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Abstract 

Basically, this paper aimed at examining how the current effort made by the 
Federal Government in re-branding Nigeria will change our battered image. 
To achieve this objective, some related literature were reviewed and they 
include: what re-branding is about, a review of re-branding Nigeria, Nigeria 
and international image and the effects of re-branding Nigeria on our 
international image. At the end of the study, it was discovered that 
government did not make enough efforts to re-brand Nigeria in the past. 
However, the present government seems to be making some effort towards 
this direction through the re-branding project. It is hoped that the present 
effort will yield the desired result. To achieve this goal of re-branding 
Nigeria and therefore a better international image, it is recommended that 
the government must create a favourable investment climate, corruption 
must be checked, tourism should be developed and promoted. There must 
also be security of lives and properties, drug trafficking must be checked, 
human trafficking should be curtailed, money laundering must be checked, 
infrastructural decay and human rights abuse should be curtailed. It is hoped 
that the implementation of the recommendations put forward can lead to a 
polish of our international image for the better and therefore encourage 
foreign investors to put their money into our economy which will contribute 
a great deal to our national development and pride. 

 
Introduction 
 Branding as a concept is a marketing term used in identifying one company’s product over 
those of other competitors and therefore give the consumer the opportunity to choose one brand over 
the other. A brand comes in various forms and it include name, term, symbol or other special designs 
meant to distinguish one company’s product over the other, (Kotler, 2002). In view of this, companies 
like GLO, MTN, Coca-cola, Guinness, Mercedes, Toyota, Nissan, Uniliver, etc therefore constitutes 
various brands in Nigeria today with a very strong and popular products in our market. This means 
that a popular brand will sell itself in the market place and consumers will always demand for the 
product. In the same vein, governments and countries are also employing the branding concept to 
project and sell the image of their countries to the rest of the world in order to increase their 
international profile with the ultimate aim of attracting foreign investment and therefore capital inflow 
(Anholt, 2005). 
 However, if it is perceived that a country’s image is bad or has been battered, as is the case 
with Nigeria, there will be need to redeem the image through the concept re-branding. This image 
laundering approach, is assumed that it will change the perception of how the world views the country 
involved and therefore promote a better international image and by extension, foreign investment 
inflow. 
 The aim of this study therefore, is to examine ways Nigeria can be re-branded and how it can 
help in image laundering and therefore attract foreign capital inflow. To achieve this objective, the 
following sub-topics shall be discussed and they include what branding and re-branding is about, an 
overview of re-branding Nigeria, Nigeria and international image, effects of re-branding Nigeria and 
international image, while the last part will conclude the paper. 
 
What is Branding and Re-Branding 

Kotler and Keller (2006), defined a brand as a name, term, sign, symbol or design, or a 
combination of them, intended to identify the goods or services of one seller or group of sellers and to 
differentiate them from those of competitors. A brand is thus a product or service that adds 
dimensions that differentiate it in some way from others. 
 It is the view of Berstain (2004) that brands identify the source or maker of a product and 
allow consumers-either individuals or organizations to assign responsibility to a particular 
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manufacturer or distributor. Consumers learn about brands through past experiences with the product 
and its marketing program. They find out which brands satisfy their needs and which ones do not 
(Kotler, 2005). Clifton (2003), postulated that brands are a significant factor in marketing, since they 
help create a product image. 
 Re-branding therefore, is the re-launch of a product that is not doing well in the market place. 
Depending on what the market survey says, the taste, colour, package, quality, etc of the product can 
be changed or altered to reflect what the consumers want. The product can thereafter be introduced 
into the market as “newly improved” with the hope that consumers may change their attitude towards 
the product and start to buy it again. In the same vein, a country whose image has been seriously 
battered, is likely to result to image laundering otherwise known as re-branding which Nigeria is 
presently involved in. Countries adopt this approach with the hope that other nations will change their 
attitudes and perceptions towards them from negative to positive and therefore invest their money in 
such countries. 
 
