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BRANDS & CONSUMERS CONVERGE HERE

www.brandessencenigeria.com

he much-anticipated 10th anniversary of  

TX3M Ideas is a milestone in the episodes 

of  marketing communications in Nigeria. 

Changing the course of  the industry’s history, 

the pan-African creative agency celebrated a 

decade of  existence with regional expansion 

projects- a rare occurrence for any indigenous 

advertising brand in Nigeria.

In the last three decades, leading agencies like 

Lowe Lintas, Grant Advertising Limited, OBM, 

Rosabell Advertising as well as STB McCann 

dominated advertising in Nigeria. Sadly, the lack 

of  a sustainable model has been identified by 

experts as a major roadblock to pushing the 

frontiers of  marketing communications 

agencies in Nigeria.

This challenge had been identified ten years ago 

when X3M Ideas was launched in Nigeria. Now a 

leading full-service marketing communications 

agency,  X3M Ideas is  marking i ts  10th 

anniversary with Middle-East and Pan-African 

expansion. Founded in Nigeria on August 1, 

2012, with the aim of  redefining advertising 

practice, X3M had blazed the trail in innovative 

solutions to marketing communication in the era 

of  digital disruption. With local and international 

recognition for its service, the agency has been 

ranked among the top three advertising 

agencies in Nigeria at the prestigious LAIF 

Awards.

Expansion operations for X3M Ideas first 

commenced in 2017 with the South Africa 

launch and in 2018 operations kicked off  in 

Zambia. In January 2022, the operations were 

expanded to Congo Brazzaville. For the Founder, 

X3M Ideas, Steve Babaeko, Africa is a big market 

full of  opportunities. With a portfolio that boasts 

of  incredible campaigns for brands like 

Flutterwave, FrieslandCampina, Diamond Bank, 

Glo, X3M Ideas has the reputation of  helping 

brands find their ‘x-factor’ with its wealth of  

expertise and sound understanding of  the 

African markets.

At 10, X3M Ideas is penetrating the Middle East 

with its Dubai launch. No doubt, the United Arab 

Emirates (UAE) is the second-largest investor in 

Africa after China. The current trend is that 

many Africa-focused companies are basing 

themselves in the emirate. According to the 

Dubai Chamber of  Commerce and Industry, 

there are now more than 21,000 African 

companies in Dubai.

Based on the need for a truly African marketing 

communications agency in the Middle-East 

market, X3M Ideas is set for an unprecedented 

expansion project on the heels of  its successful 

launch in South Central Africa. Since its 

inception, X3M Ideas has executed brilliant 

marketing campaigns and premium brand 

experiences for brands like Chivas, Beefeater, 
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r a n d s  a n d  i n f l u e n c e r s  a r e 

Bincreasingly collaborating in the 

d e v e l o p m e n t  o f  m a r k e t i n g 

campaigns. In recent years, there 

has been a notable growth in collaboration 

between brands and influencers to promote 

products to their social media target audiences. 

Influencers are seen as the opinion leaders of  the 

current era, and they frequently promote brands 

on social media.

As part of  its growth strategy, fashion company 

Hugo Boss has revealed a refreshed brand 

identity and simultaneously launched two star-

studded global campaigns, one of  which features 

Senegalese-born TikTok star Khaby Lame.

The brand renewal and the launch of  the high-

calibre campaigns are the beginning of  a new era 

for Boss and Hugo.

Khaby Lame represents a new generation of  

video personalities and encapsulates all that 

BOSS has to offer— boldness, inspiration, and 

self-expression. With successes made through 

humor and impressive self-awareness, Khaby 

collaborates with BOSS in a celebrative fusion of  

dynamic style: all-black looks with textured detail 

and a signature logo.

In further depiction of  his image, the collection 

includes a doll of  the social media star to be 

released on his personal platforms. The mini-

Khaby, sporting an all-black set, cap, and 

sneakers, can be attached to a corresponding 

hoodie, or worn separately as a standalone 

accessory.

With almost 149 million followers on TikTok and 

just over 78 million more on Instagram, Khaby 

Lame is one of  the most followed social media 

stars in the world. And how has the 22-year-old 

Italian achieved this? Chiefly through silently 

satirizing the ridiculous content that other people 

post in order to become more followed on social 

media. Now that really is meta.

Melvin O. Udosen
BrandEvangelist

Turning�passionate�customers�into�your�brand�evangelists
melvin@brandessencenigeria.com
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Access Bank, GoTV and Jameson in Zambia, 

Zimbabwe, Mozambique and Botswana.

While reflecting on these expansion plans, 

Babaeko is optimistic that the next journey into 

new markets in Dubai, Kenya and Congo 

Brazzaville will breathe a new life into advertising 

practice in those regions.

“ I n  t h e  p a s t  1 0  y e a rs,  X 3 M  I d e a s  h a s 

revolutionised marketing communications using 

brand-tailored solutions to navigate the dynamic 

nature of  the markets. Due to digital disruption, 

the business of  advertising has become more 

complex than before. Rather than focus on the 

challenges of  consumer markets where we 

operate, we see more opportunities for growth 

beyond the African continent. Dubai is a choice 

destination for businesses in Africa. Wherever 

we see a need for innovative solutions for 

strategic communications, we go there and help 

businesses find their ‘X-factor’ and deliver 

quality service,’’ he said.

To help businesses find their ‘X-factor’, X3M 

Ideas studies and understands the consumer; 

cuts through the trade and channel activities 

expands its reach using digital and interactive 

media while measuring the impact of  every 

campaign for further improvement.

The Executive Creative Director, X3M Ideas, Mike 

Miller expressed optimism about the ongoing 

expansion saying,

“At ten, we will continue with our strategy of  

helping organisations find their spark, their X-

Factor.’ X3M Ideas will always drive against the 

odds of  inter-regional growth which is a rare feat 

for businesses with African roots. Rather than 

wait for the world to bring businesses to Africa, 

we are using innovative solutions in marketing 

communications to creatively redirect the traffic 

by taking Africa to the world,” Miller said.

Hugo�X�Khabe�Lame





The United Bank for Africa (UBA), Africa’s global 

bank has been in operation for over seven 

decades. Today, the group is present in 20 African 

countries, the United Kingdom, the United States of  

America and France. The bank has extended its 

operations to the United Arab Emirates with the official 

launch of  its new branch at the Dubai International 

Financial Centre (DIFC).

United Bank for Africa Plc (DIFC Branch) will operate 

under the Category 4 license and will be regulated by the 

Dubai Financial Services Authority (DFSA), the financial 

regulatory agency of  the special economic zone, the 

Dubai International Financial Centre.

The UBA branch in the DIFC will service corporate & 

financial Institutions and customers across the Middle 

East with a core focus on correspondent banking, 

relationship management and advisory services.

Through this new expansion, the UBA Group will be able to 

harness opportunities in the Middle East, Africa and 

South Asia (MEASA), which comprise of  72 countries with 

an approximate population of  3 billion and a nominal GDP 

of  US$7.7 trillion and thereby, reinforce its strong 

franchise as Africa’s Global Bank, facilitating trade and 

capital flows between Africa and the rest of  the world.

Speaking during the launch of  the new subsidiary in Dubai 

on Thursday, the Chairman, UBA Group, Mr. Tony O. 

Elumelu, explained that with the Group’s foray into the 

Gulf  Region, UBA continues to focus on its strategic intent 

to lead the way when it comes to doing business in Africa. 

He said “Collaborating with our franchises in 20 African 

countries and the major financial centres of  London, New 

York and Paris, UBA (DIFC Branch) will facilitate the 

financing of  trade transactions between the Middle East 

and Africa, enabling trade finance and investments,” 

Elumelu said.

“The authorities and business environment here in the 

DIFC is phenomenal and UBA is seeing Dubai as the 

gateway for Africa and that is why we are here, to be 

closer to our clients, to be partnering with them and 

facilitate businesses and trade flows into Africa through 

the UBA franchise. So, we are super excited.  

On his part, the CEO, UBA(DFIC), Mr. Vikrant Bhansali, 

said; “Trade, commerce and Investments in Africa is 

expanding in the Gulf  Region and Asia. Leveraging the 

presence of  UBA Group in global financial centres, UBA 

(DFIC) will enhance the ability of  the group to facilitate 

access of  Gulf  investors and banks to African markets. 

We will finance trade, facilitate commerce and help grow 

investment in Africa, across all sectors.”

Arif  Amiri, Chief  Executive Officer, Dubai International 

Financial Centre(DIFC) Authority, said  during the ribbon 

cutting ceremony “UBA(DFIC) attests to the strong 

relationship between Dubai and Africa. It is a beautiful 

start as we are looking forward to achieving more 

interaction, channelling more trade and investments into 

Africa, and with UBA DIFC, we are closer to achieving our 

objectives. DIFC will continue to seek partnerships that 

will deliver winning relationships as we have just 

witnessed with UBA Group.

We have been looking forward to this day as it is the first 

time we will have presence in this part of  the world. We 

know that our international expansion is incomplete if  we 

are not present in the gulf’, he continued

UBA’s Group Managing Director/CEO, Mr. Kennedy 

Uzoka, who also spoke at the event said, “Today, we are 

formally on four continents across the globe, operating in 

24 countries, serving over 35 million customers and still 

growing.

