencurship in Zambia’s economy, the X-Pichathen
comes as part of X3M Ideas Zambia's fve-year anniversary
celebration. The inibative, organisers say, 15 2 concrete Stop
towards supporting startups that have been in operation for
under five years, channeling their potential mto tangible success
stOTics,

A this event, we wall witness firsthand the bubbling
entreprencurial and startup ccesystem dominated by Zambaa’s
most brilliant minds, We are inspired by this relentless zeal o
develop business ideas and embrace mmnevation te solve
preblems,” enthuses Adenike Odutola, Managing Divecror of
M Ideas Southern Adrica. The cotmpetition, she added, offer
innovators and entrepreneurs a coveted chance to showcase their
visietto adistinguished panel of judges and a global andience,

In addition to the X-Pitchathon, 230 Tdeas Zambia has
also demonstrated its dedication o corporate sacial
responsibility through anitiatives that divectly benefit local
commumnitics. For the agenoys 4th year anniversary, it tonk up
the responsibility of beantifying the Kalundu Police Post
premises in Lis;

Az a business and member of the Kalondu Communicy,
this project is 2 token of our appreciation o the dedicated
Kalundu Police Force,” Adentke explained.

Through this initatve, X3M [deas Zambia contribured o
the physical improvement of the police pest's facilides while
credting 4 stronger relationship with the lecal community and
lw enforcement amencies. Through this, the ageney has also
demonstrated ies commitment to being an active and responsible
corporate citizen, dedicated v making a positive impact on the
COMTIMILMITES 1T GPCTates imn.

This commitment to corporate social responsibiling
cxtends beyond mere charitable activity: it 15 an mberted traie
from it holding company that has bath won the agency

accolades ontside the creative advertising systern, as well as
carned 1t the soft spots of its host community and operating
vountries as well [vis deeply mgrained in the agency's core values
and perineates cvery aspect of its operations. 33M Ideas Zambia
recognizes the importance of creating shared value, where
business success is intertwined with the well-being and
prosperity of the communities they serve.

These moble efforts are an inspiration for otder businesses
to follow suit, an encouragement to prieritize corporate social
responsibility and actively parmicipate ininitiatives thae positively
irmpact their communities.

Beyond the business of creative
advertising, Adenike Odutola

is a staunch advocate for
gender equality causes,
particularly in the workplace.
Her leadership at X3M Ideas
Zambia has continue to serve
as an inspiration to countless
women aspiring to shatter
glass ceilings and achieve
their dreams.



FINDING
XISNOT
MATHS

IT'S CHEMISTRY

You've been out of college for a while but still haven't
found a single situation where finding X actually
applied to work or a real life situation. Your real life
involves family, friends and work, while your work-
life revelves around targets, projections, sales, sales
pitches etc. In hindsight, finding X just seems like
one of the many things cramped into a school
syllabus to make sure a 3-year course becomes the
4 we've all been used to.

Until now

What if we told you finding X was all a mind trick to
prepare you for this day? What if we told you the
universe and all the multiverses, (if you're a big fan
of fringe science and Marvel movies), contrived to
instill finding X into your subconscious so you can
appreciate our new way of solving brand problems
at XaMm?

.at least without us having to explain too hard

Finding X Is our new proprietary lool geared towards
thing helping brands seek and find their best place in
mand a culture and the larger world, Beyond that, Finding X
relentiess desire to make seeks to not only help brands find their difference
your brand matter In the market  but ensure that that difference is actually outstanding
More importantly Finding X is some sort of formula we've concocted
desire  over many months of deliberation, many sleep-overs
far at work, many heated arguments In the boardroom
agency that that nearly turned into full on fights, and many
an later prolonged spells of constantly making the life of all
strategists within our agency a pleasurable hell. The
result is Finding X which you can call a formula that
helps brands excel but we see it more as a solution

because it invalves a lot of chemistry.

Granted, Finding X is partly math but it's largely

chemistry. Math because [t delivers numbers and
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By { Tsedenna Mtin

he leading food brand from Flour Malls of Migeria,

Golden Permy, made good on its promise o give

children seross Nigera an unforgenable Children's Day
celebration, Over the course of three fun-filled days from May
25th o 27th, abowr 20,000 children and families trned our for
the Golden Penay Kids Carnival events m Abuja, Lagos, and
Ibadan.

The Festivities kicked off on May 25th at Magic Land Park
in Abuja, where kids were grected by coleuarful decorations,
lively musie, and gift packs of their Gvorite Golden Penny
products like Noodles, Chocoh, Amazing Day, Spread, and
Golden Bires. The park was transformed inro a children's
wonderland with LA booths, dance cumpr:titi.um:. g
shows, and more.

Deviin Hamnsworth, the Director of Foods and
Commercial at FMM, shared insights o the reason for the

)2 Golden Penny Fetes About 20,000
W Children And Families On Children’s Day

celebrations, According to him, celebrating Migena childrenis a
reflection of what Golden Penny brand stnds for in all s
portfolio of offerings, which embody i preat gqualiey, substantive
value, and great tunctional and nutnitional benefits,

He emphasized Golden Penny's steadfist commitment te
consumer’s well-being, ciring the event as a reaffirmation of the
brand's distincove identity centered on neurishing the natien
with guality food products. He said there is no better way of
CXPTessing gppreciatien o consumers than leveraging a special
day i the loves of their children to celebrate then twough the
Golden Penny Children's Diay fest,

Olrwatooni Odewaole, Innovation Commercialisation
Managerat Golden Penny, also spoke about the event, explaining
how it reinforces the brand’s core nussion of providing
nutritious food daily She expressed exciteinent at the massive
turmout, noting that the event demonstrates the company’s
dedication w positively impacting consnmers” lives through
bath nutrition and entertainment.

W had such an amazing time! The Golden Penny team
really went all cut."” sad Blessing Ohagenyd, an Abuja inother of
three, "My children loved the occasion and they got o !i.'lll'lpi-::
some delicious new Golden Penny produoces, It was the perfect
way ta celebrate Children's Day" The following day, the carnival
rolled into Lagos at the Johnson Jakande Tinubu (JJT) Park. The
park was packed with fainilies cager to join 1o the fin, “I'm so
mmpressed with how well this event was orgamized, As a working
o, it's hard 1o find qualiey family ume, but Golden Penny
made it rruly special,” said Lagos resident Amara Okenjl. "We'll
definitely be coming back nextyear!”

The final stop on May 27th was Agepi Gardens and Park in
Ibadan. After hugely successful events in Abuja and Lagos,
anticipation was high and the Golden Penny team did not
disappoint. Oladipo Ounonivi, a father of two from Thadan,
simmed up the event: ™ou could feel the joy in the air. Golden
Penny created a safe. fun covironment for families to come
regether and just be kids again, even us adulis! It was an
meredible way to celebrate our children.”

Across the three days, the foremost hame of a good food
company treated children and their families w2 plethora of
cngaging activities, ITighlights of the acovities included a
bouncing castle, dance compentions, face painting, and a varicry
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By Jerenialk .']‘qﬂﬂld‘

drink brands celebrated kids collectively i grand style

with an unforgettuble cinematic experience, games,
musie, food, and drinks in comimemoration of this year's
Children’s Day celebration in Lagos and Abiya.

Hundreds of excined children from over 40 schools across
the two locations were hosted at the lavish SilverBird Cinemas in
Banex Mall, Lekki, Lagos and in Jabbi Lake Mall in Abaja.

L addlivion, at this event, voung guests and others were also
treated to fun-filled gamies where exciting gifts and prizes were
wott All the childeen in arendance received spectal gift packs
courtesy Super Kads brand.

As part of sensational mills planned for the children and 1n
the presence of approsamately 30 parents, i atrendance was
popular Child actor Diana who entertained guiests along with the
emerging voung winners of social media challenges who won
exciting prizes from the online activities,

On the company side, commentng on the rationale
behind this grand celebration, Rolit Prakash Gupta, the

S uper Kids, a prodoct line of Mo Milk. leading other nulk

Marketing Director of CWAY Group, revealed that CWAY s a
family-centric company, ane children form a vial pare of cheir
core audience. As such, ereating and curating memaorable
experiences that deeply resonate with consumers is paramount.

“Whether it's for our other premmiurm brands or Super Kids
tatlored for the kittle ones, we remain steadfast in our pursuit of
producing enly gquality produocts, Celebrating children on their
special day is not merely an obligation bue a beartfelt traditon, as
it allows vs to immerse corselves in cheir joy and become
children ourselves, if only for 4 Aecting moment.” Rohit
remarked,

Tope Sule, Brand and Marketing Manager for the
Mutrimnilk and Super Fads |:|1'Uduct lines, alsa shed |i5;ht on the
decision to fete children with a cinematic experience,
“Inniowation lias always been the hallmark of CWAY and the
Super Kids brand,” Sule stated,

“To us, we are about constant innovaon, and you can see
that in our pradoces as well. We have different flavours of our
brands, and we constantly improve on quality and flaveurs,
While taditional Children’s Day celebrations often revolee
arcnnd wisits o amusement parks, we decided to curate a truly

BRAMD COMMUMNICATOR | ISSUE 21 | JUNE 2024@

Hosts Children To Unforgettable Cinematic
Experience, Gifts & Games

imrersive and unforgetable cinematie experience for our
YOI EIests”

He added. "Mose of the time, we think of cinemas as an
adult activity. 3o this 5 more like a cinema date tor the kids,
bringing them ont o have fun bevond what they are used o, I'm
sure that for many of the kids beree, dhis is something they will
mever forget for a very long time,”

Tope Sule also explained the rationale behind holding the
events similtaneously in both Lages and Abaga. “Today is
Children's Day, as we know, and it's avery significant day for kads
all over MNigeria and the world, It's the perfect uine for us as a
brand to celebrate them.”

“Beyond this, we do schosl sctivations, where we go to
schools and engage them n some aceivides and introduce our
products to them, 5o bevend just selling, we want them o have
the experience and enjoy; we want to celebrate kids. Children’s
Dy is all about celebrating kids, so to us, today is all about
celebrating the children.”

“And on why we are doing this 1n Lagos and Abuja is that
this is the first fime we are doing something like this, and [ don't
thirk any brand has done something of this nature. The plan is
for st also continne e do more of this around MNigera, Lagos
and Abuja are sotne of our biggest markets, so this is just 2 start
forr us, We do other acovities in other states, Beyond this, we are
giving our movie tickets in different malls o chaldren eday and
tomerrony, so the kids that come to these cinemas will win onr
tickers,” T revealed.

“Whether it’s for our other
premium brands or Super Kids
tailored for the little ones, we
remain steadfast in our pursuit
of producing only quality
products. Celebrating childven
on their special day is not merely
an obligation but a heartfelt
tradition, , as it allows us to
immerse ourselves in their joy
and become children ourselves,
if only for a fleeting moment,”
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2024 NPRW: Expert Advocates Ethical Guidelines For Al Usage
In Public Relations

he Chief Execurive of Cihan Media

Group, Mr. Celestine Achi has called

for an cthical guideline document for
the usage of Artficial Intelligence (AL} m the
practice of Public Relanons o enhanee the
professionalism of PR practitioners.

Mr Achi said this at te just concluded
maiden cdition of the Nigeria Public Relatons
Week (MNPRW), hosted by the Nigeran
Institute of Public Relatons {NIPR) Opgun
State Chapter.

He pointed ot critical areas for NIPR w
establish guidelines for the ethical usc of
gencrarive Al by PR professionals w prevent
tristise and uphold ethical standards.

During his presentation, themed “Al and
the Future of Public Relations,” he
underscored the transformative potenial of Al
in enlancing the efficiency and effectvensss of
PR practices.

Hi emphasized that Al poses a threat ondy if
its benefits are ignored. Drawing parallels wich
the UK's adoption of Al in journahism, he
highlighied how embracing Al can prevene job
losses and angrment the PR profession. "Al s not
here to replace us bur to complement our
work.” Achi stated, urging reporters and PR
professionals to integrate Al into ther
warkflows,

According to him, “the covversation
aronnd Al in PR is multifaceted, involving the
mastery of Langage and storvtel ling skills, and
the deployment of Al for tasks like detecting
Fake news and decplakes.”

As PR professionals navigate the evolving
lamdscape, Achi ootlined the role of Al in
providing chan prompung, setting the wne,
and conduceing sennment anabysis, He called
for the development of policy frameworks o

manage the meegration of Al in PR, ensuring
that attribution in reporting is maintained and
the future of Al isshaped responsiblhy

Dharing his address, D, Tke Meliako the
President of NIPR commended Opuan State
Crovernment and the chapter for contributing
tor the suceess of the week=long event, He also
commended the outstanding conmbutions of
D1, Fassy Yosuf a Vereran PR pracuniener and
Fortiier Cotnimissionet of Information in the
state for his dedication and exceptional
performance which significantly imipacted the
development of public relations in the conntry,

Furthermore, the president exwended his
appreciation to the ofganivers of the PR Week
event, Their unwavering commitment and
meticulous planning were instrumeneal in the
success of the program'sinaugural editon.

Dr. Meliaku also ook 3 moment ta
recopiize other veteran and PR experes who
attended the evenr, showcasing their passion
for the field despive their advanced spe.

According to lam, O'gun Seate emierged as
the official host of the first MIPR Week from
competitive selection process. with several
states vying for the honour, The smate’s rich
history and crucial role in the evoluton of
Migerian politics and journalism infermed ats
choice,

"It is a state that has been at the foreftont,
leading in various capacines, and it is only
fitting chat it leads vnce again in hosting this
landmark event,” he sad,

D, Meliaku spoke on the muolufaeered
nature of PR, extending bevond traditional
Boundaries to encompass all forms of
comipunication, including singing, “Singing,
mach Tike any form of communication, s an
integral part of public relatdons. It's abom

YoUNG &

PROFESSIONALS

HUB ¢

conveying 1 message, evoking emotions, and
fostering connections,” he explaned.

The NIPR President further emphasized
the centrahity ni'rupul_atiun, which he described
as the “core assetof every human being,”

He argoed that managing one’s reputation
is not merely a management function bot a
leadership one, critical to personal and
professional advancement,

*As we embark on this weck-long
celebration and introspeetion of our profession,
letus remember that public relations s the kev
to unlecking potential, bridging gaps, and
building a legacy. Withour a carefully managed
reputation, ane canot ope w achicve lastng
success,” D Neliaku stated.

The cvent witnessed the mavpuration of
the Institate’s first batch of “Young

Prolessionals’ o foster and develop the nest
peneration of professionals wathin NIPR,

Also ar the event, Governor Dape Abicdun
of Opun State donated a befitting office
building and abrand new bos wo.the Ogun Seate
Chapter of the Nigetian Institute of Public
Relations (MIPR)

While emphasizing the significant impact
of Public Belations in molding public opinion
on governance and policy, Governor Dape,
who setved as the chiel host of thie event,
assured that his office and bus plediges will be
redeemued withinaweek

“Public Relations iy instrumental in
shaping the narrative sronnd governance and
gowvertiment initiatives. It is onby fitting that we
cquip the MIPR wath the necessary tools to
continue their importantwork.” he stated.

ASP Stakeholders Forum: We Are Not Regulating To Strangulate
The Industry, Says ARCON DG

xperts have called for collective

vigilance from industry playvers o

maaifngan .'I.lld cvom Ii.‘xt'l."‘."li.l tl'll.'
professional standards ser our w achieve in the
acvertising indusery in Nigeria.

They made the call in their varions
presentations ar the Advernsing Standards
Panel (ASP) Stakeholders’ Forum held recently
at Sheba Evene Centre, Theja Lagos, The Forum
wis urgmatised by ASE 2 statatory organ of the
Advertising Regulatory Council of MNigeria
(ARCON.

Speaking on the importance of callective
vigilanee 1 the advertising induostry, the
Director-General of the Advertising
Repulatory Councl of Migeria (ARCON) Dr
Olalekan Fadolape sad thar the sweeping
Tll‘ﬂ.JTl'.I'I.‘i in tht‘ J&\'E‘Tn.‘illt&’. I:I'I.L!'I.Him' arc mH
regulating to scrangulate advertising

practitioners but e avoid casualges i the
industry,

While explaming the aim of the Foram, Dr,
Fadolapa said that it was purin place o discass
pesponsible advertising as regards statutory
regulations to avoid security and other issues
that conld anse from any irresponsible
COMIMUILICAtIOTS,

He noted that the one-day event was not
the end of the conversation but a contimsous
one, in his words, “Although this may be 2 one-
day event, the forum is a continunous
conversation, We are poised to enhance the
level of compliance m advertsing with
continuous conversations, I vou sdll want w
et answers or more clanty, we are available,”

He expressed appreciation e all atendees
which include, Alhaji Bello Kankarofi, former
ARCON Registrar, Idorenyen Enang,

President of the National Institure of
Marketing of Migeria (INIMIN); Osamede
Uwubamnwen, President of Advertsers
Asseciation of Nigeria (ADVAN): Tolulope
Medebem, President, Expeniennal Marketers
Assoctation of Migeria (EXMANY: Ocher
sectorial group president and experts ar the
evient.

Also speaking at the cvent, Barr. Charles
Ordenigha, a lepal expert spoke elaborately on
LL'IIIIiJJLH.hLL" with the ethical code and law of
advertising. He said, “lmorance of the Lo is
not an excise, when you are in doubt, consult
your biwever, W cannot leave this place without
talking abour the law. The law has come w ke
its stand and whatever we do today must be
puided by the low and the lvw 15 very clear,
beware of section 34 of the new Act, and be
mindinl of sections 34 and 57 of the Act. Be very
Eanibiar with sections 60 to 63 of the Act, aned be
Fatniliar with the code of adverusing if you are
in doubt gét a lvwyer to disdll the provisions
aeel guide you

“We have o leave this place with the
knowledege thar unwhelesome advernsoment,
advertising and markering commmunication
inuse be brought o an end in this counery, The
digital platforms and waditional media
(newspapers) are notexcluded. The advertsers
are the ones rhat stand o benefit mosvand the
incdia, and the advertisers are the greatest
beneticiaries, but che media and the advertsers
are the greatest violators, | hope that before we
leave this place today, we will address this
marer.”

The event featured keynote presentations
bv vara top female industry plavers, The first
keviiote acddress was presented by O
Crveelunni, Charperson, ASF on “Ethical
Advertising Practice: Things w Aveid
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Marketing Communications” and the secomd
paper presented was by Martha Ugbomma
Onyebuchi, Director of Regulations, ASF on
“Migerian Code of Advertising: Vetting
Processes and Procedures”

During ler presentation, Omwuanmi
Cravndunni stressed, “Ethics is abour doing the
right thing, deing the right thing 5 being
responsible for the progress of the industry. We
miake Migeria and the world & berer place by
cheosing wdathe rightehing.”

She calimed the rising fiears in the hearts of
creatives that the Low may stfle creanvicy,
stating that it was rather to guice it on the nghe
path, in herwords, “Ethical advernsing practice
15 not to kill creativiey but help puide iin the
right path, when vou are in the creative space
voul may sy let's just get creative, don't say |
want to tap mto carrent trends, creatively
speaking you may be correct, However, we
must be sensitive te our enlture, o our laws,
even with the frecdom to create we should noe
rubmid on our cuboare or elders” eyes.”

The ASP Churpersen noted that ASP
throngh the ethical law i orying o create jobs
for the loval talents and promoete the image of
Migeria,

Omowunem said, "It is so casy for 0s tgo
ot of Migera to get professionals in quote. Bue
we must groom our local walens o become
professionils.

We muost groom our Upomning young
talents so they can hold their own on the
international front, and become global
professionals thar can thrive in the world
muarkets. And this starts with us patronizing
loacal talenes, local volceovers, local locations
and all the necessary things that help us project
Migeria, Lee's do something that speaks to the
naticnal pride of our conmry,”
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Brends Nwagwu, Managing Director, Leeds Froduchion

eeds Producton, the exclusive media sales represencative

For Disney's Starlife in Migeria and Ghana, has

established itself as a top-tier content marketing company
remowned for s exceptional strategic thinking and creatve
approach to deliverning successtul campaigns. Since its inception
in 200¢, this indigenous brand has consistently broken new
groud in the marketing and communications industey, pushing
the baundaries af innavation and excellence

Si.lL'i.' Ifl]tl'ill[.[ in comtmunications, broadeast convent
marketing, and content production. Leeds Production has
carved a miche for itself as o leader in the industry, [ areas of
specialty include communications, broadeast content marketing,
and content production. The company's expertise extends 1o
providing world=class media soluions and shared value through
capabilitics and imnovation refined over decades.

SrarLife, the channel represensed by Leeds Producrion, isa
testarnent to the compaty's commitment wo cxeellence. Available
on channels 167 on DTV, 31 on GOTY, 3 and 530 on
Startimes, StarLife showcases the wery best funily dramas,
celebnty dance shows, and blockbuster muovies from its famed
library of A=List Bollywood movies, The channel's linnch series,
including "Forever Yours", "Moot Without My Family”, "Game of
Lowe™, and "Waiting for Love”, set the tone for the high-goaline
entertainment that vicwers have coime w expect from StarLife.

Oine of the unique features of Starlife is its ability to keep
viewers engaged with stories thar run for months or even years,
For instance, the season of "Not Without My Family™ had 2072
episades, with mea episades siring dailv, six days @ weck, making
it a pwo=year=long series. This fornat has proven to be a hit with

audiences, who are drawn w the caprivanng storvlines and
mertiorable characters.

Bollywood songs and dances are an mtegral part of
StarLife's progranuning, with many viewers in Nigeria and
Ghana still enjoyving the classic Bollywood movies from the
cightes and carly mineties, The channel's modern sertimgs,
storylines, costumes, and props, as seen in "Not Withour My
Family" and "Game of Lowve”, have resonated with andiences.
The presence of popular Bollywood personalities such as Salman
Khan. Kareena Kapoor-Khan, and Privanka Chopra has added to
the channel's appeal.

I addition to its drana series and movies, StarLife also
affers a range of realicy TV shows and diverse movies, includimg
"Let's Dance” season 8, which has been wellsreceived by viewers.
The channel's ability to cater to diverse tastes and preferences has
made 1t a househeld name in Nigeria and Ghana,

The drving force behind Leads Production's success is its
Managing Direcear, Brendas Mwopan, 2 seasoned entreprencur
anid communications specialist with over two decades of
experience across the Marketng Commumications, Financial,
and Technology sectors. Brenda's expernse extends beyond her
rale as Managing Dircetor, as she has also consulted and
provided training on warious tepics such as aundience
MeEsurement, communications strategy, media planning, and
buying in the digital age, Brenda's commatment to diversity and
inclusion in the workplace has carned her recogninoen as a strong
advoeate for women's empowerment and young professionals’
developmient. Her passion for cnpowering emerging talent and
creating opportunities for their success has made her a role
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Unwavering Commitment To

Creativity And Excellence

DNadunm Olaifa, GM Marketing, Leeds Production

model in the mdustry

Brenda's vision for Leeds Production s to contimee to
drive growih and progress in the indusry. with 2 focus on
snstainability and knowledge sharing. Her commitment to re-
inventing the company to remain relevant and building a
profitable and sustaimable business 15 a testanent te her
leadership and expertise,

In conclusion, Leeds Production's unwavering
commitment t creativity and excellence has made it a leader in
the marketing and communications industry, Wid s expertise
in communications, broadcast content markeang, and content
prediuction, the company continues o deliver high-qualicy
camipatens and media solutions wo i clients. As 2 estament po its
success, StarLife has become a houschold name i Migeria and
Crhuana, offering a range of programming that caters to diverse
tastes and preferences, With Brenda Nwogam at the helm, Leeds
Producton is poised for connnued growth and success in the
.'-'IC'H I's o SO,

Brenda's vision for Leeds
Production is to continue

to drive growth and progress
in the industry, with a focus
on sustainability and
knowledge sharing. Her
commitment to re-inventing
the company to remain
relevant and building a
profitable and sustainable
business is a testament to
her leadership and expertise.
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SARA Medicine- Expense: ! -

For as little as N1,200. this plan ensures coverage for medicine expenses at
accredited pharmacies, providing access to up to N24,000 annually.

SARA Cash Cover:

Starting at just N2,000, this plan offers the assurance of financial security.
It encompasses hospital stoys of 3+ nights and additional expenses, permits
multiple claims, and grants access to N65,000 per year

SARA HMO Plan:

A versatile 2-in-1 plan, integrating HMO and Cash benefits, with monthly
premiums from N1,600 and an access cap of up to N100,000 per annum,
Yes, SARA is delivering custom-tailored, cost-effective healthcare choices
for our customers.

Visit any Wema Bank Branch, Dial *945*75# or
contact us @ sarabywema@wemabank.com
toget started.
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By Jererialt Apada

The 1th AMVCA
he mueh antcipated 10th edition of the Africa Magic
Viewers' Chotee Awards has come to an end followiang
an exciting and starsstudded two=day celebration, This
year's edition was held on May Wand 11, 2024, featuring a series
of events, the lnghlights of which melude the Yeung Filmmakers
Dy, thie Culoural Day Celebration. and the main Awards MNighe.
These events saw the African film and television industry
comme tegether wo hotour oustanding talent and creativity in the
industry. From gripping performances o captivating
storyrelling, the swards muly showvased the best of African
clneni
The awards night was hosted by ace presenter TE
Osakieduwa, with notable indosery personafities including,
Richard Mofe Damijo, Joke Sitva, Kchinde Bankole, Wale Oy,
Funlke Akandele, Tret Doyle, Shaffy Belle, Esther Idown Phalips

aka Iva Raimbow, Fern Adebavo, Odunlade Adekola, Tobi Bakre,
Ly Wasabi, Towin Lawatn and a host of others moattendance,

Commenting on it 10th editien, Dr Busola Tejumela,
Execvrve Head of Content and Channels, West Africa,
MulttChoice, said, "The Africa Magic Viewer's Choice Awards
was created to honoor exceptional achievements in relevazion
and film across the continent and we are excited to have beeti able
o keep that fire burnimg through 10 edinens,

"Wear after year. we have received numerous entries and can
attest to the growth i the quality of submissions with each
eclition. While this vear's edition is a milestone edition as it is the
e, it is also a testament to the growth the film industry m
Africa has experienced,

"W congratulate all the winners and nominess who have
purin the ineredible weork. Wee'd also ke to savabig thank vou te
everyotie in the African film imdostry. You have all made us
proud.”

This yvear's cdition had 28 categorics, with 17 non=voting
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Stars & Brands On Parade To
Celebrate A Decade Of Creative
Excellence

and % audience voting categories, and the winners were selected
by aguiry fead by ace Almmaker and head judge, Ferni Odugbeni.

Some of the lnghlighes from the awards included Breath of
Life and its five wins ofthe night including Best Movie, Wale Ojo
a5 Best Lead Actor for his role in the movie, Demala Adedoyin
and Genoveva Umeh as Best Sapporting Actor and Actress, and
BB Sasore as Best Director.

Eehinde Bankole bagged Best Lead Actress, making it the
second tme she has won duis award following herwin in 2005 for
her role on October 1. Iya Rainbow and RMID were the
recipients of this vear's Industry Merit Award and Chimezie Imo
was the recipicnt of this year's Trailblazer Aweard.

Brands On Parade

O che nighe that stars came out to shine, Brands also ook
o the capetto show the stufl they were made of. Seven Up
Bottling Company (3B wich its brands, Pepsi and Supa
Komande ensured thar the swo day event was not withour the




intrinsic refreshing taste of cola from s Pepsi brand, and the will
to Pavwer On” wath the supercharging energy drink brand, Supa
Kontando

As it hag consistently done over the years, Pepsi Maija
creates its own show within the main event to give, withoue fail,
an unforgerialbile and uigque feel for the vearly event, Pepsi took
things 1 notch higher with the "Pepsi Comtam Ghedu
Reloaded!™ The brand masterfully fused nostalgia with
conternporary vibes with a lineup of ardsts who emnbodied
Africa’s nch musical heritaze alongside 1t modern sounds, After
over o decades, Shaffi Bello and Seyi Sedimu — both blasts
fromn the past — took the live audience at the Eko Convention
Centre and millions of viewers across the globe on a nostalgic
Journey with their fconie hit"Love me Jeje) Adding an authentic
African feel, the legendary Awilo Longomba brought has
unmistakable Soukous rhythms and treesistible danee moves 10
the stage, leaving a lasting imipression.

Injecting the night with irregisuble encrpgy was our very
own evergroen, ever-relevant, and ever-on-point Keee, the
"IMapiano” master. Chike, the Afrocentric sensation, and
Adekunle Gold further elevated the expericnce with their
umigue mscal styles, Corating the beats and keeping the crowd
grooving throughout te naght was none other than D] Spinall,
the Pepsi Music D ambassador, whe had just returned from his
i phant perfornance at the icone Coachella festieal, For
Supa Komando, Energy Gad, DoZeun, Erica MNlewedim, Saskay,
and Cross Da Boss among other ambassadors were on the
_L:!Hl.lltd tovimake the show even more livelier,

Megm seasoming brand. Onga stole the show espeaially on
the Cultural Might of the AMVCA with 1ts bespoke Onga
Villige. Anchored by the multi-talented Bisela Aiveola, the cvent
brought together nomble members of the entertamment
indusery with guests adorned in snmning taditional African
attire and showcasing the continent's diverse cultares.

The feast featured a delightful array of meals like
‘Ongalicions” Jollof Rice, Onga's Signature Siokey party Jollof
rice, to Abala, |, Mivan Kuks, konu, and Egosi' soups
representing Gvourite meals from the Western, Northern, and
Eastern parts of MNigeria.

Drelicions delicavies from other parts of Africa were also
featiired on the menu as guests also got to enjov ‘Banky' from
Ghana; Pilan Rice and Bratsed “Toeo” from Kenyva, and Beef
‘Matoke' from Rwanda. The mouth-watering culinary
expenence provvided 2 rich tapestry of tastes and aromas thas were
savoured by all with great delight. Onga plaved a pivoral role as
the headline spensor, ensuring the cvent was a resounding
SNCCCSS.

Guests were also envertained with traditional ganes and
ather fun actvities. The oaditional ambiance of The Onga
Village gave meaning to the celebration of African Cuolmre,
Performing artiste, Segun Johnson's clectrafying performance,
tagged the Onga Momenr, left guests enthralled throughont the
evet. His L':Lpliv.'ltmg |:||l.'d|l.'}"¢ added .mfxlr:tsp:trk to thye :||n‘:|d}'
vibrant event,

Inwerswitch's Quickreller and Verve were also on parade,
contributing to making the tweo days of the event ane that will
remain memorable for & very long tme in the minds of the
thosands tha make wp the andience and the millions that were
the viewers, globally,

In a display of their ongoing commitment Lo supporting
African creativity and celebrating the continent's rich heritage,
Verve and Chuickeeller proodly sponsored the 10th Africa Movie
Viewers' Choice Awards (AMVCA). Verve, Africa’s leading
payment cards and digieal tokens brand, and Quickteller, a op-
ner consuiner digital payments pladform, demonsirated their
dedication to the creative industnes through their support of this
presnguous evient.

Verve's spoisorship of the highly eovered Best Lead Actor
category shone a spothght on the exceptional tlene of Wals Oo,
who clamed the award for his captivating performance in the
critically acclaimed film "Breath of Life)" Meanwhile,
Quickteller lent its support to the Best Supporting Actress
category, where the flented Genoveva Umeh emerged
victorions, her remarkable portraval 1 the same cimematic
masterpiece, “Breath of Life" carning her well-deserved
recognition and accolades from her peers and andiences ahike,

Indomie Felish was not late 1 the parry a5 ivcamne with the
Relish Experience. The Relish Experience kicked off with a burse
of golors and culmre at the Culmral Might, Artendees were
treated to a tantalizing array of sighes showeasing the vichness of
African culture. The environment was clectrnie as atendees
danced, mingled, and savored the Davors of Tndomie Relish,

But that wasn't all, a5 Indomie had more surprises an their
menw. They upped the annosphere with their beoth, which
becaume one of the hottest spots at the event. Attendees Nocked o
the Indome Relish booth for the relish experence wich the
defectable host, Oyinadernii, playing games sueh as Ludo, and
having loads wpon loads of fun. Come the dav of the cvent, stars
graced the red carpetin their finest attire to celebrate cinemaric
excellence and were mterviewed by JayOndir at Indomie’s

booth, while Indmme Rehsh added an extra dash of flavour.
Fram its Seafood and Chicken Extravaganea Davour to the new
Indomic Relish Beef flavour, evervone indulged in the relish
EXPeTIcnCe,

Wit wonld think that after the main show; Indomnie Relish
wonld give way for other brands at the AMVYCA After
Party. . thatwas not to be. Instead, ivbecame the life of the parey,
adding atonch of gourmet and pizzazz to the glitz and glamoar of
the evening, Celebrines, influencers, and everyone clse partied
all might, accompamed by the relish experience that came with
delicions Indomie Rehsh flavors thar kepr being rushed and
gl:ttj gz Se e d back to back.

Cither brands on display an the mights of the AMVCA
mclude the headline sponsor, Amsmeel Malta, Hypo, Lush Hair.
Legend Twast, Tecno, Mivea, Tiger Beer, Goldberg Black,
[amieson, Showmmo, amaeng others,

The AMVCAs Beyond Rewarding Excellence
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AMVCA has made substantial cconomic commbutions
that conomue nourishing and norturing the African film
coosvstem. According to the first impact report of the annoal
awards published m 2023, over 27 000 jubs have been created by
the AMWYCA since its mception in 2003, The report also states
thar over 300K direct and indirect jobs are created each year
during the award ceremony. These include jobs i event
management, set desien, art divcetion, techmical crew, fashion
design, makeup, hair, pliotograply, public relatons, and inore,

The 1ch AMVCA saow a lineup of A-list sponsors such as
Anste] Malea, Pepsi, and Onga Seasoning, including firse-time
sponsors such as Martell and MNivea. Their contributions to the
event, including their showease an the Cultural Day, coneributed
not just to the ambiance and reputation of the event but also
resuleed in job creasion creating a muluplicr effect, The 1t
AMVOEA had 18 sponsors who in one way or another employed
no fewer than 10 people to make their presence at the Cultoral
Dray and Award Might a success,

Apart from the obvious employment contnibutions,
AMVCA has also acted as a significant catalyst for economic
groweh in Africa’s film industre The direct sector beneficiaries
immclude actors/aceresses, filmmakers, screcnwriters,
cinematographers, editors, production desighers, sound
designersfengineers, composers, marketers, and so o

Another remarkable impact of the AMVYCA 15 the
increased recognmon and exposure ol Afiiean filims on the global
stage, Tlis has created new opportmites for co-praducton,
callaboration, and distribution deals wids major players i the
film industry. This has also resulted in a surge of production
activitics, leading o mcome generation from aceors, filmimalkers,
crew members, and supporting mdustries such as caering,
logistics, copnpment rentals, stage bulding and management,
ele.

African designers, musicians, and artists have also fonnd
new avenucs o showease their talens thanks o the positve
ripple effect cansed by the ever-mrowing influence of African
filrns om the internanonal commuming

The AMVYCA has over the vears plaved a sipmficant role in
the promotion of tourism and destinadon marketing across the
African comtinent. Apart from the swores the nominated films
portray, the viewers are also exposed to Africa’s cultural richness
and hastorical landmarks, sparking the cunosity and mierest of
potential touriss,

The Africa Magic Viewers' Choice Awards continues to
mMove o0 an LIF"-"-’JI'I.'.I [Ta|eCtory 1N 115 mission w showease the
richness of our cultures and talents to the world through African
films, Looking ahiead, there i3 an anticipation for increased
comtnittnent toawards .1L'£1:5L'L'atit1gtlli: SOLTO-ECOReHe nnpact of
the sector. This entails fostering wlent, broadening indusery
exposure, and attracting mvestment. With Aftica currenly

contributing only 1% o the global creative industry valued at
$2.2 wrillion, there is 2 prossing need for stakeholders to suppore
thie AMVOEA to bridge the financial disparity benween Aftica and
other continents,




By ferennah Apadse

tat wiostld the Africa Magic Viewers' Choice fwvards

(AMVCA] be without the refreshing enerpy, dazzling

glamonr, pizzazz, ghtz, and panache that only Pepsi
Magja can bring? Memones of past AMVCAs are cteched in our
minds a5 we remember fond memoeries of past AMYCAs where
Pepsi Maija creates its show wathin the main event to give,
without fail, an unforgettable and wmgue feel for the yearly
event. Indeed, we remember the thrill of performances that are
blasts from the past by wconic acts like the cnigmatic Laghaja
collaboratmg wath the rave of the moment - Bema, oo those of the
Chueen of Afrabeats “Tiwa Savage alongside Spyro, .'\-"ia_i{u.-d, and
the avard-winning band Alternate Sound, among others, With
every AMVOCA, Pepsi has consistently raised the bar.

This vear, however, Pepsi took things a notch higher with
the "Pepst Comfam Ghedu Releaded!” The brand masterfully
fused nostalgia with contemporary vibes with a lineap of artists
who embodied Africa’s rich musical herieage alongside s
medern sounds. After over two decades, Shathi Bello and Sen
Sodimun — both blasts from the pase—took the live audience ar the
Eko Convention Centre and millions of viewers across the globe
ot a nostalgic journey with their icome hit "Love me Jepe”
Adding an anthentic African feel, the legendary Awilo Longomiba
brought his unmistakable Soukous rhyvthms and irresisible
dance moves to the stame, leaving a lasting impression.

Injecting the night with irresistble energy was our very
awn evergreen, ever-relevant, and ever-on-point Keee, the
"apiano” master. Chike, the Afrocemtric sensation, and
Advkunle Gold further elevated the experience with their
umigque musical stvles, Coranng the beats and keeping the crowd

groavitg throvghout the night was none other than D] Spinall,
the Pepsi Music I ambassador, who had just returned from his
rrivmphant perfotmance atthe iconie Coachellafestival,

Maoreover, Pepsi Nana presented two prestimous avward
categories at the AMVCAs: Best Series (Seripred) and Bese
Series, Unscripted. highlighting the brand's consistent
commitment tw celebrating excellence in African entertaaimment,

The day before the main event was the AMVCA Caloural
Might, and as vsual, when it comes to celebranng Afrocentncing
Pepsi 15 a brand that is anigquely imtentional sbout promoting
African values, cultare, fashion, and everything that embodies
the rich herntage of the continent, True to form, Pepsi did not
disappoint, establishing its fushion stand and mesmenzing
presence at the AMYC As,

But hew did the cola brand wp the unforgerable
"Comfam Ghedu Reloaded ™ night at the AMVCAS? By shutting
down the mega show with a megy After=party = the "Pepsi
Comnfain Rave” — featuring the dynamic Alternate Sounds, the
inimitable Unele Bubu, the "TarmUp King", and the enigmatic
Crowd Kontroller, ensuring that the celebration contnued long
ineo the night.

Sepun Ogunleve, General Manager of Marketing at
Seven-Up Bottling Company {SBC} who co-presented the two
wweards grven by the brand, cxplaned, "The AMVCA can be seen
as the ‘Mfrican Osears) a celebration of Aftican talent and
creativity —values that resonate deeply with Peps, Throogh oar
'Confam Ghedu Reloaded” pomt of view for this platform. we
anned to conpect with our consumners on 2 deeper level,
celebrating the tmeless appeal of music while champiloning
etnerging talents.”

Indeed, the 10th edition of the AMVCAs may have come
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and gone but we wall not forget the enengy from Pepsi, it was
comgagions! The ghedu? Defimitely comnfam, and the cultural
pride? Unmatched!

This year, however, Pepsi
took things a notch higher
with the "Pepsi Comfam
Gbedu Reloaded!" The
brand masterfully fused
nostalgia with
contemporary vibes with a
lineup of artists who
embodied Africa's vich
musical heritage alongside
its modern sounds.
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SPECIAL FOCUS

Kge \Vith Adrenaline-Charged
i Energy Blast Fuels (0)(v °)

ENERGY DRINK

‘%»

By Jeremiah Apada

ights, camera__action! And what is action without the right dose of enerpy

on the night of the Africa Magic Viewers” Chotce Awards (AMVCAs)? Fora

night Iike that and the Culvaral Night ehat preceded it energy drnk brand,
Supa Komando ensured it was one that that erackled with energy and anticipation.
With the spoclightshining on the créme de la evéme of African entertaimment, every
nonent wasa -_'-;:Ec'br:lt'll.mﬂ{t:llct:t, g|:|r:n-:1ur,.3nL| excellence.

Indecd, the 10th AMVCA was unforgettable as the infectious energy of Supa
Komando Energy Drink was on supply to electrify the atmosphere. As the oflicial
energy partner, Supa Komande stormed the Opesing Gala, the Cultural Might,
and the official AMYCA main event, mfusing every moment with an adrenaline-
Fueled viealiey that left attendees bussing with excitenent.

Om the Cultoral Might, the intrinsic tste and energy of the brand came alive
a& Supa Kennando ambassador and enerpy gad, DoZwin, cranked up the enerpgy
levels to unprecedented heights. With hes dynamic presence and infections
charisma, he unleashed a torrent of energy thar swept through the crowd, igniting
an unguenchable thirst for more. Alongside him, an ensemble of Supa Komande
ambassadors, including Erica Miewedim, Neo Akpofure, Cross Da Boss, the
actiongueen Saskay, and the beat-spinning maestro D] Dips, fueled the night with
their infections energy and undeniable star power.

The energy brand presented the covered award for Best Supparting Actor,
And when the curtaing fell and the after-party began, Supa Komando and e
ambassadors ensured that the energy levels remained strarespheric, leaving no
donibe that thetr unigue blend of vitality and exciternentwas unmatched.

W weon' 't just tell vou all about it, let the protures do the talking, after all, they
say a plotire s worth more than a thowsand words,

ENERGY
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By Nea Ulsnikesnea

nga, 3 leading seasoning brand renowned for

cnhancing the great tastes and arema in every dish,

solidified its commirtment o celebrating African
culture and ealent by sponsering both the AMVCA Cultural Day
and the Best Lead Actress Awvard at the prestigious 1ith edition of
the Alriea Magic Viewers' Choice Awards (AMVCA) ceremony

A celebranon of Afncan Heriage and cxcellence, The
AMVCA Cultural Day ook place ar The Onga Village, Eko
Hotel & Suites, Lagros. Anchored by the multi-talented Bisola
Adyeela, the event brought together nowable members of the
entertainiment industry with guests adorned in stunning
traditional African attire and showeasing the contnent's diverse
culires.

The feast featured a delightful array of meals like
‘Omgalicions” Jollof Rice, Onga’s Signanire Smokey party Jollof
tice, to Abula. | Miyan Kuks konu, and Egusi' soups
representing favourite meals from the Western, MNorthern, and
Eastern parts of Migeria.

Dreliciouns delicacies from other parts of Africa were alsa
featured on the menu as guests also por to enjoy “Banku' from

Celebrates Culture, Talent,
Sponsors Cultural
Lead Actress Award

Ghana: Pilau Rice and Brused Toso’ from Kenya, and Beef
‘Matoke” from Fwanda. The mooth-watering culinary
expericnce provided a rich tpestry of tastes and arornas that were
savoured by all with great delight. Onga played a pivotal role as
the headline sponsor, ensuring the event was a resounding
SUCCCSS.

Crests were alzo entertaimed o tradinonal games and
other fun setivities, The traditional ambiance of The Onga
Village gave meaning wo the celebration of African Cuoltare

Performing artiste, Sepun [Johnson's electrifying
performance, tagged the Onga Moment, left maests enthralled
throughour the event, His caprvating medleys added an wara
spark to the already vibrane event.

Among the esteemied celebrings who graced the event
were lyabo Cho, Saidi Balogun, Kunle Remi, Richard Mofe-
Damije (RMD), Alex Oeti, Odunlade Adckola, Lateef
Adedimeji, Scarlet Gomez (Whira) and others, adding their sar
Ffl"r\-"i.'r b |.1[L' L"I.Ihl.1|':l! LL'|l.'k.'|T.:l|'.'th].

Adebola Williams, Marketing Director at Promasidor,
expressed the brand's strategic fv with the culwral day
celebration. African Culture cannot be celebrated wathout the
people, fashion and most importanty, the richness of African

cuisitie. This a3 where Onga plays a strategic role as a brand that
delivers great taste and aroma when used inall your meals,

Ong celebrates the hean of African euisine, and the
AMVCA Cultural Day resonates with our values. Sponsoring
tlus event was 3 way for us o be pareof something ruly special.”™
We look forward to continuing this pourney of cultural
appreciation and empowennent through our brand inidanves.”

Adebola Williams, Marketing Director at Promasidor,
expressed the brand's strategic fir with the culearal day
celebration. African Coloure cannot be celebrated without the
people, fashion and most importantly, the richness of African
cuisine, This is where Onga plays a strategic tole as a brand thae
delivers grear taste and aroma when used inall your meals.

Onga celebrates the heart of Afncan cuisine, and the
AMVCA Culwaral Day resonates with our values. Sponsoring
this event was a way tor us o be part of something tuly speaal.”
We look forward e continming this jeurncy of culoural
appreciation snd coapowerinent through our brand inidaves "

She emphasised that Onga's dedication poes bevond the
Culrural Day festvities. The brand also proudly sponsored the
Best Lead Actress Award, acknowledging the remarkable talene
of female actors o the African film industry, This sponsorship
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Onga celebrates the heart
of African cuisine, and the
AMVCA Cultural Day
resonates with our values.
Sponsoring this event was
a way for us to be part of
something truly special.
We look forward to
continuing this journey of
cultural appreciation and
empowerment through our
brand initiatives."

underscores Onga's deep appreciation for the artistry and
commitinent that these womcen bring o their craft.

"We take immense pride in supporting talented actresses
who are putting African wornen in the spotlight,” she said. "Their
creativity and hard work serve as anspirations to s all
Spongormg this award is our way of paving wibute to cheir
outstanding aclievements and recognizing their invaluable role
in shaping the narrative of African women."

[ a heartfelt acknowledgment, Best Fenale Lead Actress
Eehinde Bankole extended her gratitude to the Ohga brand for
sponsoering her category at the AMVCA ceremony. Her words of
appreciation underscored the brand's commitment to
supporting and recognizing outstanding talent within the
African filin and television mdustry.