Overview of Re-Branding Nigeria 

According to the latest census figure, Nigeria parades a population of 140 million people, life 
expectancy of about 57 years for males and 59 years for females respectively, an underestimated 
illiteracy rate of sixty percent (60%), unemployment at 30%, a doctor to people ratio of one to thirty 
thousand (1:30,000), and GNP per capita of less than $ 300, Nigeria is yet to break the development 
jinx and remains endemically poor. 
 In the view of Akindoyeni (2007), Nigeria still imports over 90% of finished goods, 600 
billion Naira worth of rice annually, a high percentage of it’s automobiles, almost all its textile, foot 
wears, and other consumables. With its health sectors prostrate, and educational system in shambles 
and having an installed electricity generating capacity of 2.4 megawatts as against the 15,000 
megawatts required, the morale of Nigerians is at an all time low. Nigeria is ranked 158th out of 192 
countries in the Human Development Index. No matter how crude and unreliable this assessment may 
be, Nigeria is still ranked amongst the poorest of poor countries (Akindoyeni, 2008). 
 According to Jhingon (2006), Nigeria is ranked high in the global corruption index; 9th 
amongst 192 countries in the world. Yet, with vision 2020, Nigeria aspires to be one of the 20 best 
developed economies in the world by 2020. What this implies is that Nigeria has to overtake about 
140 countries in various sectors of human endeavours and development in the next twelve years. 
Nigeria’s reputation as one of the most corrupt nations in the world, coupled with other socio –
political issues has greatly affected its global image and has directly impacted on its attractiveness as 
a potential investment and tourist destination. According to Peter Eigen, the chairman of 
Transparency International corruption robs countries of their potentials…corruption in large-scale 
public projects is a daunting obstacles to sustainable development, and results in a major loss of 
public funds needed for education, health care and poverty alleviation, both in developed and 
developing countries.  

Nworah (2005), some Nigeria citizens including the members of the political class have also 
not helped matters with their ever-increasing corrupt and fraudulent practices; these fraudsters are 
known locally as 419 people, named after the Nigeria’s criminal code 419 which deals with advance 
fee fraud. The new ware scanners comprising of young boys and girls (mainly University students) 
are called yahoo boys and girls, as a result of their information technology (IT) dexterity and their 
penchant of perpetrating the scams using the internet. They engage in this fraudulent practices by 
sending unsolicited scam e-mails using yahoo and other free-mail websites to potential victims all 
over the world, promising them spurious and ludicrous financial deals (Ngwodo, 2006). 

According to Meribe (2006), Nigeria’s other problems as brand eroders have also been 
identified as bribery and corruption, unemployment, poor infrastructural development, insecurity, 
poor work ethics, poor governance, election rigging and poor educational funding. Others include 
high level of corruption in ministries and other government establishments, production of fake and 
adulterated drugs, over dependence on imported goods, poorly regulated capital and financial market, 
tribal, ethnic and religious squabbles, poverty and hunger, etc. Long periods of military dictatorship 
which saw the country’s national treasures pillage and the citizen’s rights abused, have also 
contributed to the negative international image of Nigeria.  
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However, a civilian government is now in place since 1999, which is committed to changing 
the negative perceptions that the world has about Nigeria, and also gain some respect for Nigeria in 
the international community. In 2004, former president Olusegun Obasanjo’s government launched an 
image project for the country which it called the Nigerian image project. The project was renamed in 
2005 as the Heart of Africa (HOA) project. Planned as an information and orientation campaign, the 
HOA project received an initial government contribution of 600 million Naira, with the expectation 
that the private sectors will also contribute towards the project as part of their corporate social 
responsibility.  