“We are the only bank with Nigerian origin that has 

extended out of  Nigeria to the UAE. Those before us have 

come through other locations and that shows the strength 

and respect the Dubai authorities have for UBA. Our 

presence in Dubai affirms that UBA is a strong franchise, 

expanding its reach across the world,” Uzoka said.

BRAND NEWS
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UBA Group Expands to EMEA, Launches 

Banking Operations in DIFC, Dubai.

As part of  Junior Achievement Nigeria’s vision of  

inspiring and preparing the youth to succeed in a 

global economy and in alignment with Union Bank’s 

corporate sustainability impact strategy, the Bank in 

partnership with Junior Achievement Nigeria is set to 

implement the annual Leadership, Empowerment, 

Achievement and Development (LEAD) Camp for girls.

The LEAD Camp which kicks off  July 25th, 2022 is a week-

long programme designed to empower young girls to be 

high-achieving leaders in line with the United Nations 

Sustainable Development Goal – Gender Equality.

This year’s edition which is the 21st anniversary marks the 

8th year of  partnership with the Bank and is the first time the 

camp will be held in a hybrid mode. 300 girls will be taken 

t h ro u g h  a c t i v i t i e s  l i ke  l e a d e rs h i p  w o rks h o p s, 

empowerment/panel sessions covering: financial literacy, 

entrepreneurship,  technology,  creative arts and 

entertainment, and development sessions such as coding, 

understanding sexual abuse, and personal hygiene with 

leading women from the private and public sectors in Nigeria 

and project group mentors.

Speaking about this year’s edition, Executive Director, 

Junior Achievement Nigeria, Foluso Gbadamosi said:

“The Junior Achievement Nigeria LEAD Camp is a 

transforming experience for girls. Having top women from 

different organisations impact our girls is not only inspiring 

but reassuring and a clear indication that young girls can 

aspire to be all they were created to be. Regardless of  the 

career path they choose to take, they can be successful with 

the right guidance, mindset, skill sets and networks – this is 

what this program offers. We appreciate Union Bank for their 

continuous support in partnering with us for the LEAD Camp 

and we look forward to more years of  inspiring girls and 

enabling a world of  possibilities for them to thrive 

excellently.”

Also commenting on the Bank’s continued partnership with 

JAN Chief  Brand and Marketing Officer, Ogochukwu Ekezie-

Ekaidem said:

“Union Bank is pleased to extend our long-standing 

partnership with Junior Achievement Nigeria for their LEAD 

Camp. As a Bank, we are committed to enabling success for 

the communities we serve and this partnership reinforces 

our commitment to the push for gender equality and our 

focus on supporting the girl child. We are proud to see the 

impact of  the programme on the young girls across the 

country and we commend the efforts of  the JAN team who 

work tirelessly to impact them.”

Junior Achievement Nigeria (JAN) is part of  Junior 

Achievement Worldwide (JAWW), the world’s largest and 

fastest-growing non-profit economic education organization 

with a 120-country network. Since its inception in 1999, JAN 

has reached over one million students in over 20,000 

classrooms in all the 36 states across the country and the 

FCT through over 5000 volunteers. As part of  a global 

network, JAN can leverage resources and expertise to 

deliver localized cutting-edge experiential programs built on 

JAWW’s three pillars of  work Readiness, Entrepreneurship, 

and Financial literacy, to in- and out-of-school youths, ages 5 

to 27, free of  charge.

Established in 1917 and listed on the Nigerian Stock 

Exchange, Union Bank of  Nigeria Plc is one of  Nigeria’s long-

standing and most respected financial institutions. The Bank 

is a trusted and recognizable brand, with an extensive 

network of  over 300 branches across Nigeria.

The Bank currently offers a variety of  banking services to 

both individual and corporate clients including current, 

savings and deposit account services, funds transfer, 

foreign currency domiciliation, loans, overdrafts, equipment 

leasing and trade finance. The Bank also offers its 

customers convenient electronic banking channels and 

products including Online Banking, Mobile Banking, Debit 

Cards, ATMs and POS Systems.

Union Bank Partners Jan To Impact Over 300 Girls
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Regal Gin, leading gin brand from Grand Oak Limited, 

has unveiled Daniel Tuotamuno Darius, popularly 

known as Dandizzy,  as  i ts  of f ic ia l  brand 

ambassador.

The announcement, which was made at an unveiling 

ceremony held in Lagos, guarantees the street rapper, 

Dandizzy, an opportunity to play an integral role in the 

brand's engagement with its millennial and Gen-Z audience.

The newly-announced ambassador, Dandizzy, in a heartfelt 

speech offered sincere gratitude to Regal Gin for the 

opportunity and vowed to make the most of  it with active 

engagement across all relevant touchpoints.

I decided to try something new by going to the streets to rap 

because I was tired of  the regular way of  releasing songs to 

the public. After a couple of  posts on social media, the 

freestyle kept going viral which meant that the public loved 

and embarrassed my pattern of  delivery as a rapper" said 

Dandizzy. "My story in the industry shows that I am an artist 

that thinks outside the box. I will 

ensure that my creativity and fans will greatly contribute to 

the success of  Regal Gins activities.  I am both deeply 

humbled and excited to begin this new journey."

Congratulating Dandizzy on his win, the company's 

representatives expressed excitement at having the 

talented young rap artiste push the brand's values and 

character. According to Mr. Obinna Ike, Marketing 

Director, Grand Oak Limited, "We sought someone who 

e m b o d i e d  t h e  u n i q u e n e s s  o f  t h e  b ra n d ,  t h e 

characteristic vibe of  Regal Gin lovers, as well as the 

versatility to our move towards the future. Our brand 

ambassador had to be relatable, but obviously special in 

the delivery of  their craft. I dare say we found him." He 

went on to state that "Regal Gin has always been a long-

time collaborator and champion of  music and music 

festivals, especially Fuji music. We intend to continue on 

this path by ensuring that we inspire and solidify our long 

time presence in the minds of  gin lovers.

Regal Gin Unveils Dandizzy as Brand Ambassador

In pursuance of  an improved Integrated Marketing 

Communications sector where every stakeholder will be 

proud of  their outcomes, Brand Journalists Association 

of  Nigeria (BJAN) and the Outdoor Advertising Agencies of  

Nigeria (OAAN) are set to deepen their collaboration for the 

good of  both associations in particular and the IMC space in 

general.

This much was made known when some Executives of  BJAN 

paid their OAAN counterparts a courtesy visit at its Lagos 

Secretariat, OAAN House recently. The visit followed an 

earlier one made to OAAN President, Emmanuel Ajufo.

Recall that, the brand journalists led by its Chairman Clara 

Chinwe Okoro had on July 5th, 2022 paid Mr. Ajufo a visit at 

his Ikeja office to intimate him of  the association’s planned 

activities and to strengthen the relationship between BJAN 

and stakeholders in the industry, of  which OAAN is one.

Speaking during the visit, Clara Chinwe Okoro, BJAN 

Chairman said the association is committed to working with 

stakeholders for the good of  the industry.

In her words: “We are really committed to working with our 

stakeholders at this point in time to reposition BJAN as the 

conduit between most sectoral groups in the IMC sector and 

the consumers who are the end beneficiaries of  their 

services”.

Continuing she said, “it behoves our stakeholders that we 

are going to need their support to achieve most of  these 

plans we have set out to achieve in the next few years. I did 

tell the President at the last meeting that we just only need 

three major areas of  focus as an association to collaborate 

with OAAN.

“Though the President told us they were willing to support 

us, he however said he could not take a unilateral decision, 

that we need to come and speak with the executive council 

which informed our visit here today and deliberations will be 

taken and we will be told what to do next.” she noted.

Clara also added that, one of  the essence of  the plan is to ask 

for guidance and support and to look at how both 

associations can work together and also look at “how we can 

add value to you in return and how also we can achieve 

results for both organsations going forward”.

In his response, President of  OAAN, Emmanuel Ajufo 

commended the brand journalists for the visit even as he 

noted that the visit was the first time BJAN would be paying 

the association, OAAN, as a group. “In the past it has been 

through personal contacts with some of  your members. So, 

we thank you for this initiative and for coming to our office. 

Though, BJAN is not new to us so is collaboration but the 

angle you are bringing in is new,” Ajufo pointed.

On his part, Oyekan Babatunde, Publicity Secretary, OAAN 

agreed that collaboration was the way to go. “Since you have 

come for collaboration, we can collaborate. At least, we have 

been doing that for a long time. I do not think that the 

relationship with BJAN waned at any time though, there was 

a time we felt we were not getting enough from BJAN.

“Prior to your visit, we have had to deliberate the 

relationship, which OAAN has with BJAN and how we can 

improve it to get more value. And now that you have come 

yourself, I think it is a good thing. From the various angles you 

will be needing support as an exco we will all look at it and 

look at areas to strengthen the collaboration. Especially as 

you have given us dates to your programmes it will also help 

us to plan and look at areas to really be of  great support to 

BJAN,” Babatunde said.