Promasider Culinary Category Manager, Oladapo
Oshuntove also expressed his pleasare towards the suecess of the
event. "l am thnlled with the success of our sponsorship at the
AMVCA Culrural Dray and the Best Lead Actress Awvard category
It's truly gratifymg to sce our brand contributing to the
celebration of African culrore and ralent on such & grand scale,
Our partership with the AMVCA reflects our deep
commatrmient to showeasing the best of Afnica’s culinany hentage
antd supporting the incredible wlent in the entertainment
industry™

Kehinde Bankole alter receiding e 2024 AMVCA Best Female Load Award
spongorpd by Onga,
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The Relish Experience At
10th Edition: A Flavourful Experience to
Remember!

H]'_,lll"!'l'.'l'rll.'lll -'E,'i_'!-'lfd:

ighes. cammera, Relish! The tenth cdition
of the prestigions Africa Magic Viewers'
Chotee Awards (AMVCAs) 2024 was
beeter, bigeer, and more glamorous than ever,
From the vibrant Cultaral Might on Day 1 to the
star-studded ceremony and after-party on Dray 2,
it was an experience to relish with langheer,
alitz, and deliciousness like never
before as noodle mant Indomie Nigera was an
exclusive sponsor with its delectable Relish
Aavours, completing the eventwith fincssc.
The Rehsh Experience kicked off with a
burst of colors and culbwee at the Cultural MNighe.

dance, tun,

Astendees were meated to
sipghts showeasing the richness of African
culture. The environment was clectric as
attendess danced, mingled. and savored the
Havours of Indomie Relish.

as Indomie had more
surprises on their menu. They upped the
anmosphere wath their booth, which became one
af the hottest spots ar the evenr, Attendees
Hocked to the Indomie Relish booth for the
refish experience with the deleceable hust,
Owinademi, playing sunes such as Ludo, and
hanring: loads upon foads of fun,

Finally, the wait was over, and the much-
antcipated and long-waated award ceremuoey
arrived, leaving atrendees and everyone on the
edge of their seats. Our fvorite stars graced the
red carpet e ther finest attire o celebrate

But that wasn't all,

cinernacle excellence and were interviewed by
JayOnAir at Indomic’s booth, while Indome

| ISSUE 91

a tantalizing array of

Belish added an exmra dash of flavor, From it
Seafood and Chicken Extravaganza flavour to the
new Indomie Relish Beel favour, everyone
indulged in the relish experience.

Stellar performances from Shaffy Bello
evi Sodimu, Adekunle Gold. Chike, ard
a5 wnners took

and 5
others wowed the audience,
their well-deserved bows, and acceprance
speeches eohoed throngh che hall,

Indonne Relish wok center stage at the
After Party, adding o wuch of gourmet and
pizzazr w the glitz and glamour of the evening,
Celebrines, infTuencers, and everyone else
partied all night, accompanicd by the relish
experience thar came with delicions Indomie
Belish flavours that kept being riushed and
getting served back toback,

As the nighr deew oo a close, guests
departed with satisfied smiles and tond
memories, thanks o Indomie Relish's
utrwavering cominitment to delivering the
ultimnate "Relish Experience,

The tenth editton of AMVCA or
AMVCALD as its popularly known broughe
together the best of African cinema and fashion,
anedd Indomic Belish proved to be the ultimate
companion, serving a delicious experience back
to back,

With irs unforgerable presence at the
AMVCA, Indomie Noodles with their Indomie
Relish once again demonserated why they are
novdle giants, As the curtain falls on anether
spectactilar event. one thing is clear: when it
comes o favonr, Indomie Moodles is always ina
League of its owan.
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Celebrate African ¢ ¢

Quicktetter 7 BAVL QV[< Creativity At The %

By Jeremiah Apada

s the stars of Mollywood and the African film indusory

converged under the glittering lights, their radiance was

natched by the brands that have consistently supported
and promoted the expression of Alrican creativity and heritage
an the global stage,

Among these brands, Interswitch's Quickteller and YVerve
were on parade, contributing to making the two days of the
event, one thatwill rentain memaorable for avery long mine in the
mitds of the thowsands that make up the audience and the
mlhons that were the wiewers, globally,

lix a display of their ongoing commitment to supporting
African creativity and celebrating the continent’s rich herirage,
Verve and Quickteller proudly sponsored the 10th Africa Movic
Viewers' Choice Awards (AMVCAY Verve, Aftica’s leading
payment cards and digital wokens brand, and Chnckeetler, a top-
mer consumer digital payments pladform, demonstrated their
dedication to the creative industries through their support of this
prrestglons £Vent,

The ith AMVCAs, held on May 1ith and | 1th, 2024, at
the conic Eko Hotel, Viceora [sland, Lagos, bronghe together a
constellation of tlented actors, filmmakers, directors, and
indistry [uminaries from across the vast African continent.
Verve's sponsorship of the highly coveted Best Lead Acvor
category shone a spothight on the exceptional talent of Wale Oy,
who claimed the weard for his captivatng performance in the
cratically aeelaimed film "Breath of Life."

Meanwhile, Quickteller lent its support to the Hest
Supporting Actress category, where the tlented Genoveva
Umch emerged victorions, her remarkable portrayal in the same
cinemaric masterpicee, "Breath of Life," carming her well-
deserved I-."Cul_.mjt!un and accolades from her pecrs and
audiences alike. Through their sponsorship of the AMYCAS,
Interswitch and i Magship brands, Verve and Quickeeller, have
once again demenstrated their steadfist commitment to
festering the growth and development of Africa’s creative
industries and itsvibrant pool of talene.
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A DECADE OF RESULT — ORIENTED
PARTNERSHIP ELEVATING CREATIVITY
IN AFRICA
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omumitnent and consistenoy are ten ingredients

that must not be lacking im any venmre that s

expected o stand the test of tme. Amstel Malea,
Migeria's leading malt brand, has pr\c.ludl\l,' been the headline
spansor of the Africa Magic Viewers' Choice Awards (AMVCA)
for the last ten years. Wo sincere observers will doubt the facethat
thiz consistent sponsorship clearly demonstrates the brand's
commitinent to growing creativity in Africa's film and
entertinment mdustry

While many other brands would have dragged their feer,
Amstel Malta, being a visionary advocate of storytelling and
ereatviey, had the foresight o dengify the partnership with the
AMVOA as one major way to promote and celebrate Afrcan
talents, And the brand puarsued it passionatehy, Ower wen vears,
this decision has paid off tremie ndously, Wil the hoge success, i
is obvious that the colliboration between Amstel Malta and
AMVCA wall contime to grow, with a deeper impact in all arcas
of Nigeria's entertanment industry in the years to coine.

Over the vears, Amstel Mal's parmership wath the
AMWVOA has not only celebrated the achievements of walenred
Almenakers bt has equally elevated African cinema on the global
stage, [t has inspired and empowered 2 new generation of young
creative people, contributing to the growth and development of
the movie industry

Even buefore the AMVOEA years, Amstel Malu has always
been committed and consistent in supporting budding talents
within the il indusiry

The AMBO Years

Speakityr during the AMVCA 10th edition press bricfing,
Senior Brand Manager, Amste]l Malta, Francis Obigulno, sad
"Oir pioneering initiative, the Amstel Mala Box Office
(AMBO) 18 years agwo, which has produced several incredible
stars, 1s proof of cur commimment o normaring talent and
promoting the best of African theatre and cinerna.”

Indecd, Amstel Malts has had enduring soccess in the last
3 years since the brand was launched. 1thas plaved a key role in
the development of film, theatre, and entertaimnent in Migeria
with platforns like Amsvel Malta Box Office (AMBO).

AMBO was a Nigerian television reality show launched in
2005 char combined the valnes of the Amseel Malra brand and
Mollvwood to project expressions that are active, attractive, and
ultimately admirable.

[t had three main elemems, which ran sequenually: first. a
TV Reality show that picked a winner fram a group of aspiring
"unknowns'; second, o Alm that stars this winner i a kead role,
and third, Road Shews that provided viewing experiences of the
filme for the esteemed Amstel Malta consumers across the

AMVCA FIRST EDITION (2013}
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AMBO made an impact for inore than adecade and created
stars like Sadig Asizat, who featured in the popular movie
Sitanda, O Ukeye who featured in White Warers, and other
popular fces like Blaira MeWizu, vie Okujaye, Wole Ojo
among many others, before it was discontinued,

Amste]l Malta's long-standing parmership and continued
support for the African film and entertaiinment indusory through
its previeuns activitics, and current partnership with the Africa
Magic Viewers' Choice Avwards (AMVYCA) since its inception,
are clear testament to the brand's commitment to cmpowenng
and celebrating African talents and storyrelling. By supporting
the next generation of filmmakers and content creators, Amstel
Malea is playing a vital role in shaping the furore of the creative
mdistry.

The Genesis - AMVCA 2013

In plaving this role, it took the leap of faith, coming
anboard the inaugural Africa Magic Viewers' Choice Awards
cercmeny as a headline sponsor. That edition was held in Lagos,
on % March 2013, and was broadcast live in more than 50
countries. Entries into the award ceremony were filing and TV
series thathad been atred in the previous year.

In total, 28 awards in 26 categories were created and
celebrated. They ranged from acung, directing, scnpt-writing,
cinematography, editing, make-up, sound, lighung and
costiurmitg. Amstel Malta, right from this beginning was the
cynosure of all eves at all AMVCA events. Indeed, it was called
Amstel Malta Africa Magic Viewers' Cholce Awards by most
COMMENTtors.

Energy Minister, Diczani Allison Madueke was the
representative of President Goodlock Jonathan at that event.
President Jonathan described the AMYCA as colrural liberagion

for Africa. The President recalled thae before the advent of

Mollyweood, Migeria had relied on other countries for television
and video dramas, but now the reverse is the case, With the
Awvards scheme like the AMVOA the Preadent believes there is
acnleural liberation of the continent front the Western world,

Iy that inaugural edition, 'Otele Burning', 2 2001 South
African drama film direeted and preduced by Sara Blecher won
in the Best Movie award category. Other maiden AMVCA
winners are: Best Costume Designer — MNgosi Ohass {The
Mirror Boy), Best Makeup Artist — Jacqui Bannermen {Otels
Burning), Best Art Director -- Anita Van Hermet & Chantel
Carter {Otelo Burming), Best Lighting Design — Dave Howee
{Ovelo Burning), Best Cinemiatography — Panl Michelsen (Man
o Grownd), Best Writer in & Comedy — Tim Greene, Best
Television Serics -- Godfrey & Marie Lova-Mungai {The X¥Z
Show), Best Actress in a Comedy — Merey Johnson {Dumebi
the Dirty Girl), Best Actor in 2 Comedy — Hafiz Oyetoro
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=\ A Decade Of Result—Oriented
¢} Partnership Elevating Creativity

{Hause Apart) and many uthers,

2014: Great Moments (4 Fun and Exciting Conversations

Ome fact that 15 oustanding is that in every succeeding
cdition, the headline sponsor would ruse the bar i the
sponsorship packame,

The second edition saw the ereme-de-la<creine of the
Migerian entertaimment industry come out in all cheir grandeur
at what many called the Amstel Malea Africa Magic Viewers'
Chotce Awards (AMVCA). Bevond its titular sponsorship, the
event radiated Amseel Malea all the way, especially the fashion
and cuilbral segme s,

Mallyaood and Migeran entertaimment stars such as the
new Amstel Malta brand ambassader at the time, Genevieve
Nuap, Funke Akindele, Rita Donume, Bovi, other celebritics
and goests shared their Jonrmey to Success storics with Amse]
Malta red earpet hose, Yvonne "Wiven® Ebwere, who stepped out
loaking glamorons on the carpetin ablack sequined dress,

2015: The Battles For Amstel Malta's Millions

2015 saw MNollywood producers and actors like Kunle
Afolayan, Ayo Makun, Rita Dominic, Zeb Ejiro, O, Ukeje, Tvie
Okenjaye among other nominces op againse one another, as the
headline sponsor of the sward, Amstel Malt, announced a
reward of one-million-naira cash prize cach, w winners of four
major award categories. The cash prize was for winners ol the
Best Actor {Drama) and Best Actress {Drama) as well as Bese
Movie {Comedy) and Best Overall Movie,

It was obvious that the headline sponsor was very
determined w celebrate the best, henee the decision w reward
the winmers. 1twas the rrending issue of the season as the amouane
was "Pretty big at that time. A spokesman for the brand stressed
thar "Amste] Malea is 4 brand thar promotes exceptional alents
and those wha want to be the best in what they are doeing, e s
indesd an awesome privilege to be part of this grearproject”,

One of the nominees for the Best Actor category, O.C
Ukeje, couldn't lhide his exciterment about the cash prize from
Anste] Malea "Ir's a great feeling o know thar our effores do not
po unnoticed. As actors and moviemakers, we put so much work
inte what we do, all i a bid w please our vewers and ic fecls
absolutely amazing that we can be rewarded when we do it righe,
Big Kudos to Amste] Malta," he had remarked.

2016: Continues With Amstel Malta’s Unshaken Support
Amstel Malea made a return in ver another year of the
AMVCA in 2016 as the headling sponsor of the event held on
March 5, at the Eko Hotels and Suites in Victaria Island, Lagos,
Nigeria, Yot again, the event was hosted by Thpontwesa
Crsakieduwa, with Minnie Diannni jeining him as co-host,
Bemng the biggest movie awards on the continent, stirs
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AMVCA FIFTH EDITION (2007}

look forward to the awards night. And the 2016 ediion was no
different. Ar the Convention Centre, Eko Hotel and Suites,
Lagos, where the glanorous show was held amid pomp, itwaza
eelebration of the best of the best’ in the African movie seetar,

Unlike the previous editions, that year's AMVCA sprang
ap with surprises. It had moare young actors oushining the
established ones. Leading the pack was the star of Tunde Eelani's
mevie, ‘Dazzling Mirgee' and Mildred Okwa's “Surulere”,
Kemi Lala Akindoju wha won the 2014 “Trailblazer” award and
witlked away with a brand new  SUV from JAC motors. Also,
rising actress Adesua Etomi beat the likes of Genevieve MNnaji.
MNse [kpe=Etim, and Mary Lazaros to clineh the Best Actress
Drama (fermale} award for her role in “Falling.” Another new kid
an the block, Damiel K Danel waon the Best Accor Drama {1nale)
for his sterling performance in ‘A Soldier Story!

Funke Akindele won Best Actress, Comedy for her role in
her movie, “lenifa’s Diary™, while Genevieve Muaji won Best
Movic West Africa for “Road To Yesterday™ which was
nominated m six other caregories, Stephanic's advocacy miovie
Diry”, was nenminated in 9 categuiries, and won three awards
including Best Owerall Movie in Africa, Best Sound Editor
(Marguex Jose Guillermio), and Best Costume Designer (Uchie
Mancy). Stephanic walked away wath a brand new SV car
WVeteran actress Bukky Ajavi was honoured with the Industry
Merie Aweard alongside Sadig Draba.

AMVCAZ017: Year of the 76", Chiel Zebrudaya

Mever dropping the ball, Amsec] Malta was back to
rejuvenate the AMVCAs wath the waalivy it has been known w
bring, at the 2017 edition of the Awards as headline spensor. Not
only was the event a rotal success, but iowas a guire cvedible and
fair reflection of film talent and artistry in Africa, quite ditferent
Frome what has been the case in the past,

The event, in its Sth editen, woek place on the dth of
March, 2017, Tt was an amazing niglt for all the winners in about
34 caregories. The award ceremnony saw zu Ojubkown's 76 cary
away the most awards (Ave), ncluding Best Overall Movie, Best
Director, and Best Actress, Chika Okpara ak.a Chief Zebrudava
Oeorodgwe. Mwaogbe, an appellation he got from his role as
"C|‘.icf2chr|.1d.1ya" inthe TV comedy series, New Masquerade,
recetved the AMVCA Industry Ment Award. The then S6-year-
old veteran comic actor was recognised for his contribution to
the Migerian film imdustre

Aside from Rit Dominie who won the AMYCA Best
Actress of the Year award, Ebele Okaro was the only veteran
actress o bag an award that night. Funke Akindele won dhe Best
Actress i a Comedy at the 20017 Africa Magic Viewers Choice
Aweards, The actress beat Tina Mba = Meet the In-Laws, Uche
Jumibe - Wives on Strike, Dineo Mocketsi — Mrs Right Guy,
Chioma Akpotha — Wives on Strike, Funke Akindele - A Trip to
Jamaiea and Omom Oboli — Wives on Seeike, Then Fast-nising
actress, Somkele Ivamah, became the 2017 Africa Magic Viewers
Choice Aweard Trailblazer. Three of her movies screened ar the
2016 Terotte International Filin Festival as pare of the festival's
ciry=to~city spothght {"The Wedding Parey” "The Arbitranon,”
s Diaye”).

AMYVCA 2018: Yet Another Year For Amstel Malta To
Promote African Movie Industry

Back for the sth edinon, the AMVCA which i now
popularly referred to as the African Oscars, also took place at the

Expo Hall of the Eka Hotel and Suites, Victora Island, Lagos. As

wsnal, Amste] Mabtawas retaimed as the headhne sponsor,

MNolbywood movie Tam' set the pace as one of the night's
biggrest winners. The movie grasped a total of four awards in the
Best Sound Edicer, Best Lighong Desipner Mowvie/TV Series,
Best Make-Up Artist Movie TV Series, and Best Soundirack
Mowie/TV Series categories. The Industry Merit Award went to
Mollywood giant Tunde Eelini, Screen diva Omiotola Jalade-
Ekeinde woi Best Actress ina Divamna Series for her role i "Alter
Exo", her very first AMVOCA while Adckola Odunlade won Best
Actor in a Comedy for A Million Baby'. Other winners of the
night included Ghanaian actor Adjetey Anang who won the Best
Actor category and Kenvan actress INyee Wangert wheo won the
Best Actress i a Comedy and TV Senies for her role in "Auntie
Boss',

Migerian actress cum stnger and former Big Brother MNaija
(BBM) Honsemate, Bisola Adyeoala got the Tralblazer Aweard,
which came with 2 brand-new car. Folarin Falana, popularly
called Falz went home with the award for Best Snpporting Acrar
m a Movie/ TV Series, his scoond AMYCA 10 owo years, The
crowning of the npight was the announcement of Phocbe
Fugurn's 18 Hours' as the Best Overall Maowve,

AMVCA 2020: Even In the Year of the COVID

The AMVCA woka break in 2009 and retarned for the 7th
edition in 2020), thml.icfnll!_.r, before the COVID-19 pnndl:'mil:
became severe and led o sit-at=homes and vaneus govermment-
inposed restrictions. Returning with the event is the ever-reliant
malt drink brand with the kind of vitality only it can provide -
Arnstel Malta,

From actor Jidekene Achufusi, aka Swanky JKA, scoring
his first Africa Magic Viewers Choice Award as the 2020
AMNVUA Trailblazer to Timing Egbuson's well-deserved win, it
was o doubt a great might for Mollvwood starlets. Funke
Akindele seeured the Best Actress i a Comedy' category for her
role in ‘Mo at War! Itwas a keenly contested category that sawe
Fonke up agaimst equally tafenred acts like Toyin Abraham,
Bimbe Ademoye, and Ebele Okoro. Toyin Abraban emernged
winner inthe Best Actress in a Rrama Mowia TV Series caregory
for her role in the movie Elevator Balw

The l:-iggtst winner of the AMVOA was the Migerian
thriller Living in Bondage', whicl walked home witly seven
wwards including Best Chverall Mavie. Among the swards the
movie won are Best Overall Movie and Best Director for Ramsey
Moval and Steve Gukas. [t s the Grst AMVCA win for Mouah
whao was absent at the event. The movie also carned a firse-timie
win fer Larry Gaaga who composed the soundreack of the mowvie,

2022: 8 Days Of Afrocentric Style and Finesse

The awards will go on to skip 2021 becanse of the COVID-
19 pandemic, returning i 2022 for an onprecedented 8 dayvs of
stellar events lineup. The year 2022 wimessed a sponsorship
from Amistel Malea that was quite revolutionary as the frontline
sponsar lifted the spint of entertaimment with 8 qualiny days of
African arts and culeure,

Ar the Sponsors Cockail held ar Harbour Pone, Victoria
Islatiel, Lagos Mmistel Malta, headlne sponsor for the year's
AMVOEA, Amstel Malta Representative stressed that “For many
vears, Amstel Malta has celebrated Nollywood imdustry and ow
partncrship with AMVCA further reinforces that. Ths year, we
are comnureed to giving movie fans and enthusiase access w
fromt-rove seats at the industry's biggest night while inspiring
them to be their best.” With 104 nomnnces selected across 28
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SPECIAL FOCUS

catepories, Amstel Malta proudly sponsored 5 categorics, namely
Best Actor ina Drama (Movie/ TV Senes), Best Actress inoa
Drama {Movie/TV Senes), Best Indigenous Language
Movie/TV Series Igho, Best Dressed of the Night, and Best
Orwerall Movie”,

The line-up of events for the eighth edition of the Africa
Magic Viewers” Choice Awards (AMVCA) flagped off, with the
headline sponsor of the Awards, Amestel Malta taking centre sty
with an exgqmisite showease of Afroceniric style and finesse, The 8
days of fun and excitement featwred a2 host of celebrities in
attendance, graceful musical performances from the top four
contestants of the 2022 Nigerian Idols compertition, and a
memerible comic rendition by ace comedian and producer,
Basket Moath,

Apart [rom being responsible for the prizes attached o
specific awards categories at the event i 2022, Amstel Malia
highlighted fun amd authencdicity to attendees of this yeat’s
edition of the ANV A, while creating a platfonn for authenoc,
mcaningfiel expericnces forall participants,

2022 was a year Arnstel Malta invested massively in African
Stories and Indigenons creatvves, Tndeed the brand rased the
game ated stepped up its support for Nigerian talent at the Sth
edition of the AMVCA,

sull, in 2022, Amste]l Malta created the Fan Beporwers
L'IL'IJ il'.'TIHL' t]tiﬁt gf:l.! LT.'L‘{I {'."Zi."l.lli]"r"..' i-'l.'l'.llil—]'L:lW' SCats .H.rld WI]HIL‘!‘:LJI’HL‘
experiences to two Fan Reporters — Ekene Nna-Udosen and
Deborah Oguike. In addition, the premiom malt bravd also
provided opportumites for fans and consumers across the socio-
eoonomic specrrum w experience the glice, glam, and stars first-
hand.

2023: Showcasing The Best OF The Africa’s

Entertainment
At the 2023 awards The Premivim Male brand, Amstel

Amstel Malta’s long-standing
partnership and continued
support for the African film
and entertainment industry
through its previous activities,
and current partnership with
the Africa Magic Viewers’
Choice Awards (AMVCA)
since its inception, are clear
testament to the brand’s
commitment to empowering
and celebrating African
talents and storytelling.



ANNVCA TENTH EDITION (2024)

Malta was at its best celebrating African excellence by promating
Afnican music, film, and culiore as the proud headline sponsors
ol the AMVOA for the 9th conseeutive edition ranning,

The J-day celebration of African creativity was, dedicared
to celebranng different segments of the mdustry, including the
Opeming MWight, Multicheice Talent Factory Screeming Day,
Cultural Exhibinon, Digical Congene Day, Mominees Gala,
Rutiway Shows and the nan awards ceremotiy

Elohor Olumide-Awe who was at that time, Portfohio
Manayger, Non=Alecholic Brands, Nigerian Breweries had. in
2023, declared rrivmphanely, “We are nnapelogetic champions of
unferered support for the African entertainnent indusory, Gur
support for the industey has taken on different forms, bue
predominantly in the form of our spansorship of Migeria's most
prestigions Aveards, the AMVCAS”

“We are certain our contributions will ipple past the 3-day
celebravion o impact the Migerian entertainment industry in
mnprecedented wavs. Since the commencement of the AMVCAs
and our involvement as sponsors, we have witnessed the release
of more nuanced and globally acclaimed projects, accompanied
b a change in public perception of the industry and the formng
of stronger industry parmerships,”

The brand delivered in creating an unforgettable and oruly
preminm expenience for attendecs, from the caprivating Golden
Hour, where guests were treated to an immersive photography
Journey, adding an extra wouch of elegance and allure to the
evening, to the exhilaranng presence of Miriam Cole and Gideon

AMVCA TENTH EDITION (2024}

ko, the 2023 Aanste] Malta Reperters that added an interactive
and engaging feel, amplifving the buzz and capruring the
thrilling TWoworthy moments throughout the night.

Amstel Malta & AMVCA La Decima: 10 Years Of Massive
Impact

The 2024 AMVOA was a landmark event and Amstel
Malta’s commitment to the African film and creative landscape
was reinforced at this milestone, The decade-long synergy of
Amstel Malta and the Africa Magic Viewer's Choice Awards
(AMVCAs) came alive as a faneastic illusoranon of how
partnerships can record resounding successes. As headling
sponsors in all 10 editions of the AMVCAs, the brand had
become synomymous with the celebranon of excellence.

With these steady growths recorded, Amstel Malta's
connmigmens, 10 vears down the line, has remamed a symbol of
dedication o fostering creativity and storvteling, Their ongoing
partnership with the AMVCA does not juse provide a platform s
celebrate the best in African cinema, but a source of
encouragement to @lents everywhere to step into the film space
and miake quality impact

The anpact thar Amste]l Maltr has made through the
AMVCA, on the film industry across the contpent 15
undeniable. Since s mception in 2013, the Amstel Malta-
powered AMVCA has injected over 600 trillion naira into the
film and TV cconomy, N900 bilhoen in awards events and
tranmng; creatimg over 27 MK |u|1:;, and short-te rTn_]'ul'.-s.
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The Amste] Malta-powered AMVOA, as we koow, also
provides a platform for recognising and celebrating the
achievements of walented actors, fihnmakers, directors, and
industry professionals across Africa. This recognition not onby
boosts the morale of those who receive it but also inspires
creatives to pursue their passions. The project encourages the
production of authentc African conent by showeasing the besr,
o clevate African storytelling and culture both loeally and
internationally.

D Busola Tejumeols, Executive Head of Conrent and
Channels, West Africa, MultiChoice, in her commendation and
special appreciation to the headline sponsor, Amstel Malta for
Llll'.' bf.llllr! rL'J'L't]l.‘I'C"E.\ conunibnent to L'Ti.'iltit]!: Az GTLFH"L{
AMYVCA, since 200F restared that Amseel Malta hazs becn a
steacfast supporter of the industry, sponsormg their endeavours
and showing a deep commitment to their shared beliefs.

In her words, “The brand has plaved a very crucial role in
recognisine and bonouring thespians, producers, directors, and
others who serve as custodians of our culmrsl herieage, Their
efforts also ensure that Africa’s rich history and culare are
preserved for Fenare generations,

“The brand has helped massively in crearing an
unforgettable and preminm experience for attendees, includinge
the captivating "Golden Hour’ section, where guests were treated
e an imrnersive photegraphy journey, adding an estea touch of
clegance and allure™.
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WIMCA, an annual event,
debuted in 2014 and has since
evolved and expanded in scope.
From a one-day programme, it
became a two-day event, with
the addition of Masterclasses
and exhibitions to give more
value to both the audience and
sponsors. 2024 will mark 10

years of its existence. Each year,
the conference identifies specific
challenges holding back female
executives from attaining the
zenith of their chosen career,
and proffers workable solutions
to those challenges.
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creating sustainable marketing and communications industry
businesses.

To provide a mentership platferm for young and
prospective professionals and w ignite the potental of women
towards attaiming eninable heights in marketing and
LanageIne .

Sustaining The Case For Women's Inclusion

The WIMCA cvent was created to help correce this
anomaly. The event last year was divided into two segments that
ook place in two days. The first day of the conference and the
exhibition, The next day was the masterclass, and the exhibinon
continued in the morning while the awards night was i the
evening.

Arthe event Last vear, experts in the business of brands and
marketing communications in Alvica gathered to chart a new
conrse for businesses on how best to reach and engage fomale
consumers in these challenging tumes, They also proffered
solutions en how the female gender can maintain a work-life
integratien in their quest to reach their peak in their differene
felds.

The focas fast year was on aspiring and upooming
professionals i the Marketing and Comimunications industry
who were urged not to outsource the responsibility of their
development and growth to their leaders ar all levels if they wane
tor position themselves for premivin perfornance.

This call was made by Chicf Exccutee Officer of Godre)
Consuumer Product, West Africa, Mr. Kayode Oladapo in his
kevnote speech that was also in line with the theme *Posiconing
For Premimm Performance’.

He explained that voung people tend to give the
respomsibilicy for their career development and growth o
company leaders forgetting they are alse employvees. He
i.‘l'.l'lph.‘l.‘i'i.‘.l.'l’.‘i the need for voung people to decide which carcer
path they were willing to go and the height they wished vo artain,

In his words, “What leaders or management do i to
Facilitate the carcervoung people have chosen and the future they
hawe chosen to develop. Leaders wall anly give opportunities to
grow, it 15 now left to them to apen the door and work through
"

Oladapo encouraged the voung people at the conference
ot 8o ousource their carcer grovveh, Instead, use Grant Charts
and SWOT Analysis, helpful tools for self-positioning and
personal development.

Oladape challenged the audience not only to be good ac
theircareers but to be exceptional in them.

Speaking in the sane fervonr, the second keynote speaker,
Solape Akinpelu, CEC and co-founder of Hervest opined that to
position for a preminm performance, one necds m see his or
herself as a product. Stating authenticity, credibility and
consistency as the top three values every product thrives with,

She cxplamed that authenticity will assist a person in
knowing who his or her target audicnce is, which helps in
bilding strong emotional conpections, Being troe to oneself,
she added, belps in positioning for premium performance.

Akinpeln further explained that consistency establiches
credibiliey. The key to maintaining consistency, she said, is in
understanding one personal brand and the role it plays
corpoeratehy and in the commumaty

Livher words, "I will be a striggele to position for premium
performance withour consistenoe Show up when von said von
wonld, If you can’t meet up, commmunicate. That is how you
build credibility and position yourself for premiom
performance, Productize youwrself for premivm performance,”
she added.

From The Convencr
In his welcome address, the convener of WIMCA and
Publisher of Brand Communicatar Mu. Joshua Ajayl noted thae

WIMCA remains a platform that creates opportunitics for
greater exposure for wornen, clevates their personalities.
deepens their performances, and consolidates on the impace they
have created 1o position themselves for preminm performuance,

O the celebration of the wp 50 female markerers, Mr,
Ajayi said that the glamour that generated preat escicement
among industry stakeholders was the recognition of the top 50
women marketers in Nigeria when it started, and it has tumed
ottt be one of the most glamaorons and prestigous recognition
projects ever hosted exclusively for women i Sub-Saharan
Africa.

The convener alse unveiled a new online pladfonm tagged
WIMCOCA Network” at the November event held ar Landmark
Event Centre, Vicroria Island, Lapgos

He went further o explain that the online platform wall
kick off effectively in 2024 and was created to foster daily
comversation and deepen mentorship among marketing and
comnmunication women protessionals within the country and
outsice,

Ajayi revealed that the ereation of the WIMCA Metwaork
was o Cresponse to the consstent call for ws o expand the
WIMCA platform beyond a yearly programme. to a global
platfonin thae wall create a sustunable community where
members can interact daily’,

Spcakmg further be said, "With ame, the p]atfurln wall
consistently wdentfy current tremds o the marketing and
communications industry, provide solutions to career
challenges, and create ways to provide mentorship opportunatics
for young and prespective professionals,

.Arl:‘-.lnling tor himn, awindow for free registration to join the
platform by all stakehelders will be announced.

Tl comvener also stated thaat the WIMCA platform was
desymed to help wgniee or propel women toward attaining
enviable heights in marketing and management. especially since
it became a two-day event in 2022, Flis words, “We had a two-day
exhibiion, masterclasses, and other intiagives that made last
year's WIMOCA very robist, engaging, exciting, and memorable
for attendees. This vear, the two-day format remains but we are
taking this a nudge higher”,

At the event Last year, Experts
in the business of brands and
marketing communications in
Africa gathered to chart a new
course_for businesses targeting
female consumers, on how best

to reach and engage them in these

challenging times. They also
proffered solutions on how the
female gender can maintain a
work-life integration in their
quest to veach their peak in their

different fields.
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He explained that WIMOCA over the years, has dissected
how wommen can create opportunities for greater exposure,
elevare their personalities, deepen their performances, and
consolidate the inpact they have created to position themselbes
for premivm perfarmance.

Womnren Achievers

At WIMOCA 2023, suests truly noticed that class, glamour
and ghitz mingled with the atmosphers of recognimon and
celebranon of outstanding females whe have performed
exceptionallywellin the industry in 2022 and 2023

The award cererony colebrated the indusory's foremose
leaders such as Chmobolanle Vietor-Laniyan, Rosemary Egabor-
Afolahan, Bolanle Osotule and others in the wp 30 moase
influential women in the marketing communications category as
well as others in the individual™s awards caregory:

Bolanle Osetule won the Mest Ouestanding Markenng
Professional of the Year in the [T and Telecoms Brand category as
well as the rop 50 most influential females in markering
COMINUIECITINNE,

Rusemary Egabor-Afolahan won the Most Custanding
Marketing Communications Professional of the vear, broadease
media category as well as one of the top 50 most influential
females in marketing communicatons,

Ornobelanle Vietor-Lanivan was vanied one of the top 50
most inflaential female marketers of the vear as well as the mase
oustatding sustamability professional ofthe year.

Top industry leaders such as Bodam Tawo, Head of
Pordfolio, Bond & Connecr, Western Africa Pernod Ricard;
Telulope A, Medebem, CEO Aster Integrated Marketing
Limited; Solabomi Antwa, Chief Operating Officer, Divergent
Marketing Services, Agbons Tgiewe, Chiel Operating Officer,
Ziza Digital; Brenda Mwagn, Principal Communications
Consulany?CES OVT Media; Mana Milagrosa, Founder and
Chief Experience Curator CMC, MPXM: Foluke Femi Sanda,
Senior Brand Manager, GB Foods; Kemm Longe, Head of
Marketing, P Cussons; Mabel Adereye, Head, Brand &
Marketing Communications, Wema Bank, Tosin Adcfeko,
Managing Director, AT Resources; Mene Bejide, Principal
Consultant, Balanche Aigle Communications; Adedoyin
Jayesimi, Co=foundery Communications Advisor, The Comms
Avenue among others were celebrated among the 50 most
influential wormnen in marketing communications in MNigeria,

For the individual awards category, Ifonanya Obiakor won
Most Outstanding Marketing Professional of the Year, Dairy
segment while Oge Maduoagn won Most Outstanding Media
Marager ol the Year, FMCGL

Chiaka Eluchie was recognised as the most outstanding
marketing professional of the year in the Food category while
Adesoji Omoigni received the most outstanding marketing
professional of the year in the beverage catepery awards, Omoefe
Ohworakpo most outstanding digital marketing professional of
theyear,

Morolake Emokpaire similed home with the Maose
Omtstanding Marketing Professional of the Year FMOG while
Temizope Aveni went home with the Maost Outstanding Creative
Advertisng Professional of the Year

Ourtstanding Brands

WIMCA 2023 was not just about individuals as the cvent
sparkled with excitement amid cheers and accolades o many
deserving brands- corporate and produces, Flour Mills of
Migena, Unilever, Access Bank and a host of others spled home
with different swards for their outstanding performances, and
oppormnities creaed forwaomen to thrive.

Ar the evemt, Flonr Mills of Nigeria was recognized as the
Most Ouistanding Food Manufactunng Company in Gender
Inclusion, the company's EMM Wommen Meowork won an award
as the Most Ouestanding Brand-Centric Womnen Conunumity of
theYear in Food Sector Segment, while Golden Penny Semovita
wion the Most Outstanding Semoling Brand of the Year,

Unilever ecmerged as the FMOG Company in Women
Empowennent while one of ies leading brands, Knorr emerged
s the leanic Seasoning Brand of the Year,

Access Bank won big at the awards as it went home with
fonr different awards. Access Holding: ererged as the Most
Cestanding Financial Service Group Snpporting Women,
Hydregen was recognised as a Fast-Growing Fintech Compatry
in Gender Inclusion, Access Women Metwork woen the Mose
Cutstanding Brand-Centric Women Community i the
Financial Seceor while Access Bank iesell was recognised az the
Most Chatstanding Bank in Gender Inclusion,

(her top brands that were recognised and awarded
include Coca-Cuola, Cadbury, Moming Fresh, Zsure. Omnga,
Ginoe, AXA Mansard, Dangote Cement, First Bank, Mepa
Growth, Interswitch, Sara by Wema, Standard Chartered,
Stanbic IBTC and others.

One thing was obvious all through the owoe days of this
unforgettable industry event, excitement permeated all
segiments of the event and the captaing of industries, rop female
industry players, business owners, the mnedia, and stodents of
Markesing and Communication from various Liniversities
across e conntry i atendance eommended the organisers of
the 2023 WIMCOA for ajob well done,
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Tolulope Medebern, Prasident, Expenential Markel
Lagns NIPR & CEOQ of Liphcormm Markaling

By Ulsedznama Niva

he superh performance of Access Holding and its many

ather subsidiaries points out clearly that women

cmpowerment is beyond a buzzword n the
argamsation. The hoghly respected brand has abways been very
imtentional in actively playing a huge role in the emancipanon
and empeweriment of women within and ourside 1ts ranks.

The recopnition of the financial institetion and it key
subsicharies af the prestigions 2023 Women in Marketing
Communications Conference and Awards (WIMOCA) as Most
Outstanding Bank Tn Gender Inclusion (Access Bank), Most
Outstanding Finaneial Group (Access Holdings) and Most
Outstanding  Brand-Centric Women Community -Financial
Sector (Access Women Memwaork)

These commendable achievements do not just confirm
the bank's defiberate effort in champiomng finaneial mclusion
for women across Africa, it s also an acknowledgement of s
efforts and encouragement to continually lead the charge in this
moble questin the continent,

Women empowerment is a lman right that bes at the
heart of development and achievement of the Sostamable
Developinent Geals (SDGs). Womnen are among those with the
least access o education, employment epportunities ar financial
inclusion. Also, women empowerment is 3 key component of
Migeria's socio-coonomic growtl, as the gpovernment and many
ather agencies are undertaking micasures to furcher improve the
sttuation through various policies focused on social reforms and
generatng cmployiment apportnites.

Being the primary pillars of the Nigerian economy, banks
have a pivetal role to play as far as women empowerment is
concerned. Be itthe schemes pertaining o educational financing
at carly age or financial assistance for setting up a souree of
lvelihood; banks are imporeant in enhancing financial imclusion
of women in the Nigerian economy lnvesting in gender equality
and women's empowerment can unlock human poetential ona
tmansformarional scale,

This is their biggest barrier to growth and development.
Financial inclusion benefits individuals and households, and
well-functioning financial systems benefit whole countries.
However, access to financial scrvices is highly inaccessible
particularly o poor women — frequently the least served by
existing imstitutions and systems. There i ample evidence of
how financial inclusion projects of different types can if properly
designed and implemented, enhance women’s conemic
empowerment. Financial inclusion projects can therefore help to
achieve both gender equity objectives and poverty reducnon
abjectives.

Therefore, at the heart of empowering 3 nation and
developing commiumnities is woinen conpowennent, letting them
express their opimions a5 individuals, Smdies and research
carried out by organizations such as the World Bank,
International Monetary Fund and Africa Drevelopmene Bank

w
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Sustaining The Lead in Promoting Gender Balance

Access Bank: Most Outstanding Bank

In Gender Inclusion

Access Holdings: Most Outstanding Financial Group Supporting Women

Access Women Network: Most Outstanc

(Financial Sector)

Aszocialion of Migaria (EXMAN] (far lefl); and Segun Moledal, Former Chairman of
crmpany ffar nght) presanting an award (o the represenfalivas of Access Bank.

contime to assert this by adepting gender-based strategies ina
bnd to eradicars povertyand improve the coonomy of a naton.

Emiposwering worten by granting them access w vast
apportunitics and information will not only lead to personal
development for women but alse the developmment of the
cornmunities and societies they operate in.

Access Holdings remains at the forefront of women
empowerment by leveraging on different initatives and
sthsidiarics as a channel. In fact, empowering women in society
and laving more women in leaderslip positions is an area that
Access has paid attention o over theyears. I believes that the tole
of & woman in leadership places her in 2 unique position o
influence and provide stabiliey for the commmunivg Also, when
they are equipped with knowledge ane information, they possess
the capacity o come up with innovative ideas. The Bank
picacered women banking in Nigeria with the establishment of
the Gender Empowerment Movement (GEM] in 2006 which
later cvolved e the W Iniviative, officially created i 2014,
Such dedication ro women empowerment has led to the bank
huawitg over 35% of its customer base 2 women,

Thas imitiative provides a robust plan o provide women
with banking salunons tailored to meet their diverse career and
lifestyle requiremnents. Tt 15 a virtual community that aims o
inspire and connect women e epportunities nationally and
imternationatly, as well as give them a rewarding banking
expericnce, In simpler terms, the W Initiative is the home for
everything Access Bank offers women and is open to all women
irrespective of who they bank wath. It has also helped w solidify
the bank's position as the Bank of choice for women in the
miarkets and compunities iEserves,

There 15 also the Access Women Network, AW, was
established in 202 with the aim of supporting gender
diversityinclusion m the bank. It 3 the support network for
female staff ensuring gender cquality policies are entrenched
within the bank. This helps to continually attract/retain fermale
employees across all cadres. The network champions its cause
through gender policies, mentoring, capacity building and
networking programs. All-female emplovees are ehigible. The
Bank connnues w empower women within the organizagon
thiough several initiatives.

Access Bank  believe that gender equality and women's
eripowerment sn't just part of development bur the core of
dnn::h:pmrnt. The bank believes Progress cannot be delivered in
a vacumm. For societies o thrive, woimen and girls mnst have
accesy to education, healtheare, and wechnology Wotnen must
have conerol of resources, lands, and markets. And they must
lave equal rights and equal eppormnities as breadwinners.
peace-builders and leaders.

The bank's commitment is rooted in the understanding
that targeting gender equality is not only beneficial to women,
but it would undoubtedly, positively shape the nagion, It
rranscerds o both genders having equal opportinities for, and
access to fAnancial independence, cducation, and personal
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ing Brand-Centric Women Community

developmient.

Access Bank muainstreams the essenrial characteristics of a
women-friendly institution in line with global best practices.
This requires, smong other things, provision of a vision and
strong leadership to galvanize women's economic
CIMPEWErTent F¢I]o\a’sl]ip program that provides business
support and guidance, The Bank's three-pronged approach
promotes gender equality and women's economie
cmpowerment focusing on: Wormen in the workplace, Woimen
in the markerplace, and Women in the community.

Looking at the institution, Access Bank is a diversified
financial instimtion which combines a strong retail customer
franchise and digital platform with decp corporate banking
expertise and proven risk management and capital managemient
capabilitics. The Bank scrves its vanous markets through Four
business segments: Retail, Business, Commercial and
Corporate. The Bank has over 900,000 shareholders (incloding
several Migerian and International Institutional Investors) and
has enjoyed what is arguably Africa’s most successful banking
erowth trajectory in the list twvelve yvears. Following it inerger
with Diamond Bankin March 2019, Access Bank became one of
Adtica’s largest redat] banks by retail eustoner base, As part of is
continued growth strategy, Access Bank is focused on
mainstreaming sustainable business practices into ies operations,
The Bank strives to deliver sustainable cconomic growth that is
profitable, envirommentally responsible and socially relevang,
helping custormers to aceess more and achieve their dreams. In
henour of its defining roles across the African continent, Access
Bank has been accorded recogniton by reputable domesric and
global organisatons.

Mo donbe, the Bank has been commired o championing
female empowerment, with a focus on information sharing,
capacity building, and increased access o finance to grow and
expand their businesses, The Bank i a proud recipient of the
diffcrent awards and recogninens from local and internatonal
platforms for its female-centric drives and women
crpowernent mitiatives.

Access Holdings remains
at the forefront of women
empowerment by
leveraging on different
initiatives and subsidiaries
as a channel. In fact,
empowering women in
society and having morve
women in leadership
positions is an area that
Access has paid attention
to over the years. It
believes that the role of a
woman in leadership
places her in a unique
position to influence and
provide stability for the
community.
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Addmie

B}' Enmire Steplien

1 the era of culinary innovation, one company, Tolaram

Group, a mult-national conglomerate that focuses on the

production of consumer goods, has provided Nigerian
women and home enthuosiases with an unparalleled premium
quality, highly numntions, innevative and economical mixed
seasoning product known as Addimic.

Introduced into the Nigerian markes, Addmie is produoced
for indigenous, inernational and conunental enising, the new
product is meant to serve as the finishing tonch’ that booses the
Migerian cooking expericnce,

The Innovative product is an all-pariral 3-in=1 blend of
carcfully selected mixed vegetables, proseins, and seasoning
poweder that adds the Anal wach o meals, This praduct makes
cooking casier, faster, tastier, and more affordable, giving
Migerian ladies one less thing to worry abour as they go abour
their daily activities.

Addmie 15 a pre-packed solution contamming 2 blend of
lealtlyy vegerables and a chunk of prowein (Clicken and
crayfish}. This means a balinced dict and 1 convenient option for
your budget without compromising on nurritonal valoe, Ic
comes in sachets, which extends the freshness of s content
withoue the risk of spoilage. This means less waste and more
savings for you and a seress-free solution withour all the eleaning
and cutting of vegetables for those secking a healthy and less
HINE~COMNSULTE aption,

The product comes in three unsque variants, the classic,
the Chicken flavour and the Crayfish, The ¢lassic varang is
spectally curated for vegges lovers as it has a blend of carrots,
spring onions, onions, sweet cam, green peppers, chili flakes
and seasonings while the Chicken Mavour comes with extra
chicken chunks added to the vegetables for the protein lovers.
The Crayfish comes with crayfish chocks for seafood lovers,
Each of these unigue vartants s a burst of Savour and nutniton
for your tastehuds o savonr,

Launched in Febroary 2023, Addmie has rapidly emerged
as a game-changer in cooking. So innovative and easiby accepted
was the brand that in a very short e, it had amassed three
accolades: first runner-up in the New Brand of the Year award
categeny at the African Marketing Excellence Awards organised
by the Advertsing Association of Nigeria (ADVAN Awards);
Most Innovative Seasoning Brand of the Year at the Women in
Marketing and Communication Conference and Awards
MWINCAY, and Most Innovative Mew Product of the Year at the
Marketing World Awvards, all in 2023,

Speaking at the Tamich in Lagos, Sukbman Kaur, General
Manager, Addmie Mutrition Lunited. said the new products
were in line with the group's comminment to not just simplify
'LI'IE r.'uuking Pprocoss EI{'H.' Tj’li.‘ h‘ﬂ‘ﬂ't[‘rﬂah."ﬁ 1:I..'IT. :I!SL" tin I'I.'I:II'CE
evervday meals more nurrtious and delicions for all families,

“With Addenie, we want t make the process of adding
vegetables and proteins to vour meals super casy and convenient,
Adddamie will elevare your dishes 1w the next level by giving them
the final touch. It is made using the finest of mgredients and
complegely free of araficial preservatives and additives,” Kaur
explained. Kaor said the seasoning will help homes save tine that
they would normally use o prepare/source vegemables or

Tolwlope Medebem, Prestien!, Exporealial Mameting Associalion of A
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Most Innovative Seasoning
Brand Of The Year

ria (EXMANG (far Joft); and Seaun Movedal, Former Chatrman of

Lagas WIPR & GEQ of Uplcamm Markehng Comparty (S rght] presending an award (o e represeniatives of Addinie,

proteins before using themin the meals.

