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Abstract 

Branding as one of the most valuable elements for effective clarity of quality 
and difference amongst products with certain attractive quality or 
characteristic, the visual identities which serve as ingredient for marketing 
strategy in Nigeria has not been given adequate attention, despite the 
increasing growing competitive force in today’s market. This paper 
therefore, discusses the efficacy of branding and its processes within the 
dynamism of time, taste and competition. It also looked into product 
branding from a generalized viewpoint. It finally understudied the various 
types, techniques and functions of product branding in Nigeria with specific 
emphases on the visual identities of some regular Nigerian products. 

 
 

 
A brand according to Wikipedia (2006), is the symbolic embodiment of all the 
information connected with a product or service’. However the real essence of a brand 
is actually the associations we have with the product. The associations we have with a 
product guide us to make choices about which to purchase.   Brands originated in the 
19th century as trademarks and logos. Advertisement had to inform customers about 
the existence of some new invention and then convince them that their lives would be 
better if they used it (Klein, 2001). During the industrialization movement at the turn 
of the century, brands quickly developed more weight and meaning. Machinery was 
becoming widely used to mass-produce goods and products, the packaging production 
line also became automated. Many existing products could easily and cheaply be 
copied. Jason  (2005) aptly described the development of brands when he wrote; 

 
Brands used to be a way of authenticity; this product is actually 
from Coca-Cola with a stamp or logo...but as brands started to 
compete in different markets you saw many different Colas or 
types of jeans… then it became the short-hand for whatever the 
unique selling point (UPS) of that product was…As massed 
manufacturing increased you saw that one unique selling point 
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didn’t last for very long as products were quickly copied, which led 
to fewer real unique  selling points...people buy brands because 
they have an impact on their lifestyle. We live in a culture which is 
increasingly one where we are defined by our consumerism, and so 
therefore the kind of products people buy say something about 
them. (. p.1)  

  
   It has become very clear to manufacturers that the associations that come 

with their product are extremely important. ‘Brandings therefore become the process 
by which the values of the brand are attached, both physically and by suggestion, to 
the product’ (Pavitt, 2002). The branding process has the power to make two similar 
products seem completely different, and to sell at different prices. ‘Faced with an 
array of choices, the well-known brand name is a constant upon which the shopper 
would rely’ (Pavitt, 2002).      
    
  According to Stratagem (2004), branding as we know it today began in the days 
when farmers branded their livestock. Hot irons marked who owned what. So how did 
marked who owned what. So how did branding become so big? Some farmers had 
better breeding lines and cared for their livestock better than others. Over the recent 
past a new move in branding has been made when marketers were evoking emotion in 
the brand. Bringing it alive and giving the brand values and principles that people 
desire for themselves.  
 
Product Branding  
      According to Channel (2004), Product branding attempts to register a product 
in the mind of its targeted consumers by making it to stand out from other product 
brands. It entails establishing a product identity. Product branding can stir feelings 
and make connections among consumers. At times, it is more than a trademark or 
slogan. It is based on how the product makes customers feel. The key to product 
branding is to break thought the competitive market place to build customer loyalty to 
the product. Product branding not only works for products, but for services as well. It 
is created by the consumers’ overall experiences with a company, its employees, 
products, and services. Regardless of product or service, all marketing activity should 
be carefully planned to support the brand. Product branding is not something that can 
be achieved overnight, but should be built over time. A brand offers instant product 
recognition and identification. Consumers identify branded products and, as a result 
of effective advertising, have confidence in product quality. Retailers like branded 
products because they make the store profitable-shippers attracted to branded product 
spend three to four times more on groceries than do private-label shoppers. A brand 
provides a clear and definitive reason for customers to buy your product. If this 
reason does not exist, your product is a commodity and the only measure of value is 
price. Small, value added businesses cannot compete on price successfully and need  
to incorporate some form of differentiation. 
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   Consumers perceive brand-name products as higher quality, more reliable and 
a better value than non-branded products. Generally speaking, the number-one brand 
in a category can command a 10% price premium over the number-two brand, and a 
40% premium over the store brand. This price premium is known as a brand tax. 
Consumers understand that a strong brand can reduce getting stuck with disappointing 
or faulty products. Brand loyalty is the recurring stream of profit generated by repeat 
and referral sales of a specific brand. Repeat sales can be as much as 90% less 
expensive to a company than new customer development. Branded, recognizable 
products invoke a sense of pride in those associated with production, promotion, sale 
and distribution of those products. 
     