Nigeria’s huge human and material resources have been described variously as a curse by 
many, including Prof. Pat Utomi of the Lagos Business School. He suggested in a paper he presented 
in 2003, that any revenue above $15 a barrel from the sales of Nigeria’s crude oil be placed in a 
special account which he called future fund, and left for a couple of years, so as to prompt the 
government and Nigeria into defocusing from oil, and seek alternative revenue sources as was the 
case previously before the discovery of oil in Nigeria. Utomi and other critiques justified their 
position by also arguing that the sales of Nigeria’s natural resources, only sponsor the corrupt and 
lavish lifestyles of successive regimes in the country, which have consistently failed to invest such 
proceeds back into the country economy and have also failed to improve existing social systems and 
infrastructures.  These have also negatively rubbed off on Nigeria’s image.   In 2004, the United 
Nations conference on Trade and Development (UNCTAD), at a public forum in Lagos, concluded 
that Nigeria’s poor external image is denying it much needed foreign investment to accelerate its 
economic growth. According to the 2004 UNCTAD report, Foreign Direct Investment (FDI) flow to 
Nigeria was 1.2 billion dollars in 2003 and 1.3 billion in 2002. 
 This is a pittance for such a country with huge potentials and prospects. Current figures from 
the Nigerian Investment Promotion Commission (NIPC), indicate that Nigeria attracted a total of $35 
billion in FDI between June 1999 and July 2005, which is an average of about $ 5.8 billion a year and 
almost the total of UK’s yearly earnings of £4 billion from foreign students attracted by the UK 
education board. The commission (i.e. NIPC) further indicated that the FDI inflows were not only in 
the oil and gas sectors but also in the telecoms, ICT, manufacturing and services sectors. These 
figures are disappointing for a country such as Nigeria with huge human and materials resources, and 
potentials. It is the realization of the negative effects of some of these issues mentioned previously, on 
Nigeria’s image as a potential investment country that the Nigerian government launched the Nigeria 
Image Project in July, 2004. The whole idea about the launching of Nigeria’s image by the 
government is to re-brand Nigeria as a country that is favourable for investment. In fact, all other 
actions taken by the Nigerian government to project the country in good light and image constitutes 
the re-branding of the country (Kapferer, 2003). 
 
Nigeria and International Image 
 Generally, every nation in the world tends to want to portray an image it will want to be 
identified with based on what they can offer to the rest of the world. This to a great extent reminds us 
of the law of comparative advantage in international trade which states that countries or nations 
should specialize in those goods and services in which they have the greatest comparative advantage 
over others. This may be the reason why countries use major or international electronics media outfit 
such as CNN and BBC and recently internet services to project their image by informing other nations 
what they think they can best offer to the rest of the world.  

Some nations may also want to improve on their image as a result of past bad government, 
drug related offenses, advance fee fraud, money laundering, smuggling, etc. Therefore, countries 
portray the image they will like to project depending on the situation they find themselves and what 
best will sell them to the rest of the world that will attract foreign investors. 

In the case of Nigeria, which is the focus of this paper, what are the bad international images 
do we want to change or launder in order for other countries to have a positive perception towards us 
and this is the whole idea towards the re-branding project which the Federal Government is presently 
embarking on. Some of these negative attitudes towards Nigeria by other nations include high level of 
corruption, human trafficking, internet fraud, money laundering, smuggling, importation and 
production of fake drugs, drug trafficking, long period of military dictatorship, insecurity of lives and 
properties, abuse of human rights, infrastructural decay, etc. 
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Before now, (i.e. following political independence in 1960), Nigeria as a nation enjoyed 
international positive image and this independence was gained on a platter of gold as there was no 
blood letting as compared to some other countries such as Angola and Zimbabwe. The maturity 
demonstrated by our political leaders as at that time, portrayed Nigeria as a country to be reckoned 
with politically. 

In addition, Nigeria adopted an international political stance or foreign policy of non-
alignment. This foreign policy position, according to Oshuntokun (2005) meant that the non-aligned 
countries, including Nigeria, if only in ‘theory’, could take decisions ‘based on sovereign assessment 
and high moral principles’ rather than ‘on political expediency of ideological preference’. This 
ideological stance meant that ‘their friendship and support were courted and sought by the leaders of 
the West and East block’. Nigeria has since then faithfully remained a member of Non-Aligned 
Movement (Musa, 2008). 