Kaur urged consumers to continge to sapport the group's
muarketing doggedness while assuring them of the group’s
commitment towards creating another Migerian success story
with the Addmie brand,

T‘]“:‘ IJ]'.'in'I:I 1135 I.'[]J[.'II'H'I‘!'J!Ed. Witl'l. .I]'iﬂ'L'IE'l'IE'L‘TS. !TL“.'J.I Ak
Chioma Ekong, a celebrity chef on irs Instagram page
3G isines and Ere Gugmia, 2 filmmaker and content creator
as well as a marketing campaign and a unique brand storyrelling
112 2 bl 1o penerrate the Nigerian marker,

The “Addmic Way™ campaign aims to give Migerians the
frecdom o continue choosing to ear healthy and notritous
mzals.

According to a recent survey, an average Nigerian spends
abont 2 howrs everyday sourcing, pre-preparing ingredients, and
finally cooking atleast one meal at home.

The “Addmic Way" campaign shows that the work of
gratung, grinding, cuttinyg, blending, dicing, marinating, ¢tc., has
been done for the consumer, and the mgredients are carefully
packaged for wholesome, fast, casy, and convenient cooking.
According to market rescarch, Addmie has helped reduce the
time spent on meal preparation by an average of 45 minutes per
day forits users.

Llpon the brand's launch, the key focus and strategy have
been to generate swarencss within theee pillars: swareness of the
product, brand usage, and product benefits, Throwgh this, the
brand deployed several activities in line with the abowve

The final touch
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ohjectives.

The campaign targets #ll age groups, walks of life, and
genders but foenses especially on working=class mothers and
voung adults who don't have time and can'e afford o nake
market rounds and deal with shopping stress, as well as
aspirational and upaardly mobile carly adopters of innovation
and trends,

The campaign is hinged on some key pillars, ineluding
reducing stress from seurcing items in the market, saving time
otherwise used in prepanng ingredients, reducing money spene
on purchasing different individoal ingredienss and improving
the taste, hygene, and nutrition of cooked meals,

The Addmie Way' campaign 15 a 360-degree campaign
acress radio, celevision, ourdoor, and experientizl pladforms -
where thousands of people came woaste food prepared with the
brand for the frst time, But mere importantly, following its
rarget andience, the campaign is quite heavy on digital plaforms
with innevative drives, posts, and collaborations with
mfloencers to drive the brand's purpose and message.

I 1988, Talaram Group began exporting to Migeria fistant
noodles manifactured by Tndofoods of the Salim Group of
Indonesia and Maggi of the MNesclé broughe by Indofood as well
a5 its joint venture in Indonesia.

The proaduct was new o Nigeria and Tolaram's
managetment desire was w market the brand, obeain a significane
following and attain market leadership. Indomic instant noodles
eradially thrived in the MNigerian market, significant growtl was
achieved after the return of democracy i 19949 and the brand
soom catne to donumate the marker.

In 2023, Tolatam Group, through, Indomic  Instane
Maouodles partmered with MuluChoice MNigeria, w premiere a 13-
episode Grily game show tagged, ‘Indomie Insuant Noodles
Lowe Bowd'

The show was aimed at creating bonds berween mothers
and their children, speaking at the unveiling of the event, the
General Manager of Corporate Commumications and Events,
Tolaram Group. Temitope Asrwaju, said, “Tle show is knowing
vour child or mum better than you used to, and it @5 an exciting
way becanse indomie has always been known o show love to
Migerians, This is another way that we will be celebraning and
showing love to our mothers and children through this
platform.”

Also speaking, Exccutive Head, Content and Channels,
West Africa, Multichoree Migera, Dr Busola Tapumala, said the
ohjective of the game show was to generate some excitement,
warmith, and love amnong mothers and children,

Iy her words, “More tlhan ever, this is the time for s as
Migerians to bond as fannlics; go back to the basics of bonding,
community, sharing and of shared viewership, [ know everyone
is on their different screens, but 1 think this is one show that
everyone should just sit together on a Sunday evening and jose
enjoy witl their famlies”
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Toluiops Medebom, President, Experienlial Marketing Associaton of Nigarka (EXMAN) (far feff); and Segun Meldedal, Former Chairman of
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By Ewnice Stephien

ven with the efforts that have been made i the area of

gender equality over the years, female professionals still

face discrimination in business settings. The problems
include loneliness, wormen's exclusion from erganisational social
serycures, the persistent gender wage gap, restricted access w
female role models, sexual harassment, and diserimination based
on gender. These are all the things that are preventing women
from advancing, and women's networks can assist in removing
these obstacles.

In many corporate organisations, women's networks have
shown e be both highly impactiul and essental for long-term
company viahiline

Farthermore, this type of society has a plethora of extra
advantages that go well beyond comimercial measures. These
groups focus on the wholesome empowerment of women
within the organization and is host communities. These
advantages include economic advancement, cirecr growth,
technological and digital skill acquisition, edocation and
Ed.i.‘q'l.l.iltf ['.IG.‘;LL:I.'ICB.TE.

Adrtel Migena, a leading provider of telecommunications
and mobile money services, recognizes this and is conumnitted 1w
ensuring that womnen thrive in the company and indecd the
society at large. I the Last nwoyears, Airtel Women Nerwork has
contributed immensely to the success of the organisation, as the
COMPaNY's fTEet is 10 grow Women's representation ar rop-level
managettent to s higher pereentage from the 30% it was in
PrevIcHIs Years.

Indeed, it was the aggressive drive in the company’s
women empowenment programmes through Airtel Women
Merpork thar compelled the organisers of Wonen In Marketing
and Communication  {WIMCA) Conference and Awards o
recopmized Airtel Women MNetwork as  the Most Oiestanding
Brand-Centric Women Community Of The Year (IT&
Telecoms) at the 2023 ceremony held in Lagos.

In 2023, Arrel drove women's inclusion, especially i
technology, and part of what it has done is to promoete digial
frvancial inclusion by registering and training women as Smart-
cash PSB agents, at no cost.

Smartcash PSB, a subsidiary of Aireel Migeria, is a payment
service bank thar was licensed by the Cenmal Bank of Nigenia
(CBN) to operate as 2 froncial institution. hold deposits,
provide savings sccount services, issue debitcards and pay bills to
taerchants.

Smartcash PSB aims to ensure financial inclusion for
everyone imcluding those Iiving in Migerias maost remote and
outhying arcas. As an innevative Payment Service Bank, it has the
vision to close the cxisting financial gap by offering simple-ro-
wse, sectre and ustworthy banking services o both rural and
urban Migerians.

Also i 2023, the wleo company deepened the drive
towards gender equity with the tormal wnveiling of Airecl

w
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Women Network: Most Outstanding
Brand-Centric Women Community
Of The Year (IT & Telecoms)

Women's network. This Wetwork 15 a platfonn to empower and
mentor wonen to become global leaders while breaking
stercotypes and elosing gender gaps.

The formial launch held st s headguarters 10 Banana
Island Lagos, kicked off with a discussion around empowering
women to become global leaders. Former Securities and
Exchange Commission boss, Arunma Chch, led the
conversation with a leeture themed, “Bmpowering Global
Leaders™,

Drelivering her lecture, Oveh said, *The abiliey of brands
like Aurtel to bring innovations like this means they can do better
than the others, 1 like thar Airtel 15 being meentional about
wonien's etnpowerment and they recognize thar they are not
downygz women a favour, rather the empowernment of women is
gooe For the business”,

She commended the brand for driving gender equity and
also commended the male emiplovees of Airte] for supporting
wormiet 1 te launch of Adrtel's Women Metwork.

Commenting on Airtel Women MNeswork, Knshna
Menon, Chiel Executive Divector at Airtel, represented by the
Direcror of Adreel Business, Ogo Ofomata, said, “We arc aneqgual
appormniey empleyer and it s embedded in our DINA o be fur,
Justand respectful Airtel is committed to women's advancement
and achievements, both mrernally and externally, and our of
rany other initiatives, we have recently demonstrated s
through our premium social investment platform Aireel
Touching Lives. Through Airtel Touching Lives', we have not
ondy provided relief and succonr to theusands of Nigerian
women bt we have also thrown our full weight behind the
Migerian woman, helping them own thetr eraft and even
enipoweringgwomen in technologe”

Since the commencement of the Airtel Touching Lives
programme in 2015, the company has provided practical help for
thousands of Migerians as well as coonmunines and groups,

1t has achieved remiarkable suceesses having restored the
hope of despaired individuals and families, saved many from the
throes of death and empowered many underprivileged
Migerians with mullions of naira.

In line wicly its commitmient o improving the seandard of
education in MNigetia, Adreel MNigeria has launched mmany
mnitiatives that have impacted the lives of both women and
children across Migeria in the past fewyears,

(e that n::uii]!_,' comes to mind 15 Airtel’s j“Ldnpt—:“l.—
School” mitiative, the company adoprs dilapidated schools m
reral areas and rehabilitates them.

In 2023, the telecommunication company commissioned
s Tl adopred schowd, Government Dayv Primary, as part of its
corparate social responsibiling

The praject was commissioned by the Emir of Gombe,
alongide other notable guests, on the 24th of March, 2023,
Pantanu, Gombe State,

The commissioning follows the renovaton of 12 bloeks of
37 classrooms and a total of 17 toilets which have now been
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upgraded to moedern toilet Gcilities for the pupils and weachers.

Adrrel is commuitted o mmproving the system of educarion
in MNigeria, and it loves to identify wath basic school education
where the nurturing starts. This is becaopse it believes in the
saying that children are the fumre ol this countre

Another initiative is the Re-Imagine Education
programime, Airtel Nigeria parmered with the United Manons
Children’s Fund (UNICEF) to help wansform education.
Leveraging the power of technology to enhance weaching and
learning experiences through learning platforms and oo create a
maore inclusive and equal learning envirenment for all children,
esprcially the girl cluld, across the country,

In September 2023, both organizations pad a joint paid
visit to Oremcji Primary School, as part of the activities o
cvaltate the progress of the progranune.

Commenting on the resule of the evaluation, the Group
Chief Execurive Officer, Aireel Africa, Segun Opgunsanya
deseribed the pace of activity witnessed at Oremcii Prmary
School as impressive.

Hee said, “As a business, we have focosed on educationas a
key area of our Corporate Social Responsibility, and this far-
reaching partmership with UNICEF helps us w accelerae
resules. So far, we are pleased that this partnership which is aimed
at advaneing the education agenda on the continent throogh
facilitating connectvity and online access, is also driving
change,” he said,

While interacting with teachers, pupils, and
representatives of the Lagos government at the school, Mr. Cruz
noted that Aireel would continue to support the growth of
education in Nageria. The programme has over 620 beneficiarics
and plans o add 600 more schools,

Alsa, the orpanizaven donated modern routers, cach
equipped with MNKGE of data and a two-month rall-mver access
fe wo the studenes of Kuramo College, a governinent seconcary
school in Lagos,

The connection devices were donated by Aarcel’s
Information and Technology (1T} teamn, with a mission 1w
empower students with enhanced digital connectraty,

With the donatien, which was done alongside the
Emplovee Volunteer Scheme Initiative, Airtel aims o ecmpower
voung winds by equipping them with the comnectivity to
imagine and anleck aworld efkoowdedie and apportunities.

For Aurtel, it is no longer about being a smartphoue
network but giving people a reasen to imagine, so that people can
explore the possibilities powered by technology and
cannectiving Young Migertians now have access to unlimited
pussibilitit5 and can now create their own _iub titles and
descriptions.

The company is committed o bradging the digital divide in
the country and enabling students w leverage the power of the
inrernet, a5 the distributien of routers with data plans wall ensure
that
cducational resources, rescarch materials, and online learming
platforins, regardless of their socio-economic background.

In 2023, Airtel drove women's
inclusion, especially in
technology, and part of what

it has done is to promote

digital financial inclusion by
registering and training

women as Smart-cash PSB
agents, at no cost.Smartcash
PSB, a subsidiary of Airtel
Nigeria, is a payment service
bank that was licensed by the
Central Bank of Nigeria
(CBN) to operate as a financial
institution, hold deposits,
provide savings account services,
issue debit cards and pay bills to
merchants.

many 'FL'I'L'IJ'E Stl‘ll:l'i.‘ﬂl'.‘i have lll']i.l'.l.tL']'l'Ll]J-I‘.{.‘d acoess o



By Clankennna Nifa

mstel Malta stands tall as an emblemt of unwavering

quality while prioritising the satisfaction, dreams. and

aspivations of consumers. For over pwo decades, the
brand has garnered the affection of countless Migerians,
elevating consumer satisfaction and kindling dreams and
aspirations. In the spirit of Migeria's adventurons and tenacious
mature, Amstel Malta's consistent delivery of unparalleled
exciterment bas made it the preferred maledrink of the masses.

Ower the years, the brand, Amstel Malta has remamed a
steadfast ally, empowering individuals, igniting dreams, and
spothghting the extraordinare With Amstel Malta leading the
charge, the creative industry continues o evolve, gaining
recagrution both lecally and internationally.

Within all these, the brand has consistenthy shown that it
lvas & special heart for the womentollk as it consiseently churns oar
impactful programmes to reduce gender gaps across
erplovment. health, and other areas ol human development.

The brand has consistenthy made specific, measurable, and
tme-bound cominitments o clevate the welfare of women in
the counery.

One area that stood Amstel Malta, oot lastyear was when it
partnered with seme brands w laanch an advocaey campaign to
disconrage alcohol consumption by pregnant women tagped
‘Mission Mine Zera’,

It her remarks, while flageing off the campaign, Corporate
Affairs [Hrector, NB Pl Sade Morgan, said stodies have shown
there is a prevalent rate of aleohol abuse during preguancy, with
the South West region accounting for 127 percent while 5%
percent of pregnant women from South-Senth region consume
aleohol. She also explained that the campaign would engace 560
direcr advocates and 50,000 pregnant women through its Amseel
and Maltina brands.

She sad despite obvious health 1ssies such as low birth
weight, preverm birth, and Feral Alcohol Spectruom Disorder
(FASDY}. some pregnant women still consume aleohol due to
traditiomal beliefs and culmral sentiments,

She suid the campaign also cimpowered pregnant women,
health workers, and traditional birth attendants with the
knowledge of the dangerons effects of aleohol consumprion in
pregnancy by making them ambassadors who will take the
message o other pregnant women in different seares of the
federation.

Alsa, a Representative of Health Stream Medi-care,
Aderonke Alabi, disclosed the inidative, which was meant 1o
adopt a training-of-trainer model, had erained over 300 health
warkers in primary health ceneres and 300 pregnant women whao
visited the different primary health centres on the dangers of
aleohol dunng pregmancy. She also revealed that aleohot nse
during pregnancy was capable of causing miscarnage, stillbirth,
preterm birth, and sudden infant death syndrome.

Another campaign by Amseel Mala thar stood our, was
Arnstel Malta’s Tnternational Women®s Day (IWD) Spothight
Sertes, In commemaration of the last International Women's
Dy, the premium malt brand spodighted 30 women wha have
left indelible marks across different industres.

The women chesen for the spotlight series were D,

Most Outstanding Malt
Supporting Women

20
23

,.;i,. )
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-fu.l'|||'|’>|:".u=." Medabem, President, E:‘pun'ﬁﬁ-ll'#.' Mareeting Asznciation of |"Jl!||Ern.:r g"FXM.-"lN_'r #far feft); an .‘{r:ga.'.'.l MeMadal, Forrer Shatrman of
Lagos NIPR & GEOQ of Upticormm Mardratimg Company (Tar nghth presenting an awand lo Francis Obigiud, Senfor Brand Manager at Amstsl Maita.

Busola Tejumoela, Adeola Adevemi, Laila Jehnson-Salami,
Confidence Staveley, Sandra Okeke, Oluwaseyt Moejoh,
Omoveme Effiong, Sinmizola Hughes, Temilade Salamia, Lisa
Folawiye, Lolade Ounjimi, Anita Ashiru, Omove [sabota,
[jeema Balogun, Blessing Abeng, Odunaye Ewcnivi, fAyo
Mairo-Ese, Chidera Okolic, Alma Asinobi, Olive Emadi,
Ayomade Dokunmu, Hilda Baei, Elizabeth Elohor, Busola
Kamolate, Korty EQ, Marenike Molehin, Bola Balogun, Bumm
George, Yetunde Asika and Abimbola Balogun,

The campagn was particularly noteworthy o that, in
addition o pesting these women on i social media pages,
Amistel Malta posted them on billboards natiomwide. effeetively
mrning urban spaces into canvases for empowerment and
recognition. The billboards were sported in Lagos, badan, Port
Harcourt. Abuja, and Enugu.

The theme of the vear's TWD celebration, “Inspire
Ircluasion™, was reflected ina conseious effort by Amste] Malta to
steer the parrative towards recogmising and celebrating the

Amstel Malta has consistently

shown that it has a special
heart for the womenfolk as it
consistently churns out
impactful programmes to
reduce gender gaps across

employment, health, and other

areas of human development.
Amstel Malta has remained a
steadfast ally, empowering
individuals, igniting dreams,
and spotlighting the

extraordinary.
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achievements of womsn,

In & sociery where gender disparities persist, campaigns
that actively work towards inclusivity and equality are a breath of
fresh air. The brand's choice o spothight women from varioos
sectors; media, interior design, tech, arts and entertunment,
chimate and enwviromment, fashion and beaury, fimess, business,
and food, sends a powerful message: women's conmributions are
diverse, vital, and deserve acknowledgment.

Amste] Malea's camnpaign served as a powerful step towards
dismantling stercotypes and inspiring a new generanon of
WOMEn o aspive o greamess, When young girls and aspiring
professionals withess women from their communities and felds
dizplayed praminently on billboards, it sends o powerful messaise
that their dreams and ambitions are valid and achievable. They
understand that gender is ne longer a barmer to sucecss.

Besides, the campaign ser a precedent fur other brands o
followe Inan erawhere consumers are increasingly conscious of a
brand's values and contributions te sociery, aligning with cavses
that promote inclusivity and gender equality shonld be
embraced. More brands need to take a page from Amstel Malea's
book and find crearive ways 1o celebrare inclusion as we work
hard to disrnantle the bareiers that hinder progress towards a
more inclusive society,

Adother area in whach Armseel Malta has made remarkable
impact in the lives of women is the brand’s partnership with
Africa Magic Viewers' Choice Awards {AMCVA) Orver ten vears,
Ammstel Malta and AMVCA have rewarded many female players
in the creative industry, with deeper impact in all other areas of
Migeria's entertainment industry in the years fo corme.

rver the vears, Amstel Malta's partnershap with the
AMVCA has inspired and empowered 2 new generation of
young creative people. contributing to the growth and
development of the inevie industry,

L was the massive impact generated by these activities and
many athers that at the 2023 WIMCA event, Amstel Malta was
recognised as the Most Oustanding Male Brand Suppuorung
Women - a well-deserved recognition for supporting and
cmpowering women to become the very best in their industrics
and bushesses.

Indeed, Amstel Malea has promoted gender inchaston and
pariry in various ways over the Last vwo years with many Fennale-
tocused advertising campaigns: The brand has lannched
camipaigns featuring strong, independent women, challenging
traditional gender stercotypes and promoting female
empowerment, The brand has equally sponsered several female-
friendly evenes like the MNigeran Women's Football League and
supported the female national team as well as other spores-
related empowerment projects,

Obviously, by taking these noble steps, Amstel Malta has
demonstrated its total commirment w gender inclusion and
parity i Migeria, promoting s more equitable society
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By Enwmice Steplien

Migeria is canked 122nd out of 144 pations i the World

Economic Forum's 2017 Global Gender Gap report for

reducing the gender gap. Although the gender gap in labour
force participation is gradually narrowing, pender parity in the
warkplace has notver materialized as angicipated,

Although more wornen are working full-time in formal
Juebs today, due to casier access to education, they sall encouneer
several challenges at work that keep diem from reaching their
Full professional potential,

Several organisations over the years have come up with
policies and formed forms wadvocate for a more diverse and
inclusive workplace to ensure that more women reach top
positions where they can navigate, negotiate and influence real
c||.'|ng1:.

Ome such platfarm is the Migeria2Equal programine, an
International Finance Corporation (1IFC) led multi-stakeholder
progrannme n partnership with the Migerian Exchange (MGX.
The programme aims w reduce gender gaps across emplovment
and entreprenenrship in Nigera's private sector,

Migeria2Equal brings leading companies such as Cadbury
Migeria topether to make specific, measurable, and dme-bound
COMMITIMents o INcrease wommen's parncipation in MNigera's
private sector as leaders, emplovees, and as cotrepreneurs i the
Cﬂm{}l’ﬂﬂ."'ﬂllilﬂfhﬂin.

Cadbury MNigeria known for promering Diversing, Equiry,
and Inclusion {DEDworkplace signed on to the Nigeria2Equal
Gender programmie m 2021 as part of its agenda on Diversity,
Eqguiry, and Inclusion (DEL and Grear Place to Work (GPTW).
This has helped the company to focus onwhat matters most. The
company has promised to connnue to provide the right placform
for frinale employees in its organization to achieve their career
whpectives,

This leading FMCG Company has alse said v swall
mntain it current policy of supporting female business
partners to thrive in their business becasse it believes i the
::mpuwcrmcnt [Jl’l‘r\'ﬂnll.']'t.

Cadbury Mageria has gender equabity embedded at the core
of its working pracices and has made glant seeides in galvanizing
stakeholders re institutionalize gender equality within irs
operations.

Chver the years, the orgamisation has achieved 1 gender-
balanced board of dircetors of up o 4 1o 60 percent, The
arganisation has mnplemented best-in-class policies, especially
in the arcas of parental leave and childcare programmes and has
demonsteated an unwavering commitment to gender diversity in
itssupply chain,

Cadbury has been exemplary with its inclusivity
programmes i the fast-moving consumer goods (FMOG)
sector in Migena,

Ar Cadbury Nigeria, annaally the eompany celebrares
International Wonen's Day (IWT2), and it takes immense pride
in observing this impormant event where 1t emphasizes the
importance of equal opportunitics and fair treatment for all. In
line wath the 2023 WD theme #EmbaceEquuty, there was a
tonth-long focus on Diversity, Equaty, and Inelusion across the
arganization.

The company actvely listens o s employees and the
Annual “Make 3t Matter” Engagement Survey which was
complered in Ocrober helped o keep engagement top of nind.

Some of the mgjor highlights of the 2023 TWD celebrations
included Women's peer-to-peer recognition, a Panel Session
ttled “Leading with Impact™ which included seme of our
Executive and Mon-Exeontive Directors and external speakers;
Embrace Women Conference with Mr, Steve Oboh, a
phetomenal two-hour “Snacks with a Leader” session with Mrs,
Tara FelaDurotoye, who shared the 4 Es of personal and career
branding-—Expertse, Excellence, Exposure and Experience; and
fAnally as it is the madition of the company, there was a book titled:
“Finding Me" by Viela Davis, which was gifted o all female
employees i the Compane

Cadbury Migeria 55 2 subsidiary of Mondelez West Africa,
Cadbury brainds Bl o three principal categones, namely
Cocoa Beverages, Gume and 'l’.'f.md}r and Intermediate Cocoa
Products. Cadbury Bowrmvita, Cadbuory 3-1 Hor Chocolare, are
the main brands in the Cocoa beverage categony, while TomTom
Classic, Candy Caramel], Candy Coffee, Butrermint and Clorets
are the main brands m the Gum and Candy stable. Cocoa
povweder, Cocoa cake and Cocoa botter are the main products for
the Intermediate Cocoa Products.

Beyond the mntemal policies aimed at promoting yender
parity at Cadbury Nigena, the Company also embarks on several
imitiatives alined at empowering women generally, One of them
is the Cadbury Bournvita Free Breast Cancer Awarcness Mohile

Ghoyega Akoslo, Special Advicer o the Goverror on Media aad Publicily in Lagos Stale (far feffl; and Comfort Obol Mwankwo, Chairman, WIPR

w
WINVCA 23

Most Outstanding FMCG In
Gender Inclusion

o -
Al o

Lagpas Chapter (far nghf) prasaniing an dward (o e representabives of Cadblrg

Clinic Initiative for womet. The programme was the first of it
kind in Migeria when it was laanched several wears ago. The
clinic which provided education on how to perform Breast Seli-
Examination, free ultra-sound scan service and counselling
service to women among others, was taken o neighbourhoods
for easy access tomothers. Over the years. the clinee has provided
frec breast cancer sceeening for thonsands of woimen,

For moaty vears, the Company has been impacting the lives
of wornen as well as empowering them m hine wath ies Mission
Stawerent, which addresses the needs of internal (board,
management and staft) and external stakeholders {costomers,
comsuners, investors, media, government, regulators ee, ). This
it also hinged on it comporate social responsibility (SR}
philosophy where its corporate giving is targeted ar areas of the
greatest need, with a clear orienaton wwards childeen, the
I!.l'l.:l'I.IILI'I .'li]i.'l. WHTICTE.

Inn whar can be described as a feat as far as gender inclusion
i the Wigerian space is concerned, and in line with the theine of
the fi3th Commission on the starus of women, in 2001%, Mrs,
Oyeyimika Adeboye beeame the first wonan to be appointed by
Muondelere West Africa /Cadbury MNigeria Ple as its Managing
Director in S0 years,

Her milestone appointment as the MD attests to the

QOver the years, the organisation
has achieved a gender-balanced
board of directors of up to 40 to
60 percent. The organisation has

implemented best-in-class policies,

especially in the areas of parental
leave and childcare programmes
and has demonstrated an
unwavering commitment to
gender diversity in its supply
chain. Cadbury has been
exemplary with its inclusivity
programmes in the fast-moving
consumer goods (FMCG) sector
in Nigeria.
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Company's commitment to promoting gender equality,
diversity and inclusion. Today, Adeboye is widely recognised as
oune of the most respected fernale executives in Africa and her
efforts in the past years have been prvoted towards putting the
Company on a path of profirable growth, as well as
implementing initiatives focused on sapporting female
employees and female leaders within the organizaton.

Therefore it came as a sweet relict that costatic sensation
down the spine of both Cadbory Migeria and indusory warchers
when it was awarded the Most Owistanding FMOCG In Gender
Inclusion at the 2023 editon of the Women in Marketing and
Communications Conference and Awards (WIMCA) held in
Lagas. The company™s recognition at the event underscores its
COTIMItIenT to cnsuring wonmen more mclusion, developnient
and representation for women to thrive in their careers,

T the past, the specific areas addressed by the company's
CSR policy included Health, Welfare and Charity, Education
and Enterprise, Sports, Arts, Environment, Community and
Enrertainment. Today, it has a signamore CSR project specifically
tailored towards pupils i public primary schools within ies hose
commumnities in Lagos State. The project is called MNuermmon and
Healthy Lifestyle {NHL).

In 2014, Mendeler International Foundatien/Cadbuary
Nigeria and Helen Keller Inrernational (HEI), an American
MNon-Governmental Organization (NGO, laonched the
Mutrinion and Healehy Lifestyle flagship programme i Migeria,
This is the first-ever Mondelez Foundation-funded imitative in
MNigeria. The programme was earlicr lanched in other countries
where Mondel[Jz operates in,

Since the project was launched, Mondelée International
FoundationyCadbuory Migenia has been parmering with HET to
support schiools and communities w reach underserved children
m Migeria, in cellaboration wath the Lagos State Government,
The project seeks o reduce undernurition and overweight
among privary school puptls aged 6-11 vears in the trgee pine
public primary schoals in Tkeja LGAL Lagos Staee. Tt is also
targeting three Local Community Development Areas (LCDAS)
tor this project in Lagos namicly Theja, Omghingo and Opodu.

These are just few among other CSR iniriatves
undertaken by Cadbury MNigeria whose origin daees back to the
1950k when the business was founded as an operation to source
cocod beans from Nigeria and a8 3 precursor o enable the
Company's founders to tap oppormanities for serving the local
consumer-market with world-famous, Cadbury-branded
prw]m:t_l;.

In the carly 19605, an initial operaton was established to
re-pack imported bulk products. This packing operation grew
rapidly e a fully-fledged manufacturing operation and
restleed i the incorporation of Cadbury Migeria Limited in
January 1965, In 1976, the Company became a publicly listed
company with shares traded locally on the Nigenan Stock
Exchange (NSE). Cadbury Nigeria has grown w becomne a
houschold name providing consumers wath much-loved conic

brands,
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DARLING

FindYourBeautiful

Tatlope Medebem, President, Expenential Market

By Ulsedznama Niva

he seeren oo million-dollar smile is nor juse abour the

teeth: it's alsa aboart the hair that frames it Something is

soothing about adding luseious ocks o one's vwn hair,
watching as a simple harstyle becomes astunning work of art.

For women, hair extension s a special indulgenee and a
way o enhance their natural beaury and unleash their inner diva,
It is the ultimate game-changer and a beauty secret that's been
coveted for centurics, and for pood reason. It offers versatility
that's hard to resist from subtle, natural-looking additions to
bold, vibrant stacements, and transformative experience,
elevating one's look and confidence to new heighs,

Whether it's for a special occasion or everyday glamour,
hair extensions make women feel like 3 million bucks! That's
what Darling Hair offers, beyond being a female-centric brand, it
has helped ot of women bosst confidence, empower them and
hald ensotivnal significance.

Darling Hair is a renowned brand that has revolutonized
the Inair extension industry wich its exceprional quality,
innovative technigues, and personalized senvice. The brand
affers wide range of hair extension solutions that cater to diverse
haie types_styles and preferences,

As 2 leading manufacturer of hair extension products in
Migeria and an advocate for beanty and the transformation of
women, Darling hair was recognized as the Most Ouwstanding
Hair Exzension Brand of the Year ac the 2023 Women in
Marketing and Communications Awards (WIMOCA).

According to the convener of WIMCA and Publisher of
Brand Communicator, Mr. Joshua Ajayi, WIMOCA platform is
designed to provide mentorship opportunitics for current and
prospective professicnals w help ignite and propel women
towards attaning enviable heights in marketing and
|r|:11|.agr!mcr:tpu:’l'l"v:rrn;mr.c.

Darling is present in 21 countries across Africa with over
Alyears old business that has been tending to e hairstyle needs
of African women for decades, With 4 vast canalogue of hair
extension styles at a ratge of attractive prices, including braids,
weaves and crochers, the brand caters ro over 130 milhon women
acruss e continent,

The orgamzation acknowledges and celebrates the role of
wamen inall areas of their lives, from office to home and o the
society, it is o brand that supports the woman all the way
Internally, it is an organization that believes in the ability of every
ermployee. On the job, the organization does not see women or
men, it secs are people,

INMNOVATION

Lastyear, the organization snnounced the lasnch of its new
praduct called Darling duchess, a product that 15 as light as
matural hair, soft, smooth, with foller ops, md comes i s
colours,

The brand is known for celebranng and supporting Afnican

Most Outstandin
Brand Of The Year

Azgociation of Nigena (EXMAN] [Tar lefl), and Segun MeMedal Former Cheirman of
Lagos MIPR & CEO of Liplicomuim Marketing Conpany (far nighl) prezenting an award fo the representatives of Dading Hair

women, their beanty, boldness and unstoppable sparic. Ths is
constantly showeased in chewr array of products speatically
tadlored for every Arican woran, With the newly launeched hair
{."Z\'tl..‘.'n!ii:l,,'l!'ll CONSUINCrs Can C‘Z\'EH:ET ({4 11-\1."13 1 F‘!'l_"ﬂ'lil] I frpl:]'il:l'lEL‘
while braiding

Speaking at the launch, the Business Tead, West Africa;
Godre) Consmmer Products Lid, Clotean Simgh, expressed the
brand’s elanon o introduce to the MNigerian marker “darling
duchess'

According to him, “They deployed novel, curting edge
technology to create the preduce, adding that Nigeria was the
first marketin the world where the productwas inmrodueed.”

He further said the technology ensures the delivery of the
ultra-light feature of the braid like its superior shine, soft texture
and Tuller vips goaranteed o deliver a preminm braiding
C’IIJ‘E‘I'i cnCe W COnSImeTs.

The Head of Marketing West Africa, Hair Fashion, Godre
Consurmer Products Led, Ghenga Alabi, sazd: “We are fully aware
that African woinen, especially the Migeran woman, demands
ated deserves quality braids, But woday, the heaviness of existing
hair extension products is a barrier, exacerbated by the fsing
price of this chass of consumer goods, Darling Duechess offers a
tew statidard of benefits to the Migeria consumer, It has superior
lightmess, volume and shine than any wther braid in the market”

Stmilarly, Head of Sales, Godre) Consumer Products
Limited, Emeka Olkecke commented that braids remained the
heareof their brand.

“That the product is light as ther own har cven after a
month of wear the shine means that 10wall soll look as good as
nese The hero SKU is the one pack enough pre-cut braid that
gives consumers a premium braiding expenence, ata 20 percent
cost=saving aind a 25 percent dme saving compared o regular
braids,” he said.

Of course, the experience of getting hair exvensions is alse a
special treat! The pampering, the consultation, the exciteinent of
seeing the final result - it's 2 beawty riaal like no other. The
organization believes that the society just as their workplace
Sl'lnl.'lll:l bl’.‘ ik :iil.ﬁ.‘ Spaco tl'.I.ET. :I.[IIJ“'E- ﬁ]]’ gl’ﬂ"h"t"l, :i'l'l]'ll:]":':l.l'.'i{?lll.. ‘Pi.‘lf—
expression and beauty of all individuals especially women.

As g brand, Darling understands that the strength of a
wonman comes from within and for her to reach her full potential
she always has w look the part. A confident worman is the woman
wha is ready to change the narrative and we know what
appearance means e her and to her mission. Darling Hair 1s the
brand that allowrs het breakaway from the norm and “Find Her
Beautiful” while conguering she world. We also ke pride in
partnering with wonen empowerinent initatives,

Empowering Intentions

Darling Migeria m parmership with Kanekalon and the
Mational Association of Hairstylises & Cosmetologists
(NASHCO), hosted the first-of-is-kind nanonal braiding
competition in Nigeria to crown nacienal braiding champion,
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g Hair Extension

The braiding competition spanned mulaple cities across
Nigeria including Enugo, Anambra, Abia, Rivers with the grand
finale in Lagos. Fourteen contestatits representing inajor states in
Migeria battled it owt for firse place in a2 pageant-style
presentation where cacl conrestant showeased their intrica and
r.rc:.'l.tiv;;h.lirstyh:ﬁ,

Thetr parnership with Kanckalon and MASHCO for the
braiding competiton exemplifies this commitment, she sad,

After a series of intense competitions, the judging panel,
consisting of mdustry experts, unanimeusly selected Ms. Aina
Silifat, a hairstylist representing Ogun State, as the winner of the
braiding competivon gettmg reward of 1 cash prize and
oppertunity to collaborate with renowned hair professionals,

Speaking about the competition, the president of the
Mational Association of Harstylists and Cosmetologists
(NASHCO), Mrs, Angela Akanle, expressed her delighe in
witnessing the exceprional talent and passion displayed by all
participants,

“The braiding competiton is a platform o celebrate the
rich cultural bentage of Migena and highlight the cxtraoedinary
skill of our Tocal hairstylists, We are immensely proud of all the
participants and extend our heardele congranlations w Ms. Aina
Silitat for her exceptional show of creativity and achievement,”
She added.

Few years ago, Darling Nigeria partnered with a project
called “mmanma by Artist Laila Cadne — The beauty of a
rather” which was an initative to celebrate amother’s beaury:

In the business space, the brand has encouraged
entreprencurship by creating business oppormunities and
cmployments for thousands of women some of whe are office
staff, hairstylises, saloon owmers and hair business owners pan
Africa.

By using Darling Hair, any lady of any age can easily
achivve perfect springtime look t keep your bair out of your face
to prevent acne breakouts during warmer weather and your
beauriful face atthe forefront,

Darling specializes in the elevation of beauty and
illumination of confidence, helping women to own their power
with the reassurance of great hair. Teyana Taylor who served as
brand ambassador o the brand exudes confidence while she
mspires and cnpowers Black women to be their boldest self,

Darling understands that teday’s multi-dimensional
woman wants more out of life and hiberation from conventisnal
hairstyles which s why 1t is passionate about hair and the
transformatve power 1t can have on 2 woman's sense of being,
Drarling equips African women with an indispensable freedom o
cffortlessly channelany style. anytime with ease.

Darling Migeria remains commicted to imspiring creativiy,
helping Aftican women #FindYourBeautlful, and supporting
the growth of harstylists and the hairsyling community
Migeria,

Darling Hair is a renowned
brand that has revolutionized
the hair extension industry
with its exceptional gua!igr,
innovative techniques, an
gfrﬂmalized service. The

rand offers wide range of hair
extension solutions that cater
to diverse hair types, styles and
preferences. Darling is present
in 21 countries across Africa
with over 30years old business
that has been tending to the
hairstyle needs of African
women for decades. With a
vast catalogue of hair extension
styles at a range cif attractive
prices, including braids, weaves
and crochets, the brand caters to
over 150 million women across
the continent.
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KING

Tatlope Medebem, President, Expenential Marketing Azsociation of Nigena (EXMAN] [Tar left), and Segun MeMeda!l Former Chairman of
Lagus NIPR & CEQ of Uplicommm Markeling Compary (Tar night) presenting an award 1o the reprasntatives of Devon Rings,

By Ewnice Stephien

egetable oil is vsed worldwide in the making of delicions

foods. Tt is nsed to prepare boeth local and continental

dishes in Nigena, Cooking oils derived from different
plants, including grotndnut, sova-bean, corn, cottonseed,
rapeseeds, and canola, are referred w as vegetable oil, Crginally,
st howsehalds relied heavily on locally produced cooking oils
aswell as pricey imported vegetable oil and its products.

Howewer, the vegetable ool market 12 corrently saturased
withvegetable oils produced by connpanics in Nigeria,

D o the government's ].\rnt:;ctii}r: puobicies, Tocal brands
can now Honrish and compete faverably in Nigeris's vegetable il
market, which was formerly dominated by international names
like as Turkey and Kings. More than ten brands, both domestic
and foreign, are competng for market share o the Vegetable
industry

Drevon King's, a fast-moving ol brand in Nigeeia from the
stable of PZ Wilmar Limited dominates the vegetable oil market.
The brand has positioned ies product to the consumer as highly
byienic bealthy oal, with great repackaging and visibalivy.

The markets and retail outlets revealed that the vepetable
ail miarket in Nigeria is dominated by the likes of Devon King's
and Mamador, These brands have adopted soime marketing
clements such as product segmentation into more affordable
smuller sizes, repackaging, and avarlability to enhance consumer
attentien,

The Devon King's brand which has over the years
posinoned itself as a top-of-the-shelf female brand 1z a brand thae
is constanthy innovating and adjusting its: business model 1o
embrace the new market conditions they operate in. The brand
recognizes how to internalize the external expectations of the
consumer and offers mnovative approaches o deliver new value
will be thase that netonly survive bt thrive in the years ahead.

The Marketing Manager, P2 Wilmar, Chioma Mbanugo
explains that “Our hygicnically produced cooking oils are sold
under the Mamador and Devon King's brands in tamper-proof
packaging, civing consumers confidence that they are getting the
safest, freshest and best quality produces available. Both
Mamador and Devon King's are fast=moving Migerian products
supported by an effective supply chain, Domestic producton
and our wide range of pack sizes guarantee qualivy and freshness
at an affordable price. We are committed to helping to mect
Migerian il requirements in line with the Govermment's
Agriculoeral Transformation Agenda, Our global-scale beacon
agriculoural project represents US$630m in foreign dircee
inmvestment”,

e 2023, Dioven King's in a bid to enlighten and sensitize
Migerians on the inherene dangers in the consumption of
unbranded cooking oil, as woffers healthier and imore affordable
oprions, launched a campaign tagged “Less s More™.

Speaking on the “Less is Maore® campaign, Category &
Brand Manager, PZ Wilmar, Toyin Popoola-dania said, “We are

living i a time when now more than cverwe are inore conscious
of our health, the COVID-19 pandemic has retrerated the need
fur healthy eating and mportance of 4 strong imimune systeim,
Therefore while we are taking all the necessary precautions w
avold contacting and spreading the virus, it is equally importang
that we pay close attention towhatwe consume,

“Aecording o NAFDAC, nnbranded vegetable o1l 13
unsuieable for consumption and could have neganve health
mmphicaticons, The agency savs heart diseases are one of such
problems due o high cholesterol content and other factening
agents that have been added in them™, she said in a stagement.

According o her, “The Exccuwtrve Direcror, WHE Dr
Kingsley Akinroye also said vegerable oil found e be
contaminated by interference with any additve may contam
high cholesteral and work against the normal Dow of the bady,
thereby blacking heart vessels and leading to the slogmishness of
blood mevenent,

“Stucdies have shown us that many people are unaware of
these dangers, while many simply consider these unbranded oils
more affordable. It was for these and many more reasons we
started the “Less is More™ campaign to educate Migerians on the
risks of consunnng unbranded il and possibly eliminate
unhealthy ail consumption by providing them with a tested,
certified, trusted, and recommended alternative. Also, Nigerians
need e be more aware of the fet that Quantity is not abways
Cuality as ths is one of the major reasons the majorioy patronise
unbeanded ol = more volume and cheaper: unformunately, this is
notcorrect as they unknowingly spend more in the long-run.

“Drevon King's cooking oil, in addition to s Jerry can and
PET buottles cotnes i alfordable pillow pack Forimats & sizes
giving greatvalue to Conswmers no matter theirbudget or family
size, Whether vou are a student with a moedest budger or
somconc with family? friends, Devon King's cookmg ol
provides youwith better qualig and hygienic cosking uil helping
you et rore waltie on ety drup of oil because, with less
quantity, vou can do a ot more as 10 doesn't dry up like the
unbranded oil. Even with as little as 50 Naira, you can get a pack
of Dievon King's Cooking Oil and enjoy a more quality meal” she
said.

Also, PZ Wilmear in partnership with The Global Allianes
for Improved Mutriton (GAIN) & Swiss-based foundation
launched at the United Madions in 2002 v tackle the human
5 u:ﬁ‘cring cansed l'.r!, malnutrition, recently hosted selected Media
Editors and Civil Society organisations on a waming workshop
ot Food fortification at it fBctory in Lagos.

The workshop which had in attendance members of the
PE Wilmar leadership, Civil Sectery groups, Media edivors,
mcluding representatives of The Global Alliance for Impru.wud
Mutritien (GAINY, provided PZ Wilmar the opportemny w
showease it food fortification process, as an industry leader m
Oualiny Svatems and Food Fortification in MNigeria. The
workshop alsoincluded atour of the P2 Wilmar facoory,

Speaking during the event in the PZ Wilmar factory in
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Lagas, the Head of Manufacturing at PZ Wilmar, Femi Ojumu,
staved thar the event highlights the organizanon’s products and
processes as i proponcnt of food Fortification practice in Migeria.

“This evene highlights our dedication to dehivering quality
food products o our consumers. It 15 in line with our
comminment w responsible and healthy food production and
constmption that pats MNigeria on the map for sustamable
development in food mannfacturing.” He explained.

PZ Wilmar in 2021 received recognition as Indusoy
Leader in Quality Systems and Food Portification, as both its
food brands, Trevon Eing's and Mamador emerged as the two
maost fernificd food brands i Nigeria while partcipating in the
imangural lannch of the Micro Fortification Index {MFI} in
Migeria, an mitiasive powercd by TechnoServe as partofiits «ffort
e tackle malnuatrition in MNigeria, with suppore from Bill and
Melinda Gate foundation through the TechnoServe's
Strengthening Afvican Processors of Fortfied Foods, SAPFE
praject.

The workshop actvities included presentations on
Orentation and Introduction te the Food Fortification Process, a
tonr of the FZ Wilmar Edible Oil Fortificanion Facilities, and
interzetions with te Cuality Coneeol and Producton Team,
Participants of the workshop commended the arganisers and
particularly PZ Wilmar for its commitnent to tackling
malnutrition and increasing social awarcness of the Nigerum
pablic on the benefits of food fortification.

Aside frorn championing various sustainability campaigig,
PZ WAlmar is helping to build a sustainable future for palm oil in
Migmeria across the value chain by creating up vo 300000 direct and
indireet jobs, Helping to narrow MNigera's current domestic
palm oil production shorefall and importacion deficir,
revitalizing unproductive. previcusly owned, palin oil
plantations and investing in mew ones. Assistng in closing the
350, 000<ronne palm oil fmport gap, ensuring skills transfer via
on-the-job trainmg, and achieving optimal harvests with
minimal wastage, Building a state-of<the-art palm ol refinery
aned ]}:u.'kagit]g i-:d.{‘ll:il'_l.-' i Lagos State, E‘U’-LM?I'IJ.L‘I'ILH hig:h—qua]i.t}',
affordable Devon King's conking ol and laanching s latese
prevraunm quality brad (100% pure), Mamador, in tamper-proof
packaging tomive consummers confidence that they are buying the
safese, freshestand best quality proeducts available,

Whet it comes to bonding with family and friends, food
plays an importane rele in bringing people together; from
prepping the ingredients to cooking, to serving, and cating with
lowed ones, presmium food brand, Devon King's stavs true to 1ts
profise.

It prides itself in fostering bonds amongst people through
great-tasting meals and this is sueeinetly expressed inits TV
cotntnercial in 2023, Besides Deven King's TV commereial
being launched at the perfect bonding penied, it expresses the joy
tliat moments of togetherness inspire,

As customers prepared for the festive season, Devon King's
encourages through its posinoning — Taste Thar Binds — the need
roe triake timne oot o create beautiful memories with our friends
and familv.