The brand name is often used interchangeably within "brand", although it is 
more correctly used to specifically denote written or spoken linguistic elements of any 
product. In this context a "brand name" constitutes a type of trademark, if the brand 
name exclusively identifies the brand owner as the commercial source of products or 
services.     
  

A brand which is widely known in the marketplace acquires brand 
recognition. When brand recognition builds up to a point where a brand enjoys a 
critical mass of positive sentiment in the marketplace, it is said to have achieved 
brand franchise. One goal in brand recognition is the identification of a brand without 
the name of the company present. Consumers may look on branding as an important 
value added aspect of products or services, as it often serves to denote a certain 
attractive quality or characteristic (see also brand promise). From the perspective of 
brand owners, branded products or services also command higher prices. Where two 
products resemble each other, but one of the products has no associated branding 
(such as a generic, store-branded product), people may often select the more 
expensive branded product on the basis of the quality of the brand or the reputation of 
the brand owner.  
     

 Wikipedia (2003), opined that brands originated with the 19th century advent 
of packaged goods. Industrialization moved the production of many household items 
such as soap, from local communities to centralized factories, these factories, hooked 
with mass produced goods, needed to sell their products in a wider market, to a 
customer base familiar only with local goods. It quickly became apparent that generic 
package of soap had difficulty competing with familiar local products.  The package 
goods manufacturers needed place just as much trust in the local product. The 
manufactures wanted their product to appear and feel familiar as the local farmer’s 
products. However, with the help of advertising, manufactures quickly learned to 
associate other kinds of brand values, such as youth fullness, fun or luxury, with their 
products. This kick started the practice we now know as “branding ‘ 
       

A product identity, or Brand image are typically the attributes one associates 
with a brand, how the brand owner wants the consumer to perceive the brand - and by 
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extension the branded company, organization, product or service. The brand owner 
will seek to bridge the gap between the brand image and the brand identity. Brand 
identity is fundamental to consumer recognition and symbolizes the brand's 
differentiation from competitors. Brand identity is what the owner wants to 
communicate to its potential consumers. However, over time, a products brand 
identity may acquire (evolve), gaining new attributes from consumer perspective but 
not necessarily from the marketing communications an owner percolates to targeted 
consumers. Therefore, brand associations become handy to check the consumer's 
perception of the brand.  
  
The History of Branding In Nigeria 

   The history of branding in Nigeria cannot really be viewed from the 
inception of Nigeria as a nation since 1960 because branding organizations never 
existed from the beginning. Most brands of products are branded in foreign countries 
before they are imported into the country. Products like Bournvita are products of 
Cadbury which is a foreign company. Nigerian manufacturers do not really see the 
place of branding as essential in the place of marketing. Despite the fact that these 
foreign imported brands appear in our local market, Products like Bornvita from 
Cadbury was introduced into the Nigeria market since 1960 and there have been 
several changes in their brand techniques. Despite several obvious changes in its 
visual and verbal identities they still stand the storms of competition. 
 

    The knowledge and significant of branding in the Nigeria market has just 
started to grow but yet few local manufacturers and marketers are aware of its salient 
edge on market leadership. Just of recent new local brand companies are just cropping 
up with USP brand management consult leading the pack of brand organizations. This 
new development started in the late 1990s; other companies include Alder consulting, 
Soriyan Network, Smooth consulting, and Prodigy etc. These companies are very 
vital platforms for the new brand image of successful organizations in the country. 
Organizations like Banks, Petrol stations etc which are re-branding their product 
identities have enjoyed the services of this branding organization. In early 2000 till 
date the knowledge of branding is explosively increasing because it is a known fact 
that leading organizations are simply flying on the wings of branding techniques and 
engineering. 
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     One of the greatest problems of product branding and packaging in Nigeria is 
the lack of branding knowledge (Fan, 2000). Most local products in Nigeria such as 
‘elubo’, grounded pepper, locust bean known as ‘dadawa’ in northern Nigeria, ‘gari’ 
etc are not packaged and branded products but are more valued in market platform. 
Costumers or consumers pay more prices readily for such packaged or branded 
products. Most producer and marketers of these local products lack the secret and 
knowledge of these powerful market techniques in Nigeria, because most the local 
producers and marketers are not enlightened as level of education contributes to why 
some consumer products are not packaged or branded at all. Apart from illiteracy that 
affect many local producers of consumer goods,  logos, brand names, package design, 
verbal identity, which involves the choice of colours, symbol, logotypes (fonts) etc 
lack the knowledge of compelling branding skills. This has led to packing of products 
which should have sky racketed product sale. But such packing designs contribute to 
negative perceptions which have ironically barred the sale of products. 
 