Towing Babatunde’s path, Sola Akinsiku, General Secretary, 

OAAN, said, “I believe your visit is in recognition of  the fact 

that we manage brands. My President has said it all about 

collaboration. In all that you have requested, we will look at 

what is possible and throw our support behind it”. “The only 

challenge is in recognition of  the fact that OAAN has 

challenges with respect to government agencies and the fact 

that most state governments now see outdoor advertising as 

an alternative to crude oil.

“I think BJAN should help to educate the government and the 

general public that outdoor cannot replace crude oil. There 

is the need to be guided. People don’t just wake up one 

morning and give 48 hours to remove your billboard. I am 

sure you are aware we have a challenge in one of  the states 

where they woke up one day and gave ultimatum that in seven 

days we should remove our billboards. I think it is because 

there are so much lawlessness and I think BJAN should do 

some enlightenment to let government know its limits when 

dealing with business entities” he posited.

Speaking on the need to collaborate, Daniel Obi, a member 

of  the BJAN delegate said, collaboration is the key to 

success. “They say if  you want to go fast you go alone, but if  

you want to go far you go together. We have come here to 

seek collaboration so that we can go together in our journey. 

OAAN has some challenges like the secretary has said, 

BJAN has some challenges that Clara also pointed out, but 

with collaboration between OAAN and BJAN we can solve 

the problems including the concession problem. Therefore, 

how do we fight that concession problem with the 

government using the pen and paper, which we as brand 

journalists use.

“To me collaboration is the key to success and if  we want to 

go far let all of  us BJAN and OAAN go together to solve our 

problems,” Obi said.

While assuring OAAN of  BJAN’s support in putting out the 

right information in the public space as it concerns its 

activities, Akin Adewakun observed that, some of  the 

challenges OAAN is facing presently would not have festered 

if  some things have been done about it. “We report this 

industry. I think it is now the association through the present 

exco is actually opening up to some of its challenges. In the 

past, even when you hear this kind of  news and want to 

confirm, nobody will be ready to respond and I think it is 

because of  this new beginning that we have seen. The space 

is becoming more accessible. And I want you to know that we 

are with you especially as we are stakeholders in this 

industry we cover” he assured.

Other members of  the BJAN delegate were Lukman Ishau, 

Vice Chairman, Melvin Udosen, Treasurer,  Amechi Obiakpu, 

Chief  Information Officer (CIO) and Ojeikere Aikhoje, a 

member.

OAAN, BJAN Believe Strong Collaboration 

will strengthen development in IMC sector
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Ap e x  r e g u l a t o r y  b o d y  o f  m a r k e t i n g 

communications, Advertising Practitioners 

Council of  Nigeria (APCON), has announced the 

signing into law  of  the Advertising Regulatory Council of  

Nigeria (

The identity change coincided with the body’s ban on use 

of  foreign models and voice-over artists on Nigerian 

advertising materials.

Speaking at a media briefing, ARCON’s Director General 

Dr Lekan Fadolapo said the new ARCON Act puts the 

regulatory body in good stead to carry out its duties, 

since it takes care of  gaps in the former APCON 

Act.ARCON) Bill into law, and the change of  name to 

ARCON.

One of  such gaps, he said, is the control of  new media 

and online advertisement, which he believed was not 

taken care of  in the APCON act

Fadolapo said although the new Act provides the council 

with more powers, the agencywould only regulate to 

enhance inclusive growth.

‘’Stakeholders in the industry should rest assured that 

we are not regulating to strangulate. All we plan to 

achieve with these new regulatory powers is to ensure 

good corporate governance and inclusive growth in the 

sector,” he added.

Speaking on the ban of  foreign models and voice-over 

artists on the advertising media space from October 1, 

the ARCON chief  described the decision, as in tune with 

the Federal Government’s policy of  developing local 

talents, and the need to take actions aimed at growing 

our advertising space.

Fadolapo argued that while those running campaigns 

would be allowed to conclude such campaigns, even if  it 

exceeds the October 1, 2022 deadline, he however 

insisted that new advertisements, advertising and 

marketing communications materials must make use of  

only Nigerian models and Voice-over artists, as from that 

date.

“All advertisements, advertising and marketing 

communications materials are to make use of  only 

Nigerian models and Voice-over artists.

APCON Now ARCON, Gets New Law

The Advertisers Association of  Nigeria, (ADVAN), has 

called for entries for the 2022 Marketing Excellence 

Awards scheduled to hold in Lagos on November 

20th, 2022.  The 2022 ADVAN Marketing Excellence Awards 

is the 11th edition.

The announcement, which was made through a signed 

statement by the ADVAN CEO, Mrs. Ediri Ose-Ediale said that 

“The Awards that have opened for entries from Monday 29th 

August, 2022 will close on Monday 31stOctober, 2022.”

“The most respected Awards for Marketing Excellence in 

Nigeria, the ADVAN Awards for Marketing Excellence is 

scheduled to hold on the 20th of  November 2022 at the 

Muson Centre Onikan Lagos,” Mrs. Ose0Ediale stated.

This year’s event, according to her, promises to highlight the 

fundamental role of  marketing to business success, while 

celebrating the teams and individuals behind the most 

successful marketing initiatives.

The event will host several new categories, with the aim of  

ensuring all critical elements and stakeholders in the 

marketing ecosystem are recognized and celebrated.

Meanwhile, corporate organisations as well as the media 

community have enjoined to take opportunity to fill in their 

entries in those existential categories while full details of  

new and old awards categories and  judging criteria and the 

jurors will be released subsequently.

ADVAN Calls for Entries for the 2022 Marketing Excellence Awards 

MediaFuse-Dentsu International has been 

awarded Africa’s Most Innovative Marketing 

Communication Agency of  the Year 2022 by 

the African Brands Congress.

The award was presented to the company during the 

weekend at the Sheraton Hotel in Lagos State, according 

to a statement by Dentsu Nigeria’s Group Corporate 

Communications Manager, Sodiq Oyeleke, on Monday. 

Dentsu Nigeria is a part of  Dentsu International which 

operates in over 146 markets worldwide.

At the 2022 edition of  the African Brand Leadership 

Awards, the organisers said, “The technical committee 

research report shows that MediaFuse-Dentsu 

International is hereby chosen as the winner of  Africa’s 

Most Innovative Marketing Communication Agency of  the 

year 2022 category.

“MediaFuse-Dentsu International was chosen as a 

winner because of  its value creation and brand building 

efforts and growth in 2022.”

Reacting, Dentsu Nigeria’s Group Chief  Executive 

Officer and Managing Partner, Mr Emeka Okeke (FRPA), 

expressed delight at the award, saying it further proved 

that the company is living by its core values.

He said, “Dentsu Nigeria is proud to have been awarded 

Africa’s Most Innovative Marketing Communication 

Agency of  the year 2022  at the  African Brand 

Leadership Merit Awards ceremony held on Friday, 

August 12, 2022, in Lagos.

“We are incredibly proud of  our talents and their 

dedication to making us the best. We are particularly 

delighted to be acknowledged on the African stage. This 

is proof  of  the impact of  our outstanding works and we 

shall sustain this.

“Being awarded as the Most Innovative is a piece of  

evidence that our operations are guided by our five core 

values – Agile, Pioneering, Responsible, Collaborative, 

and Ambitious.”

The convener of  ABC, Desmond Esorougwe, added that 

the award ceremony was organised to increase African 

brands’ global competitiveness.

“The ABC is an annual fiesta of  best brains behind the 

most successful and sought-after African brands for the 

stimulation, motivation and excitement of  the creativity in 

individuals and enhancement of  professional 

development skills in the areas that are most relevant to 

the business community and the Brands Management 

community,” he said.

Dentsu Nigeria Emerges Africa’s Most Innovative 

Communication Agency Of The Year 2022



BRAND CAMPAIGN
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In effort to ensure that traumatized and mental 

health cases in Nigeria are given adequate care 

and succour provided to them, Arogi Trauma Care 

Foundation (ACTF), a not-for-profit organisation has 

been launched to offer free counselling and therapy 

accessible to traumatised individuals.

The maiden conference themed “Dealing with life’s 

emotional struggles” held the presence of  renowned 

professor of  psychology, Professor Andrew Zamani 

who addressed the conference on “Dealing with 

marital traumas; Award-winning radio broadcaster, 

Andrea Oduobi-Teke spoke on “Dealing with life’s 

emotional struggles”; whilst Consultant clinical 

psychologist, Dr. Charles Umeh highlighted “How to 

find happiness”.

Experts at the conference commended the Arogi 

team for “launching at a time when Nigerians are 

saddled with depression, traumas, suicidal 

tendencies, and worry” amongst other things. 

According to the professionals, there are a lot of  

“hidden pains” masked behind smiles and laughter  

that people are yet to identify as depressions 

and/trauma.

Highlighting viral slangs such as “we move”, “going 

through a lot”, “easy, Jeje”, as some methods of  

escapism that the Nigerian social media community 

have adopted, Dr Fred Nnadi said: “We won’t be lying 

if  we state the obvious that Nigerians are going 

through a lot. And Arogi couldn’t have come at a 

better time. People actually need a place where they 

can go for therapy, infact free therapy, because 

finance is another constraint.”