Henee, Industry analysts and observers alike were thrilled
15 Devon Hing's won the wward for the Most Outstanding
Cocking Oil Brand of the Year at the 2023 Women in Markenng
& Communications Conference/Awards (WIMCA) held at the
prestigions hotel, Landmark event centre, Victoria Island, Lagos,
The award ceremoeny was designed to celebrate brands and
marketing icons that are shattering the glass ceiling i their
respective industnies and providing cotting-edge salutions o
constumers and clients alike.

WIMCA s the largest gathering of female brands and
imarketing communications professionals in Nigeria aind Sub-
Saharan Africa. The annoual event recognizes and celebrates
leading women who have weathered the storm and have risen
through the ranks to attain remarkable heights in the brands,
marketing, and communications industre

Devon King’s cooking oil in
addition to its jerry can and

PET bottles comes in affordable

pillow pack format & sizes

giving great value to Consumers
no matter their budget or family
size.
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Consolidating A Thriving Culture Of Gender Parity

FLOUR MILLS OF NIGERIA: Most Qutstanding Fooed Manufacturing Company In Gender Inclusion
FMN WOMEN: Most Outstanding Brand-Centric Women Community Of The Year(Food Sector)

s GOLDEN PENNY SEMOVITA: Most Outstanding Semolina Brand Of The Year

Tolufope Medebem, President, Expenential Marielng Association of Nigera (EXMAN] (far Jeft) presenting an award fo the
regpresentalives of Flour MATS of Migeria

By Ulsedznama Niva

ermarkable strides achieved over the vears by Flour Mills

Migeria{FMMN) clearly reveal that, across the years, the

company has always been very intentional in promoting
warnen's cinpowerment withim and outside sts ranks,

As aseasoned brand, Flour Mills of Migena (FMN, and s
inpact in the fvod manufemring industry stands as an
cutstanding example of success. The company has made
significant contributions to the feod manuticiuring mdustry in
Migeria; it plays a vital role m shapimg the sector”s growth and
development,

The company was incorporated in 1960, MNigeria's year of
independence, as a private limited lability company with a
mindest paid=up share capital of N1 million and converted to a
public comnpany 1o 1978 with a beneficial interest mo the
company's equity held by Nigenan and Orverseas shareholders,

FRMM roday is a major producer of essential food such as
Aour, pasta, noadles, biseuits, edible oils, sugar. and animal feed.
Somme of its well-known brands include Golden Penny Flour,
Golden Penny Semovita, Golden Penny Sugar, Gelden Penny
Spaghert, wnd Golden Penmy Moodles,

The company is recognieed as one of Migeria's leading
Food and Agro-allied groups, devoted to feeding the naton
while actively investing in attaimning Migeria’s food self-
sufficicney poals, Since 1960, through its icone Galden Penny
brand of floor, pasta, semoling, sugar, starch, oil, spreads, and
breakfast cereal, it has continued to baild a diversified portfolio
of accessible and wholesome food products, a robust Pan
Migerian distributien network, and investments that enhance
the lives of Migerians today and in the future.

Through actrvies hike s annual Prize for Innovagon
competition Floar Mills of Nigeria (FMMN) is one brand that is
promoting innovation and driving cconomic growth in the
Migerian food industy Through this competdon, FMN is
recopuzing and rewarding local businesses, especially women
with cash prizes, menrorship, and other resenrces, helping to
create now 1}ppurtu1|itic£ E‘Uf L'!'lth']."‘fL"I'iCUr!i Ht!d o E'IJFP'HH tl'l.\'.'
development of local content in the seetor,

Drespite advancing with lightning rapidieg, the ormnization
has cnsured It remains a strong advocate for gender-
inclusiveness m the workplace. So far, It is abundandy clear thar
FMM aligns with the clarion call for peader inclusion in ity
organizations judging by its enlistment of women in strategic
positions. Hence, this has paid off handsomely for the
CHEAnIZATin,

[t is common knowledge thar Companies operaung in the
mantfacturing sector have an umnense opportinity b promuote
gender equalicy, raise the prospects of women in the secror, and
contribute wwards the Sustainable Development Goals, notably
S35 5 on achieving gender equalioe and empovwenng all women
and girls, This thanking is based on the fact dhar Wonmen make up
nearly 37 percent of the workforee globally in the manuficturing

sector, At certain skymes of the supply chain or in specific
commadity chams, women represent the overwhelming
migjority of the labour force. Across regions, women from
variows social catepories face major gender-specific constraints
anchored in deeply rooted social and culteral norms
determining what is acceptable in terms of women's behaviours
and rales,

With this msight, FMN became more resoluely
committed to championing female eompoweriment, with a focns
an capacity building, and creating strong platforms that would
SUSEATTE AT WOImen e powermenit goals.

It was this high=wired passion that led w the creation of
The FMMN Women's Nevwork (FMNWHN) It was FMN's
biggest demonstration of the Group's commitment to
propagating gender equaling and diversiny. The netaork provides
a platform for women to connect, have access to carver-boosting
resourees like mentorship and waming, community support, and
advocate for their advancement within the organization and
ACTES tl'li: I.'.I.'I'I,il'ltl'!':.

This very vabrant network was set up w enable wormen in
FMMN to thrve and flourish professionally across all career levels
by removing structural impediments 1o carcer advancement and
work-life balance, and consequently mereasing organizational
value,

FMMN believes that as it creates more awareness and the
network grows, there will be a positive impact on the
performance of the business, An extensive series of initatives
and clear poals were established w help the organsation advance
s gender balance agenda and bolster 1ts mclusive cultare. The
brand believes that achieving gender equaliey 15 not enly
miportant but also nght, This s because fostering an cqual-
appormnity culture i workplaces encourages a healthier and
happicr workforce, which i turn sumulates creativity,
innovaton, and advancement,

Iy the lase few vears, The FMN Women Nebwork has
continied oo broaden s effectiveness through this proactive
partnership, directly and indirectly reducing gender gaps across
employment and entreprencurship in the privare sector,

Last year, FMMN Women's Nerwork {FMBMNWNG,
suecessfully held its Sth annual women's conference in
Movember at Ebonvhife, Viceoria Island, Lagos, The conference,
themned “TechHER: Bridging the Tech Barriers, Building the
Futnre,” |Jml.1g|'|t together women and key stakeholders from
diverss backgrounds te explore the transformative power of
teehnology and ity potential o empower women in their
personal and professional lives.

The bybrid event highlighted keynote addresses and a
panel discussion that feacured in_':idi.ng bm:l'lnnh.:gy and husiness
experts including Prof, Olavinka David-West, an Associate Dean,
of Lagos Business School: Mr. Ugodre Obi-Chukeu,
Founder/CEQ, Nairametrics; Mrs, Rosanio Osabose, MID,
Tenaris Migeria; and Mrs. Ugochi Agoreyvoe, Strategy
Development Expert and Parmership Lead at Google, These
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panellists focused discussions on the power of technology and
the resourees it avails w individuals when it is harnessed for its
underlying value,

Participanes, also referred go as Amnazing Amiazons, had the
opportunity to network with cach other, learn froim weh experts
present, and share more insights an inrovatve ways of cxplonng
the Latest trends in technelogy for business and financial grewth,

The FMIMNWTY annual women’s conference remaing
testamicnet to the organizatien's commitment o cnipowering
wormens and fostering a more melusive and equitable socieny
Speaking at the event, Mr. Boye Olusanya, the Group's
GMDYCED stressed thar "Ar FMMN, wee embrace the strength,
resilienice, and innovation that cvery woman brings to the table,
shaping a future where equality is not justa vision but a realing So
we all st learn o take proactive and deliberate actions in
creating an envisaged future through innovation and dedicated
adoptien of variouns wehnologieal advancerments seross all our
varions touchpoints™,

In her remarks, the Charperson of the FMN Women's
Metwork, and the Head, Talent Academy for EMN, Olubunmi
Ebhomenye noted that the FMN Women's Conference was
crucial in enhancing the individoal capabilivies of emplovees w
reach their potential, which ultimately adds to the company's
orverall success,

She sad, *Conversations at the conference reflect the
organization's defiberate conunitment to fostering diversity,
equity, and ielusion. The event underseores FMN's dedication
to championing a more gender-balanced workplace,
empowering all emplovees to excel in diverse roles. We aim o
cultbvate an emaronment where every individnal, regardless of
gender, thrives and conmibures meaningfully o our collecrive
success,”

The canterence provides women with the toals, resourees,
and inspiration they need to succeed in their personal and
professional lves and positively impact their communities and
the warld,

The FMMN Wotnen's Metwork has consistently remamned
conmmitted to supporting women i their pursiot of excellence
across different felds particularly in the areas of wech inclusion
and adopton. The annual conference is an impertant step in
bridging the gender gap in the weh industry and providing
WOTTHCTE Witl:l thi." ti.'l-l."‘I.E .]IHJ reScrarces tI]'l::;"ItL'CJ.I 54} .'il.'l'rl'.'l‘.'ﬂll.

The solid performances of FMMN and Its Women's
Merwork must have compelled the orpanisers of the prestigious
2023 Women in Marketing Communications Conference and
Awards (WIMCA) w0 recognise Flour Mills of Migeria as the
Maost Outstanding Food Manufacturing Company in Gender
Inclusion, the company's FMMN Women Metwork son an award
as the Most Ouestanding Brand-Centric Women Comnunity of
theYearin the Food Sector Segment.

This was a clear confirmanen of FMN's deliberate effortin
championing financial inclusion for women and an
acknowledgement of its efforts and cncouragement o
continually lead the charge i the sector.

Golden Penny Semovita alse won the Most Outstanding
Semolina Brand of the Year,

Made from high-quality premivm wheat, i is notritious,
healthy, and aids digestion, and it goes with any rvpe of soup,
This mabkes the brand s clear Bvourite ofevery wornan,

Grolden Penny Semovien 15 smooth, mouldable, and easy to
cock and swallees: It iz a leading product of FMPMN. It contains
fibre, which makes for easy digestion when consumed, 1s ]ugh in
protein, s enriched with vitamins, low in far, and can be
constimed any time of the day as it is easily digestible in the
stomach. It is casy to prepare and can be catenowith any deliciows
choice of soup. Sermovita is rich in Protein, Carbohydrates, and
other strength-boosting muerients, With such excellent qualitics,

The EMN Women’s Network
has consistently remained
committed to supporting
women in their pursuit of
excellence across different
fields particularly in the
areas of tech inclusion and
adoption.
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(CGino)) Party Jollof — Most Outstanding
Innovative Tomato Paste Brand Of The Year

.

1Y, % I

Tatwlope Medehem, President, Expenential Marketing Azsocialion of Nigena (EXMAN] [Tar lefl), and Segun MeMeds!l Former Chairman of

Lagos NIFR & CEQ of Uplicormm Markeling Company (Tar rightl)] preseating an award lo the reprasantative of Gine Pavly Jofiol,

By Toyase O ry'J'n'r

tothe prestigions 2023 Women in Marketing and

Communications Conferencef/Awards organized by

rand Communicator, & leading corporage, CSR, brand,

and marketing publication on the continent, Gine Party Jollofl

has been named the Most Ouestanding Innovarve Tomato Paste

Erand of the Year for s commitment to gquality and customer
satisfaction.

Gino Party Jollof has consistently rased the bar with ats
high-quality ingredients, unique recipe, consistent taste,
innovarive packaging, and abiliey to add depth and authenticity w
Jollof rice and stew

Drespite the early arrivals of some tomate paste brands that
strode the Nigerian market as 1 colossus, GBFoods, makers of
Gine Party Jollof emerged as the new warlord, having wrested
leadership from the supposed brands who adopred che carly
mover's advantage strategy

GEBfoods iz a global food company that produces and
distributes a wide range of food products, including soups,
SdRICTH, {:UIII’.‘.‘imL‘IlE, EIid HTI;II'.'I'CH. TJ.'IL' COTLPLY WS :I"‘.'l"l.ll'ldf.'d in

1435 and is headquartered in Barcelona, Spain with operations in
aver 40 conntries and employs over 200000 people worldwide.

Gino Party Jollof consists of a blend of spices and
seasonings that adds Aaver and aroma tojollofrice, abeloved dish
in many West African countries, mcluding Nigeria, Ghana, and
Senegal, The mix rypically includes a combinaton of ingredients
like papreika, garlic posader, onion powder, cumin, corlander, and
chili peppers, among others.

Ulsing Gino Party Jollof is convenient and easy. as it saves
time and etfort in preparing the spice blend from scratch by
simiply following the instrocdons on the packaging, and you'll
hivve a flavourful and mouth-waterng jollof tiee dish perfect for
partics, matherings, or everyday meals!

The GB Foods Kebla Bictory 15 vertically itegrated with
the lairgest tomate farm in Migeria, the only tomato processing
plant in the ECOWAS bloc o be fully integrated, Iowill souree
most of the tomatoes from over 5000 smallholder fanmers as
well as from GBfoods’ swned and operated farm. Additional
Farnland was cleared and prepared in Seprember 2020 for the
farming scason of Cheeober 2021, accompanicd by an upgrade in
the facrery’s capaciey, When the project expansion is complered,
the factory will be the largest fresh tomato processing fctory in
sub-Saharan Africa,

The plant will process tomatoes i the dry season and sova
beans in the rany season, Fresh tomataes will be processed into
tomato concentrate for e Gino tomaro pasee and womato pepper
anion paste brands. Sova beans will be processed into sova bean
oil, nsed in the Barma and Jago mayonnaise brands,

GB Foods also set up a tomato processing plant in Kaduna
state in 2019, which provides some of the learmnings for the much
larger plant opened in Kebbi stare, The N2bn ($5.2m) Kaduna

plant has a capacity of just 30 tonnes per day, sourcing tomatoss

fromn o 30-hectare pilot farm. Similarly, Simgapore’s Olam
International, another major imparter of toamata pasee, has seoup
20 20-hectare pilot toanate farms in oorthern Kane and Jigasa
states bate last vear o grow it toimatoes,

EMPOWERMENT OALS

The comapany suppored coloeral preservanion with the
sponsorship of the Kyegh Sha Shwagh Food Festival, a Tiv
eultural festval, held in Ghoke, Benue State,

Aecording to the company, Kyegh Sha Shwagh (KSS) Food
Festival stands as a beacon of cultural celebration and
gastronomic delight i Northern Nigeria and GBfoods Tas been
ﬂ.FI.'I'.'I‘lII'.l SpOnscr 'l'.lfTJ] & CVCILE,

“K55 1s more than juse a gathering of foed entdhesiasts, this
festival holds imemense significance asa representation of the rich
cultural heritage of the Tiv MNadon, the second-largest ethnic
group o the MNorth, The event was held on the 26th of
Decemnber, 2023,

“Ar the heartof the festival lics a celebration of a mraditional
soup made with chicken and sesane seeds, savored alongside
pounded yam, a culinary experience that embodies centuries of
tradation and taste.”

Speaking at the cvent, the Area Sales Manager for the
company, Mr Michael Ogwuche, said: *GBfecds s comnuited
ter celebrating local Aavors, which is why for the past four yeary
the company has remained a leading sponsor of the iconic
Eyeghsha shwa in line with s culwire of ‘celebranng local
Favars,”

He said: “The consistent support has nat only contribused
tar the success and gruwtl: of the festival but has also enabled the
showcasing of diverse culinary experiences to & vast audicnce,
GBfoods” imvelvement has been instrumental in elevatng the
festrval, enabling it to reach greater heights each year”

Arthis year's sponsorship, GBfoods offered free samples of
their retiowned products, including Gino Mast all Dish and
Jumbo Tomnate, to attendecs, Mr, Ozwache said sdding that the
“gesture not only enriched the culinary experience of festval-
goers but also showcased the company’s commitment to
promonng and sharing flavors thar resonare wath local and
international palates.”

Omee of thie most exciting highlights, he said, was GBfoods’
spoisorship of the Uka Uka eadng competiion during the
festival.

Ofwuche noted that by providing gift items for this
competition, they added a layer of fun and excitement. engaging
participants and further enlivening the festival astmosphere,

“GBFrods” contined support and active participation in
the Kyegh Sha Shwagh Food Festival have not only enriched the
event isell but have also played a pivotal role in promoting
eultural heritage, fostering tourism, and celebrating the cssence
of the Tiv Matdon's culinary traditions,

“Their commitiment to preserving and sharing culmral
expericnees through food is a sestamient e cheir dedication 1o
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both commumnity engagementand culinary diversity,” he stated,

AMBASSADORIAL DEAL

Last wear, GBfends unveiled Guinness World Record
holder, Hilda Baci as a brand Ambassador for two of its Hagship
brands, Ginoe and Bama Mavonnaise, The announcement
sighifies a new era of eulinary excellence with Hilda Baci av the
forefront of celebrating local flavoars covering a portfolio of
Gino and Bama sub=brands.

This mewe wall see Hilda Bac take consumers through her
Journey of preparing well-flavoured mcals and connecting wath
communities reflecting on the role of GBfoods i the celebration
afeulture, tradition, and the shared experience of foed.

Speaking av the ambassadorial waveiling, General
Manager, GBfoods, Vincent Egbe reterated the company's
dedication w appealing to lecal growth and the choice for Hilda
Baei.

“GBfonds is excited o welcome Hilda Baci inwo the Gino
and Bama familv. This collaboration is s wribute o our
unwavering futh in the people of Nigeria, particularly the young
individuals who are not only emerging as Africa’s nsing staes but
are o their way to becoming true global glanes, 105 a celebration
of their extraordinary achievemenes and a continued
cotimitiment o the parsuit of excellence and dedicared service.

Cino boasts an impressive array of products catering to
varied palates, imcluding Gino Max seasening cubes, Gine
tonato mix, party jollof mix, curry & thyme [herbs and spices],
pepper, and onions, The brand consistently reinforces its loyalty
by infusing local Mavours into every dish.

Speaking on the significance of the relationship, the Brand
Manager of Ging sub-brands, Gine Max Cubes, Julier [feanyi-
Itoje sad "Hilda Baci embodies perseverance and a deep
connection o the refentless pursuitof culinary monevanon which
are values deeply embedded in our brand. Her partnership with
GBfoods 15 a testament to our commitment to inspiring
individuals to explore their passians and celebrate the richness of
local cuisine.”

Reacting tw her ambassadorial appointment, Hilda Baci
said "1 atn thrilled to join forces with GBfoods MNigeria, as 1
comtinue to celebrate the vibrant tpestry of local flavors, 1look
furward o very excidng times engaging consumers who have
engoyed the nmigueness of Gine and Bama as we herald 3 new
phase in cuisine”,

GBloods aiing 1o strengthen it comimitinent o local
flavors, and mspire culinary creativity driving a legacy thae
celebrates excellence, and the nnrelentng pursuit of dreams,

Using Gino Party Jollof is
convenient and easy, as it
saves time and effort in
preparing the spice blend from
scratch by simply following
the instructions on the
packaging, and you'll have a
flavourful and mouth-
watering jollof rvice dish
perfect for parties, gatherings,
or everyday meals!. The mix
typically includes a
combination of ingredients
like paprika, garlic powder,
onion powder, cumin,
coriander, and chili peppers,
among others.
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Fast Growing Fintech Company In

HYDROG=N

By Topost Ofafide

proven w be a game changer in Migeria's fintech space, After

the country’s central bank anneunced that it was redesizmng
the naira, the counery was hot wath a eash crunch that accelerared
the adoption of digital payments in mose states,

As the country faces these economic challenges, the need
for adaprve sirategies in the fintech indosory becomes
paramount. In line with this, Access Bank, one of MNigena's
largest banks launched its payment service, Hydrogen Payment
Service o empowet Arican businesses w thrive and succeed by
providing best-in-class pavment services. The company has twa
arms: the merchant business and the switch and card business

Hhydrogen aims to reduce the number of touchpoints
required to process payments. The brand is alse working on
usitng the dats generated while processing payments o provide
adwvisory services to its business clients and facilitate the delivery
of other financial services,

The fintcch subsidiary as a natural step in the bank's
aspiration o create a globally connected communiry and
ceosystern, atid italso aligns with the mission to build and sustain
one global platform, open for anvone ta joim where people can be
connected with exceptional opportunities.

Hydrogen was a launched less than three months afier
GTCO launched Squad, s payment unie and the product of
HabariPay Linited — 4 subsidiary of GTCO, Squad's services
include payment, payment gateway, PoS, and eCommerce,
Merchants will be charged a fee of 1 percent on the ransaction
amonnt plus M3,

According tw a diginal banking personnel, one of the
primnary reasons the big banks are creating new fintech units i
valuation, Fintech companies such as Interawitch, Flutterwave,
Opay, and Paystack cominand more valuations than many of the
big banks. Flence. the cxpectation 1s that by ualding new fintech
units from scrarch and funding them o higher valuanons the
holding companies would also be impacted.

For rvwo-year-ald Hydrogen, the focus is on building a
robust imfrastructure that can power pavinents across different
channels,

Speaking on the vision, Kemi Qkusanya, the company's
CED said “Oner wision i to build Africa’s most powerful
payinent business netwaork, The real play for Hydrogen is the
infrastructure,”

Although Hydrogen was launched in 2022, Okusanya says
2023 was the company's “real first year” Like most pavment
companies. Hydrogen earns a fee per transaction on its
platforms,

It has launched eight products and have processed
approsmately 15trillion Maira in transactions across its different
channels in 2023, Juse like the parent brand, Hydrogen, from
inception, has positioned women at the nucleus of its activities
and management which was part of why ivwas svarded the Fas-
Growing Fintech Company in Gender Inclusion at the
presogions Women in Markeung and Communications
Conference/Awards {WIMC."‘L} 2023 ur|.;a]ti5l:d b}' Brand
Communicator,

A rime will come when one in every three mansactions
happening in Africa will have something to do with Hydrogen,”
the CEO pointed our . Hydropen's license allows it to operate
actoss the entre value cham, offerng services ke processing,
switching, and superagency,

Though Hydrogen says s play is infrastructure, i
eompetes with fintechs such as GTCO(Ys Sguad, Flutterwave,
Moniepoint, and Pavstack in the paymenss market. Squad, for
instanee, it crossed [J200 billion in moenthly tansactions in
Jamuary 2023, Dara shows that digital payments in Migeria have
Beeen om the rise i the last halfedecade.

FHiydrogen has two arms which s the merchant business
and the switch and card business. On the merchant side,
Hydragen caters to small and medivim enterprises (SMEs) and
large corporations with tailored solutions, According o the
company’s head of merchant business, Zainab Abu. these
solutions include POS terminals, Instant Pay, which provades
real=rime wansaction visibility across mulople cutlets, a payment
!.ﬂlti:'h'f'a}' t]Lilt H.l.lﬂ.l-"ﬂVE I'I'I!_'fl_'l'li{l'.ltﬁ o ll'.'L'L'i"r'\'.' ].'!'H.":']I'IL'I'I['}- \"i.il. th::ir
wiehsite, and 4 pavment link,

Since lanching the merchant business in April 2023,
Hydrogen has onboarded 171,008} active merchants across cvery
state in Migeria, Its rransacton velume grew o billions wathin
the first twa months of operations, and in Janueary, the merchant

I mproving the reliability of payment infrastructure has

Gender Inclusion

Ghoyegs Akt snecial Advicer o e Govermor on Meadia and Pl:{;.'.\".‘ﬁ'!,r it Lagos State (far left), and Comifor] Obol Mrankwa, Shakaan, MR
Lagos Chaptsr (far nght) presenting an award {o the rapresentatives of Hydrogen.

business processed 409 of last year’s wtal volumes,

Abu says Hydrogen POSS comnpetitive advantage is diae it
allows other pavinent types bevond cards, such as bank transfers.
Hydrogen will also compete offline against other fiechs that
offer POS devices. Last year, Paystack launched virtual eemminals,
a new produce thar allows merchants to accept payiments with
bank ransfirs for mulu-person businesses,

Hydrogen, from inception, has
positioned women at the nucleus
of its activities and management
which was part of why it was
awarded the Fast-Growing
Fintech Company in Gender
Inclusion at the prestigious
Women in Marketing and
Communications Conference/
Awards (WIMCA) 2023
organised by Brand
Communicator. Our vision is to
build Africa’s most powerful
payment business network.

The real play for Hydrogen is

the infrastructure. It has launched

eight products and have processed
approximately 15trillion Naira
in transactions across its different
channels in 2023.
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Hydrogen acts as a third-party processer for card
transactions on the card and swarch business. [t offers interbank
transfer, bulk payments, and 3D secure, a secomd-level
authentication for card wransactions, according o Fivinfoluwa
Morunsola, head of card and switch at Hydrogen.

Hydrogen's card and switch business 15 focnsed on the
financial sector, especially madiional banks and fintechs. "We
handle the processing side of things. We process transactions for
aboue 50% of the FUGAZ banks and top fintechs.”

Recently, Hydrogen teamed up with Co-creation [Hub
{"CeHub') to hostan insightfol event themed, Adapring Fmeech
Business Models to Economic Climes’. The event which was
held on April 18, 2024, at the CeHub office in Sabo, Lagos delve
deep into the mericacies of Migeria's economic challenges and
how these influence the fintech ecosystem. Pardopants will gan
actionable insights on hoew o adapt finwech bosiness models o
volatile cconomic conditions by prioritising fexibility, aglity,
and custemer-centricing

This collaboration underscores the shared commuitinent of
both entitics to empower aspinng founders to venture intoe the
Fintech space amidst economic uncerrainnes, By leveraging their
respective expertise and resonrces, Hydrogen and Cel Tub ann to
equip emerging entreprencurs with the knowledge, wols, and
support needed to thrive in today’s dynamic economic
comditions,

Emeka Awagu, Chiel Technology Officer ac Flydrogen,
while commenting on the strategic partnership with CeHUB
said, “Owar alliance with CeHUBR amplifics our shared
cofmmitment to pioneering transformative solutions in Nigeria's
fintech sector. By leveraming Hydrogen's technolomeal experase
alongside CoHURB's innosative approach, we are primied w seta
new standard for fintech excellence and drive impactful change
across the industry”

The establishment of Hydrogen s 2 nataral step in the
aspiration to create a globally connected conumunity and
ceosystemn; nspired by Africa for the world and ahgns sath the
mission to build and sustain one global platform, open for
anyone to jein where people can be connected cxceptional
OppOrtumities.

Hydrogen will deploy cutting edge technology
mfrastructure, strong risk management and governance
standards to provide secnre, cost efficient and convenient
paviment services to individuals and businesses across the African
continent thereby supporting the attainment of the Ceneral Bank
of Migera’s financial inclusion strategy

Despire being a relavely young company, Hydrogen has
an cye on profitability. [tis laser-focused on ensuring its margns
are sustainable, not just for the company bue for it merchans, Tt
has also spent much of it first year of operation building a
fonmdation that will ensare its longevinyg
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By Jetcminh Apada

n every industry, cortain brands stnd wall as cowenng pillars

afexcellence, bevond their offerings - products or services to

become ‘cultural’ symbols. From MeDonald's in the fast
food space to the half-caten apple logo of Apple in technology,
these iconic brands have carned their badges for shaping our
experiences and aspirations,

Indeed, achieving iwonic stanis is 4 rare fear, reserved for
those brands that have not only withstood the test of time bue
hawe also continueusly reinvented themselves, staying relevane
and resonating with each new generation. These brands are
proaf of the power of vision, mnovaton, and commioment to
quality,

In the seasoning market where flavours and traditions are
deeply rooted, the path w becoming an iconic brand is even more
challenging. Yer, one seasoning brand has risen above the rest,
carving its namne into the hearts and kitchens of millions of
Migerians — Knorr. For generations, Knorr has been a tranlblazer,
revolutionizing the art of scasoning and clovating the culinary
expenience for ouseholds across MNigeria and beyond. Since s
itception, the brand has been a symbol of tuse, quality, and
nnovaron,

Orver the years, this brand has gone beyond its role as a
MIETe SCASOmnIng hrand, becoming an inb:gﬂ part uf’ Migeria's
culinary heritage. ls conic status las been solidified by i
enduring presence incthe kitchens of generations. with each new
product launch or campaign further cemenning its legacy.

It is this dedication w excellence, combined with a decp
commection with 1ts conswmers that has made Knore the most
deserving recipient of the “leonic Seasoning Brand of the Year ar
the 2023 edition of the Women in Marketing and
Communications Conference and Awards (RTMOCA),

"The opportunity to
contribute positively to
these lives was there,
and we're glad we took
it. The success of
Knorr's Share the Good
reaffirms our belief in
the power of good food
and its ability to create
meaningful connections.
This is just one of the
many things we have in
store as we continue to
educate and connect
with consumers while
sharing the Eat for

Good message.”

g lconic Seasoning
Of The Year

According oo the organizers, it is the highest recognition
given o a seasoning brand that has achieved excepuonal fame,
popularity, and leadership within the culinary and food industry,
setting an example for others in the market doring the period
under reviear (2022 - 2023}

They added, "This recognition considers varions facrors,
including the brand's longstandmg presence, iconmic status,
praduct quality, taste, customer lovalty, and significant
contributions to the culinary arts and seasoning world, Afer
thorough research and shorthsting of deserving scasoning
Brands in this category by a panel of scasoned marketing and
comnunications professionals, Knore was decmed mose
deserving of this aceolade, This is because the brand has notonly
maintained a robost and enduring presence but has also become
a symbol of excellence and trust among consumers and culinary
cxperts,”

Indeed, sinee its introduction e the Nigerian market, the
brand has been a pioneering cralblazer that has revolutiomized
the culinary space over generations. Generations of MNigerians
have come ta know, trast, and cherish the brand. Its iconic status
is not just a recent development - it has been built over many
years, However, its activities in the period assessed by WIMCA
were also sufficient e cement its status as an iconic seasoning
brand.

In 2023, Knorr, Migena's leading scasoning brand, brought
its revelutonary ideas o Migerian kchens with an exciting
piveaway called the Knorr Good Jollef Box, With 2 mandate o
encourage consmners o 'Eat For Good', the Knorr Good Jollot
Box contained recipes for tastier and miove nutritious meals,
imspiring MNigerians to adopt simple but smart ideas for making
their fvorite dishes healthier.

Knorr invited consumers to win a Good Jollof Box
through its Instagram page, and numerous consumers flocked w
the brand's digital page to win boxes of Knorr goodness. The
winners recemvid the Knorr Good Jollof Box delivered right ta
their doorsteps,

According to Thelma, an avid Knorr fan and winner of a
Enorr Good Jollof Box, "The recipes were absolutely amazing,
Enorr reittroduced me to the joys ol cooking. My seasoningrack
and pantry have become a treasure trove of yunumy possibilitics
that mrry family and 1 have been enjoying, With Knorr's recipes,
my rmeals have notonly been delicions but alsa healthw Tam truly
grateful thar Knore gifted me a Good Jollof Box, Thank vou,
Knorr."

I 2021, the leading scasoning brand launched its "Ear For
Guood' Campaign atmed at inspiring consumers to cat betrer for
themiselves and the planet by first changing what they have on
their plates. This inspived the brand o create healthier food
recipes wsing its products, which ultimately led to the Knarr
Crood Jolloef Box gracing many MNigerian houscholds,

BRAMD COMMUMICATOR | IS5UE 91 | JUNE 2024 (B

20
23

Brand

"Ar Knorr, we believe you can change the world by
I'.'!'I.:I.'I.'lgl]lg WJ'I:!tIE CHE }-'L'll1l'F1.H.tl'.'., maJung T bl’:ﬁ-t di.!i]'l.L"S- butttr,and
mcorporaning healthier opions into our meals wsing Knorr's
natural herbs and spices. W inspire consumers te Eat for Gouod
by offering recipes that mcorporate locally seurced vegerables
and are casy o make at home and enjoy with your favoriee meals,”
said Bolanle Kchinde-Lawal, Marketing Director, Nutrition,
Unilever West Africa,

With the Knorr Good Jollef Box, the brand coinented i
position at the vanguard of sustainable diming in Nigena's foad
industry while delivering the perfeer blend of sumpruons caisine
and wholesome living,

During the 2023 holiday scason, Knorr spread some
minch-needed cheer to the often overlooked but hardworking
public servangs throoagh the "Share The Good” campaign, The
brated gave out gift boses o these unsung heroes who sacrificed
their holidays for public service as a way of showing graticude for
their lasting impactand sacrifice,

Knorr representatives were seen across different cities in
Migeria, including Asaba, Enugn, Pore Harcourr, Abuja, and
Lagos, giving speetally curated Koorr gift boxes to medical swafl,
traffic wardens, road sweepers, the MNigerian Police Force,
neighborhood warch, the Federal Road Safery Cotmmission,
uniformed security personnel, and civil defense officers.

Building om its Eat For Good campaign. the brand gave out
gift boxes contanmg nuiritions dishes and Knorr seasonings,
among other items, to these servicemen and women who spent
the holidays serving their communities instead of Being with
their familics. The recipients aceepted their boxes with big
siniles, happy to be recognized and celebrated,

"The apportunity to contribute positively to these lives was
there, and we're glad we toak it, The snceess of Knorr's Share the
Good reaffirms our belief in the power of goed food and its
ability to create meaningful connections. This 15 just one of the
many things we have in store as we continue to edecate and
conpect with consumers while sharing the Eat for Good
message,” sad Armee Madeumere, Brand Manager, Enorr,

With this campaign, Kuorr acldeved its purpose of
spreading goodwill in the spirit of Christmas, inspiring
consumets o appreciate everyday herocs around vs while
exploring different recipes and solidifying its position as the go-
t0 brand for goodness inand ourof the kiechen,

Before that, Knorr invited diseerning food enthusiasts
celebrate the beloved and iconic Migerian dish, Jollof Rice, atthe
Abuija edimon of the Knorr Tollof Fest!, held at Harrow Park,
Abuja. Thas edition of the Jollof Fest’ delivered on ies promise of
excitement, with an extensive array of evenes like engaging
cames, exclusive masterclasses led by esteemed chefs,
meaningful nerworking opportunities, and a meticulously
curated series of activities,

Bolanle Eehinde-Lawal, Marketing Director, Nutrition,
Unilever Wese Africa, emphasized the festival's profound
mission, stating, "Our vision i to inspire 2 culture of healehy
cating in Migeria, a journey we have embarked on by spotighting
an array of nutntieus cooking herbs that not only enlance lavar
bt also enhance the mieritional value of our meals. The Koo
Tollof Fest® promises an wnforgectable experience, and we take
immense pride in leading the transformation of MNigeria's
culinary heritage,”




By Tiyasi Cajide

Ieheigh it is seemingly harmless, Dancleufl is a chironic
conditien that arises when the scalp gets dry or sweane
nd generates whire flakes of dead skin. Skin cells cluscer
tugr:thfr and CIMErEE &5 white flakes as a result of o1l frem the
scalp. Dy skin, sensitiviey to hair products, and skin discases like
seborrheie dermatitis or eczemna are all potential causes of
dandruff. Itis also g well-known et thae Dandratf can alse be
cansed by an overgrowth of a yeasr-like fungus. The flakes
lontering around the sealp can be itehy, but scratching it can
induce sealp irritanon, which can make the problem worse,

Digcerning minds who have been askang if there is ever a
solution 1 sight can now heave a sigh of relief, This is because
leading hair care brand, Mega Growth Migeria has coninued 1o
provide effective hair care solutions for women, offering a
comprehensive range of hair care products, from relaxers w
shaimpoos. conditioners, hair strengtheners, and growth oils, to
help women achieve and maineain strong, healthy, and beautiful
lsar. Driven by their imssion o provide gualivy products for
Migerian women, they recently added a new product to their
range of relasers — Mega Growth Sensitive care no-lye relaxer for
wornent with fine to tedinm huir textuares.

Gone are the days when women would allow the ony
fakes of dandrufl v make them feel selfconseieus, It is advised
that before the white flakes steal the confidence of our ladies
aveayy ot needs to putan end to this for good. The need for hair
care hits us only when an itelwy scalp would ramn dandeoff on
Black dresses akin to snewy flakes during Chrisonas, While one
i far away fromn the salon, expectedly the har wall be ‘sereaming’
for ateenoion and care it deserves, So, why not channel some
grandmotherly advice and dig around your kicchen for natural
harr care ingredients? Sometimes, making the wse of naturl
mgredients can really de the mck and might be an effective
solugion for your hair type.

Some MNigeran women are already coming throngh wath
mind-blowing testimonials on the far-reaching impacts Mega
Girowth hair care is having on their hairs. According to Bankole
Temitepe, “I have been psing Mega Growth for 3 years and [
already love their praducts. [thas restored my danaged hair and
same goes for some of my fricnds whom [ referred the produoct
ten, It lias been awesome. Mega Growth is a2 prodoce women
should patronize. Contrary to previously negative feedbacks,
people now compliment my hair condition owing tw the
marvelous impact of Mega Growth, Another wotnan,
ONuwaroyin Bello expressed satisfaction towards the rave-
taking ladr care brand. She stated that °1 recebeed my package
two meonths and heads have already been tarming m myv
direction. Mega Growth has resalved the issue of dand ruff in my
hanr Ie has been an exciting journey with the product™.

Also, Daorcas Agwu was full of appreciation for Mega
Growth, She said thae™ AT can say now is that my hair is intlowe”
with this product. T have 4c natural hair and my hair doesn’t shed
as pnch as mech as iowsed o sinee 1 started using Mega Growth,
My hair is fuller and more wiry to tnanage now Ina sirnialar vein,
anwther customer of the blockbuster har solution, Blessing
Okoduwa affirmed dhat “the fragrance is divine. [eanattestof the
peppermint feeling in the Shampoo; T guess it is to help with
dandruff. Then, the har conditioner 15 out=of=this=world: i is
Detangling-made-casy and [ want to appreciate Mega Growth
for this wonderful product”,

Tndeed, tewas all siritles and jubilation for the bespoke hair
care brand as it emerged as the Award for the most oustanding
leair care Brand of the Year ar the 2023 WIMCA. The event was
the gathering of the top industry players in the marketing
communications indostry o celebrare excellence and
innovation of women in the marketing communications
indusery dand ie lived up to expectations as 2 night of ghte and
alarmonr,

MegaGrowth® is one of the most iconic hair care brands
in Migeria. Istereator of the Mo-Lye Relaxer category i Nigeria
who etitered into the marketwith sachet format. MegaGrowth &
is the first brand to offer free Meotralizing Shampoo sachets fora
better relaxing process and the first brand 1w offer a
comprehensive range of pn‘.-d: ucts from relaxers to haar
maintenance, targeted at women on a gquest to
#GetThatHairBack (Seeking hair growth & freedom from
damaged hair),

The product range includes Belowrs and Regimen care
prodocts {MegaGrowth® Mo-Lye Relaxer Regular and Super
Swength 6TU, 7TU +1, 12 TU, Somulanng Shampoo and
Detangling Condifioner, Deep Conditioner, break free Leave in
Serengthencr, Growth Oil, Anti-dandroff shampoo,
antidandeff leave i trearment and Antidandraff Leave in
Spray) formulaced for African Women, As abrand, they celehrate
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23

Talitepe Medebem, President, Experiential Mameting Azsocation of Mgeds (EXMAN) (far feff); and Segun Mebdedal, Formmer Chalrman of
Lagos NIPR & CEC of Upbicomm Markeling Company (far nght) presenting an award io representstives of Mega Growth,

the strength and beauty of the Migerian woiman and pledie to be
lier ally in achicving strong and beautiful hair for hair types {fine,
medivm, and coarse hair types).

MegaGrowth offers Product Regimens that leave
consurmers with Smonger, Longer, and Healdvier haie, We believe
every woman is strong, healthy, and beavtful and deserves
stromng and beantiful hair, hence our promise to emposwer cvery
woran to have strong and beantiful hair which is evident in our
leveragmg global rescarch and development to deliver the best
farmula thar caters o each eonsumer’s hair care needs with No
parabens, Mo Sulfates, Mo DEA, No Fermaldehyde inoonr
products ataffordable price points,

Since e har is susceptible to breakage, MegaGrowth
Sensinve Care Relaxer 15 specially formmulaced with 25% more
conditnoning oils o provide genele care and nourishment for
your hair Your fragile hair will no longer ger in the way of you
and your desired hairseyle!

This relacer has an ultimate protective blend of narural oils
and conditioning proteins and waorks best with medinmm har,
Adthengl this hair tepe 1s e simplest w manage, dhs relaser aces
as a protective barrier against breakage, splitends, and dryness. Tt
improves elasticity and movement while enhancing relased hair
strength by up to 100%. Ieincludes everything that's required for
frequent tewch-ups or hair relaxing, Ger silky-smooth
stratghtening and healthy-looking results i no tme!

Ifyou've got sick of fighting with your thick locks, this hair
relaxer is here to vour rescue! The mostvoluminous hair needs
some special care, thos this super relaxer which is enriched with
wonder oils and strengthering numents is perfect for coarse hair,

Right from curly to crimped, your hair comes ina range of

umpressive textires, You love your gorgeous mane of perfect
ringlets caseading dosn your shoulders, bue there's no harin in
getting rid of the frzz-prone tangles sometimes, right? That's
exactly when hair relaxers comes mto the prerore, Ahair relaxer is
a crearn-like treatment used o chenmcally 'rela’ or straizhten
curly and afro hair, primarihe For aver a century, these relaxers
wark by penetrating the cuticle and cortex layers of tee hair, The
curly or wavy pattern of hair is straightened out during this
process, giving it the classic straighe, lustrous look,

You can get started with the relaser by applying a thick
emulsion to the scalp to proeect it against skin irmicatoen, which
cait Jead to skin burms, A thick, alkaline cream is then applied wa
section of hair, The hair is then thoroughly rinsed and washed
with a neatralizing shampoo, Finally, vour har will be seeaighe
and relaxed. The Process appears to b simpf-l:, right? However,
after getting into the details you'll discover that decermiming
which relaxer will suit best for your hair tepe is 2 daunting k!
Since there are three different types of hair texoures, lecs dig into
cach one inderail,

Different hair types need different npes of produces.
While having fine hair is nota problem, itoften requires the most
cate, with delicate produces specially designed to protect and
maintain s fine weaure, With this in mind and driven by their
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mission to provide quality produces for MNigerian womnen,
teading lair care brand, Mepa Growth Nigeris recently added a
new product o their range of relaxers, Mega Growth Sensitive
Care no-lye relaxer for women with fine to medium hair
textures, The new sensitive care refaxer, which laanched in the
firstweek of December, was made eo Fill this gap.

The sensitive care relaxer contains o complete reladng see
with 2 unigue d-step relaxer system which includes a relaer and
activator, neutralizing shampoo, deep conditioner, and break-
free leave-an strengthener for healdier-looking hair, The relaser
alse contains 25 percent more conditioning ails o give
constmers 3 milder and mere soothing retonching expericnce,

MegaGrowth® is one of the
most iconic hair care brands
in Nigeria. 1st creator of the
No-Lye Relaxer category in
Nigeria who enteredinto the
market with sachet format.
MegaGrowth® is the first
brand to offer free
Neutralizing Shampoo
sachets for a better relaxing
process and the first brand
to offer a comprehensive
range of products from
relaxers to hair
maintenance, targeted at

wotnen on a quest to
#GetThatHairBack
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Lagoes MIPR & CEQ of Liplicomm Marketing Company (far right) preseniimy an award fo the representatives of Mikano Motors

By Ewnice Stephien

igeria was virtnally cotirely dependent on car nnports

for several decades, but the counmys auto sector has

steadily grosm over time to the point where local auto
assemblers, indigenous car frms are strongly pulling their
wieights, Nigeriais corrently the largest vehicle marketin Afinea,
growing atan average annnal rate of 3% over the last en years,

For over 27 years, Mikano Motors, 2 subsidiary of Mikano
International, has been a leading antomobile company that has
been providing premidm quality produces to the Nigeran
market, by building global strategie alliances with the world's
largest manulacturers.

The company offers a wide range of high-quality, refined,
and reliable wehicles from some of the most innovative, well-
estublished, and pglobally trusted brands- Changan Autos, ZNA
(“hengzhon Missan Autos), and Masous Auwos,

This wide range of vehicles includes Passenger and
Commercial vehicles. From its state-of-the-art Auto assembly
plant, the company provides reliable and usted vehicles, from
its Sheswrooms. The brand prides itself it its superior customer
service, all suppored by comprehensive world-class aftersales
stippott (service and spare parts).

In one of the brand’s major car laanches, Mikano Motors”
Sales Manager, Everistus Eze said that the local assembly of the
Geely automalbale brand is part of the company s efforts towards
boostmg the nation's coonomy vid job crearion,

He sad, “Although Mikano has always been known as a
service provider in many aspects, including Power, Steel and
Medical, onr decision to-imwest in the automaotive sector was
mativated by our belief that Migena deserves a better
mansportation cxpericnce, tather than being a domping arca for
!-L'\'_'Urld.—hiil'l'lj Clrs Wi.t}l sl IJi.StL'IT}', [§LE] w:]rr..uth_,.' .'!ﬂ."] T S]J‘H.fl'.'
parts.

“Therefore, we chose o assemble and ultimarely
manufacture a op-quality autemotive brand to create jobs for
the wouths, help sumulate the nadon’s coonemy and further
support Migerian funilies with the most comfortable and
affordable means of ranspareation.”

Mikano Motors was awarded the Most Ousstanding
Female Friendly Antomobile Brand Of The Year, at the 2023
Women in Markeomg and Communications Conference and
Aards (WIMOCA), The compaty™s recognition at the event
imderseores its efforts in Women-focused marketng campaigns,
Female=friendly dealership experience, Women's empowerment
imtiatives, Pro-Female vehicle features and 3 Gender-balanced
warkforce,

When Mikano Motors entered the Nigerian market some
years ago, it csmablished itself as a female-friendly sutomobile
bramd. The company did this i several ways like producing cars
that resonated with women, addressing ther specific needs and
preferences, and cars thar alse cater specifically w the needs of
women of different backgrounds and stages in life.

I 2020, the automobile launched the Geely ECT Sedan,
the car came with a load of safery features, some of which are
seatbelt reminder, overspeeding alarm device, anv-theft alarm
device, hand brake unreleased reminder, {(anti-lock brake System
4+ Elecrronic brakeforce distribution (EBLY, reversing wisual
system, door child safety lock, collision safety fuel cut systeim,
specd=sensitive automatic door locking system, Explosion-proof
leakproof plastic fuel tank, ere.