Types of Branding  
     According to Wikipedia (2004), there are many branding techniques and 
many different uses for branding. It provided seven common types of branding as 
Corporate branding, Employer branding, Cause branding, Co-branding, Spirit 
branding, Community branding, Culture branding. Corporate Branding implies 
making the promise of quality products, service, and delivery to customers. The intent 
is to attract new customers and create loyalty in past customers. Corporate branding is 
nothing new; has been around as long as competition between businesses has existed. 
Employer branding implies focusing on employees to understand the vision, mission, 
goals, products, and services of the company. It is designed to educate employees in 
order for them to uphold the corporate brand to their customers. While employer 
branding may be required and essential to a competitive business, it neither aligns an 
employee’s goals and values with a company’s, nor does it apparently help in 
retaining employees as indicated by the continuing efforts to reduce turnover. Cause 
branding implies attempting to attract customers by associating the company with a 
cause or purpose that potential customers would fond beneficial to their personal 
goals or in line with their values. This might be a percentage contribution of company 
sales to charitable organizations or donations to nature and wildlife preservation 
councils. Co-Branding implies becoming more familiar to the consumer all the time. 
These include, for example, mini-marts attached to gas stations, banking facilities 
within grocery stores, and Laundromats attached to anything from bowling alleys to 
family entertainment centers. This branding falls in the “one-stop shopping” category. 
Spirit Branding implies hit the consumer market big time by selling soft drinks with 
the slogan of “I’d like to teach the world to sing . . . .” It’s that “get a good feeling” 
from using our product approach. The world looks brighter and things just go better 
when you start your morning off with our product. Community Branding implies 
showing the collective good a company can do for the community in which it and its 
employee reside. This branding can include company and employee outreach 
programs to help the needy, support the elderly, contribute to public education, or 
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provide emergency relief and jobs for the unemployed. It has a promise to the people 
in the community that this company will be a beneficial partner to them. Culture 
branding implies another method of branding, branding to employees may be 
something new to consider in waging war against sagging morale and high employee 
turnover. Culture branding is making promises to employees concerning their 
working environment and relationship to their leaders and managers. In this case, 
“promises” are different from guarantees and opportunities in that they are offered 
free of encumbrances other than taking advantage of them through either purchase 
and use or employment agreement. 
 
 
Product Branding Techniques 
    William (2000), opines that a company cannot assert that it has a well 
rounded programme for product planning and development until it has instituted a 
company policy on several additional product attributes: product design, colour, 
quality, guarantee, and servicing. One way to build an image of a product is through 
its design. In fact, a distinctive design may be the only feature that significantly 
differentiates a product. Many firms feel that there is considerable glamour and 
general promotional appeal in product design and the designer’s name. In the field of 
industrial products, engineering design has long been recognized as extremely 
important. Today there is a realization of the marketing value of appearance design as 
well. Office machines and office furniture are examples of industrial products that 
reflect conscious attention to product design, and often with good sales results. The 
marketing significance of design has been recognized for years in the field of 
consumer products, from big items like automobiles and refrigerators to small 
products like fountain pens and apparel. Good design can improve the marketability 
of a product in many ways. It can make the product easier to operate. It can upgrade 
the product’s quality or durability. It can improve product appearance and lower 
manufacturing costs.  
 
Colour is one of the determining factors in a customer’s acceptance or rejection of a 
product, whether that product is a dress, a table, or an automobile. Colour by itself, 
however, is no selling advantage because may competing firm offer colour. The 
marketing advantage comes in knowing the right colour, and knowing when to 
change colours. If a garment manufacturer or a retail store’s fashion coordinator 
guesses wrong on what will be the fashionable colour in women’s clothing, it can be 
disastrous. Marketers must reckon with colour as both a psychological and a 
sociological package may be used as a major appeal in advertising copy container 
may not show up well in advertisements. 
  
Labeling is another product feature that requires managerial attention. The label is 
the part of a product that carries verbal information about the product or the seller. A 
label may be part of a package, or it may be a tag attached directly to the product. 
Obviously there is a close relationship between labeling and packaging, and between 
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labeling and branding. Typically, labels are classed as brand, grade, and descriptive. 
A brand label is simply the brand alone applied to the product or to the package. Thus 
some oranges are brand labeled (stamped) Sunkist or Blue Goose, and some clothes 
carry the brand label sanforized. A grade label identifies the quality with a letter, 
number, or word. 
     