Against the backdrop of  the whopping amount of  

alcohol consumed by Nigerians in the first half  of  

2022, a figure which sat at an alarming N599.11 

billion, Nnadi said: “People need to be able to talk 

about their emotions, instead of  drowning it in 

alcohol. Alcohol is not the way out. Nigerians have 

always had that “we move” capabilities, like we just 

move on from anything, and get up from anything. But 

you realize that people just subdue those emotions 

with entertainment and alcohol,  instead of  

addressing the issue.”

Validating Nnadi’s position on the relationship 

between trauma, depression, and alcoholism, 

Professor Andrew Zamani said: “Trauma has been a 

very elusive mental situation in this country, and right 

now, I think we are taking the bull by the horn.  

Research has it that most alcohol abusers are 

depressed, and alcoholism is a means by which 

people try to cope with their daily life challenges; 

albeit maladaptive.”

“And when people who abuse alcohol discover that 

they can bury their woes and escape the reality of  

their stresses, they tend to repeat and increase their 

indulgence. That eventually leads to depression 

because they soon realize that alcohol does not solve 

the problem.”

On his part, Business guru and founder of  Brands 

Optimal, Grey Cottage, and Arogi Trauma Care 

Foundation, Otis Ojeikhoa explained that although 

people know that they are traumatized, they stay in 

denial because they believe that “somehow, someday, 

things will get better.”

“Things getting better means that on your own, you 

have to be better. You have to heal, you have to 

recover, and know how to develop better coping 

mechanisms. Through qualified interventions, people 

c a n  d e v e l o p  p ro p e r  a n d  p o s i t i v e  c o p i n g 

mechanisms.”

“Alcohol and drug use are some of  the readily 

available and horrible coping mechanisms that 

people sadly resort to instead of  reaching out for 

interventions. But we have been here, and now we 

have officially launched to offer these healthy 

interventions to people.”

In August, Founder and CEO Brands Optimal, Otis 

Ojeikhoa was graced with the Voice Achievers 

Business Excellence Award and a global recognition 

which commended the impact and efforts of  the Arogi 

Trauma Care Foundation.

Commenting on the award, Ojeikhoa said: “Through 

the financial contribution of  Brands Optimal, Arogi is 

touching lives in immeasurable ways. In the last 3 

months, we have over 781 people who have received 

one form of  help or the other for their emotional and 

mental health experiences. It is amazing how many 

people are depressed, how many people are unhappy, 

how many people have not been able to heal from 

difficult emotional traumas.”

Arogi Foundation Launched 

to Provide Succour to Traumatized People

L-R: President, Arogi Foundation, Mr. Otis Ojeikhoa, Speaker/Broadcaster, Mrs. Andrea Oduobi-Teke, Speaker/Associate Professor of  

Psychology, Prof, Andrew Zamani, Vice President, Arogi Foundation, Mrs. Joy Tim-Ayoola and another Speaker,/Lecturer, University 

of  Lagos, Dr. Charles Umeh during the launch of  Arogi Foundation in Lagos recently
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B
OSS announces its latest limited-edition 
capsule collection, a collaboration with next-
generation creator Khaby Lame.

More than just another social media star, Khaby 
represents true BOSS values. Breaking the rules to 
create his own success, the impactful creator has 
become the second most followed person on TikTok 
by boldly expressing himself, inspiring others, 
challenging the status quo – and doing it all with 
humor and self-awareness. Khaby is undoubtedly the 
new BOSS in town.

Celebrating this mindset and the spirit of  being your 
own BOSS, the capsule fuses dynamic BOSS design 
with Khaby’s wit and bold self-expression. This 
exclusive collaboration is comprised of  all-black 
styles with leather details and a signature logo 
depicting Khaby’s likeness. The pieces include a T-
shirt, hoodie, and varsity jacket. To round out the 
collection, a doll of  the social media star co-created 
by Khaby himself  will be released on his social media 
channels. It is designed to be both a standalone 
accessory and an attachment that can be snapped 
onto the hoodie. 

The capsule – first released as a limited-edition 
collection available exclusively at the BOSS Store in 
San Babila, Milan on June 17 – is available globally on 
boss.com starting June 18.

On the first day of  Milan Men’s Fashion Week BOSS 
and Khaby celebrated the launch of  the BOSS x Khaby 
collection in the Italian fashion capital. To kick off  the 
celebration, Khaby arrived at the BOSS Store in San 
Babila, Milan, flanked by a team of  BMX riders 
wearing pieces from the collection who had spent the 
day crossing the city.

Local fans of  the sensational creator and TikTok 
superstar had the chance to meet and greet Khaby, 
and have their pictures taken together on a set 
crafted for the occasion. Creating a party atmosphere 
in the store, Italian DJ duo Polly & Pamy provided 

music for the crowd.

That evening, BOSS took over iconic Milan nightlife 
spot Plastic to carry on the party into the night. An 
invited crowd including Blake Gray, Ross Butler, 
Akamz Twenty, Jordan Barrett, Yusuf  Panseri, Mattia 
Stanga, Anna Dello Russo, Rosalba, Aya and Ami 
Amiaya spent the night celebrating with Khaby to 
music spun by AUDIOCOMINGSOON, Sergio Tavelli, 
Andrea Ratti, Polly & Pamy, and Marvelly. As they 
danced in the dynamic club, guests were joined by 
performers wearing the collection, capturing its spirit 
of  bold self-expression.

After almost 50 years, the group has introduced a new 
logo for its core brand Boss, combined with a 360-

degree brand renewal that encompasses all 
customer contact points. The Hugo brand image has 
also had a new look since the last logo adjustment in 
the early 1990s. Both logos were redesigned to 
feature a more expressive graphic font, "for a more 
contemporary look and feel and a more memorable 
visual experience," the brand explained.

With the more modern brand identity, which is part of  
the company's 'Claim 5' growth strategy, both Boss 
and Hugo are being aimed at a younger and more 
global target group. The entire collection design, 
store concepts and omnichannel brand experience 
will be aligned towards a more playful and casual 
aesthetic while remaining true to the brand promise 

By Adwin Monoyo

Tiktok Star Khaby Lame 
Collaborates With High-End 

Brand in New Capsule Collection 



of  excellent clothing, according to the company.

From TikTok star  to  BOSS face: 
interview with Khaby Lame

For the release of  the "BOSS x KHABY" capsule 
collection, we met the creator to talk about fashion, 
self-expression and inner strength.

Immediacy, irony and generational themes: broadly 
speaking, these are the characteristics that unite 
most of  the contents we encounter on platforms such 
as TikTok and Instagram. But in the infinity of  faces 
you meet by shaking more or less passively, there is 
one that cannot fail to be impressed by the direct and 
ironic approach of  its contents. We are talking about 
Khaby Lame, Piedmontese creator who since March 
2020 comments on videos that go viral with the most 
universal language ever: that of  his own body.

Using always recognizable facial expressions and 
specific gestures, over the years Khaby Lame has 
built a real career around his ironic and genuine 
contents, literally becoming his own boss. And it is 
precisely his resourcefulness, authenticity and 
spontaneity that attracted the attention of  BOSS, the 
brand symbol of  a direct and resolute fashion that has 
chosen the creator as the face of  the brand's new 
campaign of  a capsule collection consisting of  t-
shirts, sweatshirt, jacket and a special puppet in the 
likeness of  Khaby — in which the minimal silhouettes 

of  BOSS join the biting irony of  the creator.

On the occasion of  the release of  the BOSS x Khaby 

capsule collection, we met the creator to tell us about 
his work, the values   he shares with the brand and his 
first show for BOSS.

Hi Khaby! Tell us about yourself  ... How was your 
first approach to TikTok and Instagram?

I made videos on YouTube as a child, but only my 
father and uncle watched them. And it was with TikTok 
that I realized that I had found the ideal platform for me 
to upload my self-deprecating and comic videos. With 
Instagram it was different, I used it exactly like most 
people - to post videos and photos of  my everyday life -
, only later did I start posting my works there too.

You are one of  the most popular tiktokers of  the 
moment. How are you going to use this platform 
of  yours?

I want to keep using it to show my skills, grow, both 
professionally and personally, and continue to pursue 
my dreams. I want to show people how passion, 
perseverance and determination can lead to great 
results. I like to entertain people with my irony, but it's 
just a tool to get what I'm really interested in: 
encouraging those who follow me to fight to achieve 
their goals.

The #BeYourOwnBOSS campaign is based on 
self-confidence and personal growth. Do you 

think social media can help you find your inner 
strength and be "your own boss"?

Yes, in a certain sense, social networks can be 
considered a kind of  gym for one's inner strength. 
When you decide to make your private life, your 
passions and your face public, the comments you 
receive are not always positive. To be able to expose 
yourself  on social media, it is important to believe a lot 
in yourself  and find the strength not to take the 
destructive criticisms of  those who comment 
negatively just for the fun of  it too seriously.

Keeping up with fashion: how important is it for 
your work?

Fashion is a fundamental part of  my work. I am 
passionate about streetwear, but with Boss I am 
learning to get out of  my comfort zone and to get 
involved by embracing different styles.

The BOSS x Khaby collection features a puppet 
with your likeness. How did the idea of  
  introducing it come about and what does it 
represent?