Besides the foreign policy of non-alignment, Nigeria also took up the leadership of the black 
people especially in Africa. In view of this policy, it sunk a lot of financial, material and human 
resources to assist same African countries that needs help, including South Africa, Angola, Cameroon, 
Sierra Leone, and Liberia to solve some of their political, social and even economic problems. Nigeria 
also expended a lot of resources on the founding of some regional bodies such as the Economic 
Community of West African States (ECOWAS) and Organization of African Unity (OAU) 
(Oshuntokun, 2005). The whole idea behind this foreign policy by Nigeria, is to boost its international 
image. 

Nigeria also tried to promote its international image in the recent past by demonstrating the 
policy of peaceful co-existence with her neighbours. A typical example in this regard, was the crisis 
between her and Cameroon concerning the oil rich Bakassi Pennisula. The Cameroonians did 
everything possible to provoke Nigeria by killing and maiming many Nigerians at the Cameroon-
Nigeria border over the Bakassi Pennisula issue. But Nigeria refused to be provoked, instead sought a 
peaceful way out of the crises. This opportunity eventually came when the International Court of 
Justice at Hague passed judgment on the matter in favour of Cameroon. Nigeria, in the spirit of ‘big 
brother’, and to maintain the good international image she is trying to promote, accepted the court’s 
judgment on the matter.  

But this good international image Nigeria has been trying to build over the years has been 
deflated, eroded and bastardized by so many vices such as high level of corruption, smuggling, human 
trafficking, drug trafficking, internet fraud, money laundering, long period of military dictatorship, 
insecurity of lives and properties, abuse of human rights, electoral malpractices, infrastructural decay, 
etc. These vices have seriously eaten so dip into our international image that Nigerians both home and 
abroad are seen as criminals to the point that Nigerians are thoroughly searched at the various airports 
across the globe when they travel abroad. Most recently, many countries in Europe have put their 
citizen on alert through the internet on the high criminal tendency of Nigerians. Our faded 
international image may have informed the Federal government on the need to re-brand so that our 
battered image could be redeemed and this led to the re-branding project embarked upon by the 
present administration. 
 
Effects of Re-Branding Nigeria and International Image 
 In view of our present bastardized international image and the efforts of the current 
administration to launder it via re-branding, this section of the paper will examine some of the likely 
effects on the nation which include: favourable investment climate, check corruption, promote 
tourism, check insecurity and promote national pride. 
 
Favourable Investment Climate 
 One of the major effects of re-branding Nigeria is that it is most likely to stimulate foreign 
investment. This is in view of the fact that the result of re-branding Nigeria will improve our 
international image and therefore stimulate foreign investment opportunities. Most wealthy Nigerians 
for example, have investments in Countries such as the U.S, Britain, Japan, Switzerland, etc that are 
considered investment friendly and the return on investment lucrative. These industrialized countries 
were able to create the enabling investment environment because of the positive international image 

Dr. Anthony. A. Ijewere and Dr. Joseph .E. Imhanlahimi 



 
34

they have built for themselves over the years. Because of this positive image, most foreign investors 
now see these countries as a safe heaven for investment. 
 The above implies that if Nigeria can genuinely re-brand, it will improve our international 
image and therefore encourage foreign investors to invest in our economy. To achieve this objective, 
our banking system must be right, corruption must be checked and financial crimes must be curtailed. 
This is why the recent clamp down on five chief executive officers (CEOs) of some major banks in 
Nigeria by the central bank because of poor banking practices that has resulted in non-performing 
loans to the tune of N747 billion is a step in the right direction. 
 
Check Corruption 
 Nigeria’s reputation as one of the most corrupt nations in the world, coupled with other socio-
political issues has greatly affected its global image and has directly impacted on its attractiveness as 
a potential investment and tourist attraction. According to the 2004 transparency internation 
corruption perceptions index, Nigeria  still ranks as the third most corrupt country in the world in a 
survey of 146 countries, coming only ahead of Haiti  as the most corrupt nation in the World 
(Drenttel, 2004). Corruption discourages and kills investment opportunities and by extension deny 
government revenue for developmental purposes (Frost, 2004). The Federal Government must 
therefore check the menace of corruption in the country as a way of re-branding which in turn will 
polish our international image and consequently stimulate foreign capital inflow. 
 