Canned peaches are grade labeled A, B, and C, and corn and wheat are grade 
labeled 1 and 2. Descriptive labels give objective information about the se, 
construction, care, performance, or other features of the product. On a descriptive 
label for a can of corn there will be statements concerning the type of corn (golden 
sweet), the styles (creamed or in niblet kernels), an the can size, number of servings, 
other ingredients, and nutritional contents. Relative merit brand labeling creates very 
little stir among critics. Despite it is an acceptable form of labeling, its limitation is 
that it does not supply sufficient information to a buyer. The real light centers on 
grade versus descriptive labeling, and whether grade labeling should be made 
mandatory. The proponents of grade labeling argue that it is simple, definite, and easy 
to use. They also point out that if grade labels were used, prices would be strong. 
Manufacturers’ research and development capacity also enables them to enter the 
market in the early stages of a product’s life cycle, where as retailer brand typically 
enter after a product is well established. 
 
The Functions of Product Branding  
    Product branding in Nigeria received a commendable appreciation within the 
decade of 1995 to 2005. Although the concept of brand building tends to be more 
appreciated in western countries, the pressure of globalization has made a major boost 
in brand building as a feasible and irresistible market technique a our society today 
there occurred in means of getting the products off the shelf into the heart of the 
consumer. More than just advertisement or public campaign or promotion was 
involved in “pushing” the sales of products most especially, product having close 
substitutes. Prior to 1995, branding of product was originally done by the parent 
companies. 
   

These companies are based abroad and only have their branches in Nigeria as 
subsidiary. Due to this, most branding done overseas do not necessary have Nigerian 
consumers at heart. For instance, the use of model icon on the label of consumer 
product like Lux Toilet Soap only conveys a facial identification of beauty with the 
white model as the superlative icon of such beauty that Lux beauty soap confers 
(Plate1). Even more, most indigenous advertising firms only work on specifications 
handed down from abroad, not really communicating their skill of branding with 
Nigerian tradition. The use of foreign brief by companies was to change around 1995 
to 1997 at the advent of capable branding firms in Nigeria. There was a birth of 
identifiable local branding technique and strategy. Most consumer products in the 
country began to have a distinctive branding style that identified only with the 
country and the use of general branding came to a sudden halt. Except however, 
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product with international origin or import products. Notably, Cadbury Nigeria plc, 
the manufacturer of the country popular beverages, Bournvita, employed brand 
building in arresting the minds of consumers. 
     

 The processes of the brand was to attribute the consumption of Bournvita to 
the health and vitality a concept that became the verbal brand or label, more than that, 
about the close of 1996, the visual identity was the silhouettes of sport men, most 
especially footballers and athletes are the round about its tin container brand 
technique tht made it a household name for health and vitality. To this fact, any one ill 
or sick is often medically advised to take Bournvita. The brand became so 
pronounced in our consciousness that it became a norm for every will wisher to buy 
Bournvita for any one ailing or in the hospital. This unconscious obedience to the 
utilitarian value of the product remains a tremendous success of branding. This 
seemingly success does not go unnoticed by rival products.  
   

 In fact, an argument ensue whether the originator of branding beverage with 
health and energy was Cadbury or Nestle, the manufacturer of rival beverage; Milo, a 
product that also make claim of energy – giving as the brand statement (Plate 3). The 
seemingly monotony of the slogan as the general brand label of most beverages of the 
time necessitated Nestle Nigeria Plc to adopt another in its new adoption. It made 
claim that Milo is not just a drink for energy or strength but “a drink for the future 
champion”. This also warranted a change in branding by Cadbury Nigeria Plc, and a 
new brand label was adopted. The new brand label was to capture the essence of the 
benefit later, at the tail end of 1997. Bournvita came up with a brand slogan; every 
child deserves Bournvita. Another hedge added t the brand was the packaging in 
paper pack, an innovation that only characterized Bournvita at the expense of other 
beverage products (Plate 4). This further made it more readily accessible to the 
consumer since its display by retailer gives a measure of indirect advertisement. More 
so, in getting the brand into the minds of prospective consumers, Cadbury Nigeria plc 
used the electronic media campaign by having their own television (Cadbury 
Breakfast Television). This whole dimension to family entertainment bombarded 
people in their homes every Saturday with variety of children’s programmes ranging 
form cartoons to short movies. The seeming advertising tend to champion the brand 
message: “Every child deserves Bournvita”. This brand surreptitiously put Bournvita 
at the top of the scale of preference of beverages needed by family; most especially 
on weekends when both parent and children are at home. 
    