It was born from the meeting of  my imagination with 
that of  the BOSS team, and from the desire to have fun 
— who wouldn't want to have a Khaby always with 
them, ready to remind you that anything is possible? I 
like to think that I can be an example for people, even 
through the puppet: if  I did it, they can do it too.

What advice would you give to a new talent who 
wants to be successful on social media and 
make a business out of  it?

Never give up and always pursue your dreams. Don't 
stop just because someone told you you can't do it. I 
am living proof  that anyone can improve their life no 
matter where they come from. The important thing is 
to always remain faithful to your identity and do what 
you love. If  you commit and work consistently, the rest 
will come by itself.

What values   do you share with BOSS?

BOSS believes in those who pursue their dreams with 
courage and conviction, in those who define their own 
path and in those who have an unstoppable joy of  
living. I fully share these values   and I think I am an 
example of  them. I am a simple person full of  
passions, who believes in his dreams and will not stop 
until he reaches them.

At the last Milan Fashion Week Woman you 
closed the BOSS show, parading together with 
some of  the most relevant models of  the 
international fashion scene. How did you live 
that moment? And what did it allow you to learn?

I enjoyed it a lot! I never thought I would have such an 
opportunity, I tried to enjoy every moment to be able to 
keep it forever. At that moment, I really understood 
that life can change from one day to the next and that I 
had taken the right path for me.

Your plans for the future?

I would like to go to the United States and start making 
films as a comedian.
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ersonal branding is one of  those 

Pwords that get thrown around that 
only a few people know its 

meaning. Do you have a personal brand? 
How can you tell if  your personal brand 
is growing? Who needs a personal 
brand? These are the questions on the 
minds of  many entrepreneurs, but most 
don’t seek answers. Nobody was born 
knowing how to build a personal brand, 
so it is worth learning about.
Your personal brand is the reputation you have with 
your audience. Or as Amazon founder, Jeff  Bezos, 
puts it, “What people say about you when you’re not in 
the room.” It is your audience’s perception of  you. It is 
what comes to mind when they see your face or hear 
your name. It is how they perceive you when they 
come in contact with you or with your work. That is 
your personal brand.

It doesn’t matter that you want people to see you as a 
courageous person who overcame obstacles to build 
a business. If  they see you as just another hustler 
trying to survive, that’s your personal brand. 
Everybody has a personal brand, because everybody 
has a reputation. It’s not a question of  if  you have a 
personal brand or not – because you do. The real 
question is: Does your personal brand align with how 
you want your audience to perceive you? If  it does, 
good job! Continue to grow your personal brand. If  it 
does not, you only have two options:

1. Ignore your personal brand, leaving it to chance, so 
that it’s random, negative or misleading.

2. Make an intentional effort to align your personal 
brand with who you really are.

Option two is personal branding
Personal branding is everything you do to present and 
promote yourself, such that you are remembered for 
something specific whenever people see your face or 
hear your name. It is the intentional process of  
discovering your unique combination of  skills, values, 
e x p e r i e n c e ,  a n d  p e r s o n a l i t y  t r a i t s ,  a n d 
communicating that value to your audience.

So you see, personal branding is more than updating 
your LinkedIn profile or posting “deep” quotes on 
Instagram. It goes beyond nicknaming your self  
“Queen of  this” or “King so-and-so.” Personal 
branding is about taking control of  your reputation.

Personal Branding vs. Personal Brand
Personal Branding is the process of  establishing a 
personal brand. While personal branding is the 
process, a personal brand is the result. Your personal 
brand is the popular opinion and perception of  you 
but personal branding is how you influence those 
perceptions.

It’s not only about colors and fonts – anyone can hire a 
great designer. It is the sum of  your identity, 
experience,  expert ise,  personal  story,  and 
achievements. You’re never going to finish building 
your personal brand. As you grow and change your 
business, your personal brand will also evolve, and 
that’s okay.

Why personal branding should be your 
priority
In a world where anybody can learn what you know 
and buy the same tools you use, you need to stand out 
from everybody else. According to a Nielson 
Consumer Survey, 90 percent of  buyers trust 
messages from an individual they know. That means 
that if  you own a business, you have a higher chance 
of  winning people’s trust if  they feel like they know 
you. You need to make sure the right people identify, 
remember and prefer you to others who do what you 
do. The only way to do that is through personal 
branding.

Many people shy away from personal branding 
because they think it is all about bragging and self-
promotion. While there is nothing wrong with self-
promotion, personal branding is more than that. It is 
about communicating the unique personality and gifts 
you have for the benefit of  those who need it. You can 
build a personal brand without compromising your 
values or changing who you are. In fact, that’s the only 
way to do it.

Tolu Michaels helps entrepreneurs build and launch 
personal brand websites. She’s certified in Digital marketing 
and has trained hundreds of  entrepreneurs via her free 
training series. Tired of  looking amateur? Get her FREE 
checklist to build a personal website that's credible enough 
to make money and change lives while you sleep.

Tolu Micheals: 

What Exactly is Personal Branding?
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elling and sharing stories is the 

Tkey to our civilisation. Storytelling 
i s  gre at  fo r  s t re t ch i n g  t h e 

imagination. In a paper on the British 
Council website, it has been shown that 
storytelling workshops help mental 
health and well-being by supporting 
relaxation.

How do we develop a unique story for our 
business and brand?

 What a brand story is not: It is not just a tagline. It is 
not just the logo or the colours. It is not just your 
personal story and ‘about’ page, or a sales pitch.

What a brand story is: A brand story is the heart and 
soul of  your brand. It is the complete picture of  what 
you are. It is what makes you unique.

Successful brands create a narrative, 
something that positions them as unique, 
and creates an emotional connection with 
the customers. Good storytelling is all about 
forging an emotional connection. 

The colours, the logo, the name and the tagline all 
follow from the central message. They all come 
together to form the brand story.

A brand story tells the motivation for starting your 
business, and why you get up and do what you do 
every day, why customers should care, and why they 
should trust you.

The brand story builds connections and it builds trust. 
Research has shown the power of  descriptive stories 
and how our brains respond to it. Scientists call it 
synchronis ing or  neural  coupl ing where a 

simultaneous brain activity happens in two people, 
the brand narrator and the customer in this instance, 
and leads to a mirroring effect, leading to an 
enhanced comprehension and understanding.

Neuroeconomist Paul Zak‘s research indicates that 
our brains produce the stress hormone cortisol 
during the tense moments in a story allowing us to 
focus on the story, and then the resolution of  that 
tension releases oxytocin, the feel-good chemical 
that promotes connection and empathy. So, when we 
build tension and then create a feel-good moment, we 
create a captivating story. Here is how to create an 
unique and authentic brand story:

Keep it simple: Simple stories are the best to build 
momentum and relationships. The story has to focus 
on problem, success and solution. Most good stories 
have a beginning- why did you start, was there a 
struggle, a protagonist who overcame some 
obstacles; a middle- where and when, and how; and, 
an end. The end isn’t really an end in the true sense as 
it is a journey and a progression, creating optimism 
for the client. Simple stories build trust.

Let your personality shine through: Good brand 
stories are driven by the founder’s personality. So, let 
your personality drive through the brand story. It 
comes back to the point I made earlier about being 
authentic and aligning brand values with your own 
values. It isn’t just your life story. It is the reason that 
your brand is so inherently inter-linked with you. It is 
what makes your brand completely unique. People 
buy from people. People relate to other people. So, let 
the face behind the brand be visible. This doesn’t have 
to mean putting our faces on billboards. It means 
letting the clients see the reason why you are the best 
person to drive this brand forward, and it creates 
trust.

Communicate the higher purpose: I believe that 
this is one of  the most essential elements of  any 
brand, and of  a powerful brand story. I always ask my 
clients to start by figuring out their own ‘why’. What is 

the purpose of  the brand? It is not just about making 
money. What kind of  problem does it solve? What kind 
of  social change does it bring about? Is it improving 
lives in some way, because every brand or business 
does? We all have our businesses to make lives better, 
to leave a little mark of  ourselves, to leave a legacy. 
Communicating this purpose through your tagline 
and your brand story creates trust and a connection 
with customers. It creates a reason for them to buy 
from you.

For The Art Tiffin, it is all about bringing a creative 
revolution and supporting mental health and well-
being. The tagline is ‘nourish the mind, nourish the 
heart’, and the brand brings a ‘creative hug in a box’ 
giving people permission to slow down and look after 
themselves.

A good story has to be shared, told and re-
told.

It is how we tell the story that matters too.

But, first we have to weave that brand story, that 
communicates what we do, why we do it, how we do it. 
We have to bring our personalities and our 
experiences into it, and our purpose and aspirations, 
Then we can truly start making connections. A great 
brand story gives our brand roots, grounding it and 
anchoring it while giving it wings, and letting it soar.

Dr. Pragya Agarwal

Award-winning author of  'SWAY: Unravelling Unconscious Bias', 
behavioural scientist and two-time TEDx speaker, and founder of  a 
research think-tank '50 Percent Project'. I help organisations create 
equitable processes, offering keynote talks, audits and workshops in 
diversity and unconscious bias. I was named as one of  top 100 
influential women entrepreneurs in the UK for 2018-19, and one of  50 
on the 'High and Mighty' List making an impact in the India-UK 
corridor. I write and speak about diversity in tech, and racial and 
gender bias. I regularly appear on global radio and television 
platforms including BBC Women's Hour, BBC Radio 5 Live, BBC 
Breakfast, Australian Broadcasting Service and Canadian Radio.