Promote Tourism 
 Tourism plays a major role in re-branding a country. Countries like Kenya, South Africa, the 
United States, Britain, Canada, China, Japan etc have developed their tourist centres and this action 
has attracted a lot of tourists across the globe to visit these countries and this has contributed 
immensely to their Gross Domestic Product (GDP) and Gross National Product (GNP). So, Nigeria 
can take a cue from here by developing her tourist potentials which will encourage tourists to visit our 
country. By creating tourist-friendly environment, our international image is thereby enriched. To 
achieve this goal, the security situation in the country must improve, places of attraction must be 
developed and beautified, our hotels must be upgraded to an international standard (i.e. five star 
hotels), our transportation system must greatly improve and lastly our attitude to visitors must be 
warm and caring. 
 
Check Insecurity 
 Every potential foreign investor, is first and foremost concerned about the safety of his 
investment. So, as part of Nigeria’s re-branding efforts, the security of investment, lives and 
properties must be checked as this action will promote a good international image and therefore 
encourage foreign investment. The clamour for more political and resources control by the people of 
the Niger Delta for example, has taken a whole new dimension, with the spate of violence, killings 
and kidnappings of expatriate and Nigerian oil workers and recently, relations and children of wealthy 
Nigerians by the members of separatist military groups notably the Niger Delta People’s Volunteer 
Force (NDRUF), and the more militant Movement for the Emancipation of the Niger Delta (MEND) 
people. The militant activities in the region, are reported daily in the global media like CNN and BBC 
has contributed negatively to the international image of Nigeria as a politically and economically 
unstable country. It is interesting to note that recent developments in the region suggest that the 
Federal Government is tackling the insecurity problem in the area through the amnesty program for 
the militants. However current event however suggests that some of the militants have not fully 
surrendered to the amnesty program of the Federal Government. 
 The above implies that the Federal Government must do everything possible to address all 
insecurity problems in the country since it is a very important factor in laundering our international 
image and therefore encourage foreign investment. 
 
Promote National Pride 
 The successful implementation of the re-branding campaign in Nigeria will promote national 
pride which by extension will enable the nation gain respect in the comity of nations since 
international relations is a reflection of the domestic policies of a nation. The over-bearing influence 
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of the United States of America on the rest of the world for example, is as a result of the national 
pride it has built over the years. The average American for example believes that their country is the 
beginning and end of the world. Any product made in America is perceived to be the best in the 
world. This perception is also carried over to sports, education, health, culture, system of government, 
politics, etc. Other regional powers in the world, also try to assert their influence on their neigbours in 
order to promote national pride and by implication influence world politics and gain political 
relevance. 
 The implications of the above, are that Nigeria must do everything possible to build her 
national pride by developing a favourable investment climate, check corruption, promote and develop 
her tourist potentials, check and control insecurity. Our ability to build up our national pride, will 
definitely reflect on our influence in international relations and therefore a better international image. 
 
Conclusion 
 At the end of this study, it is agreed that the concept re-branding is a marketing term used to 
re-package Nigeria’s image that has been bastardized over the years with the hope that it will launder 
our international image and therefore present us in a better light among comity of nations. It is hoped 
that this action will attract foreign investors and therefore capital inflow into the economy. 
 It has further been discovered that efforts made in the past to re-brand Nigeria did not yield 
any positive result as the nation was infested with high level of corruption, drug trafficking, human 
trafficking, money laundering, internet fraud, smuggling, Niger Delta Crisis, insecurity of lives and 
properties, infrastructural decay, human rights abuse, etc. However, the conscientious efforts being 
made by the present government to address the ugly trend resulted to the re-branding project currently 
pursued with vigor, with the hope that it will change our international image for the better and 
therefore attract foreign investment and national pride. 
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