More than that, the car 15 equipped with cruise control,
remote central locking, keyless entry-driver side, head restraints,
air condidoning system and infotanment.

Mikano Mators also lannched its all=new fagshap losory
SUV from its Geely Migeria lineap, the Geely Askarra,
showeasing beanty and, a hoxarions lifestvle that 15 snitable for
the female gender.

Fromm the exterior designed o improve aerodynamic
performance o the nterion, designed wath o humanized vser
interface, lush, eleganee merged with sportiness and designed
confidently to redefine the segment for 2 lifestyle-inspired
preminm SUV, especially of the female gender.

Owverall, the EMS of the Luxury Geely Azkarra provides
the car wath a distinetly smooth ride, more power and a
substantialby improved fuel cconomy

The automobile company recently added o new lineup to
its luxury sepment, the Changan  UNIE SUV, with beautiful
design, liary, powerful engines, and sop-notch safety feanares.
The first model of UNI-K was launched in 2020, and i las
comtitited to make waves; winning the Best 4X4 Premium SUV
of the vear 202290 Qatar,

Al the incorporated features in the antomoebile velieles
that cater specifically to women's needs, such as additonal safety
fearieres and design elemenss thar appeal to female preferences
established it as a car that cares about the safety and comifort of
wonen,

The brand has over the years provided a female-friendly
dealership experience to all s customers, especially female
customers. They had implemented measures 1w ensure a
welcoming and melusive euvirenment for female customers at
their dealerships, snch as female sales representatives or
dedicated ladies' |l.‘|l|.1t:|gcs.

The brand provides top-notch customer service and
experiences for all its customers, 1t boasts over 3s {Showroom,
service cenere and Spare pares) and 25 (Showroom and Service
Centre) locatons all over Nigeria, The centres are equipped with
modern tools to ensure effective after-sales services to ity
CUSEATICTS.

Tor ensure thar s auo-buying costemers run their cars
with prace of mind, the company has covered the cotire
landscape of Migeria with various after-sales service centres,

Through its appointed dealership across the country, the
automnabile brand's spare parts are made avalable natonwade. T
is stll appointng moere dealers o ensure that s parts are
available to every location in MNigeria. It has made servicing parts
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available via various aceredited channels o avord the incident of
fake parts.

Mikatro Motors has been invelved in corporate social
responsibility (CSR) initiatives that sopport women's
ermpowerinent. lesponsored the 2023 Trendupp avward ‘Foree of
Influence', atmed at celebrating and honouning some andacions
female creavors who tell anthenne Nigerian stories, and bring,
communities closer through humorous, inspirational and
engaging content with se woch Aoudaciey They have provided
stccour, relief, hope and informaten that have helped us
become better versions of ourselves as well as contribioted
rnassively go the greswth of the conntry’s ceonamy:

The Trendupp Awards rewarded content creators,
mfluencers and brands whe have impacted the social media
comnumty through creative content, disriptive moveinents &
audacions campaigns via Instagram, TikTok, YouTube, Tadtter
and vartous social medis pladorms berween March 2022 -
March 2023,

The brand has alse parmered with organisations to
empower women and other Nigerans over the years, one that
readily comes to mind i the collaborarion with Durojarye Relicf
Foundation, for a road safery awareness campaign o edocate
drivers and pedestrians about the proper road safety precantions
for a safer wravel experience in Lagos, The event was backed by
the Lagos State Traffic Management Authority (LASTMA).

It was a rwo-day roadshow that educated members of the
NURTW Lagos chapter and other road uvsers about the
symificance of adhernng to fundamental craffic and safety loas,
including using safery bels, avoiding distractions, not texting
and driving, and not driving while intoxicated or fatigued.
among ather crucial road safery best pracrices,

Some dravers recetved a free ol change as an added
incentive to highlight the sigificanee of regular maintenance for
mamtaining cars in the best form and guaranteeing the safe
transport of passengers thronghour the State.

Mikano Motors has alse cnsured & gender-balanced
Wurkfl'.ﬂ'fl_'., “’jth WHTLETL 1|U]dil’]g LCL"!." Fﬂsiltlﬂrlh m 1.!1L‘ LT IF.H.'I'I'F'
and also it partnening with companies like the Changan Auto,
this has vver the vears comtributed 1o 2 more inclusive and
femnale-friendly brand image.

The company has signed up female celebrities such as
Jernima Osunde, Karima Okunola, Supercars af Migera; and
Ladi Okunola and male celebrity wives like the recent one wath
Kizz Danel’s wife as brand ambassadors and markerers whe are
used to launch women-focused marketing campaigns that
resonate with women addressing their specific needs and
Flr-L"'i.-fTC NCes as "?l"l_'”. a5 ﬂ]tUWEJS-i.I'.IE |J.'I'L" CI\'.'_S_;.'H'IEE.| b\'_'ﬂ.'l.lt'jﬁ, Il'L"":.'LII'}',
lushness and comfort the car provides for the female drivers, The
cotmpany does this most titnes through i unvetling of new cars
inthe Migenan sutomobile market,

Ore such unvetling that readily comes to mind s the
vveilingg of the new T 2 car from the Maxus brand. The
official reveal was in the Mikano Motors showroen. Mollywood
starg, incloding Jemima Osunde and Akah Nnannd and car
cnthusiasts, Ladi Okunela of Super Cars of MNigena,
AkpovireOkagbere of Car Conunent and DioneteEzimorah of
RideWithMice, were chanffeured to the site of the west drive
activity on the shores efthe prestigions EKO Atlantic Ciry,

As g leading global provider of guality autemobile sales and
services, with a clearunderstanding of producing quahity vehacles
and considering the dispesable mecome ofano buayers declines as
a result of the g,_;iuhﬂ cconoimic recession and other domestic
facrors,

Mikano Motors dunderstands that businesses and
individuals need cars that combane durabiliey, affordabilicy, as
well as luxury and techmolegy, this 15 what Changan and Mikane
Motors are known to provide toits customers,

Mikano Motors has been involved
in corporate social responsibility
(CSE)’I initiatives that support
womet's empowerment.
sponsored the 2023 Trendupp
award ‘Force of In_gufrﬂce', aimed
at celebrating and honouring some
andacious ﬁmak creators who tell
authentic Nigerian stories, and
bring communities closer through
humorous, inspirational and
engaging content with so much
Audacity.
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SUPER CONCENTRATE

Talfope Medebern, Prasiden!, Expenental Marieting Associaton of Nigeria (EXMAN] (far leff)) and Segun MolMedal, Former Chairman of
Lagos NIPR & CEQ of Uplicomm Mavketing Company {Tar night) presenting an award to the representalives of Moming Fresh

By Ulsedznama Niva

he Brand, Maoming Fresh brand swns a strong herivage

having celebrated 1ts thirtieth anniversary as Nigeria's

no.l Best-selling Dishwashing Liguid two vears ago.
This brund fromm the staples of PZ Cussons has remnalned a
popular homecare dishwashing liquid product in Migeria, The
brand serves wo care for caregivers by providing superior grease-
cutting power ko soften the tough job of dishwashing m the
hone. It brings the toughest cleaning power leaving the home
spotlessly clean and safe.

Renowned as Migenia's Mool bestselling dislewashing
liguid, Morning Fresh comes in anractve and aesthetically
pleasing bottles. When the brand relaunched s Antibacterial
variant offering 99.9% germ kill, an amazing Apple Blossom
fragrance, and supenor grease-cutting power were infused. It s
the best of three worlds for 4 ealming dishwashing experience,
Al variants are abways available for purchase in Nigeria across the
Open market, supermarkets and neighbourhood stores,

Morning Fresh comes in a transparent bottle and a double-
faced, one-sided label. The packaging also comes in three
vanants — Orignal, Zesty Lemon, and Anubactenal, Packed with
more power moone drop, Morning Fresh's variants deliver
superior grease-cutting performance, the first tme and every
e, Morning Fresh has been specially produced to tackle with
case, overy kind of Feod stain — especially our lecal delicacies and
this is evident in the super clean resules, Mornimg Fresh has been
in MNigetia sinee 1992 and has established iself as the leading
dishwashing liquid in the market, remaining relevant with
consistent delivery on superior grease=cutting performance,

In Scprember 2022 when it comumemorated it 3eh
anmiversary, Moming Fresh commenced a promonon mgged,
30 Million MNaira Gang proma” to reward costomers and grow
the number of millionaires in the coumtrye The promo ran oll
December 14 wath live draws and was argered atrewarding loyal
consumers with prizes such as; kitchen makeovers, refngerators,
generaters, microwaves, washing machines and o rop v all, 30
millienaires that emerged at the end of' the proma.

The brand has consistently shown that it cares for our
“Everyday heroes” the well—contred woman who makes strong
contributions to seciety through nurtunng happy familics. The
brand exists 1o sevve the hygiene-conscions woman, whe prides
att keeping her Bitchen clean and ultinately taking good care of
her family,. Moming Fresh brand s che best companion for
caregivers in seftening wongh jobs and caring For those who care,
bringing the home and family together wath love

It has been owver 5 decades since Moming Fresh lavnched
inte the branded dishwashing liquid semment pivoting
consumers from products like sand, ash, bar soup, and even
detergent powder to a dedicated dishwashing product, making
dishwashing a pleasant expenience with astonishing resules,

Ome area that has kepr the brand at the wp for over 3

decades is the brand's statery to comnbat counterfeiting, The
brand alse sustams its drive ro mameain iws posimon as the leading
dishwashing brand in MNigersa while remerating the brand's
commitment to maintaning its leadership position in the market
by providing quality and unrivalled performance, ensuring the
brand delivers an its promise of “superior grease-cutting power.”

The regular packaging has alse helped ackle the issue of
counterfeiting and imitations of the brand as consumers can
ecazily identify the produces and what they see iswhat they get,

Merning Fresh continues ve raise the bar when it comes to
ensuring that consumers are provided with authentic produces.
The brand is indeed cxcited that consvmers ofMorming Fresh
lowve all its colourful varants.

Another reason the brand has remained at the top of the
chain i this segment is maintaning its relevance in answeritig
the needs of both ies consnmers and recailers eo ensure that both
parties are duby engaged and revarded for their constane support
and foyalty to the brand.

Orwer the years 10 has engaged in key campaigns and
rarketing drives via prassroots activations, As far back as 2013 i
had the MF door-to-door campaign knocking on owver 100, 000
hemes to help drive penerranon for the brand while in 2004 the
brand proneered the MF Community wash-A-thon where it
actively gor the consumers to engage with the brand via
dishwashing competitions, brand talk and sensitizaton which
drivve trial and nsage.

In 2016, the brand launched s Morning Fresh Kiwchen
I'I.'I.III'U.'WL‘I.' WJ'IL'I.'L' COTESUIMICTS I.'Ii.'l"l.lil'.{ Sl.'lﬁtl'h J]]I’.‘ Wi j'.iI!JT.ESLi.E
prizes and also cngage in the raffle draw competition leading o
an vverall winner entitled toa kitchen makeover, 2006 also saw it
laumch the Power in One Drop campagn centred on the
superiority of 1ts grease=cutting power therefore one drop is just

Across home kitchens,
hotels, vestaurants, bars,
eateries, and fast-food
outlets, Morning Fresh
has consolidated its
position as the prominent
and consistent dishwasher
of choice for millions of
women in over three
decades.
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enoyrh to et the job done.,

To celebrate irs wricenarian milestone, the brand had s
Mational Consumer Promotion targeted at rewarding loval
customers for starting and staving on conrse with i€ on s
pouriey. The prome tageed 30 Million Naia Gang swathe brand
reward lncky consumers every week from September 23rd upnl
December 16th of 2022, Lucky consumers won themsebes
amazing prizes such as kitchen makeovers, refrigerators,
generators, microwaves, washing machines, tabletop cookers,
and senart TWs, and o op i all, 30 millicnaires emerged at the
end of the promao,

Tor wrin i the Morming Fresh 3l anmive rsary consuimer
activation, consumers participated by submitting any 2 labels of
Morming Fresh 1 ltor Original Fresh, Zesty/Lemon, or 700m]
Antibacterial pack at anry of the aceredited redemption centres to
qualify for the weekly drasws,

1 s Been over 3 decades since Morning Fresh launehed
into the branded dishwashing liguid {DWL) segment prvoting
constmers from produces like sand. ash, bar soap, and even
detergent powder to a dedicated dishwashing product, nuaking
dishwashing a pleasant expericnce with astonishing results, The
30 Mallion Maira Gang Promo 1s Morning Fresh saying thank
vt toyits loyal consamers for joining the brand on a jourmey thae
began 30 vears ago and wusting 1t o deliver 2 solution that
enhances dishwashing.

Over three decade after Morning Fresh was laomched,
there were several relaunch campaigns of the brand such as ‘Bese
Ever' and “Washes 20%: more plates’, which showeased growth,
consistency, and sustenance of market leadership with
mnovations to tackle tough dirt on dishes and keeping the
kitchen environmentclean,

Across home kitchens, hotels, restaarants, bars, cateries,
and fast-food ouotlets, Morning Fresh has consalidated s
positon as the prominent and consistent dislwasher of choice
tor millions of women m over three decades carming it The
Tcomie [ish Washing Brand OFf The Year Award at the 2023
Wornen 1o Marketing and Conununieation Award (WIMCA)
Conference held in Lagos last vear,

According to the organizers of the award, this special
recogniton wis not just in respect to it pioncening rele in the
cagegory but also based on the excellent feedbacks from primary
nsers U‘t“d'"." bra.nd as ".?-'L"l.l a5 tI'H.‘ L‘i}hrﬂ’i DE-TJIL" Iﬂl'ﬂld. hﬂ]!d]l."n i.I'I
engagng the consumerviavarious marketing channels.

Huowever, the poneering and long established leaderslup
role of Morming Fresh in this segment of the market has made
the segment one of the most lucrative categories in the home care
space it Nigeria. Prior it entranee, Migerians characteristically
made uge of bar soap and i sone cases, laundry detergent for
dishwashing, viewing dishwashing lquids as lusuries, Wath its
imtroducton however, penctranon of dishwashing liquids has
had a seeady rise over the years. Diligently too, Morning Fresh
lias built a very stromyr reeail value sales which s attributed o its
wide usage amongst the majority of MNigerian houscholds, fromn
strall households i the numerous informal seedements o the
developed suburban neighbourhoods.

Since its intreducton inte the Nigenan market, Moming
Fresh has consistently remained Migeria’s number one
dishwashing liquid brand with ever three decades of relevane
existence and consistent delivery on brand protise, having been
taunched in 1992, The brand 1z manufaceored under the stables
of FMICT glanes, PZ Cussons Nigeria ple, With PZ's expernse
and cxperience m the MNigenan market, Moming Fresh s
specially produced to fackle with case, every kind of food stains
especiilly our local delicacies. The brand offers its esteerned
consumers wide range of chotces in its produce ofterings, These
are available i 3 variants — Original fresh, Zesty Lemon &
antibacterial which also come in several pm:l: stzies to afford che
constmmer the laotide to choose from avariviy of the brand,

Maorning Fresh has mamtined its numero ano posidon
despite the many challenges in the MNigerian market as well as in
the hitherte unknown dishwashing liguid segement. The brand
survived and thrved under the economic and inﬂatim]m‘}r
pressures faced by the country in 2007-1%, which saw a wend of
the 3 85 of Switching, Swapping and Squeezing amongyt
consumers, [eis also thriving well despite the low entry barricr
ity the market category which has ghven roum to fringe and
poarly packaged products to pose a threat o the brand as some
consumers opt for them based on their low prices.

Morning Fresh has maintained this leadership and
premuum marker positioning throegh its unique proposition of
providing superior grease-cutting powes which s evident in the
brand's consistent delivery at every use in the kitchen. Tt has
maintained this position o, by leading innovanion and sering
trends in numerons ways with several milestones to its credit.
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ENRICHING LIVES

Toluome Madaebem, Prasidend, Expenential Marefing Association of Mgera (EXMAN] (far ), and Sequn MelMedal, Former Chaiman of
Lagos NIPR & CEQ of Upticomm Marketing Company (far right] presenting an weard o the represemialives of MulliCholes,

By Toyase Chajide

ender mclusion in Nigeria is 2 vital step wowards

achieving women's empowerment. Private

arganizations are playing crucial roles in promoting
gender melusion aid bridging the gap.

Oneer the vears, MultiChoice 'N'rgg*rin 15 4 great cxample of
an organisation 2iving women opportunities at the top
management iswell as supporting them to achieve theirset goals.

Indemonstrating the capacity to champion gender equaliy
and setting an exainple for others to follow, the Pay TV Company
was crowmed the Most Outstinding Media and Entercaimment
Company in Gender Inclusion at the 2023 Women in Marketing
& Communications Conference/fwards organized by Brand
Communicator, Migera's front=line brands and marketing
COMIMIMEAICHtion: magene,

THE BRAND- MULTICHOICE

MuleiChoice is a leading media and entertamment
company that has a gender diversity policy that promotes eoual
opportumitics and challenges gender stereotypes, cnsunng an
inclusive work environment.

“We have brlliant and hardworking women as heads of
some of our most important operations at MuloChoice, Our
senior management tanm is of an almost egqual gender splin”™ said
MultiChoice West Africa CEQ, John Ughe,

The pay-TV Company also offers gender-responsive
products and services, such as TV channels and programming
that promote gender equality and challenge harmful gender
sterectypes. This approach helps shape 2 more inclusive cultire
bevond theworkplace,

The company parmers with organizations thar promotw
gender inclusion and women's empowerment, such as the
Migerian Women's Forum and the International Women's
Forum. MultiChoice offers employee benefits that support
waork-life balance and family care, such as matcrnity and
paterniry leave, (lexible working hours, and childeare suppor,
These benefits recogmize the importance of family and care
responsibilities and help employees balance their persenal and
professional lives.

MultiChowce's enwertamment department for the West
African marker is headed by a disunguished woman, Dr. Busola
Tejumela. The company has proven to be a workplace for career
growth and development for women, with the Execntive Head
of DSt Media Sales, Doris Ohanuge, as a perfect example.
Another restament to career growth opportunities for women at
MuluChotee 1= Caroline Oghuma, the Execurive Head of
Clarporate Atfairs, at MultiChoice West Afaca,

THEBRANIYANDGENDER PROMOTICNN

In additon o its commitment as a supporter of women,
last year, MultChoiee showcased egual oppoertunities for
women by ensuring that the entire crew covering the 2023 FIFA

Women's World Cup in Australia and New Zealand, were
female,

While disclosing the deliberate approach by the company,
CEO, MultiChoice West Africa, John Ughbe, said the miove is part
ofthe SuperSport ‘Here for Her" campaign, aimed at celebrating
the success and achievements ofwomen.

“MultiChoice 15 4 prond supporter of wormen in media and
sports. With the 2023 FIFA Women's World Cup, we are
demonstrating our commitment as 4 prond promoter and
supporter of wornen across the globe by ensuring tha all e
matches are live on SuperSport for our andience, under the Here
far Her canipmgn,

‘Mot just that, our entire crew covering this teurnanent
are all female, We believe this provides them the exposure and
privilege that comes with this special showcase of women's
football,™ he said.

Before the FIFA match, MulbChoice MNigeria nnveiled
prolific Super Faleons striker. Asisat Oshoala, as brand
ambassadaor, as part of the “Here for Her” SuperSport campaign,

GIVING BACK

MulaChee Nigeria gave out various discount offers for
cnstomers on GOty to mark the festive season celebrations, The
festive season offers, namely ‘Lewel Up', "MNext Level', “Pay
Current Get Highet” and ‘Double Double’ enabled existing and
disconneceed customers oo either stay connected Gr reconect at
adisconnted price,

The Exccutive Head of Marketing, MultChaice Nigeria,
Tope Oshunkeye, said, *We are excited o annoance the festve
season offers lor customers. Each of these offers is desigped o
ensure that all our costomers can take advantage of the varioos
discounts to mamtain their subseriptions or reconnect w enjoy

“MultiChoice is a proud
supporter of women in media
and sports. With the 2023
FIFA Women’s World Cup,
we are demonstrating our
commitment as a proud
promoter and supporter of
women across the globe by
ensuring that all t%e matches
are live on SuperSport for our
audience, under the Here for
Her campaign.

BRAMND COMMUMICATOR | ISS5UE 21 | JUNE 2024 '@

w
WIVCA 23

Most Outstanding Media And
Entertainment Company In Gender
Inclusion

cur exciting line-up of content for the holiday scason,

“Inaddition o the discount offors, custamers can enjoy the
novel features of the newly introduced GOy Stream App, which
enables custoaners e live stream their favearite content and
dowiload up 1o 25 contents oflline.”

In the same vein, MuloChoice partmered with Indomie
Nouvdles from the stable of Dufil Prima Food to create a new
realiey family game show called “Indomiec Love Bowl.”™ The
realicy family game show which premiered om the DSTV Africa
Magie Family channel redefined famly eotertamment.

The winoers of the show were generously rewarded, The
winning family ok home a substanual MN5m. The first and
second ramners-up received N2 5m and N 1L m, respectiveby, In
addition to these cash prizes, the winning Sonilies were rewsarded
with & two-year supply of Indomue products.

Indomie Love Bowl was an engaging family game show:, Tt
had an mmpressive 13 episodes and feamred three famlies per
episade, all vying for the coveted title and substantial prizes. The
show featured cooking competitions, quizzes, puzzles and other
mother-child bonding mames.

Commenting on the motivation behind the show, Asiwaju
Temitope, Head of Corpotate Communications for Indomie,
highlighted the brand’s strong asseciation with love and
excitemnmentwithin the food caregong:

In his words, “The show aims to take these values a step
further by creating an engaging game showe that showeases the
migue bonds wathin familics, parteularly berween mothers and
children™.

Temitope said the partnership with Multchoice was a
strategne decision due to its extensive reach and the widespread
availability of DETV in conmtless households,

He said, "W ereated this game showe and we chose tus
with a family represented by nims and children. Tewall ivalve
several famnilies, and winners will emerge based on the
programmes, Three families will emerge a5 winners with
consclatery prizes, We chose Multcheice becauss 1t is a big
reach, and there's no home where o won't fied STV,

The Execotive Head of Content and West Africa Channels
at Multichoice West Alrica, Busola Tejumela, emphasised tha
the “Indomie Love Bowl™ was built around unity, bonding, and
the affeenion shared betacen mothers and their children.

EMPOWERMENT

MultiChoice Talent Factory (MTF), an indtiative of
MultChoice im partnership with Lighes, Camera, and [haspora
conchided irs roadshow of over two months, The parmerslap
reinforced MTF's commiunent to empowering African
filmmakers and promoting cross-cultural collaborations. The
masterclass was aimed at enhancing technical proficiency,
elevating storyeelling techniques, and improving the overall
quality of leval preductions,

According to the company, the roadshow tageed “Lighis,
Camera and Diaspora”, was a maining across three regions in
Africa; Southern Africa, East Africa, and Weest Africa, Ttserved aga
traiming platform for aspiring filmmakers, indusory
professionals, and experts w collaborate, connect, and creat
CAPATINE COTHCL,

The high poine of the roadshow ar cach location was a
masterclass in camera and lighting technigues for film and
vefovision. [t was facilitated by Rigging Gaffer Tamu Bakr, whao
has over 30 years of experience in Holbewood, the company
added.

The waining show started in Lusaka before coming o
Lagos. Migeria. The masterclass was featured ax part of the
AMVCA 2023 Awards weckend and was held ae the Mike
Adenug Centre.

The masterclasses were also designed 1o cquip atendees
with tnvaluable skills and insighre thar are croeial for their
professional development. A surge in attendance, growing fram
340 actendecs in the 2022 class o nearly 3,500 attendees in 2023,
is a testarnent to the value these masterclisses provide o
cmpower aspiring flmmakers across the continent,

Adsa, MTF students were part of the producdon of three
films that received nominations in different international
festivals, lughlighting the quality and potential of MTF talent.
These achaevemnents include films like “The Delectable Azeceah
Sama,” “Dark Echoes,” and “Love from Bayelsa,” These
aceolades demonstrate MTF's dedication to nurturing
filmmiakers who create content that resonates globally

Since 15 lannch in 2008, MultiChoice Talent Factory
(MTEF), has been at the forefront of insparting the techincal sball
needed for high-gualioy film production i veung African talents
imcluding wormen. Some of these young female talents have gone
on e produce movies and series, some of which aired on Africa
Magie chiannels.
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Tolope Madaeberm, Prasidenf, Expenential Marefing Association of NMigera (EXMAN] (far lefl); and Sequn MelMedal, Former Chaiman of

Lagos NIPR & CEC of Upticomm Marfrefing Company (far nght) presenting an award o representafive of Nigarian Brewsries

By Toyase Chajide

igeria, like many couneries, has long grappled with the

challenge of gender inequality. Women have

historically faced significant obstacles in the
workplace, with himited access to leadership positons and a
persistent gender pay gap.

Gender-based violence, including domesne vislenee and
sexnal harassment, remaing a persistent problem, and women
continue to face discrimination in the workplace.

Despite these challenges, a leading corporate brand,
Migerian Breweries has made significant strides in working o
promote gender inclusion and women empowerment. These
include focusing on education, economic empowerment, and
political representation, as well as addressing gender=based
vielence and discrimmation.

The company has a gender drversity policy aimed ac
increasing the number of women in s workforee, especially in
leadership positions. It also offers a development programme
that provides taming and mentorship opportunities for female
cmp]u}m:r.*i toer IJ'I.H.I'IC"L‘ th:'if HI'EiJ I..‘i ill'l.'l] carcer advancernent.

PROMOTING GENDER DIVERSITY

Lastvear, Migerian Breweries partnered wich the Induoserial
Trust Fund (1TF) o enapoweer 1000 yourh and wornen across the
country on skills development which was in line with its
COMIMOTILNT 0 secio-eoonantic growth across communites in
Miagerin.

The beneficiarics of the empowerment, drawm from 24
seates and the Federal Capical Territory were trained in a wide
range of skill arcas, including solar pancl installations, riloring,
leather works, hairdressing, phone repair, cap and wig making,
and electrical mstallation.

Speaking ar the graduvanon ceremony of the initatve in
Lagos, the Managing Director, Migerian Breweries Ple, Hans
Essaadi, stated thar the imnatve has not only ramed individuals
but kaid a solid foundaton for 4 more skilled and competiove
workforce,

In his remarks, the Director General Industrial Training
Fund. D, Afiz Opun, noted that the partnership between the
agency and Migerian Breweries Ple i the traming of the youth
and women in selected areas of shalls is one of the numerons
efforts I[TF i supportig the growth and development of skills
training for nnpactful skills intervention invarious sectors of the
EfL‘l]lUI'I.J‘_'?.

Studies have shown that there is 8 prevalent rare of alcohol
abuse during preghnaney, witls the South-West region aceounting
far 12.7 percent while 539 percent of pregnant women from the
South-South region consume alcohol.

Also, the comnpany through its brands, Malting and Aanstel
Malta launched an advocacy camipaign, “Mission Nine Zero’
designed 1o discourage pregnant women [rom consuming
alzohol thronghout the nine months,

Speaking dunng the flag-off of the campaign, the
Manamng Dhrecror of Migerian Breweries Ple, Hans Essaadi,
disclosed that the initatve was introduced in line with
Heineken's vision of addressing pressing social and
etwvirotimental challenges through its Brew 2 Bewer World
{BaBW) strateey

The campaign beeame Necessary e rAlse AWareness amaong
pregnant wornen about the dangers of consuming aleohal,
which bringsharem to unborn babies,

*This camipaign is not only focused on pregnant women
but also a call to eollective action against this growing <ocieeal
concern, Thisyear, we continge gy consalidate our existing Brew
i Better World {BaBW) masateves by introducing Misston MNine-
Lero,which 1s mmed atcurbing the detrimental effects of alcahol
isuse, notably among pregnant women. Aleohol consumprion
during pregmancy has serious health effects on children, which
could affect the qualiey of life they wall live, As we all know:
children ave the futare, and the onus is therefore upon us w
proeect that future by ensuring we deliver healthy babies while
safeguarding the healdy of dhedr mothers,” he said.

In her remarks, the Corporate Affairs Director, Nigenian
Breweries Ple, Sade Morgan, explaned thar the campaign
etigares 500 direct advocates and 50,000 pregrant somen
through its Amste] and Maltina brands. Despite obvious health
imsues such as low birth weight, preterin bieth, and Foeeal
Alcohal Specorum Disorder (FASDY), some pregnant women
consume alcohol owing w radidonal beliefs and cultural
sentiments,

Also, the Chief Executve Officer of TL James Impact
Consulting, Lola James, staeed that the Arem designed Mission-
Mine Zero to ensiure pregnant women are increasingly aware of
the grave implicanons of alcohol consumprion during perod of
Pregnanicy.

She staeed that the campaign alss empowers pregnant
wortets, health waorkers and eraditonal bietly attendanes with the
knowledge of the dangerous effects of alcohol consumption in
pregnancy by making them ambassadors whe will take the
message to other pregnant women in different staces of the
federation.

The iitatree, which is meant to adopt a eraiming-ol-
tramer madel, rained over 300 health workers in primary health
cetitres and 3M pregnant women whe visied the different
primary health centres on the dangers of aleohol during
pregnancy.

O her part, the Portfolic Manager, Non-Aleoholic
Dirinks, MNigerian Breweries Ple, Elohor Clumide-Awe, stressed
thiar Both Maltima and Amstel have chosen o idemafy wath the
CATIPAlEn 15 tl.'lt"}' remain brands of choice that can add valued
nutrients te both pregrantmothers and theirunborn babies.

Olumiade-feae noted that Malting and Amnsee] Malta are
enriched with calcium, magnesium, and zinc that would aid
healthy bones and ensure proper nerve fncticons,

These impacts and many more led to the recognition of
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In Gender Inclusion

Migerian Breweries as the Mast Outstanding Brewing Company
it Gender Inclusion ar the presugious 2023 Women in
Marketing & Communications Swards (WIMCAY organized by
Brand Communicator. This recognition boosts MNigerian
Breweries' mender diversity policy that aims roe increase the
numiber of women in the workforce, especially |¢:1|:|¢L'5|11'p
positions, and provides traming and menorship opportunines
for female employees.

PARTNERSHIF

Migeria Brewerics partners with organizations that
promote gender inclusion and wommen's empowerient, and
have employee resource groups that provide a platform for
wornen {and men) to share experiences, network, and support
cach other in their careers. It alse ensures its marketing
camipaigns are gender-responsive, svoiding harmful stereotypes
and promoting inclusive messaging.

Some time agoe, Stanbic IBTC Bank, a subsidiary of
Stanbic IBTC Holdings, collaborated with the MNigeria
Breweries/'Felix Obiwerei Education Trust for the 9th Edition of
the Maltina Teacher of the Year Competition Grand Finale,

This collaboration between Stanbie IBTC and Nigerian
Breweries PloFelix Ohowerer Educanon Trust stands as a
cotimitment to fostering educational excellence. Througls such
mitiatives, these erganisations champion a brighter future, one
where education is not just a privilege bura fundamental right for
every child. The competition serves as a platform to
acknowledge and reward the exceptional efforts of teachers
across the country

Sade Morgan, Director of Corporate Affairs at Migenan
Breweries Ple, expressed gravmude for Stnbic [BTC's
sponsorship, saying, “We are pleased to have Stanbic IBTC Bank
join us as o sponsor of the Maluna Teacher of the Year
Competition. This collaboration stremgthens our cotmimitiment
to recognising and celebrating the unsung heroes af our
educanonal system,”

She emphasised the importance of supporting teacliers.
noting that in & country where the teaching profession s often
undervalued, this competition serves as a beacon of hope,
highlighting the vital role educators play 1n shapimg Migerna's
future,

Alsa, last year, Migerian Brewenes held its Gradnate
Management Development Scheme, an integral part of the
cotmpany’s purpose to becotne the best-connected Brewer,
throngh the expansion of the talentpipeline,

The programme is targeted ar diverse, ambitous, and
innovative Migerian graduates, whe desire a successful and
excitmg carcet in Migeria's foremost brewing organization, In
line with its comnmitment to inclusion and diversity, the
progamme welcomes all interested candidaces and qualified
individuals, regardless of age, gender, ethniciny and disabilivy
Starias.

Migeria Breweries takes pride in the et thavic is a socially
responsible corporate ergmization with a good track record of
corporate soctal initatives, Ohver the years, they have been very
active in supporting natienal development aspirations in ling
with its vision,

The company has contnued o idenfy and respond o
major challenges confronting the nation through s huge
corporate social mvestments, especrallyin the areas of edvcarion,
the environment, wiater, youth empowerment, talent
development, and sports, and most especially gcl;df.rim;hasimn.

Nigeria Breweries partners
with organizations that
promote gender inclusion and
women’s empowerment, and
have employee resource
groups that provide a platform
for women (and men) to share
experiences, network, and
support each other in their
careers.
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Toliope Madaberm. Prasidend, Expenential Markefing Associafion of Mgera ([EXMAN] (fa

riaff); and Segun MeMedal, Former Chairmar of

Lagos NIPR & CEO of Upticomm Marceting Company (far righf] presenting an award to the represeniaiives of ONGA,

By Ewnice Stephien

he champion o seasoming flavour, Onga, is a fagship

prodhict from the stable of Promasidor, a leading

provider of gh=quality foed products across varions
African regiens. The scasoming cube is packed with the ability to
tmansform ordinary chicken dishes into extraordinary culinary
CrEations.

For years, OMNGA has been at the forefront of
revolutionizing the culinary landscape, clevating the cooking
expertise of our woinenbolk, and igniting & passionate pursait of
culinary excellence across Africa, With strategic activitics thae
push bounndaries and elevate taste w new heighes, ONGA las
became synonymous with exceptional flavours that captivate the
senses and redefine the areof cooking,

Ohver the years, Onga has consistently thrilled MNigera's
culinary space with variows cooking competitions and consumer
engagerment activities such as the ONGAcious TV Show,
OMNGA Foodies Flangout, ONGA Jollof Conking conpetition,
Onga FooddBae Challenge, and the ONGAlicious Next Top
Chefcompetition.

OMNGAlicions Mext Top Chet comperition kicked off 1w
identify the test promsing chefs across higher institutions in
Migeria to support the future generatgon of ‘foadprenenrs’ by
lending therma helping hand in achieving their dreams.

Dreternuned wo decpen the robust bond between the Onga
seasoning brand and the vouth in higher schools, Promasidor
Migeria, strengthened its relationship migatve with an
activation campaigm targeted at students in teriary imstities.

To reach the younger generation. the company has also
snccesstully organised a national mathematics compentgon for
seidents ar primary and secondary levels for over 16 yvears and has
furthered the Onga National Cooking Competition among
Stlld{.‘l‘lfs at CAMIPLIGES JCTO5S t11 © COLINTIY

Onga cliched the prestigions "Most Outstanding
Seasening Brand for Conswmer Engagement’ 2023 at the
Women In Markeimg and Connmunicanons  (WIMOCA) awards
which was held in Lagos. The brand emerged as the wibner inits
eatepory due ro its recognition as the most outstanding seasoning
brand that has consistently come up with inmovative engagement
activitics and marketing campaigns to keep its consumers
engaged, Also, Onga'’s recogminion stands 4y a estament 1o
Promasidor’s unwavering dedication to Fostering growth and
empowerment, particelaly smong women.

The Category Manager, Culinary, Promasidoer, Oladapa
Olshuntove, expressed his excitement saying, “Receiving this
estecmed accalade 18 4 reflection of Promasidor’s commitment
to championing woinen's crmpowerment, Onga represents maore
than just a seasoning: it symbolizes inclusiving diversity, and the
serenygth ol women in our society We are inmensely proud o be
recognized by WIMOCA 2023 and remain steadfast n our
dedication o supporing and uplifting women through our
brand mitiarives.”

Mo doubt, Onga more than deserves the award as 1t has
been the bustest in the mnovative engaging activities m the
period under review: In the past 12 months, Onga, the foremost
scasoning brand has carried oot several groundbreaking
custormer engagement campaigns which have left food lovers
and the seasoning marketing landscape in awe at several
activations.

Onie such customer engagement eventwas the 2023 Adrica
Magic Viewers' Choice Awards (AMMCA), the presugions
event, that presented vetanother opportunity for the brand wo de
that, ag it transcended the realms of an ordinary awards
COTEIITY.

Arnong the llustrious sponsors of the award, ONGA, the
prenium seasoning powder and cubes brand ook centre stage.
leveraging its sponsorship oppormunity to create unparalleled
experiences for the attendees.

The AMVCA's opening mighe which was the colowral day
unfolded as 2 mesmerizing celebration of African culture and
diversity as OMNGA seized this momentous occasion to captivace
the attendees with 4 culinary experience that would leave a
lasting impression. Stepping iito the role of an enchanter of taste
buds, ONGA prepared and served sumptoous African dishes,
skillfully seasoned with their siznature brands,

Drawing inspiration from the nostalgic memories of
hormecooked meals, ONGA utilized the traditional "Adogan’ pot
to prepare delectable dishes such as Abula for attendees, Other

Over the years, Onga has
consistently thrilled Nigeria’s
culinary space with various
cooking competitions and
consumer engagement

activities such as the
ONGAcious TV Show,
ONGA Foodies Hangout,
ONGA Jollof Cooking
competition, Onga Food4Bae
Challenge, and the
ONGAlicious Next Top
Chef competition.
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meals include Ofacda, Rice, Wkwobi, Miyvan Kuka, Ongalicious
Jollaf and Tirwo shinkafa, among others,

The guests embarked on a2 culinary journey that
cranscended time and space, mamersing themselees in the
sollul essence of Mrican cuisine. Adding an extra layer of magic
to the Cultural Day evens, the acclaimed actress and TV hose,
Bisala Aiveola, shared 2 hearvwarming moment with her
danghter, Leyla, as co-hosts of OMNGA's sepment of the cultural
day.

Bisola, in an expression of gratitude, ook o her social
media platforms, declaring her pride as a mother and extending
her apprecianon w OMNGA for the mnforgenable experience:
"Thas s an @onganigeria and Leyla appreciation past. T had a
super swiell time hosting with my dasghter vesterday, She was so
mervous but she learned fast and did an ainazing job. 1 raee her
1007100, Tm a saper proud mum, Once again, thank vou
iong nigeria, the meals were o sweet, People kept going on
and on about all the meals from the Ongalicious jollof to The
Mlowabi to the Ofada to the Toweo shinkafa, evervthing was a hit
back eo back "

Bevond the Cultural Day ovent, ONGA continued its
remathable journey as the caegory sponsor of the highly
contested Best Actress In A Comedy/ TV Senes! The category
boasted a lineup of exceptional nominees, including the likes of
Mercy Johnson, Funke Akindele, Roselyn MNimissah, and more.
The award night brimming wath anticipation and exciteinent as
the winners were announced, Bimbo Adenoye energed as the
victoriows queen, solidifving her place among the industry's
most talented stars.

For close to paw decades, ONGA has been a tusted
companion for food lovers seeking w elevate their meals with
extravedinary favours. Sipce s wception, ONGA has
embarked on A transformative journey, driven by a vision to
empower home cooks and food enthusiasts wo create remarkable
meals that leave an indelible mark on the taste buds.

Guided by a decp understanding of the intricate
relationship between flavour and culinary artisiry, ONGA has
consistently pushed the boundaries of culinary mpovation,
setting new benchmarks in the pursait ofexeellence,

The extensive range of OMNGA scasoming products has
become a staple in houscholds acrass Afrca, Whether if's Onga
Stevey Onga Classic, Onga Chicken, or the versatile Onga GOG
(Ginger, Chnen, and Garlic), cach vanant has been meticuloushy
erafted using the Qiese erbs and spices.

The resuleis a collection of seasonings that unleash 1 burse
af flavours, enhancing the natural tste of various dishes, The
FOngaFestival OFF livours at AMVEA 2023 united the best of
Migenan mlents, coismes, and creatrvity

The partnership between Onga and AMVCA 2023
showeased 2 shared passion for celebrating Afncan culture,
ciisines, women, and creatvity,. Through their distinctive
Festival of Flavours, Onga cinphasized the significance of their
exguisite taste and aromas inenhancing colinary experiences,

At Prownasidor, the company understands the pivotal role
women play in shaping commumnites and driving progress,
Through Onga, it aims not only 1w elevate culinary experiences
but also to empower women on their unigue journeys. This
award underscores vur relentless pursuit of delivering qualing
products and experiences that resonate deeply with our
consumers, fostering meaningful connections and comributing
o thedr grosth.

This was seen as its INspiring prescuce at the 22nd Women
in Management, Business and Public Sevvice (WIMBLZ) annual
conference. Onga was there w cheer on and suppore the clarion
call of women across the country to embrace positrvity and build
resilience to be able to thrve inall spheres.

As the heartheat of the cvent, the spirit of connection and
Jov resonated bevond, creating a collective narrative wowven wath
profoutd snsights, lively danees, and joyvous laughter. Amidse
this celebration, g stood a5 2 symbol of great easce and aroma,
enriching the muoment with great food and lovely gifts for the
LCCASION.

Ammid this celebration of women, Onga playved a crocial
role. spicing up the vecasion and adding 2 touch of inagic to every
monent. As we celebrated life's nchness, good food, and the
carmaraderie of wonen, Onga becarme a companion in creating
memonies and savouring the magic of cach nnique experience,

As a renowned household brand conumined o providing
guality, nutritious food, and beverage products across several
African countrics, Promasidor, throngh Onga understands the
importance of taste in every meal, s coramitinent w perfection
knows no bounds, With a swrong focus on innovation and
casumer satisfaction, MNigeria's foremost seasoning brand
strives to create meaningful connections through s diverse
partfalio, by positively impacting lives and conmnunities,
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Tolulope Madebem, President, Experiantial Markefing Associ

ation of Migaria (EXMAN] (far flaff] presanting an award o fhe

representalives of Sam by Wema.

By Toyase Chajide

s 4 financial insticunon diar supports and secks women's

advancement, Wema Bank through its SARA inmtiatives

as awarded the Most Outstanding Fomnale=Ceneric

Bank Produet of the Year et the 2023 Women in Marketing and

Communications Conference/Awards (WIMCA)} held at

Landmark Event Cenere, Victoria Tsland, Lagos and orgamzed by
Brand Communicator.

The award was in recognition of the hard work of the bank
in proinoting and seeking women's advancement in their
respective locations,

According o research, women in Migeria populate the
small and medinm-scale sectars, and given the impact of
MSME= on the growth of the cconomy, it has become a core pare
of supporting and empowerting them. For thes reason, Weina
Bank launched ‘SARA By Wema' to give wormen the epportuniny
to groww; individually and Anancially, witlin & communiry that
supports their needs.

Sara by Werna s a commmunity that provides support for
woinen to maximise their business and personal potential. To
commemorats Inrermatonal Women's Day Last year, ix launched
a website that allows women o connect and have real-time
conversations with access to the latest mst on topics from
relationships, lifesoyle and travel.

The launch of the website also inclnded the revamping of
its newsletter, With the peculiarines of the Nigerian woman,
having content specifically targeted at growing the capacity,
access and prospects of the voung Migeran woman will never be
enough!

The plattornm alloes cxclusive access to 2 community of
like-minded women, whicly allows you o join a commumniny of
wotrien who are business-oriented and looking For opportunities
to trapsform therr business from a small-scale enterprise to a
miuch larger scale.

Besides becomung part of a communicy of women across
the country, Sara’s newsletter provides imnformation on che laesy
tr{.'r.ld.!i 111 tI'H.' b‘l'[E'i resy W{}l’ld Hllfl. hm\.r TWEHTCTL TR s &IL'I.TL fur
their businesses.

As a subscriber; von will be among the first set of people ta
be notificd whenever Sara is hosting one of their cxclusive events
and you even ger backstage passes. The newslemer also allows
you ko keep tabs on all of Sara's exchusive deals and offers in some
beanty stores, restaurants and health establishments.

ELEVATING SUSTAINABLEFINANCE

Througl s SARA minnarree, Wema Bank had granted owver
M58.9 billion uncollaterised loans to women MSME: as well as
invested abowt NSO billion in its Sustainable Finance schene,
amneng others.

“As far back as 2004, the bank expanded its secio-coonomie
focus beyvond the limited scope of Corporate Social
Responsibihey (CSR) and adopted the Corporare Soal

[nvesement (CS1) policy as the strategy for achicving the
sustainabiliey wision of providing solunons for secietal impact,”™
the bank said.

Wema Bank disclosed that no fewer than 500,000
Migerians have secored abeut N10% billian in funding from s
Corporate Social Responsibilities {CSR) and Corporate Social
Inwestment iniciatives in the country

Speaking on this development, the managing
directar/CEO of Wema Bank, Mr. Maruf Oseni, said, all its
social mipact initiatives cut across five core Corporate Social
Investment pillars namely; Economic Empowerment,
Edvcanon, Enviromment, Finance & Health, adding that, over
SO0 000 beneficiaries across the nation have been impacted so far

In pursuit of the drive to build climate resilience through
the fnaneing of adapration measures, he satd the bank launched a
Gireen Energy Finance Facility to enable Small and Mediom
Enterprises {(SMEs) and indviduals o reduce their emissions
through power generation, disclosing that the facility provides
opportunities for SMEs o aceess up to N0 mllon for
renewable energy solutions in their business operations and
Processcs.

On Sustamable Finance, he said, Werna Bank s committed
to the svstematic reduetion of fnanced emissions through
reduced Jending o high climate risk sectors and promoting
itvestroent in nore sustainable segrmets of e economy such as
renewable energy waste management, gender finance, and smart
agriculoure amongst others,

“Aboue M50 billion has been invested 0 sustainable
businesses so far with enhanced incentives tor the adoption of
stistainable business,

EMPOWERMENT GOALS

Sara by Wema collaborated with Assembly Hub on its
business accelerator programme wtled, “The Creanve Class,” w
upskill and empewer budding female entreprencurs in Afriea’s
vibrant fashion industors,

According o the bank, the mensive deweek accelerator
programme was designed to provide crucial busingss support,
mentorship, and peer learning oppoermunities for both emerging
and established entrepreners, aged 21 to 35,

Speaking on the bank’s dedicanon to women's
entreprencurship, the Exeeutive Director Beail and Dhigieal
Wema Bank, Tunde Mabawonku, said “Ac Wema Bank, we
understand that women's entreprencurship is the lifeline for
cconomic growth. This commitment is evident through
mitiatives like SARA, aligned wath our mission to empower
FOUngE Enrepreneurs.