Why Brand Stories Matter and Simple 

Steps To Creating A Unique Brand Story
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Nigerian E-Commerce Platform Omnibiz 

Raises $15M To Modernize African Retail

Nigerian B2B e-commerce platform Omnibiz 

has secured $15 million in pre-series A 

funding. 

The funding round, led by Timon Capital, included 

Ventures Platform, Lofty Inc, Chapel Hill Denham, 

Chandaria, and Musha Ventures. 

Omnibiz, founded by Deepankar Rustagi, is a 

distribution platform that works to create a more 

revolutionized approach to distribution. 

The platform aims to completely change how the retail 

ecosystem in developing markets operates by 

eliminating the disorganization of  traditional trading 

and digitizing the retail chain. 

“We believe the smart informal retailer – not shopping 

malls – is the future of  modern retail in Africa. By 

providing the capital, tools, and logistics, we will 

enable retailers to offer great merchandising at an 

affordable price point to win their customers’ trust,” 

said Deepankar Rustagi, Omnibiz CEO and founder. 

“This funding will allow us to quadruple the 

profitability of  our retailers, build a scalable and 

profitable business, and take us one step closer to 

transforming African retail.” 

Not only has Omnibiz helped connect retailers across 

Nigeria and Ghana with over 100 brands, and it has 

also helped bring critical stakeholders to one platform 

through the power of  technology. 

According to the platform, Omnibox has become the 

primary app for over 3,000 distributors operating in 

the West African region by simplifying the distribution 

process. Last year, the platform launched a new app to 

help retailers manage their inventory through short-

time Buy Now Pay Later (BNPL) finances, which 

proved to be hugely successful amongst smaller 

independent retailers.

To date, the platform has provided thousands of  

distributors with a more straightforward solution to 

buying many products through one single app. 

Omnibox aims to use the additional funding to 

kickstart its regional expansion and reach a wider 

audience.
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FINTECH

ARM Launches Innovation Workspace in Lagos

A
ssets and Resource Management Holding 

company (ARMHoldco) has launched a state-

of-the-art Innovation Workspace for fintech 

startups selected in the ARM Labs Innovation 

Programme.

The workspace, which is located at its headquarters in 

Ikoyi, Lagos, was birthed in fulfilment of  the 

organisation’s commitment to providing a well-

equipped location where startups can develop their 

businesses and gain access to mentors within the 

ecosystem.

The facility is equipped with access to Wi-Fi, 

designated workstations, a PS5 entertainment 

console to sponsor relaxation, a meeting room and a 

communal area.

ARM Labs Innovation Programme is designed to 

engage early-stage FinTech startups in a series of  

activities aimed at exponentially advancing the growth 

of  their companies within a short time frame and 

ensuring their investment readiness.

At the launch of  the facility, the startups were 

welcomed by the Group Head, Digital Transformation, 

Ina Alogwu, who gave them a tour of  the workspace.

Speaking at the launch, the Managing Director, ARM 

Pensions, Wale Odutola, said the platform presents 

startups with the opportunity to scale their businesses 

and help fine-tune how they go to market.

According to him, it also helps them to build business 

relationships within and outside Nigeria. He 

encouraged the participants to spend time taking 

advantage of  the training and leverage it.

Odutola said “It is not every day you have the 

opportunity to partner with an established firm that 

has over a million clients and focuses on course 

development and services. We are also a business that 

tends to be more protective of  the things we create. 

This is a great opportunity to test the extent of  our 

mentorship and hopefully come out on the other side 

transformed and ready to break new ground.”

Odutola further promised that ARM Labs is open to 

having conversations with the startups about 

opportunities with any of  ARM subsidiaries they 

believe they can provide value to. “The team will help 

you make those introductions so that you can have 

those conversations,” he assured.

The Managing Director, ARM Academy, Uche 

Azubuike, said the ARM Labs Innovation programme is 

a learning environment and encouraged the startups 

to be open about any resources they may need.

“The reason you are here is so that you can interact 

with different businesses. Because we believe that 

way, we can add value to whatever you are working on 

the building. Don’t limit yourself. You have the 

opportunity to do as much as you can,” she said.





ENTERTAINMENT
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Showmax Collaborates With CANAL+ to Premiere Epic, 

Action, Fantasy Series, Blood Psalms this September

S
howmax has just dropped the trailer for Blood 

Psalms, an epic action-packed African fantasy 

series. A co-production with CANAL+, Blood Psalms 

will premiere on Showmax on 28 September, 2022 with new 

episodes every Wednesday for 11 weeks.

Set in Ancient Africa, one thousand days after the fall of  

Atlantis, Blood Psalms explores the story of  the five surviving 

houses of  Kemet as they find themselves beset with fears of  a 

prophesied end of  days.

Bokang Phelane has the role of  a lifetime as Princess Zazi, a 

fiercely determined teenage princess who must navigate 

primordial curses, long-standing ancestral vendettas, and 

her inexplicable role as the damning prophecy’s chief  

harbinger.   

Mothusi Magano, winner of  four SAFTAs and an African 

Movie Academy Award (AMAA), plays her father, mad king 

Letsha, while SAFTA winner and 2022 DSTV Mzansi Viewers’ 

Choice nominee, Zolisa Xaluva (Gomora, Knuckle City) plays 

her lover, General Toka, the head of  her father’s Akachi army.  

“Blood Psalms is the biggest and most ambitious series 

we’ve ever made, completely unlike any other African series 

you’ve ever seen,” says Nomsa Philiso, executive head: 

programming at MultiChoice. “We couldn’t be more excited.”  

“This show was specifically created as a reimagining of  

ourselves as Africans, as an answer to ‘Who are we?’,” says 

Phelane. “It's done in a very entertaining way, with a lot of  

drama and action.” 

The trailer gives first glimpses of  the star-studded cast, 

which includes SAFTA winners Bongile Mantsai (Knuckle 

City), Hamilton Dlamini (Five Fingers For Marseilles), Hlubi 

Mboya (Isidingo), S’dumo Mtshali (iNumber Number, 

Is’thunzi), Siv Ngesi (DAM), Thishiwe Ziqubu (The Imposter), 

and Warren Masemola (The Republic), as well as SAFTA 

nominees Enhle Mbali Mlotshwa (Rockville), Niza Jay (The 

Wound), Richard Lukunku (Happiness Is A Four-Letter Word), 

Sello Maake kaNcube (The Herd), Thando Thabethe (Reyka), 

Thembekile Komani (Knuckle City) and Zikhona Sodlaka (The 

Wife), not to mention AMAA nominee Faniswa Yisa (Knuckle 

City, DAM) and the likes of  Faith Baloyi (Flatland), Lemogang 

Tsipa (Shaka Ilembe), and Thabo Rametsi (Kalushi, Silverton 

Siege). 

Show creators Layla Swart and Jahmil X.T. Qubeka from 

Yellowbone Entertainment were responsible for South 

Africa’s 2020 Oscar entry, Knuckle City. The boxing drama 

was the most awarded film at the 2020 SAFTAs, where it took 

home six awards, including Best Director for Qubeka and 

Best Editor for Swart, and the most nominated film at the 

2020 AMAAs, where it won two awards. 

“What we’re trying to do is to reclaim the continent’s history 

from an African perspective,” says Swart. “Blood Psalms has 

elements of  every African culture’s mythology and looks at 

various different tribes - the Akachi, the Uchawi, the Ku’ua, 

the Chini, and Great Nziwemabwe - as they migrated south 

from Kemet, which is now Egypt, and formed their cultures.”

Shot in the Eastern Cape, Gauteng and North West 

provinces, Blood Psalms is a Showmax Original in 

partnership with CANAL+, the Department of  Trade, Industry 

and Competition, the Eastern Cape Economic Development 

Corporation (ECDC) and the MultiChoice Innovation Fund. 

Naija Star Search to Ensure Future of Afrobeats

The maiden edition of  Nigeria’s first Afrobeats reality 

show, the Naija Star Search, will commence on 

September 4 on ST Nollywood channels on 

StarTimes.

Eighteen contestants have been rigorously selected by the 

show’s judges led by music label executive Kenny Ogungbe; 

celebrated music producer ID Cabasa; and singer Asha 

Gangali. VJ Adams is the host of  the show.

The judges would look for authenticity, potential, originality 

and street credibility among the talents. Naija Star Search will 

see the contestants showcase their singing prowess while 

battling for N10 million prize.

Furthermore, the top seven finalists from the show would be 

groomed by the Kennis Music label and given a platform to 

turn their raw talents into superstars.

Kenny ‘Keke’ Ogungbe, the head judge of  the show, revealed 

that over 4,000 contestants had sent in their entries for the 

competition.

The music reality show, which aims at sustaining the 

Afrobeats culture and nurturing young talent, is an initiative 

of  StarTimes in association with Kennis Music.

