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CHAPTER ONE
BACKGROUND TO THE STUDY
Introduction

It is the dream of every entrepreneur to have a successful company or organization.
No matter what the product or niche is, ever entrepreneur or business owner desires first
to create their own unique identity (brand), and to increase to a large extent the people
who purchase their products, which will therefore lead to the expansion of the business
both nationally and internationally.! The big companies today, the ones who have
successfully attracted very high number of purchasing and returning customers, and have
even been more successful in creating branches within Nigeria and even beyond Nigeria
did so by following some principles that are guaranteed to increase the output of the
company.? Great companies like Dangote cement factory, Jumia, Global pm, and so on
didn't just become great overnight, no they had successfully kept some principles for
business expansion and followed it to the core.?

One of the principles that is set to guarantee success in business is Brand
Ambassadorship.* Now to understand this concept we would need to understand the
words; Brand and Ambassador. A brand is the way people see or recognize a business,
product, or even a person. It includes things like the name, logo, colors, and even how the
company talks to its customers.> But it’s not just about looks, it’s also about how people
feel or what they think when they hear the name. In Nigeria for instance, the name Coca

Cola has created a unique feeling in the minds of the customers whenever that name is



heard of. Also, the name Tecno is another unique brand, and whenever that name is
mentioned there is a unique feeling it leaves behind in the memory of the consumers.
This is what we call branding. Even when two companies sell the same product, how
these products are advertised and sold and also packaged determines how the customers
see and feel about the product. And it is the desire of every aspiring company to have a
unique identity attached to their products.’

An ambassador on the other hand is someone who represents a country,
organization, or brand in a good way. For example, in politics, an ambassador is sent to
another country to speak and act on behalf of their home country.® So joining the two
words together, a brand ambassador is someone who promotes a product or company,
helping more people know about it and trust it. Most often we see celebrities who
advertise different products for different companies and we are persuaded to buy such
products whenever we encounter it either in the marketplace, in a store or wherever.’
Now the reason we end up buying that product is not because we like it actually, most
times we might not have even heard of it before or used it before but the memory of a
trusted celebrity recommending a product feels our heart such that we trust such
celebrities to doubt the product. This is what we call brand Ambassadorship. It is a
technic whereby companies attempt to persuade or build the trust of the consumer using
the influence of celebrities or well respected people in the society.!® Davido for instance
is a brand ambassador to Infinix (a smartphone company), Wizkid also had been a brand

ambassador to pepsi, and many other celebrities. This is a very important strategy that



businesses don't play with. In the course of this study, we will examine much more
deeply the concept of brand Ambassadorship, how it is being used in our world today,
also, we will analyze the positive effect of brand Ambassadorship to the company output
and by extension to the national economic development (using Nigeria as a case study).
We will also examine the challenges of brand Ambassadorship as well as its prospects.
Aim and Objectives of the Study

The aim of this work is to examine the concept of Brand Ambassadorship as a
tool for Economic Development of Nigeria. The various objectives are:
i. To examine in details the Conceptual Framework of Brand Ambassadorship
ii. To identify the prospects of brand ambassadorship in promoting Nigeria's economy.
iii. To analyze the challenges facing brand ambassadorship in Nigeria's economic
development.
iv. To provide recommendations for effective brand ambassadorship in driving Nigeria's
economic growth.
Scope of the Study

The study focuses on the years 2010 to 2020. This period was chosen because it is
recent and gives enough time to look at how brand ambassadorship has affected Nigeria’s
economic growth. By studying these ten years, we can see the changes, challenges, and
progress made. It also helps us understand what is happening now and how brand

ambassadorship can help the economy today.



Research Methodology

This study will make use of the historical and qualitative research methods. The
historical method is useful because brand ambassadorship in Nigeria did not emerge in
isolation, it however developed over time with the rise of advertising, the growth of local
industries, the entry of multinational companies, and the influence of celebrities. By
looking at the history, this research will show how brand ambassadorship started in
Nigeria and how it has grown over time. It will also explain how it affects the country’s
economy. The study will use a qualitative method, which means it will not only look at
numbers but also at ideas, opinions, and experiences. This will help to understand how
brand ambassadorship is seen by businesses, brand ambassadors, consumers, and the
economy as a whole.
Primary Sources

Primary sources will provide firsthand information about how brand
ambassadorship operates in Nigeria. These will include interviews with marketing
experts, business owners, brand managers, and, if possible, brand ambassadors
themselves to capture their views on the opportunities and challenges of this strategy.
Annual reports of Nigerian companies, corporate press releases, and advertising
campaigns will also be studied to understand how organizations use brand ambassadors
to promote growth. Newspaper articles, marketing magazines, and online business reports
will also serve as valuable sources, as they show contemporary reactions and real-time

examples of brand endorsement in Nigeria.