“The Creative Class”™ was created ro transform the fashion
landscape by nurturing fresh alene and scaling up innovative
ideas, The programme boasts an array of comprehensive
masterclasses toght by industry experts, hands-on business
madelling workshops, and intensive pitch readiness training.”

Entreprencurs participating in “The Creative Class”™
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competed for a total of N2.5m in cash grant awards (IN300,000
cach for the wop five finalists) w accelerate the proweh of the
WInHng startups.

There was also the Transforming MNigerian Youoth
Programme by SARAWEMA m collaboration with Mastercard
Foundation and EDC which created a sigmficant impact on the
Nigeran youths by providing them with opportunities for skill
acquisition, awareness, and financial support.

The progranune's prinsary objective was to cquip Nigerian
voutths, particularly females, with the pecessary skills and
knowledge to succeed in the job marker and contribute o the
country's economic development.

Through collaboration with Mastercard Foundation and
ED(C, the programime leverages shared expertise, resources, and
necbwarks o expand i reach and effectveness. Participants
without a registered business name will get free CAC
registration through EDC, they will also be assigned 1o cernified
BDSP trainers/consultants by SMEDAN (Small and Medium
Enterprise Developiment Agencies of MNigeria) mentorship and
business advisory. SARANEMA bank will also be awardimg a
PAOLOOU grant cach toe 20 successful female participants,

The partnership also aligns with the SARAprenoer
Accelerator Programme which aims ar offering workshops and
boot camps, business support, business solutions, access to
finance, andimarketaccess.

Additienally, the programme aims to promete gender
equality and empower young wonen w overcome barriers and
achieve their goals, ultimately fostering inchesive growth and
ermpowerment i Nigeria.

WD

As part of the commitment to building an melusive
workplace and starting 4 conversatiom on gender equality, the
bank’s MINVCEO, Mr. Morul Oseni, explained thar celebrating
International Woamen's Day helps recognize women's
achievements as the driving force behind social, coltural, and
E\'.'ﬂ-].'lﬂl'l'li.L' Pr{#g’l.'l:‘ﬁ!i.

He added thar despite progress in recent years, gender
ineguality remaing a significant issue globally, and W draws
attention to the barricrs women stll face in education,
healtheare, and representation in leadership positions,

“Wema Bank has been deliberate abont embracing equity,
we launched a tailored value proposinion, Sara by Wema, o cater
e Fermale ctstorners’ needs, and focuses on improving access
finance through low-interest loans to support womens and
wornein-owned enterprises, we remain cotmmitted w providing a
conducive environment for women o thrive, as womnen are
found in all cadres, from entry-level o the direcrer, said Oseni.

One of the main highlights of the Woimen Proposition is
the financial education and training it provides to women, The
bank offers workshops, sermnars, and online courses w equip
wormen with the financial knowledge and skills they need o
make informed decisions and manage their finances effectively,

Many women have benefitted from the Women
Proposition initiative, Customers like Mrs Sarah Ebhomiclen
and Mrs Abimbola Olufunmilave Payne, were honored with the
“Most engaping custemer” in the SARA community and “The
oldest * costomer respectively, They were presenced with
plaques for their awards ae the event.

In a related development, Wema Bank has sponsored 40
career wornen for a mentering programume aimed at helping
them achicve professional and carcer success, break barriers to
greweh, and excelin theirworkplaces.

The programme was facilitated by the renowned
international speaker and coach, Mr, Fela Durotoye, who co-
opted 10 powerful women whe have achieved saccess in their
various fieldsin the corporate world for mentaring,

I line with its gender-inclusion policy, Wema Bank Ple
through its female proposition, Sara by Wema also launched the
Big Sister Project to support its female staffin the area of equary
in the workplace and improve their lves.

Speaking during the launch of the Big Sister project, the
Chiel Compliance Officer of the bank who is also the
Chairperson of the Wema Women Nebwork, Mrs Toyin
Kaneren, sad the project wonld support itswomen in the area of
equity it the workplace and st would ereate an ccosystem of
cquity for the female workers through mentorship,
empowerinent, and training programimes,

The Women Propaosition, Sara by Wema, is not just about
providing financial products and services. [t is a platform that
CINPOWETE WO tix til.l;.l." EE:IIII.IFGJ‘I. l'.'ll:)| Lh-.'ir ﬂl'.l.ﬂ.ﬂffi. ﬂlﬂkﬁ.‘
mivrmed decisions, and achieve their financial goals, By offering
wornten e tools and resourees they need w soeceed, Weina
Bank is making a significant contribution to gender diversity and
inclusiviey in the financial sectar.,
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By Toyase O ry'J'n'r

ith the ever-evolving landscape of retail, the concepe

of multichannel marketing has cmerged as 4 game-

changer, reshaping the way very way busincsses
interact with consumers. Again, as the world becomes
increasingly interconnected, consumers demand seamless and
personalized shopping experiences thar go beyond mere
traditional boundaries. Thas shift has given rise to imnovative
brands that have embraced the multchanne] approach, forever
changing the retail imdustry ona global scale.

In Migeria, a global mulrichannel rewil brand - ShopEX
TV, and pioneering direct marketing firm is leading the
innovation that multichannel retail has become. With a decp
understanding of the modern consumer’s journey, ShopEX TV
has ploneered a multichannel retm] strategy that seamlessly
integrates varieus channels, incloding television, online
platforms, and soetal media, Through its innosvative approach,
the brand redefined the shopping experience as well as set new
srandards for customer engagement and brand loyalty.

The brand pioneered multi-chanunel retailing o make
products available to order by phone and enline, Tts collecnion of
sophisticated planning, measuring, and attribution
methadologies uses SAP Bl tools to properly assess consumers’
purchasing journey and the effect of TV on sales. [ts bespoke
micro-econemetric algorithms transform the way media
efficiency is monitored, Iv has alse developed a sryle of
ceonometrics uniguely talored to the analysis needed for media
planning and buving decisions, cnabling a granular, detailed
approach o response analysis that works,

What has set ShopEX TV apart 15 its unparallcled and
enrivaled comminment o innovarion and ies abiliy to harness
the power of wechnology to deliver a truly Omini channel
experience. The team ot ShopEX TV has years of combined
experience in the global DETY indostry, running successul
DRTV creative, media, and TV shopping campaigns with
revennes of over L500million, Irs commergial DRTY expericnce
is nrivaled 1 MNigera

In effectively leveraging its cutting-edge data analyrics
tools and bespoke micro=cconometrie algorithims, the brand has
transformed the way media ctficicncy is monmitored and
consumer behavior s smalvzed, This dat-driven approach has
enabled it to gain a deep understanding of its customers'
preferences, enabling them to tailor their offerings and
raarketing strategies accordingly

It, therefore, came as no surprise that ShopEX TV's
innavarive approach eamned iothe Most Innevative Mulochannel
Petail Brased OF The Year at the prestigions Women m Marketing
and Commumications/Conference Award (WIMCAY 2023
otganised by Brand Commuinicator.

The award acknowledges the impact of women in Shopl
teany making clfors w establish a comprehensive and inregrared
shopping expericnee across varions channels thar will make

every kitchen experience a delightful one. Indeed, WIMOCA has
become a weritable platform for the celebranon of the
achievements of cutstanding women-fed brands and markenng
initiatives, and ShopEx has emerged 1 frontrunner i this
presugions categary

Commenting en the award, Olajumoke Kajero, CEO at
ShopEx said “We are honored to be acknowledged as the Most
Inmovative Muldchanne]l Bewail Brand of the Year ar WIMOCA
This recognition is a testament to the hard work and ingenuity of
our tean which includes many alented wamen whe comribute
significantly to our success. Ar ShopEX, we are dedicated to
driving innovaton in multichannel marketing and empowsring
wornen with the niost imnevative brands brought from all over
the warld,” she said,

Experts and observers of the space agree that ShopEX TV
has suecessfully mierged the worlds of television and e-
commmerce o create an nmersive live shopping experience that
engpes audiences like never before, and as never expenienced in

The award acknowledges the
impact of women in ShopEX
team making efforts to

establish a comprehensive and
integrated shopping experience

across various channels that
will make every kitchen
experience a delightful one.
Indeed, WIMCA has become
a veritable platform for the

celebration of the achievements

of outstanding women-led
brands and marketing
initiatives, and ShopEx has
emerged a frontrunner in this
prestigious category.
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this market, Through its innovative TV infomercials, customers
can browse and purchase products in real ame. leveraging the
power of interactive television.

Its Ounichannel strategy ensures a cohesive brand
experience across varisus placforms, including TV social media,
online marketplaces, and physical stores. This integrated
approach cnables customers to efforgesshy switch between
channels, enjoying a conststent and personalized shopping
CXpericnoe,

The brand produet is a commitment w quality and
diversity, From electronies and home appliances o beanty and
wellness products, the brand offers a wide range of items thar
Lo to 'I']i'li"l."l.'.‘il'.' Customer TlL'i."I']S.

Ar the heart of ShopEX TV success les its customer-
centrie philosophy The brand priotitizes customer satisfaction,
ensuring that every interaction s personalized, efficient, and
delighrful.

In 2022, the brand raised a pro-sced fandine of $400,000
from Cape Town venture capital finn, HAVAIC. The investment
fortns part of a USE635, 000 comvertible notes tound alongside
existing angel investors, bringing total investment to date
FRBS,000 with previous participation from EchaVC and Expert
Moedia Partners,

W look forward o relling our an excitng pipeline of new
products and bolstening our technology to deliver an exeeptional
customer experience and expand our offering ot other
rarkets.” st Abebe, Founder of ShopEX added.

Founded in 2008, ShopEX is on 2 misswon to h:ring
‘releshopping” w the evervday life of Nigerians by creanng
direct-to-consamer live shopping experiences. The company
mobilizes 2 combinanen of traditonal and digal channels
arket, sell, and distribure some of the world's most suceessful
s Seen On TV brands in Nigeria and other African markets,
including Mumi-Buller, Copper Chef, Power XL, Dream by
Getie, Myt feans, and Contour Pillow:

ShopEx digitizes and integrates the customer jonrney
across numerows channels or plaforms, from wlevision
Instagram, to improve customer cogagement and sales
conversions, Integrations with leading last-mile parmers
optunize the fulfillment process via a nationwide, 24-hour
delivery service,

The lanneh of ShopEX perfectly coincides with rising e=
commeree and maturing logistics and payment platforms across
Africa, These are vital components for creating a truly
cmnichannel expericnce,

Going forward, ShopEX is poised to capture Africa’s fast-
prowiny c-comineree market buoyved by high mobile phone
penetration rates and social media growth, The company aims to
become the QWC of Africa and go beyond transactional
ecommerce or traditional brick-and-mortar stores to ereate
engaging lee shopping cxpericnces for customers,

According o Olajumoke, custonmers can expect exciting
initiacives shorth:

"W are delighted to recerve this fimding from HAVAIC,
it's avote of confAdence that gives us an extra boost in our journey
to delivering Africa’s first wuly omnichannel shopping
experience across digital and oaditional media”

This latest fanding round will enable ShopEX to continue
growing its team, brand, product agreements, invéntory, and
operations into new markets with Ghana already underway.

Mow alse counting irs latest portfolic company in
ShopEX, the fund has aleeady deployed a third of it funds into
carly-stage African technology companics, including
CrowdForee, CompariSure, Ruda, Mobiz, Hear®™, and Tanda,
among athers.

Simce its launch i 2020, the brand, in 2022 launched
Migeria's first TV infomercial asross select DSTV channels thes
Seprember as it celebrates 40,000 transactions with customers,
Featuring TV star Merey Johtson, social medis celebrivy Chef
Tala faka “Dhary of a Kitchen lover™), and Chef Dee, the 15-
e shows showeased ShopEX's best-selling products — The
Copper Chefand The Power XL Airfrver.

Custemers were able 1o purchase the products Tve” by
calling the number an their TV sereens or visiting the ShopEX
website, This is a milestone ina dynamic market like Nigeria's,
Ag Olajumoke pus it “We are excited about this milestone and
are incredibly graceful b our tens of thewsands of customers who
have invested love and wost in the ShopEX brand, We are also
provd to have produced Nigera's first long-form mfomercial
that allovws viewers to see our world-class products in use, We
will continue striving to innovate the shopping landscape in West
Africa by offering high-qualicy goods to our customers wherever
and however they shop, be itvia TV, online, or social media,”
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By Ewnice Stephien

tanbic [BTC Bank is a Anancial service holding company

it Migreria with subsidiaries in banking, Stock Brokerage,

Investment Advisory, Assct Management, Investor
Services, Pension Management, Trustees and hife Insurance
businesses,

Sranbic IBTC Holdings PLC camie to being as the resultof
a merger berween Stanbic Bank MNigeria Lomited and IBTC
Chartered Bank Ple. in 2007, then adopting a holding company
structure in 2012 to comply with the revised regulatory
framework advised by the Central Bank of MNigeria, requinng
banks to either divest from non-core banking financial services
aradopta heldings’ company structire.

I the fourth quarter of 2023, Stanbic IBTC Holdings Ple
announced that its bankmyg subsidiary, Stanbic IBTC Bank was
exiting the capiral marker, According o the company, the bank
has already been re-registered as a private company limited by
shares.

The bank also added that the re=registration would ensure
the proper abgmnent of the bank’s entity and eliminate the
existing brand confusion as many inveseors and members of the
public hitherte referred o the Bank as the lsted entity and not
Stmnbic IBTC Haoldings Ple,

As a financial insttation thar suppores aned secks women's
advancement, Stanbic IBTC Bank, commenly referred to as
Seanbic IBTC has been awarded the Most Ourstanding Bank
Supporting Wormen-Ohwied Businesses at the 2023 Wonen in
Marketing & Communications Conference/Swards (WIMOCA)
leld at the prestugions hotel, Landmark event centre, Victora
Island, Lagns.

The evenr gave the award o recognize the hard work of the
bank in promoting and secking wonen's advancement in their
businesses,

Recernng the award, the Head of Enterprise Banking at
Stanbic IBTC Bank, Olyumoke Bello, expressed profound
appreciation o the organisers for the honour, promising thar the
bank remiaing committed to supporting every wornan whether in
career or business through its Blue Blossom community curated
specifically forwomen.

Bello said, “We believe that women's activities are pivetal
o the development of any economy, and we are committed 10
providing them with the support they need to suceeed.

She added thar the move has been welcomed by women in
the business landscape, who see it as a significant step towards
achieving gender equality in the financial sector, adding that the
initiative will creare more opportonities for women
entrepreneurs and executives to sueceed in their businesses and
achieve their financial goals,

Stanbic IBTC Bank has created a healthy envivonment that
breaks dowm barriers for talented, qualified women to achieve
their career aspirations, own their businesses, and make
demonstrable differences in theirvarious ind nseries.

In line wath the Central Bank of MNigeria's MNigenan
Sustainable Banking Prnciples, the Bank lsunched a Eloe
aceount’ speetfically w offer wounen berer and casier aceess w
finance for their businesses as well as bridge the financing gap for
wormnen i their various carcers and businesses while also
promoting their economic empowennent.

Acstarement by Babaonmde Akmdele, Head of Relationship
Banking, at Smnbic IBTC Bank, explamed thae women are
usually not favoured when it comes to finances for the business,
thepely downplaying their role in societal development.

The Blue Blassom account was created o remove
obstacles that may have existed and give women the much-
needed support to achieve their financtal goals and dreamns. With
a minmimum account opening balance of N20,008, 2 Blue
Blossom account holder will have a zero current account
maintenance {CAM) fee, access to loan facilities at highly
comperitive pates, and bosiness chinic sessions.

Stanbic IBTC, known for its whwavering commitment o
driving Africa’s growth, is focused on fostering inclusive
education, the empowerment of small and medinm-scale
cnterprises, and gender equality,

Alser, throvgh its empowenment mnative, the Stanbic
IBTC Fellowshap, it is actively plaving an advisory, meneorship,
and guidance role while creating an investment opportunity s
aiclin the developmentof female tech startups.

Speaking on the rationale for investing in these female-led
businesses, Remy Osuagwu, Exeeutive Director, Personal and
Business Banking, Stanbic IBTC Bank PLC, said that thes s
driven by the organization’s susainability approach, which amms
to identify and support Gemale startups that are working towards
having a more sustanable future and providing posinve
solutions w conmmunites around them,

According to him, “We have provided these EduTech
startups with unique oppormmines o gamer knowledge
business struceure, increase their business capital. as well as prow
a srrong network, The startups' success stories would not be
complete without the robust learning gamered at The Founder
Tnstatute throwgh the Stanbic IBTC Fellowship.”

*Threugh the Sranbic IBTC Fellowship, we are
encoutraging the participation of women in the Aftican
educational startup ecosystem by Balitmng equal access t tech
accelerators, funds and nevworks,” he said.

Stanbic IBTC Pension Managers Limited has alsa urgu.:d
women to adept the best approach to carcer growwth, health and
wielliess at its vartual Ladies at The Table Empowerment Series
{LATTES) held recenthy,

Tl exprerts at the event tagged "Balancing career sucoess
and personal wellness™, told wornen to balance their carcer with
their health.

The firm's Grodp Chiel Human Resources Officer,
Interswitch, Tolulope Agri, stated that many Bcrors, including
farnily and socieral ssues, allect women as they are judged by
various rales comparcd o men even when they are competent
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A member of Standard Bank Group Women—owned USInesseS

for certain roles.

She said, “Iris imparane to bring the men in vour life inte
the conversation, The choice of a life partner s an important
factor to consider for simgle women o excelin cheir carcers,”

Agart also advised women who are creating value i their
places of work to make demands thaewall make theirwork casier.

W need vo start negotianing for ourselves. Find out how
your emplovers can make your work easier. Women who aspire
to bt leaders should be more ambitious than before; act like
rragers i any position you find vourselL Work insynergy wath
your employers to make things work,” she said.

Aside from investng i female-led businesses, Stanbic
IBTLC is a full-service financial services gronp with a clear focus
om theee main business pillars = Corporate and Tovestmient
Banking, Personal and Business Banking, and Wealth
Management.

Ie 2021, the bank launched & business-specific faciliey o
assist Small and Medinme-scale Enterprises {SMEs) mect up with
the expected surge in parronage during the vuletide, The short-
terin loans ranged from N300MH g0 N10 million and were
available to registercd SMEs, The loan offered tremendous
benefits such as repayment Qexibilicy, hmieed documentation,
and zero collateral requirements.

In Crerober 2023, Stanbic IBTC Bank Ple restaved s desire
to support the micre, small and inedivin-scale enterprises sector
in Migeria by laonching a Fintech subsidiary, Zest Pavment
Limited {(Zest Universe 107 to boost MSMES® growth,

The Fintech Platform, Zest, is a solution-driven, platform
orchestration strategy, positioned to serve consumers,
businesses, application developers, and other financial sepace
providers,

Speaking during the lanch, the CEO, Demola Sopunle,
stated that since the comipany decided to move the frontier of its
value propositions e another level in a very significant manner,
the management opted to play 1 very active role in the area of
digital payments and echnology

He said, *Zest, as our fintech sub&;idixr}r, 15 at the epicentre
of everything that we are tryving to do going forward, Lest s
focused on delivering 4 true platform orcliestration straregy that
woilld enable multiple payinent options in the hands of the
custonner, help businesses collect payments secamlesshy, and
powet embedded finance, especially i areas of c-commerce,
Buy-Mow-Pay-Later (BMPL), working capital solutiens and
value-added services.”

Stanbic IBTC, known for its
unwavering commitment to
driving Africa’s growth, is
Jfocused on fostering inclusive
education, the empowerment
of small and medium-scale
enterprises, and gender
equality. Also, through its
empowerment initiative, the
Stanbic IBTC Fellowship, it
is actively playing an
advisory, mentorship, and
guidance role while creating
an investment opportunity to
aid in the development of
Jemale tech startups.
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By Enynice Stephien

e know that ene casy way o keep women down is

through money. So, they need w be able o grow their

wealth and have a ripple effect on their children and
famnilics.” Adiba lghodaro, Independent Non-Exconove
Ditectorat Standard Chartered Bank.

In line with the above quote, it is safe to say that most
wernets, especially Migerian women are business=oriented,
growth-driven, and hard-working, love to make more money,
caleulating, and accountable,

A teport by PwC tevealed how selfomotivated Nigerian
winmen are about entreprencurship as they account for 41% of
the vwnership of micre=businesses in Nigeria with 23 million
female CNIrEprencurs operiting within this segment,
Interestinghy, 40% of Instagram businesses thar self-idenrify as
winnen-owiied have been set up on the platform since the start of
the pandemic, with similar findings on Facebook, Now, women
are embracing the fuoire in echnelogy as women make up more
than half of the creators publ'ishing AR effects for Facebook and
Instagram,

Migerian women over the vears have continued to make
remarkable and notable impacts in various industries, In the
wertld of wehnology, these women have broken barriers and
embraced cquity making significant contributions in various
tech areas. Their achievements prove thar women can thrive in
tech and should be encouraged to pursue carcers in this field.

Underseanding the pivestal roles womer are playing in the
tech mdustry and w5 mportance to the futire of businesses,
Standard Chareered Bank, a wechnology and innovation-driven
financial instrtion, has over the yvears become 4 backbone and
strong support system bo women-awiicd tech businesses in
Migeria. s annonncement to close S0 percent of its branches in
Migeria in a bid 1o expand sts digieal banking opten further
attests 1o the many innovatve activities the bank has invested in
to promoete and support these businesses.

In line with calls for more diversity in technology, and
entreprencurship and for more opportunities for women to
develop entreprencurial and leadership excellence, the Stndard
Chartered Women in Technology Incubator (SCWTTT) was
lauareched by the bank.

The initiative is Africa’s leading incubator programme for
female=led and founded businesses and s in line with the bank's
sustainability and community engagement strategy which
focuses on supporting innovation, ifrastructure, and
technology

The Bank first launched the global initiative to support
waornen in techinology i 2004 ac the City College of New York,

USA where it created the Women Entrepreneurs Resource
Centre, Aside from MNigeria, the progranime is currently alse
rufining i Kenya, Pakistan, UAE, Zambia, Ghana, and Bahrain
with the aspiration o launch more tech incubator and
accelerator programs for women within Africa and the Middle
East regionin the comi (g Vears,

The purpose of the imitanve in Nigeria is also to provide
incubation support designed to target early-to-mid-stage
professionals from technology and business sectors - females
whie are most likely to have the requisite domain knowledge,
CXpeTicnce, and PErSCVETANCe t deliver results,

Launched in Nigeria in June 2019, SCWITI was
established to support and promote the economic and social
development of women engaging in technology-led enterpriscs.
Imiplemented for the Bank by the Enterprise Development
Centre (EDC), Pan-Asannc University (PALY, the programme
targets female-owned technology-driven businesses, including
start-ups, and provides the shortlisted candidates with training,
mentorship, and knowledge exchange sessions with indusery
experts and thriving businesses in the country To date, nearly
half a mallion dollars has been invested in the programme in the
COLTERY,

Stasidard Chartered Bank s touching the lives of more
wonien than ever with SC-WITT and irs products and services
offering targeting wormnen entre prenears.

Ome such woman iz Kemisola Bolarinwa, Inventor of
Smart Bra and CEO of Nextwear Technology who designed a
smart bra thatdetects breast cancer.

The story of Kepnsola is inspiring and pomnes o the
dogrediness and strength of women, Keinisola alongside her
tearm of five worked on a product thar could derect cancer in the
breasts sinply by wearing it on the body for about fve minutes,

Kemisola received 2 $10,000 grant from the Standard
Charrered Women in Technology Incubator Progranme (SC-
WITT) i Migeria, her invention Standard Chartercd Bank
deseribed as innovative and impactful. Bver sinee she received
the grant, Kemisola has gained global recognition as people and
brands from all vver the world are expressing their interest in
working with her.

The 2023 edition which is the 4th cobhort saw the
emergence of five {5) wornen who joined the league of winners
in the prestigions SCWITL in Nigeria, The fve successful
women woere given a total of 3500000 in grants o support and
foster the growth of their tecl startup businesses across Migeria

The grants were presented during the graduation
cereinany of the incubator programimie, in collaborarion with the
Enterprise Development Centre (EDC), which offered
comprehensive courses to enhance the development of these
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businesses,

Speaking arthe wward ceremmony, the Immediace past Head
of Brand and Marketing at Standard Chartered Bank Nigeria and
West Africa, Davo Aderugbo said, “In Migeria, the female
populaticn comprises of 4934 percert of the wotal population of
Migeria. With fewer income-generating opportunities for the
populanen at large, this leaves mearly half of the popualaton
constituting women deprived of economic empowerment
through employment, professional growth, and livelihood
Opportunibes.

“Similar to several emerging markets like Pakistan and
Brazil, MNigeria is currently passing through a demographic
transition, wlhich has increased the working-age papulation ie.,
vouths comprising nearly half of the popalation, as a sharve of the
total population.”

“For us at Standard Chartered Bank, the Women in Tech
Incubarer 15 one of the many ways we continue to reiterate our
Bank's promise to be “Here for good,”™ We are optimistic that the
prograrm will continue w help fenale tech-prencars and identify,
erow and bring wo the market unique business ideas wihule
reminding them to celebrate their uniquensss as business
owners thriving and making a duference in Nigeria, “she added.

As part of its kev objectives, the hank 15 committed to
nnproving the lives of 1 billion peaple by unleashing the full
potential ofwomen in its core mnarkets, with the focal poent being
the creation of Anancial stability and read paths for women to
attain equitable access w finaneial suppory, especially for small
businesses.

The bank is also comemitted o acceleranng the provision of
guality financial scrvices to women across its markets,
purpasefully connecting Small and Medivn Enverprises e the
mternational market and building partnerships to expand the
reach and seale of financial services,

The Bank's commitment is demonstrated by its strong
suppert of women in leadership positions such as having Racheal
Asombare as Chief Information Officer (GO, Sola Mabadee as
Clompany Secretary, and Yemis Deji-Bepde as Head of Standard
Chartered Capital & Advisory MNigeria as well as current
Independent Mon-Executive Directors on the Bank's Board,
Adiba Ighodaro and Bisi Lamikanra. This builds on the Bank's
legacy of ensuring women i leadership foster equality and
inclusion, having had women such as Bola Adesola serve as a
tormer Managing DirectorfCEG,

Standard Chartered Bank MNigeria Limited also
demonstrated 1ts conumtime nt to providing NDovative Wmcn-
tocused initatives with the launch of its new Women Banking
Account & Womnen Winning with Wealth proposinon. The
nnigue and well-researched offering will enable women
entreprenedrs to acquire comprehensive fnancial and
investiment support as well as mentoring to start and grow their
businesses, increase their net worth, expand their imvestment
capacity, achieve financial stability and more.

Alsoim 2023, the bank set up a Banking Acadenty for the
professional development of waormen within the banking sector.

The financial mstimcion said that the Sandard Chartered
Banking Acadery is part of 1ts commitment to strengthening
diversity for women in the workplace and positioning women to
thirive in the financial services furure workforee,

On the initiative, the Head of Transaction Banking,
Migeria and West in Africa at Standard Chartered Bank, Thiyemi
Okuneyve, said, “We are very excited to be lannching the firse of s
kind Academy in the MNigerian Banking sector. The Standard
Chartered Banking Academy aims ar improving the diversity of
senior management talent across the banking industry.

With the support of our Academy implementanon
partiers, the ntermatonal Chamber of Cominerce, Nigeria
chapter, and the Association of Professional Women Bankers, the
Standard Charrered Banking Academy is one way we continue ro
nurture the skills and talent of professional women m the
banking sector and provides us with an opportunity to amplify
potentials of more women toward shaping a brighter fuwire for
all of s in the sector,

*For us at Standard Charrered, the academy is one of the
many avenues through which we continuie to reiterate that we
are here for good, and we look forward to the positive impace it
will bave o all our beneficianies and the financial services sector
asawhole,”

It weas not acoidental then thar Sundard Chartered Bank
was crowned the Most Outstanding Brand Supporting Women-
Owned Tech Businesses at the 2023 prestigions Women in
Marketing and Communications Conference & Awards
{WIMOCA}. The company’s recognition at the event underscores
its commmitment W supporting and promoting women-owned
tech businesses in Nigeria and the world at large.
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By Ulsedznama Niva

ISTUpIve innevations are new technologies or services

that have the potential to diropt oy industry and

change how consumers use the product or service,
28ure brand, since it was bonched into the Migerian market a
few years agn, has made dismptive impacts, noet justin the Home
and Personal care category but across the entire ecosystem,
especially for women in Migeria,

For instance, if onc could vecall the carly years, 25ure
Migeria launched a new distuptive ‘No be Wash” cainpaign,
assuring Migerians that it 1s capable of delivering on all s
promises for all-around germ proection and eare. The home and
personal care brand, which offers maximunm protection against
germs for clean, healthy skin, had consumers recount their real-
life stores about unlulfilled promuses, shared through relatable
conversations on secial mediaina viral #MNawash series,

Recall, brand 25ure was launched in May 2020 a0 the peak
of the pandemic, to cater to the hygiene needs of Nigeria's
teerming populanon, it came in at the right nme when sanitizers
were scarce, imported, and expensive. First mtroduced to the
market with the liquid hand and surface saniozer m 50im] SELY,
both for personal and Fanily use, the brand expanded w include
gel products while also cascading into various SKUs in pocket
and Induserial sizes. In just one vear, the 25ure brand became a
hwusehold name in the hygiene space in Migeria.

With its entry, the 25are brand ek the sanitizer space by
seorrm, beating all-comers and long-standing players to position
itself as an emerging market leader with over half of the market
share, The acceprance and patronage thar the brand enjoyed from
Migerians of all classes, ages, and persnasions is second o none.
The brand has become part of people’s evervday lives so much so
that it is present in virtually every Lady's handbag, it sits o tables
i1 restanrants and acevents and it has become a regular feature on
Sunclay mornings when people go o church, and on Friday
afternonns when people go to mosques,

Fart of the reasom for the wide acceprance of the 28ure
brand ameong Nigersans also s the fact that it is very different
fromy athers in the market and seands auein a class of its own; the
sapitizer was produced with the consumer's skin in mind. The
products are premium but affordable. Users of this brand of
sanitizers casily find out thativis moistunzing in feel. This is one
Factor that has attracted pr_'uplr_', L"EF{‘{:.IJ“}' wioimien, to the brand

Another masterstroke for the brand thae also endeared it
tremmrencdonsly o the wornenfolk was the ereatve introduction of
actress Dakore as Aunty 28urc, This was followed by actor
Timini Egbusun's hyping of Dakore as his Aunry Toh Sare’ on
his birthday. This senerated the #AuntyTohSure trend. Dakore
herselfstepped ingo the fray to revesl that she is net only an Auney
Toh Sure but Aunty 25ure, the Gee of the 250re hand and surface
samtizer brand.

Teweers like, “Our time twogether becomes special when we
are 28ure about protection from genms. #Be28ure # Aunty28are

pic.twitter.com/ O Ny Oww”™ from her page ensured that the
brand reached consumers beyvond offlime wouch ponts, Aunty
28ure played a truseworthy and dependable role in championing
the cause of personal hygiene with the brand 25are Tand and
Surface Santizer. Aunry 28ure was able w communicate the
effectivencss of the product to its target sudience and thatin itself
creating 2 brand persona  that also made the brand more
accessible,

“The reward tor good work 1z more work,” says a popular
aphorisi. [ts huge snceess in the Sanivzer category made 25ure a
brand to look out for, 1 lot of people were waiting for what was
next with this brand, and with its fanmastic marketing canmpaign
and flawless market execation, evervone felt there had o be
mare in the kimy This was done by launching & brand of
medicated and anti-bacterial soap, This was & weleome surprise,
abold statemenc: “WE HAVE COME TO STAY™

Introducing the Ant-=bacterial soap with 3 variants-
Original, Herbal, and Cool and 2 sizes Tl and 1205, was a bald
and strong statément,

Intrigued by the initial suceessful rolloue, market
perctraton, and gencral public acceptance, it was clear that
several factors combined to make i the disropte brand that inis
t{!L!.l]p'.

Last year, in line with its culture of relentlessly pushing for
a eleaner Migeria, 28ure, i commemoration of the 2023 World
Hand Health Day, has joined forces with the Nigerian Medical
Students Associanen (NIMSA) to distribune hvgiene produces to
Migerians and educate them on the importance of proper hand
hyziene in prevening the spread of infectious discases,

Through this parmership, 2S5ure and NIMSA was
promoting good hand hygiene pracrices, and providing access to
hygiene solutions i communities that need it the most. The
collaboration mvolved a series of mtiatives ncluding awarcness
campaigns, hygiene education programmes, and the distribution
of 28ure products invarious locations aetoss Nigetia by NIMSA,

World Hand Hygiene Day is celebrated yvearly to miaintain
ghobal standards on the importance of hand vgiene practices. It
15 a grass-root education program on the prevention of the spread
of infections diseases, and to bring people wgether in support of
hanid bygiene.

The theme for 2023 was,! SAVE LIVES - Clean Your
Hands,” which emnphasized the comcal role that hand hygene
plays in reducing healtheare-associated infections and
preventing the spread of germs in daily life.

The GM Marketing at SBC, Sepun Ogunleye, exprossed
delight owver the collaboration wath NIMSA, saving “we are
thrilled 1o parmer with The Migerian Medical Smdems
Association to support this nnportant canse. As a 1r:ading
provider of personal hygiene products, we are commitied e
promoting pood hand hypriene practices and helping to prevent
the spread of infectious diseases, It is also good to see that the
values of MIMSA ahign with the values of 250re. This definiely
proves that the world can achieve so much with the vouths being
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involved. Asociety with committed youths can only get better.”

The president of NIMSA, Ejim Clement Eglba, alse
expressed how important hand hviiene is and how msipaticant
it hias been in this part of the world until now: He also appreciated
2hure for showing up atatime when Nigeraneeded is product.

In celebration of World Hand Hygicne Day, over 75,000
student members of NIMSA dismibuted 25ure produces woover
twa million people in various comimuinities at the grassroots
level,

The collaboration between 28ure and the MNigerian
Medical Stadene Association was 4 testament to the shared
cammitment of both organizatons o promote good hand
bygiene practices and improve public health in socicty as
championed by WHO for almosorweo decades,

The history of World Hand Hygiene Day can be traced
back to the year 2009 when the World Health Organization
{WHO launched the first Global Pavent Safery Challenge,
which called for a worldwide commitment to improving the
safety ofhealthcare workers and patients. As part of this initiarive,
the WHO inmoduced the comneept of hand lopgene as a eritical
compoenent of infection prevention and contral and encowraged
healtheare Facilines e develop and implement comprehensive
hand hvmene programs.

In 2009, WHO lwnched the Clean Care 15 Safer Care
programime, which developed guidelimes on hand hyriene to
prevent healthcare-associated infections, The program alse
provided training materials, tools, and strategies for healtheare
professionals and nstitutions. Since then, the WIHO has
cantinued to promete hand hygiene as an essential component of
patent safery, which s a cause for celebration every year.

25ure seemned 1o have keved into a projecttharis congruene
with the brand’s poal of encouraging consumers w explore the
challenges of persistent hand-washing in a fun way,

This involvement differentiates 25ure as a brand thae
makes efforts w glidden consumers” mmds and hearts by
leoking bevond the intrinsic gquality to engage with the
constimets atadeeper level

Thercfore, 1t came as 2 sweet relief that sent ecstate
sensation down the spine of brand owners of 2 Sure when it was
wwaarded the Most Ouestanding Home & Personal Care Brand of
the Year ar the 2023 edition of the Woemen in Marketing and
Communscations Conference and Asvards (WINMCA) held in
Lagos. The company’s recognition at the event underseores its
cofmitment wensuring more inclusion, development, and
represeniation forwemen to thrive in their careers and lrves.

Today's business markers expect companies and brands vo
L:.I'I['IW more JIJ-’DIIL 'Liif-rﬂl'ﬁfl:lt CONSUIner !ﬂ."h"ﬂ\l’.‘flt!’i tl.'la.rl “ver
before, The statns qoo of sending blanket miessaging is over,
Brands need woadapt w this new world of customer engapement.
Marketers are now expected to provide personalized content and
mwessages based on their interests, That means creating content
specifically tatlored toan audience’s needs and wanes.

I ehie Tast four vears of remaining on top afits game in the
rmiarket, 2 Sure has revealed that to sty competitive, abrand muose
comginue to keep up with the latest trends and technalogics,

The 25ure brand and the SBC weam have contnued o
surprisc the market with their agile and disruptive brand
activitics, While ne one knows what to expect this 2024,
constmers are certainly cager to see more expressions from a
25ure brand that believes nothing is impossible,

Part of the reason for the wide
acceptance of the 2Sure brand
among Nigerians also is the
fact that it is very different
from others in the market and
stands out in a class of its own;
the sanitizer was produced
with the consumer’s skin in
mind. The products are
premium but affordable. This
is one factor that has attracted
people, especially women, to
the brand



By Toyase Chajide

he Fast-Moving Consumer Goods (FMOG) industry

has long been a sigmificant plaver in the glabal economey,

tonching the lives of millions of people every day In
recent years, FMOG companies have extended their impact
bevond just ]'-rlwidir:lg essential goods, tr cmpowering women
and promoting gender equaling

Through various inigiatives, these companies have been
working to address the systeimic barriers and biases that have long
hindered women's economic, social, and political progress.

One company chat seems to be ahead of the core wirth s
serategy of business and purpose s Unilever, From providing
access to cducation and economic epportunities, to challenging
harmful gender steveotypes and promoting inclusive marketing
practices, Unilever has been a ploneer in cinpowering women
and prometing gender equalirg, demonstrating its conninnent
to ereating a more inelusive and equitable society.

Unilever's initiatives focus on providing access to
education, coonomic opportunities, and skills development,
Ly []ﬂbll]lg wionen to bTE‘Jk rl.'li'.' oyl |i.‘ {lt.]:H:!\""i.‘Ft!.’ and d'i.‘Pl'.'IEd'L‘I]CL'.

At the Women m Marketng and Communications
Conference’ Awards [WINMOCA) 2023 held recently, the company
was crowned the Most Ouestanding FMCG Company in
Women Empowerment for how it has challenged harmful
gender stereotypes and promoted inclusive marketing practices,
recognizing the power of media in shaping socictal norms and
F—EI’L'-L"F'“UJ'HS.

SHAKTIINITIATIVE

Lhnilever has empowered over 13000 women across 22
states through irs Shakn imuative. Ensuring thar everyone whao
depends on Unilever has enough to provide for their basic needs
amed hias a decent standard of living, the company is determined 1
raise lving standards throughout s value chain.

Unilever belicves empowering women and providing
them with awonoimy can facilitare lond-lasting change in the
imtprovement of their political, social and economic health status
and assist in building a spstainable econonmwy, For over many
years, many wotnen have been admirted into the Shakn
inittative, undergone capacity development training, and
collecred grants o fast-rrack their businesses witly support from
Unilever.

IMPROVE HEALTH ANDWELLBEING

Through its sustainable living plan, Unilever has
improved the health and well-being of millions of people
warldwide, wiath 4 particalar focus on women's empowenment,
The company's effores have made 2 sdgnificant impace, with
millivns of women and girls benefiting from ats programs and
initiatves,

Tes achieve this, it strives for B3 per cent of its food porefolia

P

to ensure that consumers do not consume more than 5g of salbt
per day. This iz being drven through the “Ear for Good”®
catipaigin. The target of reachime 25 million consumers with the
message was cxceeded, a5 28 million consumers were reached by
the end of 2022, Addinonally, the company launched 100 per
cent natural bonillon cubes in the Knorr portfolio to cater to the
needs of consumers secking healehier alternatives,

To improve Food diversity and encourage the
incorporation of vegetables into seaple dishes, several imtiatives
have been undertaken, These inelede eaching consumers hos
to make top dishes healthier through recipe inspiratdons,
actreating the wop dish jollofwith diverse and healehy recipes, and
conducting low-cost wet sampling mitiatves o offer healthy
mieals to low-imcome carners, The targets mclude influencing a
shift in behaviour towards consuming more diverse and
nutritens meals and reaching 1 million adults with the Knorr
Eatwist Campaign.

Unilever's wonien empowerinent program also includes a
focus on gender balance i leadership positions, with a goal of
achieving 1 gender-appropriate representation of women in
management roles. The company has implemented 2 Gender
Appointment Ratio (GAR) metric to rrack progress towards this
:__|"'UH.E.

In addition, Unilever's Gender Equity Framework ensures
that gender equity is built into each program's delivery and
design, promoting inclusivity and equal opportunities for all.
The company’s Dvve brand also continues wrun its Self<Esteem
Programme, which aims to raise the self-cstecm of women and
girls, promoting body positivity and confidence,

While speaking on s 2023 sustinability repore, Godivey
Adejumioh, Head, Corporate Affairs and Sustainable Business at
Unilever said “the company through these tnitiatives will bring
tor life the vision of making sustainable ving commonplace and
they are committed to deing more through our brands and
aperations,”

UNILEVER EMPOWERMENT APPROACH

In a circle of three vears, the company plans to reach 3m
vouths, equip TO0.000 of them with skill sets dhat prepare them
for the workplace and gve internship opportunities to 500 of
them under its FLICAP initatve,

Whnilever Migeria and UNICEF launched the Fumnire-X
Campus Ambassadors Program (FUCAP) o reach 3 million
Migerian yourl and equip 700,000 of them berween the ages of
16 and 24 with the reguisite skills to succeed in the workplace of
the fuure by 20026

The partnership was part of Unilever Compass
cormmitments to equip 10 milhon young people worldwide with
essential skills vo prepare them for job oppornities by 2030, and
UNICEF's Generation Unlimited Migeria initiatree — 2 public-
private-youth partmership aimed o support 20 million voung
Migerians by 2030 with skills and opportunities o transigon
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from leaming o carming, throwgh shared-value parmerships
around digital skills development, workforce readiness
Flrﬂ_ﬂ‘:l'iln FETREE, and WULINLE F(."'UF‘I'E." I."Il!;':ﬂgﬂ]ﬂ!."nt.

The FUCAP initative was lannched on LINICEF's Yoma
and U-Bepore Plaforms, a vouth-centered platform, to ensure
an extensive reach of young people in universitics and other
institations of higher learning across MNigena.

Speaking on the initiative. the Managing Director,
Linlever Migeria, Tim Eleinebenne, said, *FUCAP i= targered at
students in Universities and Palytechnies across Nigeria, This is
part of eur commitment to helping voung people in Migeria
reach their full porennal and contribute w the development of
Migeria.”

O has part the Human Resonrees Divector, Unilever Wese
Aftica, Ola Ehinmoro said, “our target for FUCAP which iz a
three=year program 15 two equip 700,000 voung people with skills
te become entrepreneurial-minded and prepared to keep re-
inventing themselves for the future of work annually in the firse
wear of kick aff)”

“We will also engage 10N students through hybod
camipus seminars thar will provide students wath informarion
abour the skills they need o sueceed i the workplace and
opportunitics to network with employers and other young
people, Unilever Nigeria will provide 15 Graduate [nternship
placements through the FUCAP imbative w imunerse these
talemts into its workforee,” He added,

As g centenary old company and the longest serving
manufacturing company . MNigeria, Unilever Nigeria is
committed o ensuring contnuous nmpact and ivvestment in
Migeria through is brands and operations, The launch of
FLUICAP in partnership with UTNICEF is a demonstration of this

Comnitment,

CLIMATEAPPROACH

Umilewer’s urgency to tackle chimate change, reduce plastic
waste and profect nature has never been grearer than it is today,
Spectfically, it aims to reach net zero emissions by 2039, To
achicve this, it is transibening m renewable cnergy scross ts
operations, linding new low-carbon ingredients and cxpanding
its plane-hased product range.

Unilever Migeria has embarked on a multifaceted
decarbonization jourey to reduce emissions from its operations
and preducts, The company is ransinening to renewable energy
sorarees at its variows plants to reduee ©O2 etnissions on site.

To efficienty manage emissions data, the company has
implemented measures such as metering all ity usage points
and providing training to technical operators responsible for
handling environmental daa, In 2022, it achieved significant
progress in etergy saviings, with 14461 G] saved and CO2
cmnissions were reduced by 1,257, 746,67 ke,

WASTE-FREEWORLD

Unilever's commitment to plastie solutions by 2025 s in
three stages: to cut the use of virgin plastc by 30 per cent; o
collect more plastics than the company puts out in the
etwvirotment; and achieve 10 per cent reusable, reevelable and
compostable plastics across its operanons by 2025,

I line witls this commitment, Unilever MNigeria has been
in partnership with Weayclers since 2014, The parinership has
effectively created sustaimable collection mechamisms thar have
led to consistent growth. Owver the years Weoyelers has
championed irs kiosk collection model, accounting for ower
5.000 tons of reeyelables being diverted from cceans and
landfills. Also, it contributed to the growth of the Unilever
franchise model, which has accounted for an additional 4,000
tons of recyclables collected and the creation of new jobs.

In a demonstration of 165 resolve o provide more
opportinities for plastie waste to wealth, Unilever Nigeria and
impact investor Bridpes Fund have signed 2 2-million-dollar
funding agreement with social Weeyelers to expand plastcs
recyeling in Migerda. It 15 a now and highly innovative finance
mechanism called a “Development Impact Bond” arranged with
the French invesoment bank Societe Generale. This will create
thousands more jobs nuning the plastics waste that commonly
erds wp ot the streets tnto raw material for mdusteyg

Adsa the Chairman of Unilever, Tlis Majesty, Noacmeka A
Achebe revealed “2023 was a milestene for Unilever MNigeria as
we turned 100 years and our sustainability agenda was at the
forefrome af our conversations of positive impact over the yearsin
Migeria.

“In 2023, we repurposed our focus on our sustainability
agenda te plasne and livelihoods, driving the following
initiatives; plastic reeyeling, localization, shakti and future x

camypus ambassadors program (FLICAF)”



ﬁ MANSARD

Most Outstanding
Insurance Company In
Gender Inclusion

XA Mansard Insurance Ple is a Migeria=based insurance
and assct management company engaged in the
rovision of life and general business risk management
solutions and financial serviees w corporate and retail customers,
The Company's segments incliude Non-life business, Life
Business, AXA Mansard Insarance, Invesunent Management,
Property Development and ealth Maintenance, The
Company’s property casualty business inclodes the insurance of
personal property (cars, homes) and liabilite {personal or
professionall. Tt also covers a broad range of products and
services designed for ies individual and business cliens.