The packaging of Bournvita had colourful and graphic images of a mother 
and two healthy and good looking children male and female ravishing in the merry 
that only the consumption of Bournvita could give (Plate 5). The brand may be 
abstractive in nature but it reaches deep into the emotions of people. The branding 
message of Bournvita as a family drink or beverage made it almost impossible for 
every home to live without kit in a month wven if sachet that at most. Even at that, 
Cadbury had not rested on its oars in the adoption of effective dynamic product 
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branding. The trend in their branding soon underwent sense of changes even before 
1999 to 2005 (Plate 6). These years marked a major turning point in the history of 
branding in Nigeria. Not only with Cadbury at the forefront, a whole lot of industries 
both infant and grown used brand building as a means of creating lasting impression 
in the minds of the consumers. Branding industries and markets began to witness an 
upsurge in patronage most especially by major or multilateral corporations. The 
Nigeria Bottling Company (NBC) manufacturer of the favorite beverage drink Coca-
Cola after indigenization adopted a local brand technique to soothe the nerves of their 
domestic consumers.  
 

    Around 1995 to 1997, against the popular brand slogan of using 
international movie or music star to reach the hearts of Nigerians, began to implement 
with local branding technique. In the series of their brand building was the local 
version of the brand statement; “Alwayss Coca-Cola”. This however, was no accident 
but a logical brand design to contend to the brand message of rival company, Pepsi 
that adopted “The choice of a new generation”. The brand label “Always Coca-Cola” 
makes it an external thing that will forever stand the test of time, and surely for all 
generations. In further branding, the company took the message home to the Nigerian 
public via sponsorship and support of programmes and events. One of such is the 
relationship of Coca-Coal with the nation’s film industry Nollywood. A home video 
by one of the ace movie stars was solely sponsored by Coca-Cola. The film is: Take 
me to Mama, a collaboration of Coca-Cola and Saint Obi’s production also, 
sponsorship of cultural festivals, sports, fashion shows and beauty pageants, most 
especially the most beautiful girl in Nigeria pageant (MBGN). The cursiveness of 
their fonts remains the company’s trademark that forever marks its ubiquity anywhere 
in the country without necessarily adding the brand statement or label. 
     

The red and white trademark colours interpolated anywhere with the cursive 
lettering made the brand statement of quality drink anywhere found in the country. 
More so, T shirts, books, pen were also part of the company’s strategy of sustaining 
the brand in the minds of the public without having to tamper with the age long 
colours trademark. There spring a major upsurge in brand building in Nigeria at about 
1999, most noticeably, 2000. Branding was no longer restricted to product oriented 
industries but also service oriented organizations. The observable trend are however 
deliberate attempt at outsmarting rival company or companies in the highly 
competitive capitalist market. 
   

The emergence of sachet water popularly called “Pure water” in the country 
gave way for exploiting the water business. However, all pure water industries 
operate on advert level never branded. Only bottled water successfully attained the 
level of brand building. For instance, Ragolis water seemed the nation’s favourite 
bottled water until emergence of Swan, Eva, Gossy and many others. Eva however 
triumphed in its brand because of it being a product of Coca-Cola Company. It 
nonetheless never rest on that alone, but made a brand statement with its plastic bottle 
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made in transparent light blue and around its trunk woven a brand label of deep, blue 
abstract of purest water. The blue colour pictures deep blue sea oceans sight to behold 
that signifies purity. Others also made a brand statement of their uniqueness, but our 
indigenous Gossy water had proved more successful than any local brand in its 
branding style, made from Ikogosi natural warm spring. It claims such in its brand 
slogan as the purest of all natural water bottled for consumption after having 
successfully endorsed by the concerned authorities. Its sales, as studies in the course 
of this research, create a cut-throat rival with that of Coca-Cola Eva water. 
    

  At the brink of 2001, the domination of Peak milk was almost close to being 
toppled at the advent of Promasidor AG product the manufacturer of Cowbell. The 
seeming impenetrable market was loosened up by the brand. The brand gimmick is 
hand size pack or sachet of powdered milk that provided easy access and brings it 
more to the door steps of consumers. The brand label is “Our Milk”. A deliberate 
gimmick, which mocks the perception of milk consumption as belonging to the rich at 
the expense of the poor (Plate 10). This branding became so effective that it 
necessitated the package of other milk products manufactured by others to repackage 
in sachet. 
     