Secondary Sources

Secondary sources will be used to support the research and give it more
background. These include books and journal articles on marketing, advertising,
consumer behavior, and economic development in Nigeria and other parts of the world.
They will help explain why companies use brand ambassadors and how this can affect
sales, jobs, and business growth. The study will also use research on Nigerian businesses,
small and medium-sized enterprises (SMEs), and the creative industry, since brand
ambassadorship is closely linked to these areas. In addition, online databases, research
papers, and policy documents will be used to show both the benefits and the problems of
brand ambassadorship in Nigeria’s economy.
Literature Review

Over the years, there has been increasing researchs on the subject of Brand
Ambassadorship and it's role in the Economic Development of a State. These works will
serve as foundations to which this research will be based on. The first work to be
examined is Fisher-Buttinger and Vallaster in their study "Brand Ambassadors: Strategic
Diplomats or Tactical Promoters"!!, which explores the concept of brand ambassadorship
and its role in modern marketing. The authors delve into the strategic importance of
brand ambassadors, examining whether they serve as mere tactical promoters or strategic
diplomats who can build lasting relationships between brands and their audiences. The
authors also analyze the characteristics, skills, and qualities that make effective brand

ambassadors, as well as the benefits and challenges associated with this marketing



strategy.'> They also explored the different types of brand ambassadors, such as
celebrities, influencers, or employees, and their respective roles in promoting brands.
They however failed to examine the challenges and prospects of Brand Ambassadorship
as an economic strategy for development, the void of which will be filled by this research.

Furthermore, Kaisa Uronen’s in his study, “Situational brand ambassadorship - a
study of how part-time employees make sense of themselves as brand am-bassadors”,"
explores the concept of situational brand ambassadorship, specifically focusing on part-
time employees who embody the role of brand ambassadors in their interactions with
customers. The study delves into how these individuals make sense of themselves as
representatives of the brand, navigating the complexities of their part-time status and the
expectations that come with being a brand ambassador.!

Through this exploration, the book provides insights into the dynamic nature of
brand ambassadorship, highlighting the ways in which individuals negotiate their roles
and responsibilities as brand representatives. The findings of this study contribute to a
deeper understanding of the complex relationships between employees, customers, and
brands, ultimately informing strategies for effective brand management and employee
engagement. The study however fails to examine case studies of Brand Ambassadorship
in Nigeria, which this research hopes to do.

Moreso, Mandeep Choursia’s in her study, “Study on importance of Brand
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Ambassadors for Brands in Marketing”,'> explores the significance of brand ambassadors

in modern marketing strategies, focusing on their role in promoting brands, products, and



services. Brand ambassadors are influential individuals who leverage their fame,
credibility, and reach to shape public opinion and drive engagement. The study highlights
how brand ambassadors can increase brand awareness, build trust, and drive sales. The
author, Mandeep Choursia, examines the impact of brand ambassadors on consumer
behavior and brand perception. The book discusses various aspects of brand
ambassadorship, including the selection process, types of ambassadors, and measuring
effectiveness.'® It however fails to examine the prospects and the limitations of Brand
Ambassadorship in Nigeria. This research hopes to fill this void.

Also, Kel Nguyen’s work, “Kurdish Studies The Role of Brand Ambassadors in
Shaping Brand Image and Driving Purchase Intentions: A Case Study in the Fashion
Industry in Vietnam”,'” will also be useful for this research. It explores the impact of
brand ambassadors on shaping brand image and driving purchase intentions, focusing on
the fashion industry in Vietnam. It investigates how brand ambassadors influence
consumer perceptions and behaviors, contributing to a brand's success.!® The study
highlights the significance of brand ambassadors in creating brand awareness, building
credibility, and establishing emotional connections with target audiences. The book will
be greatly needed for go furtherance of this research. It however focuses on the impact of
Brand Ambassadorship on Vietnam and not Nigeria, the void of which will be filled by
this research.

Furthermore, in Adhi Prasetio’s study, “The Role of Brand Ambassador and

Electronic Word of Mouth towards Purchase Intention”,'” analyzes the significant impact



of brand ambassadors and electronic word of mouth (eWOM) on consumer purchase is
examined. In today's digital age, brands are leveraging influential individuals to promote
their products or services, while online reviews and recommendations from peers play a
crucial role in shaping purchasing decisions. The book examines the role of brand
ambassadors in creating awareness, building credibility, and fostering brand loyalty,
ultimately influencing consumers' intentions to make a purchase.?’ It also investigates the
power of eWOM, including online reviews, ratings, and social media conversations, in
shaping consumer perceptions and driving purchase decisions. The study however fails to
analyze factors hindering effective brand ambassadorship, the void of which will
undoubtedly be filled by this research.