Its health insurance provides individual and groop life
insurance policies thar encompass both savings and redrement
products. In addition, the Company's health insurance business
provides personal protection produces. Its Life business covers a
broad range of life insurance produocts, such as term life, whole
lifc, and bveestment-linked life prodocts for individuals and

. o’
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Most Outstanding
Beverage Company In
Gender Inclusion

oa-Cala was first produced in Nigeria in 1953 by as

bottling partmer, Migena Bottling Company (NEC) at

its stall botling facilicy at Iddo, Lagos, and has since

then contnued g make a difference and refresh invarouos places
across Migeria,

The company is one of the largese beverame companies

cmbracing diversity and inclusion across its operations in over
200 countries. Through refreshing the world and making a
difference. the company's sway extends globally with owver 500
beloved brands, creating optimisin and mspiring happiness
actuss the communities itserves,

The Coca-Cola company portfohe ancludes valuable
bewerage brands such as Coca-Cola, Fanta, Sprite, SAlive juices,
Evawater, Schweppes, Limea, and the acquired CHI portfolio of
Clhivita, Hollandia Yoghurt eec,

It never stopped mtroducing new slogans through s
campagns which have not only reflected on the brand buot has
alse produced a simnple and directway to communicate about the
product.

DANGOTE

CEMENT

Most Outstanding Cement
Manufacturing Company In
Women Empowerment

angore Cement is a subsidiary of Dangote Indostries,

which was founded by Alike Dangote in 1981 as a

trading business with an inicial focus on the
irnportation of bagred cement and other commodities such as
rice, sugar, flour, and salt,

Cheer time, the Group began to impert bulk cement ine
thi Apapaand Port Harcourt terrminals, which it then bagged for
distribution. Through the 19905, the Group made a strategic
decision o transition from a rading-based business e a flly-
fledged integrated manufacturing operanon. This is where the
amibitious plan o became Africa’s leading coment producer
began. Taday the company does not only have mega factories
across MNigeriz but also internationally in Cameroon at Dionala,
Ethiopia st Mugher, in Zambia at Ndola as well as many other
Ik s,

@D

Most Outstanding Experiential
Agency In Gender Inclusion

n Migreria, one of the leading experiential marketing agencies
changing the experiential marketng landscape is EXP
Migetia

Bazically, the agency 15 a resuls—dnven, strategic partner
that brings brands o life throagh live brand experience
campaigns. Interestingly, the award-winning agency develops
mcasurable brand campaigns (create) and delivers memorable
I.'Frﬂ'l H'j L'Hpi.‘f]'i.'t]{i.‘ﬁ t-l.'lTCI..II."I'ITE.

Similarly, it also activates sponsorship conpaigns thar are
strategic, measurable, and relevant. Ds activatons are physical
manifestations of the client's brand.

With a vision o be the no.l 360 experiential agency
Migeria, EXP Migenia, moa butshell, offers tee services of brand
activation, event markenng, sponsorship, social marketing,
digital serategies, sponsorship and social marketing, public
relations, sales promotions, brandingand logistics,

FirstBank

Since 1894

Most Qutstanding Bank In
Women Empowerment

irst Bank of Migena Limited (FirstBank) 15 one of

the premier banks in Africa with its impact woven

into the fabrie of socicty The Bank has been
sustaining its development-oriented services for aver 127 vears
as the region's foremost financial inclusion services provider.
FirstBank ofters 2 comprehensive range of retail and corporate
financial services through more than 300 business locarions and
over 13600 Agent Banking locations to over 32 million
COSTOINCT ACCOUNTS,

As a natioenal icon and an international plaver, FirstBank ix
one of the maost enduaring financial services brands in Africawith
international footpring extending through ns subsidiaries, FEN
Bank (UK) Limited in London and Paris, FENBank in the
Republic of Congs, Ghana, The Gambia, Guinea, Sierraleone,
and Senegal, as well asa Representative Office in Beijing.

FirstBank has been nimble at promonng a digital economy
in Africa and has issued over 11 million cards, the first bink e
achicve such a milestone in Nigeria.

INJIGHT

Most Outstanding Creative
Advertising Agency In
Gender Inclusion

his 15 ome of Africa’s biggest creative powerhotses

doemiciled in the ever-bustling ciey of Lagos, Insight

Publicis (formerly known as Insight Communications).
In 1980, Insighe Publicis was founded under the vision to
di:\ru:]u}'- leaders of the Illdu-str_\,', whilst credting great work
consistently,

Teday, Insight Publicis isa part of Insight Redefini. The
arganization prides wself in ies strategic approaches o drive
business wansformatien initiatves for its clients as well as deliver
innovative solutions for sustainable business aceeleration.

In 2015, Insight Publicis became o part of the 3rd largest
global marketing communications network = Publicis Groupé
a partnership that allows Insight tw deploy campaigns across 36
markets i Africa as well as bevond the contnent, The vision 1 w
eistire that Tnsight Publicis operates with elients at the center of
horar they deliver services and this way of working has over time
become a fertile ground for imaginaden & thoughts, nurosred
and developed into memorable and cffecive ideas, some of
which we all love and have used in advertising schools as case
studies,
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Most Outstanding Microfinance
Bank In Gender Inclusion

APO Microfinance Bank is an off-shoot of the Lift Above

Poverty {LAPO) Orgamization, a poverty-focused Non-

Governmental Organization. It was mitated in the lae
1980 n response to tie fallous of the implementation of the
Structural Adjustinent Program (SAF),

The Organization was incorporated in April 2007 and
licensed to operate as a regulated State Micrefinance Bank by the
Central Bank of Migeria (CBINY in 2010, It beeame 2 Mational
Microfinance Bank in 2012,

LAPO Microfinance Bank is an insueution that provides a
range of Hnancial products and solutions o assist micro, small,
and medinom enterprises, and members of low-income
househaolds i 34 of the 36 states i MNigeria, including the
Federal Capital Territory, Abuja, and boasts of 2 broad network of
aver 500 brancles.

Letshego

etsheps Microfinance Bank Limmited is a licensed Grancial

services provider in Migeria, providing loans to

individuals across both the public and private sectors, and
the educational sector as well as supporting Micro and Small
Entreprencurs {(MSE)L Since the conclusion of the suceessful
acguisition by Letshego Holdings Lud in 2016,

Letshego Microfinance Bank is a wholly owned subsidiary
of the Letshego Group = an melusree finance group with more
than 21 vears of experience in Africa, and a current footprint of 11
Sub-Saharan Markets,

Leshege Microfinance Bank first opened its doors in
Seprember 2000 and has since grom to serve aver X customers,
leaving a staff complement of over 280 emplovees, spread across
23 branches naticowide. Lewshegon Microfinance Bank offers
loans and financial solunons o aver 10,00 who enjoy expanded
access through strategie partnetships. innosative technology, and
digital delivery channels.

Most Outstanding
Marketing
Communications

mGroup In Gender

Inclusion

ediafiase is one of the leading nevweorks of Integrated

Marketing Communications agencies in MNigeria

and is part of Dentsu [nernanonal, the global
commmunication group with a presence in 145 countries.

In Migeria, the agency has outstanding women in its
network who in no small measure make a difference either as
heads af the subsidiarics or heads of a departmentamong others.

The group provides imegrated communicarion strategy,
planning and implementation, digital media/creative and
production digital performance and optimizacion,
soclalfcommunity media engagement as well as specialist oue-of-
home commumication services w chents m diverse sectors
through its agencies.

Aside from giving women the opportunity for leadership
positions, the Group is cqually empowering through imtatves
gearcd for this reason.

The brand chinched the award for the Most Outstanding
Markerting Commuications Group In Gender luelusion in
2023 WIMOCA wweards. This award had industry watchers and the
brand excited as itwas a well-deserved recognition,




Most Outstanding
e | Female Friendly
S' Dairy Brand Of

yet again clinched the award for the Most Ouestanding
Female Friendly Dairy Brand O The Year ac the 2023
WIMOCA awards,

For a brand that has taken ‘ownership' of the annual
‘August Mecting, 2 major homecoming for women living in
towns and cities across the world with 2 view to discussing socio-
cconomic and cultural mitatives relevant to their respectve
communitics from the Eastern part of Nigeria,

Indeed, Three Crowns Milk commitment to supporting
empowerment mitiaves for MNigerian women throungh the
Three Crowns Women Fora' empowering women to healthy
and happy familics - an imtative aimed at heare-friendly habits
aned raising differentiator,

Three Crowns Milk ds the frst and only milk brand
endorsed by NHF -MNigeria Heare Foundation as heart-friendly
milk. The brand Actribures are as follows-Low in Cholesterol
(made with vegetable fat).

Three Crowns has been comimitted o helping Nigerians
stay healthy since 1988 Three Crowns” range of products
contains adequate notrients like Caloiom, protemn, fats,
carbolvadrates, essential vitamins, and minerals w keep fmilies
serongg & healthy abwavs.

I l" or the second conseontive year, Three Crowns Milk had

Most Qutstanding Broadcast
Media Company In Gender
Inclusion

VC Communications is a privately owned, mulri-

platform, national, and international full-service media

arganizacion established m 2007 and headguartered in
Lages, Migeria, The stadon employs over 500 st wich offices
spread across Lagos, Abuja & Akuare Migeria,

The company wholly owns and operates 1 free-to-air
peneral entertainment TV channel, a 24-hour DTTT national
mews chanmel, and three local FM radio stations i Lagos, Abiga
and Ondo stave, TVE has o combimed audience of over a
2hollion hsteners and viewers every day,

TVC Communications is one of the largest broadeasting
cornpandes i1 Africa. The company also operates a suite of
channel websites and mobile phone applications.

Boasting over 6 million viewers per day, it 18 2 general
entertmnement chanmel amed at 15 o 34-year-olds and produces
award-winning, marker-leading domestic programiming,
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Most Outstanding Food
Company In Gender Inclusion

aving forged shead with an entreprencurial mindser

and become a strong advocate for gender-

inclusiveness in the workplace, UAC lias focnsed on
debvering superior retarns throngh disaiplined capital allocasion
and operational improvements across its portfolio brands. The
brand was awarded a5 the Most Outstanding Food Company In
Gender Inclusion at the 2023 WIMOCA awell-deserved avward for
all its contributions o women'’s development and inclusion i
the workplace.

Established in 1874 as a oading company, UAC has
l."r"'.']"r'f."l to I."‘i.‘L'l:l]'ni.‘ id I'I Lilld LI'.IS_ ion IFJ]I}" H.IJI'J. ves IJiI!'i BEh e ] ‘f'l."i.t]l
many Bcturing faclities across Migenia, UAC Foods s a leader in
the snacks, dairv. and spring warer segiments in Migeria.




GOOD SLEEP,
Better
Life

Every room in your home deserves a Mouka .
Get comfort , and stay refreshed

Customer Care: 0908 720 1966-7 | www.mouka.com | ] (©) % @moukalimited
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COVER

OST he high point of WIMCA 2024 was the
FLUENTIAL unveiling of the Top 50 Most Influential
Women in Marketing and

IN MARKETING &
COMMUNICATIONS

Communications. We have a very strict
nomination process, with a panel of seasoned
assessors painstakingly reviewing the
performances of nominated industry players.
These nominations which are open for public
voting, has Brand Commumnicator Intelligence

w 20
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Unit fact-checking each nomination, The panel
of assessors reviews and shortlists the
nominations . Once a shortlist is compiled, the
nominees organizations are contacted for final
verification. So far, this project has received the
collective appreciation of the industry which sees
it as the appropriate tool to encourage women
practitioners to give their best for the growth
of the Industry.

P.S: The profiles, names and positions of these 50 Amazons in this prestigious list ave concurvent with their titles as at November 2023.
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et Adebola Williams, one of WIMCAs
Top 50 Mest Influential Women i
Marketing and Cominunications,
Adebola Willkanms is a frontline marketing and
communications amazon, She 15 the Marketing
Pirector of Promasidor Migeria where she is
coordinating marketing direction aswell s driving
business growth for promasidor,

cet Adedevin Jaivesimi, ene of

WIMOCAS Top 50 Mozt Influential

Women in Marketing and
Conmmunicarions,

Adedoyin Jarvesimi is the Co-Founder of The
Comms Avenne, 2 capacity EJUE]dIJlg and
networking platform for communications
professionals across Africa with over 1200
professionals from 20 African conntries m ies
mission=driven comnmomity, Adedoyim is also the

cet Adckemi Alegbeleye, GMACOO,

Dentsu X Nigeria, one of WIMCAs

Top 50 Muost Infloental Women n
Marketng and Communications.

Adekemi Alegbeleye is a seasoned Markering
Communications Professional, who has helped
brands achieve their business and markering
abjectives across various Industries through the
creation of connections strategies o ensure the

eet Adewnnm Desalu, DHrector,

Marketing & Corporate

Communications, BUA Foods one of
WIMCAs Top 50 Most Influential Women in
Marketing and Commumnicatnons,

Adewimmi is a haghly skalled, brand building
and marketing professional with over 15years of
miulti-sectoral experience acquired working with

and for brands like Samsung, Tecno, Bank PHE,

Mul:t Adia Sohwo, Chict Marketing
Officer, MTMN MNigeria one of
WIMCAs Top 30 Most Influentia
Women in Marketingand Communicarions.

Adia s an expenenced global cxecutive who
synthesizes her background in engineering,
consulting, and product developinent to build and
operate leading category-defining businesses. With
deep expertise spanning technoelogy,
telecommuniciations, and fnance, she has
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She 15 o founding member of & Whole New
Life, & team of professienals dedicated ta
empowering children in orphanages with
educstional opportunities,

Given her passion for creacivity, she has
served on various pancls including the presugions
Gerety Awards Paris as an Executive Jury and LAIF
AWARDS Migeria,

Author of the bowk, From Clueless 1o Success —a
collection of 20 backsrories from her journey as a
commiumnications professienal.

Adedoyin is @ member of the Intornational
Assoctation of Business Communicators, She has a
Masters in Corporate and Marketing
Commumications degree from [E Business Schoal
and she currently serves as the Vice President of the
IE Migeria Alumni Board.

ADEKEMI ALEGBELEYE, GM/COO, DENTSU X NIGERIA

profitability and growth of their businesses whilst
harnessing new business oppornunities and driving
seamless mregration and collaboration across
Leattis.,

Adekemi's mission is to drive growth and
excellence by leveraging my expertise and
experience n the dynamic and diverse Migerian
"Iill.'kL'l..

VISA, MNigerian Breweries, Mestle, Yves Rocher,
Black Up and others, some of which she bl from
scrarch to marker leadership. Her Industey
knowledge is vast, having managed brands in the
FMOCG, il and Gas, Telecommunications,
Consumer electronics, Retal haory, and Fianeial
SCCTONE,

Itx these roles, she was responsible for driving
multifacered, consumer-led campaighs from

ADIA SOWHO, CHIEF MARKETING OFFICER, MTN NIGERIA

successfully designed, built, and scaled tech driven
platform companics in cimerging markees valoed ar
ewer USDST00+ mallion.

Adlia currently serves on the board of Hover
and Sankore Investments, She holds an MBA from
the Kellege School of Management at
Morthwestern University and 3 bachelor's degree
in clecerical enmmeenmg from the University of
Sheffield.
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ADEBOLA WILLIAMS, MARKETING DIRECTOR, PROMASIDOR

ADEDOYIN JAIYESIMI, CO-FOUNDER, THE COMMS AVENUE

ADEWUNMI DESALU, DIRECTOR, MARKETING & CORPORATE COMMS, BUA FOODS

conceptualization to production coupled with
launch execution management to achieve tangible
brand results, while deving business growerh,
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AGBONS IGIEWE, CHIEF OPERATING OFFICER, ZIZA DIGITAL
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et Agbons Igiews, Chief Operating

Officer, Ziza Digatal one of WIMCAs

Top 30 Most Inflaential Women in
Marketingand Communications.

Apbons Igiewe is a Business Leader and
Marketing Professional with a sub-specialty in
Marketing Strategy, DNgital and Business
transformation. She is the Chiel Operating Officer
of Ziza Diagital, a Dhgital Marketing Consulting

cet Apnes Afluelohia, COOYGM, First
Katalyst Marketing Lunited one of
WIMCAs Top 50 Most Influenual

Women in Marketing and Communications.

Apnes Atluelohia is 3 markerting
communications expert. She has made a massive
impagt on the marketing communications
ErOsySten,

With over 17+ years of experience as a

Firm that helps businesses reach today'y
COMNSUMmCers.

Agbons has garnered markenng and busiess
experience i an interesting career spanning Brand
Managerment, Advertising, Marketng Strategy, and
Digzital Marketing with onraiusations like Insight
Communications, 141 Worldwide (Mow MNimo
121), Werkforee Group, Redsquare Digieal, and
Tranos Engmineenng,

AGNES AILUELOHIA, COO/GM, FIRST KATALYST MARKETING

miarketing commuonicanions professional, she has
deimonstrated capability as a go-to expert for top-
notch solutions o marketing problems, drving
erowth for many businesses across Nigeria,

Apnes is progressive=minded, has good
client-agency communication and relationships, is
solution-driven and is an expert whe goes all vut 1o
et the job done and i good time,

BODAM TAIWO, HEAD OF PORTFOLIO, BOND & CONNECT, WA, PERNOD RICARD

IF':_'I_H-'.-E_Q T — mmﬁ
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ect Bodam Taiwe, Head of Porttolio,

Bond & Connect, West Africa, Porned

Ricard one of WINMCAs Top 50 Most
Influential Women in Marketing and
Contmunications,

Bodam 15 a Marketing, Branding, and
Commmunications Expert, a Fermimine LA.".'I(JL'I’EI]i.FI
Coach, and an Author, with an Extraordmary
Vizionary, During her impressive career spanning
15+ wears, she has been mstrumental i stardng

et Bolanle Osomle, GM, Head of
Brand Marketing and Advertising,
Arrte]l Migeria one of WINMCAs Top 30

Muost Influential Women in Marketing and
Commimnicitions.

Bolanle Osetule is 2 growth-focused thought
leader and brand strategise with a demonstraved
leistory of working across varions industries whicl
nclude Advertising, Public Relaoens, Banking &
Telecommunications,

cct Brenda Nwagen, Chicl Executive

Officer, QVT Maedia one of WIMOCAS

Top 50 Most Infuenval Women i
Marketing and Comimunications.

Brenda 15 the Founder and CEO of VT
Media, a tep-tier media and markenng
communications firm, knewn for its exceptional
strategic thinking and creative approach to
delivering successful campaigns.

et Bridger Oyefese-Odusannn, Head,
MurkclmH and Communications,
Stanbic IBTC one of WIMCAs Top 50

Meost Influential Wemen in Marketing and
Communications.

.Hrir.lgi*l is a4 multi-faceted matketing
professional with more than 24 wears of global
experience i brand steavegy, sponsarships, digital
marketing, data analytics, public relations, and all
COMOTIICHTions clements.

new businesses across Africa and building Luxury
and Premiem Brands across Western Africa, She
has also managed the operatons and performance
of sales weams i the Fast-Moving Consumer

Crowods (FMOCG) Industry.

BOLANLE OSOTULE, GM, HEAD, BRAND MARKETING & ADVERTISING, AIRTEL NIGERIA

Her inultifaceted background has allowed
her w develop a wellrounded skall set, and her
professional focal poines include Business
Planning, Integrated Marketing Communications,
Serategic Planning, Business Development, Media
Management, and Marketing Strateey.

BRENDA NWAGWU, CHIEF EXECUTIVE OFFICER, QVT MEDIA

Beyond her professional accomplishments,
Brenda 15 recognized for her anwavering
commitrment to deiving growth and progress inthe
industry. She has carned a formidable reputation as
astrong advocate for diversity and inchusion in the
workplace, actively supporting youny professionaly
in their career development,

BRIDGET OYEFESO-ODUSAMI, HEAD, MARKETING & COMMUNICATIONS, STANBIC IBTC

She is the auther of “Dis W™ devotional,
Mouost recently, on her five decades on earth, she
published lier first memoir titled BUILT FOR
THE STORM — journeying through life's wonnds,
healing, and scars. Bridget s married to Adewale,
and tpether they have oo adult sons.,

BRAMND COMMUMICATOR | ISSUE 21 | JUNE 2024 '@
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eet Caroline Oghuma, Excoutive

Head, Corporate Affairs, MultiChoice

ene of WIMCAs Top 50 Most
Influential Women in Marketing and
Conumumeations.

Careline Oghuma's passion for
communicarion played an important rele in her
K‘l!Ui‘L'L' i}f h““l':r iHHj wcareer as a Cﬂl]lllﬂll'liL'd.tll'lllh
professional, For over a decade and a half, she has

eet Cherry Eromosele, Executive Vice

President, Marketing & Corporate

Commumnications, Interswitch Groygp
onne of WIMOCAS Top 50 Most Influential Wonsen in
Marketing and Communications.

Cherry Eromoscle (D) 15 currently the
Excoutive Vice President, Marketing and
Communications for Afriea ar Interswitch Group.
In this capaciry, her remnit includes providing
leadership and oversighe for all key marketing and

ect Chirewe Bode-Akinvwande, one of

WIMCAs Top 50 Most Influenual

Women 1n Marketing and
Comumunications.

An energetic performer with an upbeat,
positive attitude, Chinwe Bode-Akinwande (CBA)
15 an accomplished marketing communicanons
pracetioner. She has over swenty vears of working
cxpenence i brand communicaton, markeang
and strategy innevation: cutting across the public
and private seotors.

cet chiomna Afe, one of WIMCAs Top
St Muost Influential Women in
Marketing and Commumicanons,

Chioma 15 3 motivated, proactive, strategic
thinker, business leader, and digitally driven brand
advocate, She has sttended several leadership and
professional courses in the course of her carcer at
various institutions including the Metropolitan
Business School London, Wharton Business
School-Pennsylvania, and Lagos Business Schoal,

et Chioma Mbanugo, one of

WIMCAs Top 50 Most Influental

Women in Marketing and
Communicitions.

Chiema Mbapugo is a credible and
commercially minded multple Brand Building
J\‘r'i'll"il WInIer, Wllh DYET -4 ilCinL‘ \'.'UHIHL[L'
expenence in Strategic Marketing Management,
Brand Management, Project Management and
proven ability to guickly drive new ideas and

cet Comfort Mwankwao, ane aof

WIMCAs Top 50 Most [nfluential

Women in Marketing and
Communicarions.

With owver rwo decades of experience m
Publie Relations with polyvalent training in
Business Communication, strategic brand
projection, reputation, and Huoman resource
management. A focused and result-onented
person, She is an Entreprencur, the CEC of Cicom

BRAMD COMMUMICATOR | ISSUE 21

been instromental in shaping the reputation of

organizations, bridging the map bepacen businesses
and communitics through CSR, effectively
managing stakeholders in different industrics and
muanaging crests douring turbulent times,

communications. disciplines across Africa, where
Interswite h possesses extensive footprints.

An award-winming marketing professional
with cross-sectoral expericnce, her revolutionary
approach to marketing has mansformed its practice
in the MNigerian fintech space, carning her
recognition a5 one of the Global Top 100 B2EB
Marketing Leaders in Technology for mwo
consecutive years — 2021 and 2022,

Currently Head, Digital Marketing at First
Bank of Migeria Limited's Marketing and
Corporate Communications (M&TT)
departnient, CBA 15 leading efforts to ensure
FirstBank's micssage is cunting threugh the clurer
in the digital space and resonating with all
FirstBank's market segments. Prior to joining
FirstBank, she worked wath the United MNatons
Children's Fund (LUNICEF) as Head, Product Line
and Marketing draizsion. Before UNICEF, she had
worked with Zmirage Multd-Media Limited,

Chioma sits on the EXCO of ADVAN
(Advertizers Association of Migera), a Life member
of Women i Management, Busmess and Pubhc
Service as well as an active member of the Mational
Insttute of Marketing MNigeria

CHIOMA MBANUGO, HEAD OF MARKETING, PZ WILMAR

concepts, develop mnevative and creative solutions
to problems aswell as perform effectively

She holds a Bachelor's degree of Science in
Economics from Nnamdi Azikiwe Universioy and
an MBA in International Busmess at the University
of Baltimore,

Intermational Limited (Signage Consnliant,
Corporate Bra.nd!ng, Promotion & Ewvene
Management), a farmer, a seasoned Sport
administrator, member of the Nigerian Obympic
Committee and The mternational Sport for All

Associanon, TAFISA,
She s the Secretary General of the Migerian

Triathlon Union and Treasurer of African
Furkhaneh Federation.

JunE 2024 @

CAROLINE OGHUMA, EXECUTIVE HEAD, CORPORATE AFFAIRS, MULTICHOICE NIGERIA

CHERRY EROMOSELE, EVP, MARKETING & CORPORATE COMMS, INTERSWITCH GROUP

CHINWE BODE-AKINWANDE, HEAD, DIGITAL MARKETING AND INNOVATION, FIRST BANK

Seleroft Associates, Ibeto Group of Comppanics and
Lynx Tromix Computers.,

h] (RN R R | Itl'L'F'I'L'“l:.'Ul' W] Ly L4500 :ild.L"I.\ JH.' rh(\[{
1 “doer™with a difference because shie wonld rather
take well=thoughr=out and appropriace action about
a situation rather than bemoan it She is an author
with four published works — Warming Signals in
l{ciaticmslu}u, Baetle of the Exes, Married Yet
Single and Self-Love & The Best inYou.

CHIOMA AFE, DIRECTOR OF EXTERNAL AFFAIRS, SEPLAT ENERGY

COMFORT NWANKWO, CHAIRMAN, LAGOS NIPR



COVER

w 20
WIMCA %

TOP 50 MOST INFLUENTIAL WOMEN IN MARKETING & COMMUNICATIONS

T Y —— -J-"l.'_ll'-p-uu--E:F_i!'ql_""l

|

[

eet Daye Aderugbo, one of WIMCAS
Top 50 Most Influenoal Women in
Marketing and Communications,

Aderugho has aver e decades of invaluable
experience and an impressive track record of
suceess in the banking and Anancial services sector.
One of her crowning achievements was the launch
of the Standard Chartered Digital Bank i 2019,
which challenged tradittional banking norms by

eet Deola Art=Alade, one of WIMCA
Top 50 Most Influental Wonen in
Marketing and Commumcations,

Dreala, an experienced interior decorator and
record label execurive, runs Livespot 3600with her
husband, the siger Darey Art Alade.

Deala s the CEOL 8o far, Livespodial has
produced live shows for Heineken, 9mobile,

GTBank, Access Bank, UBA | Procter & Gamble,

cet Edidiongy Uwemakpan, one of

WIMCAs Top 50 Most Influenual

Women 1n Marketing and
Comumunications.

Edidiong "Didt" Uwemalkgpan is a marketing
& commmunications leader with a strong interest in
heww hunan behaviour shapes strategy and drives
business growth, Her interest in behavionral
econcimics, combined with extenzsive experience

DEOLA ART ALADE, MD/CEO,

offering unparalleled convenience, secarity, and
accessibility w0 custoaners. This disiuptive move
alsaincluded a firse-af=its-kind value proposition in
the country, with zero charges or fees for
transactions.

She i3 an alumnus of Obafera Awolowa
University, [le Ife where she obtained a Law degree
with Honours (LLB). She s a Bareisver ar Law
having also received a BL Degree from the Nigeria

LIVESPOT360

the Lagos State government, and several other big
naines. The shows it created For desell are just as
consequential as those for which it s paid 10
manage. For Instaice, its Love Like A Movie' senes,
which was a vehicle for Darey's performances and a
showpiece of Livespot's capacity at One Time or
Another featuring headline Ciara, Kelly Rocland,
and Kim Kardashian, Thercafter, those ovents
vielded long-tail conversations that lived on for
months.

excouting marketing programines for underserved

commrumities across Africa lends & anique
perspective on building financial services for
COMSLIMIErs in cmergg markets,

She is deeply committed to susminable
development and an advocane of diversing equiry,
and inclusion (DEL).

DAYO ADERUGBO, GENERAL MANAGER, STANDARD CHATERED BANK

Law School and helds 2 Masters Degree in
Corporate and Convinercial Law (LLM) from the
prestgions Universioy College (LICL), Unaversity
of London, UK. Dave has also -:-:nmpiulucl a S}'H:L'Jd]
Executive MBA from the Metropolitan Schoal of
Business and Management, UK and 15 currently
undergoinga PhL in Business Risk Manageinent.

EDIDIONG UWEMAKPAN, VP BRANDS AND COMMUNICATIONS, MONIEPOINT

ELOHOR OLUMIDE-AWE, HEAD OF CATEGORY (NON-ALCOHOLICS), NB PLC

cet Blohor Olumide Awe, one of

WIMCAs Top 50 Most Influential

Women in Marketing and
Communications,

Elohor is an Entreprenceurial Senior
Marketing Professionial with 124 years' expenence
leading teams and effectively building global
brands. She is an agile leader who is passionate
about supporting young talents. She has
spearheaded multple project wams on newproduct

cet Foluke Femi Sanda, one of

WIMCAs Top 50 Most Influental

Women in M.Jrl-:l.'ilnj: and
Communicitions.,

Faluke Fem: Sanda is an experienced
marketing professional with two decades of
EXPErIEnce i Sales Management, Trade Call.‘gury
Management, and Brand Building. She has crafted
aniche for herselfin the food industry, especially in

set Funke Adekola, one of WIMCAs
Top 50 Most Influencial Women in
Marketing and Communications,

Funke is a strategic markcting
commnimnications and brand management expert.
She 1= the current Chief Operating Oficer, at
Denesu Creatrve,

Az the COO, she has helped lead and
profitably grow onr prieringkey cliene relationship,
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lannches and markenng campaigns leading wiath a
‘_:I..’TL?'\'('IZ‘II i:l'l:l]l.d".‘rL't.

Elohor started her markeung career at
Unilever Migeria Pl in 2011, a5 an Assistant
Category Manager, working intensively across the
Fured & and beverage catepory on brands like Lipton
& Knore, She grew oo become the Senior Brand
Manager of Savory before transitioning o MNigerian
Broweries.

FOLUKE FEMI-SANDA, SENIOR BRAND MANAGER, GB FOODS

the food category having managed brands such as
Ciino Max, Enorr, Roveo, Liptonand Glen Tea, She
is 4 seasoning and wmao marketing expert. She is
currently the Senior Brand Manager responsible
for the iconic Gino Tomate Brand of GB Foods in
Migeria.

Foluke has Iji!ill:lll‘.‘;ll!}'l:]{"-l.! herself with the
abibity to deploy consuwmer engagement activities
for her brands.

building a senior and trusted relationship with the
client. Understanding the needs of the clhient's
business and identifying opportunitics for the
Dentsu Line of Business to support them. While
munaring the client team and capabilities required
o deliver business-drving 1deas and salutions for
thie elient.
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FUNKE ADEKOLA, CHIEF OPERATING OFFICER, DENTSU CREATIVE
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IFEOLUWA ESTHER OBAFEMI, HEAD DIGITAL MEDIA AND INSIGHT, SUB-SAHARAN AFRICA,

FRIESLAND CAMPINA

eet Ifealowa Esther Obafermi, one af

WIMCA: Top 530 Most [nfluential

Women 1n Marketing and
Communications,

Ifeoluwa Esther Obafenu has 18- years of
experience leading and driving conmmercial
excellence, Ieoluwa is an accomplished Buosiness
Leader. Her expertise spans Marketing, Sales,
Channels and Stratepic management, Leadership

and People Capability Developroent, Digital and
media mapagement, and Digital Business
Transtormation.

Started off her carcer in Academia and had a
brief stint i Aviation before her long froitful

journey 1 FMOG starting with Mesde MNigena

PLC,

JUMOKE ODUNLAMI, CHIEF CUSTOMER AND MARKETING OFFICER, AXA MANSARD

eet Jumoke Odunlani, one of WIMCAS
Top 50 Most Influential Wonen in
Marketing and Commumcations,

Jmoke Odunlami is the Chief Costomer &
Marketing Officer of AXA Mansard and Director,
Dhrector AXA Mansard Health limited. With a
career spanning more than 20 vears, Odunlan has
a track record of leading erivical business funcrions,
mianaging tansformational imtiatives, and leading

ect Kemu Longe, one of WIKMOCAs Top
50 Most Influential Women in
Marketing and Communications,

Eemi is an experienced Marketng Manager
with a demonstrated history of working in the fast
mieving consumer goods and consumer healtheare
induastries. She is currently the Head of Marketing
P Cussons.,

eet Mabel Aderewve, one of WIMCAs
Top 50 Most Inflluennal Women s
Marketing and Communications,

Mabel Adeteve s an official member of the
Forbes Communications Conncil with and an
exceptional brand communications expert
specalizing i strategic communication, brand
managenent and }l1||.:-|i-;: relations, With an
impressive 15 years of experience, she has excelled

ect Mana Milagrosa, one of WIMCAs
Top 30 Most Influenoal Wamen in
Marketing and Communications,

Mana Milagrosa Ultomi A, Bivang, 4 visionary
leader and the Chiel Expenence Officer (CXO) of
MPXM, boasts over 19 wears of unparalleled
expertise in curating Experiential Initiatives,
Strategry, and Customer Expericnce Management
(XML A maestro at developing brand experience

cet Mene Bepide, one of WIMCAS Top
S Most Influential Women in
Marketing and Commaunications,

Mene Bejide is the founder and principal
consultant at Blanche Aigle Communicanons, a
leading Marketing Communications Agency
redefining public relanions {PR) and Brand
Communications with strategy and innmovation.
She brings six vears of media expenience, oversceing

innovarions across the financial, antomobale, and
HReal Estate sectors.

Before her move te Chiel Customer &
Marketing Officer for the leading global insurance
and Asset Management brand, Odunlami was
Chief Operating Officer at AXA Mansard
Invesmments Lid, where she was responsible for
corporate strategy, business development, and
OpeTations.

KEMI LONGE, HEAD OF MARKETING, PZ CUSSONS

She s skilled in Negotiation, Business
Planning, Anabvtics, A&F management, imnovatien
maniagement. traditional and digical media
management and operatons Management. Kemi is
2 dynamic business leader who focuses on
achieving the baseline. She holds her teans
acconntable and also supports then to deliver,

in varions areas including; stratesy, marketing
cominnication, brand and product managemnent,
digital media markeung, events planning and
management, CSR, and sustaimabilivg

In her 15 pears carcer, Mabel has showeased
her extensive knowledge, expertise, and
professional judgmene by managing numierous
Ligh-profile comrmunications initatrves for both
local and international brands.

straterics, Nana crafts consumercentric, strategic
approaches thar forge mcanimgful connections
acrossall channel touchpoints,

With the heart of a erearive arost and the soul
of a strategist, Nana cnvisions and implements
inovative solutions w age-old challenges.

the daily operations and management of the teamn ar
Blanche Aigle, delivering effective canpagn and
priject excontion for local and international brands
in Tech, lifestyle, FMOCG, and the corporate sector,

Mene desires to see brands connectwith cheir
target anidietices s informed and efficient
approach thatvields positree resules.
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MABEL ADETEYE, HEAD, BRAND AND MARKETING COMMUNICATIONS, WEMA BANK

NANA MILAGROSA, FOUNDER AND CHIEF EXPERIENCE CURATOR CXC, MPXM

NENE BEJIDE, PRINCIPAL CONSULTANT, BLANCHE AIGLE COMMUNICATIONS
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eet Mgoz Akinyele, one of WIMCAS
Top 50 Most Influenoal Women in
Marketing and Communications,

Mgz }".ki:u'gn.'h.' is a marketin g and
communications leader. An experienced
]'I.'.IJ'I!;I%,{L‘!'[JE nt {'(J]I!i'll!till'.l[ ill]{l l‘-r:mrj m.m:u:r_cr '\P-l'ltl'.l A
high sense of drive, initatve, and ability o apply
kJIU‘\ﬁ-'i'..'dHL" 45 IL"L'E!“.I L"-IJ: in lJlL' WA k}"till’.'L'.

She has a specific interest in brand
development, marketing, operational
transfermation, business intelligence, analytics,
aed eliange management acrass aviation, banking,
retarl consumer geods, and transportation sectors
among athers,

NGOZI AKINYELE, GROUP EXECUTIVE, CHIEF MARKETING & COMMS OFFICER, CORONATION

NWAMAKA ONYEMELUKWE, DIRECTOR, PUBLIC AFFAIRS, COMMS & SUSTAINABILITY,

COCA-COLA NIGERIA

et Mwamaka Onyvemelukowe, one of

WIMCAs Top 530 Most [ntheential

Women in Marketing and
Cotrimunications.

Mwamaks Onyvemelukwe 15 the Director,
Public Affors, Communcations & Sustamabiliey
fior Cocatola Migenia Linated, She s responsible
for enabling sustainable business growth by
bunlding a strong and consistent public policy and

ect Thza Gyvang, one of WIMCAs Top
50 Most Influential Women in
Marketing and Communications,

Oiza has 19 vears of diverse experience at
Unilever. spanning Sales, Marketing, Corporate
Andit and General Management, She started her
cateet a8 1 Management Trainee in the Customer
Development Function, From where she went on
to become a Field Sales Manager — and worked in

et Omabolante Victor-Lantvan, one af

WIMCAs Top 30 Most Influental

Women in Marketing and
Communicarions.

Omobolanle Victor-Lanivan is a
sustamability professional with aboat 200 years'
experience m the field of sustainabilicy and
communications spanning varions industrics
including manufacturing, media and the financial

cet D Oinolara Banjoke, one of

WIMCAs Top 50 Mose Tnfluenual

Women in Market ing and
Communicitons.,

Omelara 15 the Marketing Manager of
FricslandCampmna where she develops the Tong-
terin brand [.mrlful'!u aril stratigy acress lafe slages
and across category to expand the powder portfolio
and successfully launch two new powder SEUs 1o

et Roseline Abaraonve, one of

WIMCAs Top 50 Most Influential

Women in Marketing and
Commmunicatiogs.

Raoscline Abaraonye is a scasoned, goal-
Jriri.'u ]I'LH.FI{L"I.I][H [,'l]'LJ!'-L‘.‘-.‘:IlLIlI.]] “r'itli d Fll'li'\"{.' n l'.ru.:.'i;
record of driving impacrful and successful
campaigns thereby achieving angible business
results,
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sustaimable agenda for the Coca=Cola busimess

Migeria, Amaka has a proven track record of

improving lives and making a difference
communities where Coca-Cola business operaes.

She is also a credible force in building the
reputation and umage of the Coca-Caola business in
Migera. Her exceptional contnbuuons have been
recopnized and Celebrated within the indusery.

Lagms an d the Middle Belt 1 this capacity for about
4Veyears.

Chza moved o Marketing in 2009 i what
was supposed to be a 6 month sune but ended up
staying for the next & Wears in which she worked
across bath Persenal Care and Foods business,

OMOBOLANLE VICTOR-LANIYAN, HEAD, GROUP SUSTAINABILITY,

secton, She was the only West African on a global
teain that recently developed the Global Principles
for Responsibie Banking,

She was awarded the prestigions CEQ
Emplovee of the Year 2008 award at Access Bank
Ple. She s also a teo-time recgpient of the lighly
coveted Most Qustanding Sustainabilicy
Pracutioner in Africa Asvard {2007 and 2008) by the
Sustainability, Enterprise and Responsibility

achieve profitable revenue m 1 year and grow HH
penetration Pan Migeria, She s a dynamic Resulis-
oriented Marketing manager delvering strate gies

to small and big brands 1o aid business growth
in double digies while delighting consumers across
tmulti product categorics,

Proven ability o lead organizations o
successful product launches and higher revenunes
based on the 5P swategies, hero SKEUs focus,

With over 16 years in the Fast Moving
Consumer Goods (FMOG) industry, Roscline has
consistently demaonstrated her abilioe to elevate
brands., She has garpered prereguisite experience in
building successtul brands and seams, With a keen
strategic vision and a knack for creanive innovation,
Roseline is one of the few wotnen making a huge
difference in the brand marketing space in Migeria,
Her extensive experience spans various
multinationals and brands, showcasing adaptabilice

JUnE 2024 @

OIZA GYANG, NIGERIA BEAUTY & PERSONAL CARE LEAD/MARKETING HEAD, UNILEVER

ACCESS CORPORATION

Awards (SERAS),

OMOLARA BANJOKO, MARKETING MANAGER, FRIESLAND CAMPINA

Fltlrtt'cﬂi.u optimization across channels, and team
development.

ROSELINE ABARAONYE, MARKETING MANAGER (NIGERIA MARKETING LEAD), HAYAT KIMYA

and a decp understanding of diverse marker
EE']I}NL'ZLPL'}.
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eet Rogemary Akpo. one of WIMCAs
Top 50 Most Influenoal Women in
Marketing and Communications,

Rosemary is a motivated, high level achiever
with wisible senior management accountabilities,
cager to bring to organizations the ababity o
siemificantly merease growth, efficiencies, and
}Ildrl.‘!ll'lidt'r\"i{lﬂi:.

cet Sade Morgan, one of WIMCAs Top
S0 Most Influential Women in
Marketing and Commumcations,

Sade iz a Corporate Affairs Management
specialistwith wide cross peographical experience. [
am inspered moest when working within fast-paced
environments where my skills, experience, and
passicn for building winning teams can make a
sipmificant contribution o sperational success.

eet Sardat lawal Mohammed, one of

WIMCAs Top 50 Most Influential

Women in Marketing and
Communications.

Saidat 15 a dynamic, versatile and passionate
marketing professional with a proven track record
of more than +20 years' experience i business &
marketing stravegy core marketing, relanonship
miarketing, telecoms markenng, tade marketing,

cet Simmnisola Hughes Obisesan, one af

WIMCAs Top 30 Most Influental

Women in Marketing and
Communicarions.

A plobal award-winning Excounve Creative

Dircctor, Simmisela 15 one of Nigeria's most

admired and decorated creatrve stomyvtellers,

Sinmisola creates deeper experiences

cot Sola Antwi, one of WIMCAs Top 50
Mozt Influcntal Women i Markeang
anel Comirunications.

Solabomi Antwi is a highly experienced
marketing communications professional with over
20 years of experience in 4 vanery of disciplines,
including advertising, public relations, media
planning and buying, events management, andio-
visual production, and experntental marketing, She

cet Temitope Ogunrokun, one of

WIMCAs Top 50 Most Influential

Women in Marketing and
COImIEUnLCations,

Temitope is the Corporare Affairs and Legal
Dhrector of Nigerian Brewerics, a business leader
with impactful cxperience in Corporate/Public
Affairs, Strategic Comanunications, Sustainabilivg
and Managrment.

ROSEMARY AKPO, MANAGING DIRECTOR, EXP MARKETING NIGERIA

Before jomimg EXP Marketng Miget, she
was the Marketing Director, Africa and Middle East
of Lucozade Ribena Suntory where she was
respotisible for developing the business and the
muarket strategy for the LRS brands 1n the Africa and
Middle Ease markets, She also served as the Africa
Marketing Director of the same comnpany.

Morgan 15 a graduate of the Obafemi
Aowvolowe University Tle-Tfe, a Prince 1T certified
project manager with a certificate in exceumve
management from the Instionte of Management
Development, Linsanne, Switrerland. She 15 a
member of the Instinee of Directors, the Migerian
Institute of Public Relattions and Chairnan of the
Fowd and Beverage Recveling Alliance (Migerna),

marketing communications, spensorships, media
(rraditional and digital) and event management as
wiell 43 project rnanagerment.

She has successfully grown revenue and
gencrated subsceriber growth for tao of MNigeria's
fercmost relecoms operators. In both instances, she
spearheaded business and marketing plans for
various consumer scgmenes, including high nei-
worth, professional, vouth and mass segment

bevween brands and consmmers by leading her
terrnidable team of vibrant and passionate creatives
e develop clutter-breaking and impacttul ideas that
resonate with wday's digial consumer,

A creative maven in the marketing
cominunications industry, Sinmisela has led both
agencies; Insight Publics and Leo Burmert Lagos, to
deliver impactiul campaigns in Nigeria and across
internabonal markets for Pepsi, Amazon Prime

i astrategic and creative thinker with a proven track
record of developing and execunng successful
inarketing campaigns that achieve her client's
ohjectives.

Sola began her career at SO&U Saaecln &
Saatchi, where she worked on Blue-chip and
inultinational aceounts such as MTMN Nigeria,
Citbank, Mestle, Flewlett Packard, Motorola, and
GT Bank.

Her experience spans MNigeria, Africa, and
global contexts. having provided integraced
communications and sustainable development
services for organisations/brands in different
industries and within multnatonalimulocultnel
backgrounds, She supports organisamons o baoild
their reputation, enhance their d positive mmage,
and safeguard their legal and social license to
operate,
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SADE MORGAN, CORPORATE AFFAIRS DIRECTOR, NIGERIAN BREWERIES

SAIDAT LAWAL-MOHAMMED, DIRECTOR, MARKETING COMMUNICATIONS, 9 MOBILE

CUSTOITICTS.

SINMISOLA HUGHES OBISESAN, EXECUTIVE CREATIVE DIRECTOR, PUBLICIS GROUPE

Video, Heineken, Supa KEommando, VISA. Mivea,
Spotily, YouTube, PaG, Nestld, ANA Mansard, and

Imare,

SOLA ANTWI, CHIEF OPERATING OFFICER, DIVERGENT MARKETING SERVICES

TEMITOPE OGUNTOKUN, CORPORATE AFFAIRS AND LEGAL DIRECTOR, INTERNATIONAL EREWERIES
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et Tokunboh Georpe-Tavlor, one af

WIMCA: Top 530 Most [nfluential

Women 1n Marketing and
Communications.

Tokunboli George-Taylor is the Managing
Ihrector of Hill+ Knowlton Stratemes Migeria. She
draws upon over 25 vears of expericnce in public
relations and corporate commmunications o guide
the affice in providing strategic insight and counsel

miotola 154 senior executive with over

Zitvears of Category/Marketing

Manzgement and Customer & Shopper
Marketing.

Her specialties evolves around lughly self=
metivated, demonstrated tenacity, persistence and
ability to lead and complete tasks m a team-orented
and professional manner. She is aggressively
innuvative 1n Pursuing opportunitics for

et Tniu]ﬂpl:' Medebem, one of

WIMCA: Top 50 Maost Influential

Women in Marketing and
Communications.

