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Some Thought 
Starters

• Nation, places, destinations are brands like product and 
corporate brands. 

• Just like brand and corporate reputations, reputation of 
nations, cities and places are formed at the point of 
experience.. 

• Nation branding, place and destination marketing scholars have 
held the view that nations, places and destinations need 
to attract settlers, customers, visitors, traders, 
investors and even influencers.

• But how many of us here today are proud of the way our 
nations’ brands have been managed in Africa?

• Who manages our nations’ brands in Africa? Are they people 
onto whose hands we can commit corporate brands we have 
invested in?
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Some Thought 
Starters

• Kotler et al (1993) took the explicit position that “places 
needed to run themselves like businesses, and market 
themselves likes businesses, if they are to respond 
adequately to the threats of global competition, 
technological change and urban decay.” 

• But are our nations, places and destinations in Africa being 
run like businesses today? Who are the people responsible 
for running our nations, places and destinations? Are they even 
aware that these nations places and destinations  are brands 
and needed to be professionally managed by those of us 
seated in this room today?

• Each time our leaders are told that our nations, places and 
destinations are brands, what do they do? They call in branding 
experts and advertising agencies and begin to pump money 
into wasteful brand advertising campaigns.

• I shall argue the case that buying the lie that nations can 
advertise their ways to good reputation as some African 
nations have tried to do is an exercise in futility.
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Some Thought 
Starters

• I shall go on to build the case that story telling lies at the very 
heart of successful nation branding and destination 
marketing. After all, your nation and your city has a story. A 
story about her people, her legends, landscape, the gift of 
nature, wildlife, food and culture.  

• I shall show you case studies of great attempts some countries 
in and outside of Africa have made to tell the stories of their 
nation brands and market themselves as great destinations for 
investment or holidays. 
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A Dive Into The 
Concepts

Storytelling is about a 
coherent and consist 

narrative about a 
thing, a place or a 

person. 

Nation or place 
branding is the 

application of the 
techniques of 

corporate branding  to 
a nation or a place.

Destination Marketing is simply 
the applications of all the 
disciplines of marketing 

communications to market a 
destination be it South Africa, 

Kenya or Egypt. 

Keep your minds on the fact that 
these marketing efforts are 

channeled towards looking for 
customers. These customers are 

settlers, trading partners, travelers, 
investors, students, skilled 

immigrants etc
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Help!!! 
Our Leaders Have Confused 
Advertising for Building A Nation 
Brand. They Have Failed To 
Understand The Different 
Dimensions of Branding.

How Did We 
Get It Wrong?
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3 Vital 
Dimensions of Branding

There Are Three Dimensions of Branding. 

• First, the “designed 
identity dimension”
aspect which has to do with 
the look and feel of the 
product, its packaging, its 
livery, its communication and 
so on. This was the last lie 
Nigerians were sold. 

• Remember that Brand Nigeria 
logo fiasco? What has 
changed? 

• Second aspect of branding 
is “culture 
dimension”. 
Hmmm…what is culture? 
Simply put, culture is 
how you do things 
in your country?
That is your brand!

• The third aspect of branding is “reputation 
dimension”. Reputation is what 
stakeholders think of a product or 
a place.

• So, what do people think about your nation? A 
nation of enterprising people? A nation of innovative 
people? A nation that represent Africa’s technology 
hub? A nation of hospitable and welcoming people? 
A nation with the best jollof rice in the continent? A 
nation that is the heartbeat of entertainment in 
Africa? For storytelling to work for African nations, these 3 elements of branding MUST be consciously worked upon. Unfortunately, African 

leaders often jump at the very first layer of this process and neglect the last two pillars. Therefore to begin to tell us we can tell our 
way to being recognized as great nation brands and alluring destinations worth visiting or investing in without telling us the 
importance of these 3 aspects of branding will be to repackage an old lie in a new wrap. 
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The Designed Identity Part: The professional community must 
agree on what needs to be done. That was what South Africa did in 2003/4. 

So, there was a pitch. Presentations were done to the Parliament and to different 
stakeholder groups telling them this is how we plan to position South Africa to 
the world.

The Culture Part: Culture is not just how we do things, it is also about 
aligning how we do things with some high values. We must begin to aggregate 
what is acceptable and align the acceptable with our values. 

When we continue to venerate leaders who have stolen money and give them 
national honours, we are already telling a story to the world about our brand. 

The Reputation Part: As a nation, we must be concerned about what 
our stakeholders think about our nation. What do the nations we signed bilateral 
agreements with think of us? 

What about first time visitors to our country? What stories are being told by the 
men and women at our brand touch points as the customs and immigration desk 
at the airport? Reputation is formed at the point of experience. 
What type of experience do visitors leave with from your country? Are they 
scammed in the process of acquiring Yellow Card or their Visa on Arrival? Do they 
pay bribes to secure timely visas to your country?

African Nations Must 
Get The Foundation Right

8



9Weaving Storytelling Around 
The Pillars of Branding

The Designed Identity 
Dimension: What story does our 
Nation’s Brand Identity tell about us as 
people? 

We need to frame the story and tell it.



10Weaving Storytelling Around 
The Pillars of Branding

The Culture Dimension: We need to 
consciously tell the story of how who 
we are shapes how we do things. 