Moreso, Jere Karlsson in his work, “Sponsorships and Brand Ambassadors as a
Marketing Tool*!, explores the strategic use of sponsorships and brand ambassadors to
promote products, services, or causes. The author, Jere Karlsson, examines the world of
marketing, where partnerships between brands and influential individuals or
organizations can drive business growth, enhance brand reputation, and foster customer
engagement. It also examines the role of sponsorships and brand ambassadors in creating
mutually beneficial relationships between brands and their target audiences.?? Through
this book, readers can gain a deeper understanding of how sponsorships and brand
ambassadors can be harnessed as a powerful marketing tool to achieve business
objectives. The book however fails to examine the concept and evolution of brand

ambassadorship in Nigeria.



Moreso, Edith Onowe Odial and Felix Osaiga Isibor in their study, “Strategic
Approach to Nation Branding: A Case of the Nigeria Brand”*, examines the concept of
nation branding and its application to Nigeria. The authors, Edith Onowe Odia and Felix
Osaiga Isibor, explore the importance of creating a strong national brand identity that
accurately represents Nigeria's values, culture, and strengths. They argue that a well-
crafted nation brand can enhance Nigeria's global reputation, attract foreign investment,
and promote tourism.>* The book examines the current state of Nigeria's brand image,
highlighting both its challenges and opportunities. The work however fails to examine the
types of brand ambassadors as well as the key characteristics of effective brand
ambassadors in Nigeria, the void of which will be filled by this research.

Lastly, in Oguntuase Isaac Ekundayo’s study, “Assessing the Impact of Celebrity
Endorsements on Consumers’ Choices in Southwest Nigeria's Food and Beverage
Sector",” he explores the significant influence of celebrity endorsements on consumer
behavior in Southwest Nigeria's food and beverage sector. The focus is on understanding
how consumers in Southwest Nigeria respond to celebrity endorsements, and how these
endorsements shape their purchasing decisions when it comes to food and beverages.?¢
The book examines the complex relationship between celebrities, brands, and consumers,
shedding light on the ways in which celebrity endorsements can enhance brand
recognition, credibility, and appeal. It however fails to examine Case studies of
successful brand ambassadorship in Nigeria. This study hopes to fill this void.

Chapterization



Chapter One: Introduction

This chapter sets the stage for the whole work. It will explain what brand
ambassadorship is and why it's important. It also introduces the topic, the purpose of the
study, aims and objectives, and how the study will be organized.
Chapter Two: Conceptual Framework of Brand Ambassadorship

Here, we will break down the key ideas behind brand ambassadorship. We will
explain what a brand is, who a brand ambassador is, and the different types (like
celebrities, influencers, or customers).
Chapter Three: Prospects of Brand Ambassadorship for Economic Development in
Nigeria

This chapter will explore the benefits or opportunities brand ambassadorship can
bring to Nigeria. It will look at how ambassadors help promote businesses, create jobs,
attract investments, and even shape public perception of brands, all of which contribute to
economic growth.
Chapter Four: Challenges and Limitations of Brand Ambassadorship in Nigeria

Here, we will discuss the problems or barriers that affect brand ambassadorship in
Nigeria. This can include things like lack of trust, fake influencers, poor marketing
strategies, low brand awareness, or weak legal protection for brands.

Chapter Five: Conclusion and Recommendations

10



This final chapter will summarize everything discussed in the study. It will
highlight the key points and then offer helpful suggestions or solutions to improve brand

ambassadorship in Nigeria, both for brands and ambassadors.
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CHAPTER TWO
UNDERSTANDING THE BRAND AMBASSADOR BUSINESS
Introduction

Brand ambassadorship simply means a situation where a person or even a group
of people represents a company’s brand and carries the message of that brand to the
public. They don’t just appear once in adverts and disappear afterwards, instead, they
become the face of the brand. The way they talk about the brand, the way they use it,
even their lifestyle, all of it helps people to form an image or a perception about the brand
in their minds.! In this sense, they act as a bridge between the company and the people.
Before now, this kind of work was mainly for celebrities or well-known public figures,
however things have changed a lot. Nowadays, it is not only movie stars or musicians
that act as brand ambassadors, but instead people on social media, influencers with
smaller but very loyal followers, even workers in the company or happy customers can
also represent the brand.?