Speaking at the unveiling event in Lagos, StarTimes Chief  

Operations Officer Tunde Aina said, “Naija Star Search is 

fashioned to be an exclusive Afrobeats show, the first of  its 

kind in the country. Contestants will perform only Naija songs, 

starting with the classics and contemporaries to warm their 

vibes (ginger their swagger) and then singing original songs 

composed by themselves.

“With guidance and criticism from the judges, these talents 

will be schooled in the art and business of  Afrobeats music for 

the next three months.

“Ultimately, the goal is to discover the next promising talents 

with the potential to blow. Top performing talents will work 

with Kennis Music, who will groom, mentor, produce and 

market their songs to a music-loving audience in Nigeria and 

Africa.

Comparing Naija Star Search to the future of  Afrobeats, 

Kenny Ogungbe said, “Afrobeats will never die. The people 

sustaining it now are in their mid-twenties and thirties. To 

sustain it, we need to groom new talents in their teens so that 

in the next ten years, we will still have those holding it. We are 

here for the future to project the beauty of  Naija music.

Adding to what Kenny said, ID Cabasa said that “we are here 

to sustain the momentum that is building in the ecosystem of  

Afrobeats globally. To do this, we don’t just want to leave it to 

those that are there now. We don’t want a situation where 

once our legends die, they die with the history, the music, and 

the culture of  the genre.

“We saw a lot of  young talents during the audition process, 

which blew our minds. Naija Star Search has become a pivot 

for any ambitious artiste for the limelight. Currently, it is very 

hard to break through in the music industry.

“To promote an artiste now, you would need millions of  naira. 

This platform was set up to push them even when they didn’t 

have that push. So, any outstanding talent in this reality show 

would come out with great potential. We will be training them 

on songwriting, how to record their songs and how to sustain 

themselves in the industry since it’s easier to blow than 

sustain oneself  in the industry.”



MultiChoice Nigeria has announced a robust 

coverage of  the 2022 FIFA World Cup and a 

special Big Brother Naija+South Africa edition 

for its customers on DStv, GOtv and Showmax.

MultiChoice is making FIFA World Cup Qatar 2022 more 

accessible to fans than ever before. MultiChoice the 

company is making all 64 World Cup matches available in 

different vernacular languages.

This was disclosed at the MultiChoice Media Showcase 

which held on Thursday, September 15, in Lagos..

Speaking on the special coverage of  the 2022 FIFA World 

Cup and the next Big Brother reality TV show, the CEO, 

MultiChoice Nigeria, John Ugbe said all 64 matches of  

the World Cup in Qatar will be live on DStv and Gotv.

He added that the special Big Brother edition would be 

even more intense with housemates from Nigeria and 

South Africa.“MultiChoice is excited to bring every single 

fan, all the action in their language, along with local 

commentary. To add value to all our customers, we are 

making all 64 World Cup matches, available in 14 different 

vernacular languages.

Owing to the success of  Big Brother Mzansi and Big 

Brother Naija, MultiChoice will unveil a Big Brother show 

like no other: a ‘contest’ between housemates from 

Nigeria and South Africa – in one house.”

With it being one of  MultiChoice’s most popular 

franchises ever, the company is now bringing two nations 

together in one house .

“The next Big Brother edition will have housemates from 

the two giants of  Africa, Nigeria, and South Africa, 

together in one house. This is designed to be a unifying 

experience of  culture, personalities, and entertainment, 

highlighting what we both have in common. The prizes 

promise to be as massive as the entire show itself  – both 

in cash and other sponsored prizes,” he was quoted to 

have said in a statement.

Touching on the investment by MultiChoice in growing 

content offering for customers’ pleasure, the Executive 

Head of  Content, MultiChoice Nigeria, Dr. Busola 

Tejumola, said customers would be spoiled for choice in 

the coming months, as the company would be unveiling a 

chain of  new programmes on its Africa Magic channels.

Highlighting some of  the new content customers could 

look out for, Tejumola said popular comedy series, The 

Johnsons, would return for the new season which would 

be to honour the show’s late cast, Ada Ameh.

Speaking further, she said customers should look out for 

a new 260-episode local series ‘The Covenant’, and 

another 260-episode local series titled ‘Itura’, starting 

from October 3. She added that the popular Africa Magic 

series, ‘Tinsel’, and ‘The Rishantes’, will also make a 

return in a few weeks.

“For the holidays, our holiday channel will go live in 

November and will be showing some global events and 

carnivals. The Calabar Carnival in Cross River State will 

be live on this channel. Also, Crime and Justice Lagos will 

premiere on Showmax later this year. Customers can also 

look out for our first local animation series coming soon,” 

she added.

All showcased content will be available to both DStv and 

GOtv customers.

ENTERTAINMENT

MultiChoice Announces Special World Cup Coverage, 
Unveils Big Brother Naija+South Africa 
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T
he Nigerian Official Selection Committee for the 

Academy of  Motion Pictures, Arts and Sciences has 

announced that it will not be submitting a movie for 

the 2023 Oscars.

The Chairperson of  NOSC, Chineze Anyaene-Abonyi, who 

communicated the development to the AMPAS, expressed 

regret that the committee could not find a film suitable for the 

award.

A statement sent, “Although the committee received three 

epic films following its call for submissions in August, it 

turned out that none of  them will advance to the next stage 

owing to the voting patterns of  members.”

In a session that lasted two hours on September 3, 2023, the 

NOSC recorded a voting chart of  ‘8:5:1:1’ from its 15 

members- with ‘no film is eligible’ taking the lead.

This is the second year in a row that Nigeria would not be 

submitting a film for the International Feature Film category 

of  the Oscars, the last submission being ‘The Milkmaid’ in 

2020.

Anyaene-Abonyi said, “Nigerian films had, no doubt, 

improved significantly as the awareness of  the requirements 

has since grown among filmmakers, and potentially soon, we 

just might be bringing this award home in succession.”

However, she implored filmmakers to “get more acquainted 

with Oscars-nominated films in the IFF category to achieve 

the needed international recognition and put our films in its 

acclaimed level of  creative discourse”.

The Academy annually presents the IFF award to a feature-

length motion picture produced outside the United States of  

America that contains 50 percent or more non-English 

dialogue. 

No Nigerian Movie Eligible for 2023 Oscars – Committee

L-R: Tope Oshunkeye Executive Head, Marketing, MultiChoice Nigeria; Atinuke Babatunde, Academy Director, West Africa, 

MultiChoice Talent Factory; John Ugbe, Chief  Executive Officer, MultiChoice Nigeria; Dr. Busola Tejumola, Executive Head, 

Content, MultiChoice Nigeria and Ayo Ajala Chief  Operating Officer, MultiChoice Nigeria at the MultiChoice Media Showcase 2022

Nigerian singers, Burna Boy, Kizz Daniel, Fireboy, 

Tiwa Savage and others have been nominated for 

the 2022 edition of  the All Africa Music Awards.

Slugging it out with Burna Boy for Best Male Artiste in 

Western Africa, Song of  the Year, Artiste of  the Year are 

Fireboy and Kizz Daniel who were both nominated in the Best 

African Collaboration category.

Burna Boy was also nominated in the Song of  the Year 

category.

Tiwa Savage, who was nominated for Best Female Artiste in 

Western Africa and Best Artiste, Duo or Group in African 

RnB/Soul, was also nominated in the Artiste of  the Year and 

Best African Collaboration categories.

Ckay and Ruger, who were recognised in last year’s AFRIMA, 

also got nominations.

South African artiste, Costa Titch, led with six nominations 

for his 2021 smash hit, Big Flexa.

He got nominated in the Song of  the Year, Breakout Artiste of  

the Year, Best African Collaboration, Best Artiste, Duo or 

Group in African Electro, and Best Artiste, Duo or Group in 

Use of  African Dance/Choreography categories.

Also with six nominations is Congolese maestro, Dadju, 

nominated in the Best Male in Central Africa, Song of  the 

Year, Album of  the Year, Artiste of  the Year, Best African Act 

in the Diaspora and Best Soundtrack in a Movie, Series, or 

Documentary categories.

West Africa led the nominations on regional basis, with 134 

nominations, representing 35 per cent while the Eastern 

African region followed closely with 69 nominations, 

representing 18 per cent.

The Southern African region raced closely with 68 

nominations, representing 17.8 per cent; while Central 

Africa pulled in its weight with 52 nominations, representing 

13.6 per cent. The Northern African region followed closely 

with 49 nominations, representing 12.8 per cent.

 AFRIMA: Burna Boy, Kizz Daniel, Others Top Nominations 





Burger King Launches a New Outlet in Festac 

Food lovers and connoisseurs in Amuwo Odofin and it’s 

environs can now enjoy the Real Burger Experience 

their way, as The Home of  the Whopper, Burger King 

has launched a new outlet in Festac.

Guests present at the launch had so much fun partying with 

the King. The event which had in attendance key influencers 

and celebrities, including Festac bred Nigerian Graffiti artist, 

Osa Seven, featured lots of  exciting activities, including 

painting classes, free meal vouchers, branded merch 

giveaway and the kids were also not left out, as there was a 

bounce house, free toys and many more goodies on offer.

Attendees also explored The King’s menu featuring a variety 

of  flame-grilled burgers, crispy French fries, King fusions, 

chicken burgers and of  course the iconic signature burger – 

The Whopper.