How does the resilience of Nigerians 
shape the way they do things? 

How well has Nigeria told the story of 
our being boisterous by nature to the 
world?  

Brand South Africa told the story of 
diversity, unity, greatness, 
innovativeness, resilience, a 
nation of builders, being 
remarkable and being distinct.
The storytelling plot closes with what 
they want us to know – We Are South 
Africa!



11Weaving Storytelling Around 
The Pillars of Branding

Incredible India made no pretensions 
about the love of its people for 
dance, their blessedness with 
wildlife and nature.



12Weaving Storytelling Around 
The Pillars of Branding

The Reputation Dimension: African 
nations must deliberately orchestrate 
positive stories told about our nations. 

“This Is My South Africa, Tell 
Me About Yours” was a 
deliberate campaign to make foreigners 
and visitors narrate their positive 
experiences about Brand South Africa. 
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The Pillars of Branding



14Brand Storytelling for 
Nation Branding And Destination Marketing
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It’s a conscious 
narrative we put 
together to create a 
conversation and a 
community with 
your audience.

What Is 
Brand Storytelling? Your Nation is Brand
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Our nation brand lives 
whether we like it or 
not, manage it or not. 
Perceptions are formed 
about Brand Rwanda, 
Brand Kenya, Brand 
Nigeria whether we like 
it our not. 

You Need to Tell Your 
Story
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Powerful 
storytelling is 
important to the 
success of a nation’s 
brand in a 
competitive global 
village. 

It Humanizes Your Nation 
Brand
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Infusing storytelling 
into your 
destination 
marketing plan 
helps humanize 
your nation brand. 



Essentials of 
Storytelling
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• Create conversations and connections with your 
audience. Human beings have been telling stories since 
the beginning of time. 

• Stories have framed cultures and shaped societies. They 
provide context and meaning to life, work, relationships 
and societal norms. 

• Stories often have characters or plots that the audience 
can relate to and see themselves in. Stories help convey 
shared goals and aspirations.

• In age of media clutter and competition for consumer 
attention, Storytelling has become the new key to 
establishing connection with our audience

• But authenticity is critical. A number of brand stories 
lack authentic voice, narrative and a relatable-subject 
matter

• Powerful brand story about your nation brand is the key 
to communication, conversion and loyalty. 

• Storytelling in support of nation branding and 
destination marketing is about positioning your nation 
brand or your destination through meaningful, 
contextual and inspiring stories



16Five Essentials of Brand Storytelling 
We Must Adopt

1. A Unique Brand Narrative: Who 
are we? What are our values? What 
makes us unique? Touch on your 
history, your evolution, your 
aspiration as nation. 

In its “Alive With Possibility”, 
Brand South touched on the personality 
of her people, their brand attributes 
such as courage, belief, unity, 
love and hope. 



17Five Essentials of Brand Storytelling 
We Must Adopt

2. Know Your Target Audience: For destination 
marketing, this goes beyond just demographics. 

• You need to know the class of tourists you want. Who is 
our ideal tourist? How do they go about their day 
every wakefulness? 

• Dubai wants Russians and Nigerians. Nigerians are the second 
highest spenders in Dubai. This is shaping how Dubai is telling 
her story and using Nigerian celebrities to tell her story to 
Nigerians. 

• This explains why the Wedding Party was shot in Dubai and not 
in Ghana. 

• Get your Destination Marketing Agencies or Tourism Board to 
invest in social listening tools and see what 
these people are saying about your country. 

• Collect brand mentions and other data for sentiment analysis. 
That will give you an idea of your current reputation. Dubai 
collates and analyses tons of data daily to understand what her 
reputation looks like per time.

• Look at what type of content can convert and create 
conversation amongst influencers and your target audience. 

• Focus on their age, location, income and interest. This will give 
you an idea of how to frame your story. 



18Five Essentials of Brand Storytelling 
We Must Adopt

3. Data Is Queen:
Content may be King, but Data is 
Queen. In a game of chess, the queen 
protects the king. 

Data will give you direction on how to 
frame your story. 

But you must interpret your data 
correctly. It was data that informed 
Dubai that Russians are the highest 
spending tourists in Dubai, followed by 
Nigerians. 

Data makes people pause to ponder. 



19Five Essentials of Brand Storytelling 
We Must Adopt

4. Infuse The Audience Into Your 
Story:
When your target audience can see 
themselves in your nation brand story, 
you are on the road to success. 

You must ask, how does this campaign 
fit into the life of your target audience? 

What persona is this story reaching? 
When you succeed with this, your 
audience is hooked.



20Five Essentials of Brand Storytelling 
We Must Adopt

5. Personalise Your Storytelling:

In other words, make it 
personal. Your story gets more 
mileage and reach when it is 
personalized. 



The Final Word…
• We Are Africans. We love stories. Let’s 

Use What We Have to get what we want. 

• Today, People don’t just buy products. 
They buy the stories behind the product. 

• Stories can make people look for your 
country on the map, get on the plane 
and make a visit. 

• But be careful to ensure there is an 
alignment between the story we tell and 
the experience they get. 

• Corporate brands are telling great 
stories, relatable stories and they are 
smiling to the bank. Countries can do 
better than companies!
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Thank You for Your Listening 
Attention!
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