 Predominantly, Omo detergent, a product of Unilever Nigeria Plc was the 
household name for detergent (Plate 1). This brand had prospered even at the expense 
of rival Elephant until the emergence of Klin and Ariel. The brand building focuses 
mainly on changing the usual colour blue to mix or fine blend of white with a fluffy 
nylon pack. Ariel re-brand in a more new attractive nylon pack, trendy and handy 
making it more appealing to the public and specifically branded to be tough on 
stubborn stains. The successful brand building catapulted Omo to adopt the new 
acceptable brand packing created by Ariel and Klin. 
    

  Prior to the late 90s, the major seasoning used in most homes is Maggi a 
product of Nestle Nigeria Limited. In fact, the brand became the synonym of all 
seasoning until Cadbury Nigeria Plc stormed the market with Royco super seasoning. 
This hedge to the brand was the variants of Royco seasoning that exist in chicken, 
stew and vegetable delights. This brand obviously creates choices for the people 
depending on the nature of the cooking. However, other seasoning emerged with their 
variants and brands it aesthetically to contend comfortably with Royco. These 
include: Doyin cube, Knorr cube e.t.c. Nevertheless, the specific brand of Dadawa 
that seem to represent the traditionally prepared locust beans in seasoning pack could 
not survive the market due to its taste that seem so far away from the quality brand of 
traditional locust beans. 
    

 In the world of beers, Nigeria Breweries Plc maker of Star lager beer made a 
huge success with the brand of Star. This is by focusing the youth as the primary 
brand target and the entire repacking a new attractively shaped bottle. The brand label 
that identified Star beer with anything good, rosy or bright made it more appealing to 
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the public. The brand slogan “Shine bobo” made it more the property of enlightened 
youth than any other age. Guinness, as a brand, eclipsed the stouts in the category due 
to certain characteristic taste and it’s attributed success to man’s potency and sex 
drive or urge (Libido). Apart from the intangible quality, the extra smoothness and 
unrivalled bitterness seem to elude all other Stout in the category. The brand 
technique of Guinness model Micheal power made it more appealing to the Africans 
as traditional Stout (Plate 6). 
    

 The firm grip of Vitafoam in Nigeria foam market from inception till present 
has not lessened. The intensification of its brand as the best made it a household name 
for quality foam. Even despite the prize, the public still hold allegiance to Vitafoam as 
authentic source of furniture foams, mattresses as the best. Furthermore, if brand is to 
be understood as highlighted on chapter one of this project as the sum of satisfaction 
delivered to a consumer.  At the same time, the sum of all characteristics, tangible or 
intangible that makes a company’s product or service stand for something specific 
(preferably unique) in the mind of consumers. Then, service oriented companies or 
organizations are not left out in branding.  
   

 The competitive branding techniques of most Nigeria mobile communication 
services providers have all remained indelible in the minds of the public. MY+TN 
proved successful in the visual branding technique of customizing yellow colour as 
the company’s brand colour, while Globacom attributed the lush lemon green as the 
company’s brand colour. The brad MTN “Everywhere you go” as against the 
erstwhile: “Your best connection “, made it more in the minds of subscribers. Since 
the essence of mobile service is the connectivity based on wherever they may be. 
However, Globacom made a huge success in spite of being the first privately owned 
indigenous mobile telecom service provider by enlightening the teeming Nigerian 
populace with the reason for using Globacom. In its advertising campaign, the brand 
slogan include: “why pay more, highlighting the second’s billings and the popular 
brand statement, “Glo with pride. A pride identifiable to Nigerian and the quality of 
patronizing made in Nigeria by Nigerian. 
 
Conclusion 
     Brands are associations and ideas connected with a product. They have 
become significantly important in our daily lives by helping us make decisions about 
which products to choose, and showing us ways to live our lives. This paper has 
established the significant role of branding as a powerful tool in development growth 
of manufacturers and the national economy at large. It has also unlocked hidden 
secrets that are responsible for the successful sales and the acceptability of branded 
products over unbranded products. These salient secrets are great fundamental 
revelations which can be adopted to build a quality brand (value) of any name or 
product. Branding can be inoculated into the commercialization of indigenous product 
which will also make them accepted and bought. By so doing such perception that 
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exudes from imported product brand will also envelop the minds of buyers for our 
local products.  
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