Speaking on Burger King’s launch in Festac, Marketing 

Coordinator, Burger King, Buzugbe Victoria shared that it is 

quite impressive how much the company has been able to 

achieve in such a short period of  time, as well as the intensity 

of  the love and loyalty that has been earned from the 

consumers so far.

As a result, Victoria noted, the new outlet was launched in a 

bid to further position Burger King closer to its Festac 

consumers and to ensure the continuous and consistent 

delivery of  its customizable meal options and classic savory 

menus to all its teeming consumers.

She said: “Besides the fact that Burger King is already a force 

to be reckoned with, we pride ourselves in consistency, 

quality offerings, great services, and yes, the brand name. All 

these four, so far, have helped us achieve what we want, and 

we also see them taking us even farther.

Intrigued, young creative artist, Temisan Efah shared that his 

excitement knew no bounds when he heard earlier in 2021 

Burger King would set its footprints in Nigeria.

He said: “It was actually a great pleasure to be here. It has 

been fun since we got here and I can tell you that it’s exciting. 

Nothing short of  exciting. The food is great, especially the 

signature Whopper and chicken nuggets.”

“They will do well in Nigeria, that I am sure of,” another 

attendee, Kimmy Adeyemi submitted.

“There are lots of  people in that space making burgers, but 

what Burger King is doing is really satisfying.”

It would be recalled that Burger King officially launched its 

first outlet in Nigeria on November 1st, 2021 at the flagship 

location, 247 Ajose Adeogun, Victoria Island and its 2nd 

outlet opened in December, 2021 on Herbert Macaulay way, 

Yaba.

A Joint Venture between Allied Food and Confectionary 

Limited and BURGER KING® Worldwide, BURGER KING® 

Nigeria will continue to expand as it plans to open more than 

55 Stores in 5 Years. BURGER KING® Nigeria plans to keep 

contributing to Nigeria’s socio-economic agenda and 

creating a significant number of  jobs for Nigerians over the 

years.
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BRAND CAMPAIGN

The New Golden Penny 400g Midi Pack Pasta: Same Quality, Same Great Taste

Nigeria’s biggest food and agro-allied business, Flour 

Mills of  Nigeria (FMN), has announced the launch of  

the new Golden Penny 400g Pasta. Golden Penny 

Spaghetti is a premium pasta made from quality durum 

wheat, which doesn’t get soggy or sticky and is enjoyed in a 

variety of  ways. It can be served with veggies, made into 

Jollof, or simply enjoyed plain with your favourite sauce or 

stew.

The nutritional benefits of  Golden penny pasta include 

dietary fiber, energy, protein, and vitamin A, all of  which are 

essential for healthy growth and vitality. The new 400g pack 

maintains the same level of  nutrition, quality, and flavour for 

the satisfaction of  the consumer.

The new 400g Golden Penny pasta pack was created with 

consumers in mind; it gives you the choice of  high-quality 

pasta while allowing you to relish your preferred pasta brand. 

For this reason, Individuals, students, and young families on a 

budget can all enjoy pasta their way depending on the 

o c c a s i o n .  S h o p  h e r e  – 

https:/ /store.chamuze.com/product/golden-penny-

spaghetti-400g

The new 400g Golden Penny pasta pack size makes it ideal for 

small families to create memorable mealtime moments, while 

eliminating the concern about preservation or wastage. Even 

with minimal ingredients, you are sure to have an excellent 

result, regardless of  the recipe you choose to create.

With the launch of  the new 400g pack, FMN remains 

committed to upholding its mantra “at the heart of  the family” 

by offering families smaller packs created to meet a variety of  

demands, such as supplying millions of  Nigerian homes with 

delicious and nutritious food, while also maintaining and 

strengthening relationships that exist among families.

Amaizing Day Breakfast Cereal believes that every 

kid is amaizing at something, and it just takes some 

special individuals to help nurture it. Asides from 

their parents, we believe teachers also play a big role in this, 

hence as the kids go back to school, we would like to 

celebrate them.

Tell us about the teacher who nurtures the AMAIZING in you.

Amaizing teachers deserve Amaizing gifts. What makes a 

teacher Amaizing?

P a t i e n c e ?  D e d i c a t i o n ?  K i n d n e s s ?  E m p a t h y ? 

Supportiveness? It’s all the above.

All our little ones have at least one Amaizing teacher and we 

need your help identifying and rewarding them.

Kids participate by writing an appreciative essay of  not more 

than150 words to their favorite teacher(s), telling us how he 

or she has brought out the amazing in them.

They then take a picture of  the written essay and upload it on 

their page and tag us @gpamaizingdaycereal and their 

teachers.

20 Children and Teachers will stand a chance of  winning 

B u m p e r  G o o d i e s  e a c h .  T h e y  n e e d  t o  A d d 

#GoldenPennyAmaizingDayCereal to their post

TERMS AND CONDITIONS

PA RT I C I PAT I O N  i n c l u d e ;  M a k e  s u r e  t o  f o l l o w 

@gpamaizingdaycereal; The essays must be handwritten not 

typed; Post the image of  the essay on their feed with these 

hashtags

#AmaizingDayBackToSchool

#BackToSchoolRewards

#AmaizingDayRewards

Entries end on the 30th of  September 2022 and other terms 

and conditions apply.

Win Big Rewards in the Amazing Day Cereal Back-To-School Promo
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Brandessence  is a knowledge base promotional 

magazine that collaborate brands and consumers together 

by providing information about brands through promotional 

content,  campaigns,  advert,  events and interviews.

Our goal is to connect brands with customers. 

Our philosophy is to strategically connect the best, 

upcoming and most respected brands to the customer in a 

way that is targeted, relevant and effective.

Distribution: Lagos, Ibadan, Ogun, Port Harcourt, Benin, 

Abeokuta, Bayelsa, Aba, Owerri, Abuja, Onitsha, Benin, 

Warri, Jos etc.

Distribution Channel through our  Free Direct 

Distribution Strategy:

Distribution Methods – Direct Distribution/Placement to 

youth.  Distributed to strategic opinion leaders,  brand 

owners, young executives and industry leaders, Eateries, 

Airports, Hospitals, Universities, Private Cabs, BRT buses,  

Dispatch Riders,  Hotels,  Bars, Beer Parlours, Street 

Guerilla Distribution,  etc.   It is readily available at all 

prime magazine stores (Silverbird, The Hub Media Store,  

Domino Stores, Terra Kulture, Ikeja Mall, Shoprite,  YSG 

Hub). 

Traditional Channels:  Strong Street Marketing.  Street 

Vendors & News Stands placement (Magazine for news 

enthusiasts)
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When Art Meets Tech: 

TECNO Unveils CAMON 19 Pro 

Mondrian Edition with Tiwa Savage

BRAND NEW

TECNO launched a new addition to the Camon 

19 series, the Mondrian version. The event 

took place at the Art Hotel in Victoria Island, 

Lagos, Nigeria. This event was in partnership with the 

African Artistry Foundation (AAF).

The event was topnotch, with stakeholders in the art, 

tech, and entertainment industries present. One of  

the things that made the event unique was the 

presence of  TECNO’s first female brand ambassador, 

Tiwa Savage, KOLs (names to be included) amongst 

others.

TECNO has never taken technological innovations 

lightly, and as a result, they are constantly looking for 

new ways to improve their smartphones and make 

them better. The Mondrian version has a unique tie to 

art; in fact, the name Mondrian is the cake of  it all. The 

word Mondrian is coined from the name of  the 

renowned artist Piet Mondrian, a Dutch painter who 

was famous for his color-blocked abstract artworks in 

the 1880s. This begs the question; how does art relate 

to technology? This question is what TECNO has 

answered with the Camon 19 Mondrian edition.

The Camon 19 Mondrian edition is specially and 

artistically designed with a clean and beautiful black 

and white aesthetic that allows the back of  the phone 

to change colour to the Mondrian painting technique 

when sunlight hits it.

This is the first smartphone device to feature sunlight 

drawing technology, which allows the phone to 

change colours in direct sunlight. What this means is 

that you have a working, unique, genuine piece of  art 

in your hands.

This beautiful innovation was shown to the audience 

at the unveiling, and they couldn’t help but marvel at 

TECNO’s initiative to merge art with technology, 

especially in times like these when phone design and 

aesthetics are beginning to matter to consumers.

The Mondrian edition boasts excellent specs, such as 

a 64MP rear camera, a 32MP selfie camera, optical 

zooming for more detailed photos, a 6.8-inch LCD 

display, and a memory fusion of  8GB RAM + 256GB 

internal storage. The TECNO Camon 19 simplifies and 

improves its users’ day-to-day tasks, including work 

and life in general.

Apart from this beautiful artistic feature, TECNO also 

throws in more to make the MONDRIAN EDITION 

special. The MONDRIAN EDITION will have a limited 

edition comes with a special autograph from Tiwa 

Savage, their first female brand ambassadors, at the 

back of  the phone.

TECNO is one of  the world’s leading smartphone 

innovators, sitting at the pinnacle of  smartphone 

creativity and technology. The Mondrian edition 

seems to be a piece of  unique and premium artsy 

technology everyone should have. One cannot wait 

for this luxury piece to enter the market in Nigeria