Tolulope 15 one of Nigera's foremost
Experiential Marketing professionals, With almuost
two decades of Marketing Communications
experience spanning Experiental Marketing, Event
Management, and Brand Management &
Marketing, she has been instrumental in the

eet Tolulope Olanipekon, one of

WIMCAs Top 30 Most Influental

Women in Marketing and
Comnunicarions.

Tolu is a Passionate Markerer. Her
moualtitasking ability is second o none. She s very
professional and compassionate while handling
difficule conversations and sicuations. This natral
skill of her supported the Team and business o

cet Tolulope Olorunders, one of

WIMCAs Top 50 Mose Tnfluenual

Woemen in Marketing and
Communicitions.

Tolulope is a versatile B2B public relations
and strategie communications consuluant for
taultinational organisations and global exeeutives.
With exemplary skills in crises management,
straregy developiment and digieal communicarions

cet Tosin Adefeko, one of WIMCAs
Top 50 Mest Influennal Women in
Marketing and Commaunications,

Tosin 15 a4 corporate execcutive and
entrepreneur with over 25 years of multi-sectoral
experience in Migeria, She has led and delivered
antstanding business results in the financial
services, printbroadeast media, and marketing
COmmunications imdustrics,

too cliemes, She s well wersed in the business
operating laindseape in Nigeria

Her areas of spectalization include Public
Belations, Community Relations, Advertising,
Branding and Marketing in the Telecoms,
Information Technelogy, Finance, Education,
Encreyv, (0] & Gas Sector, She is experienced in
Governanee and Complianee, CSR Strategy and
innowvation Development,

changefimprovement/growth through developed
statistical. analytical and problem-solving skills,
directed at efficiencies in systems, processcs,
procedures and product delivery.

She is az well 2 Multi=disciplinary experience
Leadership who possess solid management
expenience across key markets and industries
working ina highly marrscstrucore

.ilf!]i.L"r'l_'TllL']ll (Jj‘l ]'I].H.l']‘_r' .‘SHL'L'\'_"S!'EFIIJ r.'.:rnpaign.*; (el
behalfof big-ticket clienes,

Tolulope currently owmns and runs Aster
Integrated Markeung Limived (AIML), amarketng
communications and expericntial marketing
ageney, Her Client base includes Brinsh Counetl,
Mokia (HMD Global), Sunking (Greenlight
Projeces), FlyFix (Erel Worldwide) and so many
more,

TOLULOPE OLANIPEKUN, HEAD OF MARKETING, MOUKA NIGERIA

deliver business EPLs cven i towsh times,

She is very anahvtical and detailed in her job, A
goal gerter with a serong peaple management skill,
Todu is an asset any organisation would be prond to
liwwee. She s diligent, friendly, emipathetic and smart
with humility and good sense ol huinear.,

She holds a Bachelor of Science in
Psychalogy from Universicy of Lagos.

garpiered over 174 vears of business experienee, she
1: the Founder and Principal Consultane at Mosron
Comuirications, a boutigue public relations
consultanoy in Lagos, Migeria.

Aanongst their impressive chentele, Tolulope
haz led che Mosron team to sign on and consult for
FIRST E&P Landmark Advica, Flying Doctors,
HealthCap Africa, Qutsource Global, Volition
Capital, and many others,

TOSIN ADEFEKO, MANAGING DIRECTOR, AT3 RESOURCES

She is the Founder/CEQ, of AT Resources
Limited, an Au'.trdwlljniug hFﬂL‘iHHIl’.‘d
communications consultancy focused on
enhancing the productivity of key clientele which
include global corporates like META {Facchook),
local conglomerares, and influental private clients
using strategic communications. The multi-
disciplinary consultants at AT3 Resources are the
po-to specialists for public relations. and special
cvernts,
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TOLULOPE MEDEBEM, CHIEF EXECUTIVE OFFICER, ASTER INTEGRATED MARKETING

TOLULOPE OLORUNDERO, FOUNDER & PRINCIPAL CONSULTANT, MOSRON COMMUNICATIONS

20
23

TOKUNBOH GEORGE-TAYLOR, MANAGING DIRECTOR, HILL+KNOWLTON STRATEGIES, NIGERIA

TOLA BAMIGBAIYE-ELATUYI, MARKETING AND INNOVATION DIRECTOR, PLADIS GLOBAL
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TOYIN NNODI, MARKETING DIRECTOR, CHI LIMITED
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eet Taym Mnodi, ane of WIMCAz Top
500 Most Influential Women in
Marketing and Communications,

Toyin is an experienced sentor Marketung and
Corporate Communications  professional wath a
successful mrack record of leading marketing reams
and delivering volume, revenue and market share
for the companies she works for,

She is skilled in Consumer Marketing, Brand

cet Uche Ajene, one of WIMCAs Top
S0 Most Influential Women in
Marketing and Commumcations,

Uche 15 a Corporate Marketing and
Contmunicarions Exeonrve with a successful wack
]'I.'l'_'LITI'_! 'iJI ]I'.IHTkL‘tI]I':‘:. COMMTUINEC3ATEOTES, f{\r_F't"'l'.ltL'
affairs and media management, CSR and svent
TI:'I..I'I'iaHL‘I'I:I‘.'ﬂL

et Dr Yetunde Rdtgbitc. one of

WIMCAs Top 50 Most Influential

Women in Marketing and
Communications.

Yetunde s a mulb-skilled marketing and
brand-building professional with expericnes in
brand strategy formulation, product innevation and
launch, brand management, experiential markering
& events, advertising and media.

Management, Brand Advertising, Corporate
Commumnications, New Product Developinent &
Launches, Stratcgic Planning, Business Dat
Beporting & Analysis, Consulting, and Tramning,

She holds @ Bachelor of Science (BSc) in
Mathematics and Seatistics from University of
Lagas as well as an MSc in Management, Business
Admimsstration and Management from University
of Leicester,

UCHE AJENE, MANAGING DIRECTOR/FOUNDER, STEPHANIE JOHN AND ASSOCIATES

She 15 currently the Founder/Managing
Drvctor of Stephanie John & Assoclites, a nnigue
PR and Stategic Communications agency thar is
driven by the Human Experience, a philosophy
which pushes us to create Strategies and Stories that
clozes the GAP berween vou and vour audience,

DR. YETUNDE ADEGBITE, CLUSTER MANAGING DIRECTOR, VIZEUM IPROSPECT & POSTERSCOPE

Hands-on project mansger driven to add
value that seeks w disrupt and dominae markets
with innovative consumer-centric ideas that
produce commercial value for stakeholders,

She began her jourmey i the IMC mdustrvin
2002 wich Primedia Out of Home Migeria as Head
of Sales and Marketing where she was «ill 2016
when she joined Serengen as Marketing
Controller,
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OMOBOLANLE VICTOR LANIYAN, HEAD SUSTAINABILITY, ACCESS BANK PLC

MOST OUTSTANDING SUSTAINABILITY PROFESSIONAL OF THE YEAR

mobelanle 15 2 rasted and seasoned
sustainability professional. She 15 a
change maker in the field of sustainabalicy
and comnunications spanhitg various industees
including mamufacturing, media, and the financial

SECTOr.

With ower 20 vears of expernence, she s
ploneered many notable sustainability-focused
initiatives, placing Nigeria and the Anancial seetor
ot the global map, Shewas che only Wese Afnican on
a global wan thar developed the Global Principles
for Responsible Banking released by UNEP FI

peverny 15 iifused with the ability 1o

create solutions to problems on-the-go

and due to her versatility and team spirn;

She can achieve the best results on short notice and

within the best possible time. She has been featured

it 4 national newspapers, 1 natonal TV interview,

and 2 Radio interviews so far due to her provess,

el ligence, and inspirng achievements as a young
person.

She has good communication skills, leadership

qualities, Moral ethics and values, proficiency and

efficiency, reliability and diligence, great sense of

or reasons that could very possibly be DINA

(orvery move possibly childhood rebellion),

Eil'.l.'iil ]lﬂ!'i HIW.?I.}'S ’LL'[:IL‘E{' Lia i-'.'ﬂH ".’r'lil."ll
cvervone elie rigs, She ragged when she deaided to
brecome 4 copywriter in MNigeria, instead ofa lawyer
almost two decades ago. She zagped when she
*owned” bricfs doring her first rodeo at
Centerspread FCB — and zagped when she chose
[ 1 orldwade (a2 member of the WEP group) out
of all the other agency-suitors because who doesn't
gravitite towards challenges? She zagged when she,
a fierce loyalist, said goodbye wo the WPT family

emitope Avem - RDirector of Brand
Management and Strategy - ar X3M
TDEAS, is the frst fomale to fill this role

within the organization, She joined the industry as a
management trainee at Trovka Group) and has
wiorked across core advernising and experiential
marketing for 14 years,

Temitope s an ardent acconnt management and
brand-building professional whe believes thar the
suceess of her key client contaces i the true measure
af her worth as a suit, She is not only a soic bt also
an ardent student of human behavior, She believes

ESOSA OSAGIEDE, CREATIVE DIRECTOR, INSIGHT PUBLICIS
MOST OUTSTANDING ADVERTISING CREATIVE DIRECTOR OF THE YEAR

(United MNations Envirenment Programme
Finance Inmtiative).

She is an executive member of the Access
Wornen Metwork (AWM, an advocate for youth
and women empowermient. She mentors and 15 the
Chair of Women in Development and
Sustmmability, a not-for-profic orgamsation that
primarily nrilizes mentorship and costomized
education tesupport the developrent of women.

Omoboelanie holds 2 Chartered Banker MBA
from Prifysgol Bangor University, as well as a
bachelor’s degree in Mass Communications and a

OPEYEMI ABE, ASSISTANT ERAND MANAGER, BEVERAGES, PROMASIDOR NIGERIA
EMERGING MARKETING PROFESSIONAL OF THE YEAR (FMCG)

responsibility, on-fect-thinking capability, abilivy to
keep up with the trend and wvopue, finesse, and
mietictlous namre.

Oypeyenm started her career at Cadbury Migena
PLC as 2 Sales and Marketing Intern where she
participated actively in brand promoten activations
and programs, She then moved to LIAC Dnanesas a
Cruality Contral Intern where she carried o
analysis of food products daily {Chemical,
Microbial), to ¢nsure confermance to
specifications and [ decuinented findings.

At Fricsland Campina, she served as a Strategic

after Byears of greatvibes (and work, [ promisc) and
satel hello g the Leo Burnett Lagosin 20006,

She zugged when she applied for the Cannes
Lions See Tt Be It program {2 vmgie prograrm that
recopiizes the most creative fermale leaders around
the world), and her application was selected as the
onby one from West Africa, becoming one of the top
16 selected from over 800 applications sent in
globally. This unique ereative scholarship then took
her to the Cannes Lions Creative Festival in France
for an immersive life-changing program wath 146
other women,

TEMITOPE AYENI — DIRECTOR, BRAND MANAGEMENT AND STRATEGY, X3M IDEAS
MOST OUTSTANDING CREATIVE MARKETING PROFESSIONAL OF THE YEAR

thar creative work should not only deliver valames
or awarencss but alse seek o lmpact society
positively by causing a positive change in
humandconsumer behavior and breaking
Stercotypes.

Working through the ranks, she has led seams to
launely several major campaigns and produces
across varying industries/sectors hoth locally and
globally such az Aleoholic and Non- Aleoholic
beverages (Lager. Malt, White and Brown Spirits),
C50D, Ol & Gas (Perroleum and  Lubricants),

Master's Degree in Sociology both from the
University of Lagos.

She is o Fellow of the Instmre of Corporate
Besponsibilitg and Sostainabilivg UK (1CRS). 4
member of the International Society of
Sustainability Professionals (IS5P), and an
Associate of the Chartered Institute of Bankers,

MNigenia (CIBN) among others,

Brand Communication Specialist with the
responsibility of Marketing and Branding, Medical
channel understanding and markering, Customer
dr_'v:h\pmunt and management, Kc}' Account
Management, Segmentation and targeting of
chents, Brand Communication, Business plan and
Marketing strategy development, Territory
planning and execnvion, Infane and Child
Nutrtion, Stakeholder Management, Lead and
Demand Generation,

A copywrniter by craft and a human behaviour
analyst by training, Esosa puts people ar the center
of her creative solutions and this s why she is a
well-sought-after creanve and has served as 2 juror
on several local and global swards. Her portfolio of
avard-winning work includes bue is not limited to
Mandalez, Nivea, YouTibe, Chivita, TGLL Brinsh
American Tobacco, Mestle, World Bank-The
Lighting Africa Projecr, several brands onder the
Migerian Breweries portfolio, with a recent lannch
of the Gulder “Senior Man campagn., Burger King,
and ether indigenous and global brands.

Telecommunications {mobile merwork, mobile
phones, Internet service providers), Financial
Services, Fintech, Food and Agro-Allied,
Mutrition, Home and body carc, Pay TV,
Government, NGO, Automobile, Home
Appliance, Religion, cte.

Just like a wee child, she 15 a dreamer and
believes nothing is impossible, In her free ime, she
bowves exploring the concepr of Tuxury.

OMOEFE OHWORAKPO, CORPORATE DIGITAL BRAND MANAGER, FMN

MOST OUTSTANDING DIGITAL MARKETING PROFESSIONAL OF THE YEAR

mocfe O, Ohworakpo is a2 scasoned
DHgital Marketing professional with over
nine years of experience n both Dimeal

Marketing and Brand Building. Before her role as
the Corporate Digital Brand Manager for Flour
Mills of Migeria, Cmioefe led the digital execution
for the sward-winning ‘Find Your Beautitul®
comsumer campaign by Darling Hair Migeria.
Having worked with top Digital Marketing
Agencies, Banks, and FMOCGs in Nigena such as
Anakle ETD. Dage Dhgital, Access Bank, Brinsh

Counncil, and Godrej Nigeria, amongst many

others, Omocfe has led awardimg winning digital
marketing strategies that smpacted both brands and
CONSUNICTS,

Ovmeefe holds a BUTech in Anirmal Productien
and Health from the Federal University of
Technology, Akure, and a Digical Marketing
Diploma, from Dyntal Marketing Institote,
Treland.

She has implemented digital campaigns aceoss
various channels, such as pay-per—click, display,
SEQ. content, social media, and mobile, w mncrease
brand awarcoess and engagement, drive lead
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generation, and grow usage of the products and
HIVICES.

She has also set up and managed direet-ro-
consutnet e-cotmmerce channels for the African
markets, and developed and executed influsncer
marketing and content marketing strategies. She is
passionate about digital innovation and learning
new skills that can help me deliver value o my
clients and stabeholders,
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For Recipe ideas check out our cookbook @
www.mamador.com.ng @ @mamadorng
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CHIAKA ELUCHIE, CATEGORY MARKETING LEAD (BALL FOOD), FMN

MOST OUTSTANDING MARKETING PROFESSIONAL OF THE YEAR (FOOD)

hiaka Eluchie is an experienced consumer

and customer-oriented business leader

with stong cross-functional experience
and knowledge in Marketing, Business Strategy,
[Mstribucion, Planming, and Execution, Passionate
abroat brand building and collaboratmg with peaple
toy build winning brands,

She started a carcer ar Cadbury Migera as a
tnatagement trainee while at Cadbury she worked
on the kev categorics: Beverages and
Confectioneries, She has over 20 years of
experience in Marketing and has been privileged 1o

waork in other mulonanonal FMOG organizations:
Mutricima Limited [ a subsidiary of PZ Cussons),
and CFAO,

She has weorked on notable brands like Cadbury
Bourovit, TomTom, Cadbury Chocolate Eclairs,
and Oymopic Milk, and birthed new brands like
Supreme noodles and Golden Penny Jollof noodles
ta mention a few,

Chiaka 18 well-grounded in end-to-end
commercial terrmn in the FMCG space, In her
position as the Category Lead for flour Mills of
Migeria, she has successfully grown the Ball Food

business and was responsible for the brand
relaunch of Semovita and Goldenvita and is also the
bram belind the Consumer value Proposition on
Semovita and the award-winning consdiner
engagement platform — Golden Penny Semovita
Soup Festval by Brand Communicator Magazine,
Chiaka s currently the Career Lead for the

FiMN Women neowork in Flour Mills of Migeria,

hiarmaka EBruruike, a purpose-driven
individual, 15 the current Head of
Activations and Consumer Marketng ar
Seven-Up Bottling Company Ltd. Iler carcer at
SBC, one of Migeria's largest manufacturing
cormpaiics, has been remarkable sice Joining the
Markening unit in June 2002, after wuring all
business units scross the reglons as a praduate
tramee tn 2010 1.
Chiamaka Ezoroike, Before joining SBEC,
worked as a Marketing Exccutive at Sterling Bank
Ple i 2006, where she ganed some experience in

arian Ogaricchi 15 a dynamic and
influencial figure in the world of
adwertising, with a carcer spanning over

ton decades. She has earned a reputinon as a
strategic mastermind i wading and dwvestmem
management, content, production, acguisition,
media buying, and negotiation in the advertising
industry

Az an Integrated Marketing Specialist with a
demonstrated high-performing track record
Trading and Investment Management, Ogaziechi
possesses an extraordinary ability to see the bigger

ombine & strong business acumen, with a
passion for building brands, and you will
have perfectly described the professional
side of Ifunanya Obiakor - Ugoagu.
Mfunanya is a consumenate marketing expert
wath over 1years of expenience in brand building,
She is currently the Head of Markedng in Arla
Gilobal Dairy Products MNigeria and leads a team of
Category Managers across Milk Povwder, Liquid
Milk, Clieese, and BSM categories.
She has been mstrmmental inoransforming the
Arla Migeria business inte a sustaimably profitable

CHIAMAKA EZURUIKE, HEAD OF ACTIVATIONS AND CONSUMER MARKETING, SBC
MOST OUTSTANDING MARKETING PROFESSIONAL OF THE YEAR (BRAND ACTIVATION)

stakeholder and customer relationship
management, this was where the drive to pursue a
career in marketing began for her,

She has attended some developmental and
leadership programs in reputable business schools,
siich as the prestigous Chartered Instdiate of
Markering s Simon Page, and a diplomain strategic
marketingat the Lagos Business Schoal,

Chinmaka Eroruike has over 10 years of
experience i CostomerConsumer Marketing,
teamn leadershup, and strategic management, and
holds a Bachelor's degree in Languages &

MARIAN OGAZIECHI, GENERAL MANAGER, DENTSU INTERNATIONAL
MOST OUTSTANDING MEDIA INDEPENDENT PROFESSIONAL OF THE YEAR

picture. She envisions the future of advertising
trends and anticipares macket shifts, allowing herto
[ll.ilL'.L' stratL'gc di.'L]b!U]t! thHL LU]I!]‘E{L‘] I.tl.":' FlH.L'L' i'n.'r
chients at the forefront of their induseres.

The ustegprencur, who leads teams to varions
commercial bids through competnve investment
offerings for local and multinatonal clients n
varions categories, is a meticulous thinker, known
for her analytical prowess,

With her keen eye For detail and abilivy w dissect
complex data, turning it o actonable nsights,

IFUNANYA OBIAKOR, SENIOR CATEGORY AND INNOVATION MANAGER, ARLA FOODS
MOST OUTSTANDING MARKETING PROFESSIONAL OF THE YEAR (DAIRY)

business, significantly improved Dane brand
metrics, and led the suceessful launch of new
Pr(.'ld.l'lf[h-.

Under her warch as marketing manager, Arfa’s
Hagmship Milk brand, Dane, has grown to become a
strong Powder brand in Migeria, Arla Migeria seca
Groinness World record Tor the longest drinks-
g n‘.|.'q,r in 2018, lannched into Cheese,
burter, Creams, Spreads and Growing up Milk
cateporivs, won prestigions swards, and executed
several ontstanding Markeong imitiatrees,

Ifunanya started her Career as a Manageiment

Comminications fromn Ebonyl Seate University,
Migeria.

From the ume she joimed SBC as a graduate
Traines, and since becoming the Tlead of
Actvatioms and consumer Markenng, Chiamaka
has Challenged the statnesque and has delivered
excellently acress all her delverables, She has
transformed a team of events & activations that had
little or no experience in the ficld, into an army of
achievers who take pleasure, passion, and pride in
what they do.

Ada-beke as she is fondly called among fnends,
ensures that every advertising money s spent with
precision and purpose.

The negotianon macstro has an unparalleled
knack for striking advantageous deals, whether in
media buying or forming strategic media
partnceships, She understands that in the
a.dv-.'rti:iing world, every negotiation is an
SPPOTTITNTY to Creats Win-win situations,

trainee at P2 Cussons im 2001 and rose to the role of
Brand Manager i 2004, In 2015, she joined
Fricsland Campina as a Brand Manager beginning
er journey in the Dairy induostry, In 2016, she

joined Arlaas Category Manager and has since been

avaluable asset o the fast-growing dairy company,
Ifuranya was seleeted among the 40 under 40
Women in Marketing and Communications n
2020 and has continued w break new ground and
lead multiple matiatiees in marketing.
She is also a member of the Natenal Instivate
of Marketing in Migeria {INIMIN).

ADESOJI OMOIGUI, DIRECTOR, MARKETING PORTFOLIO, THE COCA-COLA COMPANY

MOST OUTSTANDING MARKETING PROFESSIONAL OF THE YEAR (BEVERAGE)

aji Crmodgui, a seasoned Senior Marketing

Professional and current Marketing Portfalio

Senor Manager ac the Coca-Cola Company
possesses a wealth of expertise in Business
Planning, Business Intelligence, Marketing
Straregy, Brand Management, Consmmer Insight,
a1 I.I'.I Innewvation.

With an impressive IN-year career, Suji 15 a
distinguished brand transformation expert,
credived with building and ensuring the consistent
success of renowned brands such as Coca-Cola,
Salive, Eva, Fanta, Sprite, and Schweppes i a

ficrcely competitive mdusty. Her journey began
with six years in strategy before seamlessly
transifoning mto consumer markenng, where she
played a pivaeal role in strategic initiatives,
including leading world class campaigns like Share
a Coke and orchestrating FIFA World Cop/Trophy
Tour campaigns. Noteworthy achioveinents also
encompazs overseeing the launch of Salve Pulpy
aind :;p-;’:afhc admgt]lu 51‘|‘i'\-\-'u1:.‘pl.'s PDI‘I.I-U] 14 Fewanp.

Saoqi's superpower [ies in collaboration, a qualiny
that distinguishes her m her role as Marketng
Pordfelio Senior Manager. In this capacity, she
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continues to contribute her expertise to the
dynamic landscape of brand building and
transformation at the Coca-Caola Company. Soji
leerlds an MBA [Fom Lagos Business School and is 4
proud member of the Natonal Institute of
Marketing, Nigenia.
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INDIVIDUAL AWARD WINNERS

BOLANLE OSOTULE - GM — HEAD OF ERAND MARKETING & ADVERTISING, AIRTEL

MOST OUTSTANDING MARKETING PROFESSIONAL OF THE YEAR (IT AND TELECOMS)

olanle Crsotnle is an experienced Brand

Strategast with a demenstrated history of

working across vanons industries which
itclude Advertising. Public Reladons, Banking &
Telecommunications.

She is lughly skilled tn Business Planning,
Media Management, and M:-rkﬂing Strategy. She
graduatce from the Lagos Seate University with a
Bachelor of Arts degree, and a Masters degree in
Erplomacy & Strategic Studies from the Universing
of Lagos, with professional Cerifications from Pan
Atlantic University, School of Media &

e Maduagen is a consuminate media &
marketing communications professional
with a bias wwards mnovanve, imsight-
driven end-to-end media & commuonications for
brands, With about 134 years of experience under
her belt, Oge is always potsed to go above and
bevend for the brands under her punaew:. Infusing
the much-needed positive energies in teams w
ensure staving power despite constrames,
She currently heads the Media team for the
Unilever West Afrnica business and has a proven
track record from both the agenoy and cliene sides,

oredake 15 a passionate and creative

individual with a genuwine love for

bl'.]]'l.L' b'l.li]l'.{illg. SlIL' 1= an H{I\r'UL'ikh.' t-ﬂ'l.'
insight-driven business operations and excellence
It exeeLtion.

She 1= currently the Head of Markcung West
Africa, Mondelez International where she s
responsible for erafring strategics. managing
budgets, and setring goals for marketing teams. She
also ensures consistent brand messaging, analyzes
consumer behaviour, and identifics market
CAPANSION opportunitivs,

arima 15 & proficient MarkComms and
Project Management professional, witly a
icience-related backpround in

Microbiology, Passionate abour helping "brands”
make meaningful connections with theie desired
andience.

She s currently the Head of Marketing (motars
diviston) at Mikano Motors where she is
responsible for

Karima started her career at MTV Base Africa as
a Telewision Presenter where she Co- host for the
‘pro—social’ TV show, "MTV Base Uncensored”,

OGE MADUAGWU, WEST AFRICA MEDIA MANAGER, UNILEVER
MOST OUTSTANDING MEDIA MANAGER OF THE YEAR (FMCG)

KARIMA OKUNOLA, HEAD OF MARKETING (MOTORS DIVISION)
MOST OUTSTANDING MARKETING PROFESSIONAL OF THE YEAR (AUTOMOBILE)

Communicateon, & Wharten Schoal of the
University of Pennsylvania.

She isa member of various professional bodies,
Her tnultifacered backetound has developed her
intir a well-rounded practinoner, with professional
frcal points thar melude Integrared Marketing
Communications, Strategic F‘!nnning, and
Business Developinent,

At the carly stage of her career, Bolanle worked
for well over o decade at Centrespread FCE where
she rose w the posinon of Account Director. She
was also with Union Bark as Head, Brand

Before joining Unilever, she lad spest 7 vears with
one of the larpest media independent agencies in
Lagos, Migeria working across FMOCG, Teleo,
Banking & Tech brands exiting as Team Lead of one
of the business units,

e s a certified Digital marketing professional
and currently holds memberships with APCON,
NIMN & MNIM. She is o One Young World
ambassador, and tawo-time jurv member for Cannes
Young Lions (Niperia) Media competition & had
cliched first place tadee in 20008 2002 to represent
Migeria m Cannes, France in the Young Lions

MOROLAKE EMOKPAIRE, HEAD OF MARKETING WEST AFRICA, MONDELEZ INTERNATIONAL
MOST OUTSTANDING MARKETING PROFESSIONAL OF THE YEAR (FMCG)

Betore her new position, she was the Category
Manager of the same company where she was
charged with the responsibilities of business
management, brand and marketing management,
atnvial and steategie business planning, innovation
and consumer 1nsight, and setrategy
phinning/esecation,

Maorolake started her career at Nestle 5.4 ax a
Consumer Services Speaahst where she developed
and drove the execution of BTL consumer
muarketing campaigms and cvenes pan Migeria i line
with the brand's Integraved Commercial Plan.

reaching 1 mithien viewers in 48 conntrices across
sub=5aharan Africa. The show was focused on the
socio-cultieral influcnces that African vonths are
cxposed o oand their offccrs on the community,
Treaveling around the African continent, and
interviewing celebrities and youth opmion leaders
was equally as eye-opening as it was a fun
expericnoe,

At Chris Parkes Marketing Solutions, she
served as Client Services Manager where she
developed comprehensive marketing analyses and
sodutions and created integrated marketng models

Management, and Keystone Bank as  Divisional
Head, Marketing & Corporate Communications

She joined Asel in 2019 as Head, Home
Broadband Conununications and in 3 vears, she
rebranded the home broadband communicatons
unit, faunched new businesses, and baile world-
class teams, hesides driving naticmaide ma.rkr:tiug,
branding, and communications smaregics for the
ation's larpest telecom service provider.

Mediacatepory for both years.

With a wide industry netwark, Oge penuinely
likes people, has a keen interest in the girl cluld and
is an avid bookworn:. She s passionate about her
work with brands and is constanty seeking wiys o
add value inany space she Ands herself.

She then moved o May & Baker Mig. Pl as the
Brand Manager where she was responsible for
developing the annual Mamee Business Plan ta
reflece projections for the business growth and
design the roadimap wo achieving them. She also
designs Marketing strateges and assigms objectives
to lrive volume and valoe prowtl,

toralake also worked at Flour Mills of Nigeria
Ple as the Markesing Innovation Manager and
Brand Manager, at Ball Feods and NPD.

for clients and alse managed and supervised events
ane marketing selatons for varions mulu-patonal
chients and brands, such as telecoms giant Ensalat
ifonnerly Zain), Diageo, Guinness, PZ Cussons
and the State Governinent, among others.

She also worked ar WL (Lekki Free Zone) asa
Marketing Associate, and also Lekki Worldwide
Iovestments Limited as Head of Marketing and
Communications, Karima alzo worked ar
Schoonwsater Limited as Hlead of Business before

she joimed bMikano Motors,

ROSEMARY EGABOR-AFOLAYAN, HEAD, COMMERCIAL, NEWS CENTRAL TV

MOST OUTSTANDING MARKETING PROFESSIONAL OF THE YEAR (BROADCAST MEDIA)

osemary 15 the Head of Commercial at
Mews Central TV, where she leads the

Commercial and Communications
division of the company. Her mission is o drive
innovation and strategic partmerships in the
dynanie media induzny

With shalls in financsal literacy and customer
relanonship management, she has contributed w
the expansion of out media presence and optimized
reveEne Strearis.

Ar Mews Central TV, her team has been
instrumental i launching the brand on mulaple

platforms, including a significant onboarding
projectente DSTV's platform. They have leveraged
new media channels to enhance brand vistbiliy,
Focuising on market trends and aodienee analyties to
shape compelling content and foster prowsh.

Rosemary started her career at Spring Mortgage
Bank as an Account Officer, she then moved to First
City Monument Bank Lonited as an Account
ODficer.

She also served at NM24 a5 Senior Markening
CHficer where she coneributed o e success of
MMN24 by unplementing effective marketing and
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publicity strategics to promote prodocts and
services. At PetroSmart. she served as Semor Client
Service Specialist where she played a key role in
stpporting sales and muarkering activities, ineluding
gathenng market intelligence in product lines such
a3 FMC Separation System and ALC.

Oreher places she has worked include Urban 10
Hub Limited and Plus TV Africa, Rosemary holds a
Bachelor of Science i Marketing from Covenant
University as well as a Master of Science in Media
and Communications from School of Media and
Clommumnications, Pan-Atlante University,
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Standard Chartered Bank
Appoints Dalu Ajene Chief
Executive Officer For Nigeria

of Dafu Ajene as the new Chicef Excoutive Offficer of its
Mipenaoperation.

The appointment of Dalu, who has over 23 years'
experienice in the global fnancial services sector, b5 a testament
to the Bank’s established culture of prometing excellence and
assurance of is esteemed stakeholders in the Nigerian financial
industry

Speaking on the appoinmment, Karioki Mgari, the bank's
Regronal CEO said "We are pleased te announce the
appointment of Dalu as the Chiet Execotive Officer for
Standard Chartered Bank MNigeria Limired. With an extensive
background in banking and finance, Dalu brings a wealth of
experienice and expertise tolead vur operanions in MNigerna,

“As a leading international bank, Standard Chartered
remans commnitted to driving coconomic growteh and suppormng
our clients in Migeria. The Bank's leadership will further
strengthen our presence in the region and enable us to continue
delivering exceprional service and innovative solutions o our
eustomers.” “Dalu brings a strong business and commetcial
leadership acumen tw the new role, He has managed several
portfolios across mulople markets in Africa, the US, and the
Middle East which have helped to deepen his understanding
and appreciation of the complex landscape of delivering results
across diverse marker:,” the staterment continted.

: ; tanedard Chartered Bank has announced the appomentent

Ifunanya Obiakor Elevated
To Head Of West Africa
Marketing For Arla Foods

arketing Ammazon, Hunanya Obiaker has climbed

higher on the professional rung of her carcer,

following her recent elevation as Head of
Markering, West Africa, for mulonatonal dary gants, Arla
Foods,

]ﬁJnanya., a Consiimimate m:lr!:c'tin!.: expert with over 1)
wvears’ experience in brand building, was anal her new
appointment, Head of Marketing for Arla Foods in Migeria,
where she led team of category Managers across Milk Powder,
Liguid Milk, Cheese and BSM categories,

In her new position, Hunanya's macketing oversight awill
expand beyond Migeria to spearhead marketing drives and
efforts across the West African region for the dairy company.

Instrumerntal to transforming the Arla Migeria business inno
a sustainably profitable business, she has significantly improved
Arla’s Hagship milk brand. Dano brand’s metrics and led the
successful laanch of new produocrs,

The Heineken Company
Elevates Sandra Amachree
To Global Senior Brand
Manager

Armazon and Migeria's Sandra Amachree has been elevated

to the position of Glebal Senior Brand Manager at The
Heineken Company,

Prior her elevation, Amachree, an accomplished brand
cxpert and comimercial leader, served as the Head of Marketing
Communications at The Heincken Company, where she
spearheaded innovative brand communication initiatives across
the company's diverss portfolic of more than 21 naonal and
]'I“.L']']'].!‘I.]H[]Hl h]'il[“l.ﬁ. I'!L']' Ll'l.'l'.'TS:i!.,’_]'l.l l'.'xl'i.'ll-l‘lﬂl{ [ {8} |I'.Ii|[].3{.:_]1i5.:
media excellence for tao West African countries wathan the
Heineken International Group, demenstrating her serategic
wision and cross-funceional expertisc,

Amachree’s journey with the company has been marked by
progressive roles and noteworthy achievernents. She previeasly
held the posiion of Senior Manager - Medis, Brand PR &
Sponsorships at Migeria Breweries, where she Jed the entire
brand portfulio, crafting bespoke narmatives for each brand
while also managing sponsorship acquisitions, a crocial aspect
U{’b]’}l nl'.‘l ]}l'LI] ﬂl_'pt‘if\i'l J.Til'j COHE Ull]ffﬂlié.ﬂill;‘i‘ﬂlﬂ'l k.

I n what can be described as a career milestone, marketing

Versatile Marketing Professional,
ldemudia Dima-okojie Appointed
Marketing Director, West Africa
For Mastercard.

demudia is a dynamic business professional with abour 18

}-'{"ilrb L'lj1L'KFL' o [ Pl | tE]{." tl.'](."'f{'li'l'ﬂl'.l 1 lill'.?ltilll-1 B, DLT!'IHU‘I('Ig}',

and logisrics sectors. Befors his appointment, he was the
riarketing and cormmuimeations manager, West Africa ar DHL
Express, where he spearheaded [hgital Transtormation
iitiatives, enhancing DHLYS digital capabifines across Sub-
Saharan Africa.

In his new role, Idemuodia will oversee the strategy and
execution of marketing initatives for the Mastercard brand
across Wwest Africa,

ldemudia began his career in the mid 2000 as an cngineer
at Adrte]l Nigeria, where he subsequently transitioned to product
management, Daring his tenure, he suceessfully rolled our
major products such as 26 and 36 internet, mnternational
roaming, and BlackBerry sernices.

ldemudia holds a bachelor's degree in compuster seience and
an MBA from the University of Liverpool. Te is actively
nrvolved in community service projects as a member of the
Reotary Club of Tkovi. Idemudiz is happily married and a proud
father of two children.
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PEOPLE ON THE MOVE

Jubril Arogundade Appointed
Executive Director Of CIG
Motors Group

G MOTORS GROUP have announced the
' appointment of M, Jubril Arogundade as the new
Executive Director effective from May 15t 2024,

In his new role, Mr, Jubril will spearhead the serategic
direction and operational exeellence of CIG MOTORS
GROUR a leading automaotive conglomerate m Migeria and
West Africa.

With a distinguished track record in Marketing, Sales,
Operations, Information Technology, and Media
Cormmmunications, He brings 9 years of invaluable leadership
and expertise to his new position. His proven ability to drive
growth and foster innovation aligns seamlessly with the
commitment of CIG MOTORS w delivering u:1].ﬁar;|1|u]¢d
value and service to it customers, Commentng on lus new
appointment. Mr Jubrl said "1 am honored to continue with
ClG MOTORS GROUF as Execonve Director and | am
excited to lead this esteemed organization 1o new heights,

“Together with our talented team, we will continue o
elevate the automorive experience for our customers while
driving sustainable prowth and snccess across the region.”

: ¥q =

Opeyemi Abe Joins
UAC Foods As Category
Brand Manager

arketing Professional, Opevemnt Abe has been
appointed as the Category Brand Manager for
Snacks Categury at UAC Foods Limited.

In her new position, Opeyentt whe announced her new
position on her LinkedIn page, will be working collaboratively
with the ream at UAC Foods to grow the Snacks Category as
wiell as achieve all setobjectives for the company,

Prior to her appointment, she was the Assistant Brand
Manager, Beverages st Promasidor Nigeria, In that posinoen she
was responsible for the end-to-cnd management of TopTea,
Cowhell Coffee & Strawbermy as well as developing brand plans
o efisiire attainmient of set business and brand objectives,

Crpeyemi is an enthustastic and passionate person with the
capacity to procure and inspire ideas, develop them inte projects
and sce them through execntion to completon.

She is nfused with the ability o create soludons w
]."I."..'I]}IL'T[].‘.: U'IE—IIIL"'—HI.:I .'!]'I.I.l 'IJ.Ui.' o IIL'1' "."E'T‘.\'Hli.lﬂ}' H.IHJ. tearn .'il.'l'iri‘l:,
She can achieve the best results an short notice and wathin the
best possible time. She has been featured in 4 national
newspapers and 1 pational TV interview and 2 Radio interiees
s far due to her prowess, inwelligence, and inspiring
AT l‘ii'{:"r'\"."'l'] IS a8 3":'{}[11!5 ]."L".EL"]'..
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kole

By .-"'uu.-du Ikpea

he was g struggling single mother who faced her worst

nightmare when the Gather of ler children accidentally

returned to their lives, completely stealing their ateention
while mrying to make amends for past sins in the mowvie *Sisea,”
The movie "Siska” won both the Audience and Jury awards for
Best Mowie at the 11th edidon of the Nollywiod Week Festival
in France, She has received varions awards and nominations,
including the Best Lead Actress for her role in “Adire” at the
Africa Magic Viewer's Chowce Awards (AMVYVCA) i May 20024
anel 2005, She alse won the Best Actress of the Year at the City
People Movie Award (English), amaong others,

Her first foray into entertainment began when she
auditioned as & contestant in the Miss Commomwealth Nigena
pageant in 23, Although she did notwan, she said the exposure
weas all she really wanted, as she tnade the top 10, She has been
featured in many mevies like *Super Story: Everything Ie
Takes." playing the character *Cara”, Papa Ajaseo, and This Life.
She also starred in other productions like “Desperace
Housewives Africa, Prophetess, The Set=Up, Adire, and many
{!‘tl'lf.' 4.

Kehinde Bankole, a renowmed actress, model, and
prodicer born on March 27, 1985, has mrnered numerous
international awards throughout her illustnons carcer. Her
talent knows no bounds, as she has portraved diverse roles,
rafyring from performances at Shakespeare's Globe Theatre in
the UK to making significant coneributions to the world of
cinema. She has also lent her voice to animated characters in
Disney's anginal series, starred m blockbuster films, and
captivated audiences through her appearances in highly
acclaimed movies on streaming platforms such as Netflix and
Amazon Privae,

Raised in Liages in a close-knit family of seven, Kehinde
grew up alongside her vain sister, Tatweo, Their parenes plaved a
crncial role in fostering therr carly interest i the ares, nurtaring
a decp appreciation for artistic expression. While studying Mass
Communication at Olabisi Onabango Universityg, Eelinde alsao
explored modeling and music. After earning her degree, she
ventured into acting, where she found ber oue calling. Her
breakelrough came with her television debur on the popular
series “Super Story,” which brought her widespread
PeC oo,

Deeply passionate about African culwire, Kehinde
Bankole 15 comumitred o shanng her wibrane essence and
contintes w seek new adventires within its rich apesoy. Her
storytelling prowess and ability to bring characters o life have
established her as & prominent figure in the enterminment
industry, both m Nigeriand internationally.




Nutritious, Tasty
& Complete

meals in minutes with

How to make noodles
with Addmie

<=

Pour Addmie veggies Add 120g noodle cake, Cook until water is
and protein mix into 400ml cook for 3 minutes and pour almost dried up.
boiling water for 5 minutes. Addmie seasoning to taste. Your delicious meal is Done!
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VIEWPOINT

Can Kimberly-Clark’s Exit Shake Up

The Sleeping Giant?

liss is not the first tine Kinberly-Clark has burnt as

fingers in the Migeran marker, The first mne they

started eperations in Nigeria was i1 2002, They batded
For five vears and ‘ran out of gas”, no thanks to some strange and
unfavenrable cconomie conditions, So, they leftin 2019,

Iy 2021, they felt they had gotten the Mojo to tackle what
chased them sut inically, They fele with a war chest of over 1K)
imillion dollars, their market feeundity should be strong enough
for big things to happen: When they landed, they plunged in
with great dextericy, building a rop=notch produection facilivy ac
Tkored, a Lagos suburb.

The shocking news today 15 that Knmberly-Clark 1z 10 the
process of shurting down its Thorodu production Geeiliey, citing
economic challenges despite the 100 million imvestment two
Vears g,

Kimberly-Clark is not a ‘backyard’ manufacturing brand
seckimg to reap without sowing, Itis a listed moulonational on che
Mew Yotk Stock Exchange with the majority of s shares held by
instrutional mvestors like Blackrock Toc., Vinguard Group,
Maorgan Stanley, ere. The company preduces Huggies diapers,
sanitary pads, Kotex, and other hygiene and personal care
produces. These are top-quahity brands.

The Challenges

Sourees reveal that the Tkorodu plant has been producing
below capacity from: 2023 moto 2024 due to the harsh economc
environrment withan the counry:

The company, since late 2022, has battled with high
energy costs, raw materials, and reduced demand from
custormers due o the prevailing economic situation. This has
resulted in dowmsizing and reduced production time from every
day of the week w just Mondays v Thursdays,

At the time it finally decided to pack up, the company was
spending around NG million on power generation monthly,
aside from inaintenance costs, and its monthly fxed spend on
vperatons was over M3 millicn,

Mosouree from the company revealed thae “Our first rwo
vears were fintastic in terms of sales growth and market shares
within the diaper indusery, 2022 and 2025 were really bad vears
tor the company due to the cconomic situatdon.”

Orthers That Left Nigeria

The planred closure of aperations of Kimberly-Clark
(rorm Nigeria and the reasons provided are similar wo those of
manufacturing companies that exited the country 1 the last fow
vedrs,

High production cost, currency depreciation affecting the
impert of Taw materials, and weak purchasing power of the
populace.

Last year, 1 U.5.-based company in the personal care
business Procter and Gamble {P&G) closed production in

€2 Kimberly-Clark

Mligetia i a sirnilar fashion after mvesting about 300 millon
{the single largest non-of myvestment by a ULS company n
Migeria) ina producioen Feilivy in Ibadan.

Sunilarly, 1 segment of PZ Cussons, stll within the
personal care sector followed this dismrbing reend,

Consequences

The clostre of production in Kimberby-Clark’s facility in
Migeria is a huge blow government's drive to actract foreign
directinvestment o the country:

The haby diaper industry m Migeria is estimated at $920
million according o Stusta, Leaders in the indusory incdude
Pampers produced by P&G Molfix, and Kimberly-Clark's
Hugmics, Howewver, 1t 15 a hogely competinve industry with
abonr 14 brands competing for markershare,

With two of the three leaders in the diaper and personal
care industry in Nigeria stopping producnon or transitoning 1o
att import-based business maodel, it could exacerbate the cost of
diapers and sanitary marerials for babies and households
Grllowing significant depreciation of the MNaira and Turther
increase the conntry’s impaorts at a time when the drive for local
production should be high.

Local Challenges

The problem of collapsing manufacturing firms 15 not
limvited 1o mulinationals, The Manufacturing Association of
Migeria (MAMNY tevealed that about 767 manulacturing
companies shut down operations while 333 expenienced distress

—
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in 225,

This development s ateribured wothe samie economic
difficultics multinationals face - exchange rate volatility, rising
mflation, high cost of encrgy and a general worsening of the
investnent climate.

Other challenges are a declime in capacir utlisanon, rising
inrerest rakes, searcity of foreign exchange and persistent need w
import essential raw materials and machinery even wiath limited
resources available.

The sector also [aces an wventory of wnsold finished
products valued ar NAS billion, alomgside a real growth drop e
2.4%,

A statement from MAN read: “The capacity unlization in
the sector has declined o 568%.; interest rate is effecuvely above
30%; foreign exchange to import raw materals and production
machine inventory of unsold finished products has increased w
M350 billion and the real groweth has dropped o 2.4%.

Can The Sleeping Giant Wake-Up?

Tt is disturbing that despite being the largest economy in
Africa with an over 200 mallion haman populaton with potential
to make tortuncs, multinational companies are exiting Migeria
becanse of the high cost of doing business and lack of basic
infrastructure, especially electricity.

Analysts have noted the need to bring the issue to the front
burner, espectally oow tat the Tinubu government s marking
its first vear in office.

Tlhe President of the Manufacturers Associanoen of Migeria
(MAM), Francis Meshioye, revealed that more multinationals
would exit Nigeria ifthe currentlecericity problems persist,

Mueshioye, stated that some international manofacturing
firms had already exnted Migeriaas a resultof the clectricity crisis,
coupled with the unpredicrabality of the coumry's forex. He
added that over N144bo was spent on alternatrve sources of
energy by manufacturers in 2022, The Manofacturcrs’
Association of Nigeria (MAIN) also revealed thiag i 2023, 80% of
manufacturers expericnced prodoction disruptions due to power
outages amd power generation costs often exceeded 30% of the
total pr\m]nftinn costs,

Diespite the commiement to infrasoucture development
by the government, the infrastructure deficit remains an
albatross, always threawening the survival of the manofacturing
idustry. The crombling mifrastrocture consttees a significan
roadblock to manufactuning tirms. Many companies transport
fragile food products on pothole-riddled roads, spending hours
before delivery and incurmmg damage and spoilage costs

These enumerated challenges, alse present opportenitics
o draw up new rerm plates for the Migerian economry asa whole,
Beyond the challenges of closed factories, job losses, dwindling
ageregate demand, and reduction in tax revenue, there are
apportunitics for the development of domestic FMOG brands,
nnevation, and pursuing & long-verm diversificaton plan,

Migeria ean ke a cue from other comtries with similar
challenges to draw out valuable insights that can vield result-
ortented mitigation strategies such as building resilient
mfrastructure, providing macrecconomic stability, adapting o
lecal preferences, and diversifying the coonomy

The Migerian government and other stakeholders need v
wike up and be proaceve in addressing the challenge
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