This difference in the kinds of ambassadors helps companies to strategize. This
means that before a company decides to bring in ambassadors, they have to know what
they really want to achieve, whether it is to create awareness for the brand, restore their
image after it has been damaged, or expand into new areas so as to connect with new
customers. When that goal is clear, it becomes easier to know the kind of ambassador to
use. Sometimes it is the big influencers who attracts crowd, and other times it is everyday

people who connect well with their own communities. The process of choosing and using
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ambassadors is not random, it is done in a professional and organized way. First, the
brand looks for the right people. Then, those people are trained so they know how to
speak and act for the brand. After that, both sides sign an agreement that explains what
the ambassador should do and what the brand will provide in return.?> Once the work
starts, the ambassador is told what to do, then they help create content, they also carry out
activities like events or posts, and their work is monitored to see if it is effective, and
finally they are paid.
The Nigerian Service Industry

In Nigeria, the service industry is very large and highly competitive, which makes
brand ambassadorship an important tool for businesses trying to survive in such a busy
market. The service industry includes businesses that provide services or experiences
rather than physical products. These services cover areas like banking,
telecommunications, hotels, education, healthcare, retail shops, entertainment, and digital
services, among others.* What makes the service industry different from other sectors is
that it depends a lot on customer interaction, relationships, and trust, because customers
usually cannot see, touch, or try the service before buying it. The Nigerian service
industry is the biggest part of the country’s economy. It adds a lot to the country’s GDP,
provides many jobs, and supports countless families. Services also help develop cities
and regions, as they include important areas like finance, healthcare, and education, as
well as lifestyle and digital services that meet the needs of Nigeria’s growing middle

class. Since success in services relies so much on trust, good quality, and a strong
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reputation, businesses make sure their customers feel confident, cared for, and valued
every time they interact with the service, and this is where ambassadors come in.

Ambassadors carry out a variety of essential activities that directly support this
role of businesses. They create and share content, endorse products, host events, educate
customers, and even bring feedback from users. These actions enables businesses to sell
more and it also brings long-term benefits such as stronger trust and positive reputation.’
In Nigeria, large companies can afford heavy advertising on TV, radio, or billboards, but
countless small and medium businesses cannot, and so they rely on smaller methods like
ambassadorship to gain the society’s trust and money. Ambassadors also give brands the
chance to reach people directly, share personal experiences, and present the business in
ways that feel believable. In fact, many customers even prefer this kind of advertisement
to the big adverts they see on screens.®

The need for ambassadors becomes clearer when we look at the challenges in
Nigeria’s service industry. Poor electricity, unstable internet, traffic problems, and weak
infrastructure often interrupt services, leaving customers frustrated. Ambassadors help to
calm these frustrations by keeping customers engaged and reassured. In heavily regulated
sectors like banking, telecoms, and healthcare, where companies are restricted in how
they can advertise or explain their services, ambassadors also play an important role.
They take official company messages and translate them into simple, relatable language

that ordinary people can easily connect with.”
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Finally, the rise of technology and social media have been reshaping the future of
ambassadorship. With mobile phones and social media now everywhere in Nigeria,
people connect with brands daily in ways that were impossible before. But adverts alone
are costly and often fail to build trust. Brand ambassadors help people connect with a
brand in a real and natural way. They speak like normal people, which makes ads feel
honest and trustworthy. When ambassadors use social media and other online platforms,
their influence grows even more. In Nigeria, many young people and a growing middle
class want brands that match their lifestyle, and not the ones that feel far away and can't
relate to them on a personal level. Ambassadors who show these lifestyles have a lot of
power, this is because they don’t just sell products or services, they show people what
they could achieve by using them.?

Stakeholders and players in the Brand Ambassador Business

Brand Ambassadorship Business is not run by one person alone. It involves many
different people, each with their own role. At the center are the brands themselves, also
called sponsors. They are the ones who create products or services and want the public to
know about them. To achieve this, they work with ambassadors, who act as the public
face of the brand. Ambassadors are the ones who carry the brand’s message to people in a
way that feels real and convincing.” Supporting them are agencies, which act like
middlemen. Agencies help brands to find the right ambassadors, train them, and manage
their work. On the other side are the consumers, who are the people that the message is

meant for. They are the final audience who must be convinced to trust and buy the
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product. In addition, there are distribution partners who make sure that products or
services actually reach the consumers.'°

Finally, there are regulators like government agencies, whose job is to ensure that
everything is done fairly and according to the law. Each of these groups has its own
interest, for instance, brands want more awareness and sales, ambassadors want income
and recognition, agencies want profit, consumers want trustworthy information, and
regulators want to protect the public. When these interests align, the system runs
smoothly. But when they clash, conflicts and problems arise.

Today, most ambassador activity takes place on platforms like Instagram, TikTok,
and Facebook, as well as messaging apps like WhatsApp, which allow ambassadors to
reach thousands, or even millions of people. However, these platforms do not simply
allow free and unlimited communication. They have rules, policies, and algorithms that
control what people see. For example, an ambassador might create a post about a brand,
but the post may only reach a few followers unless the brand pays the platform to boost it
as an advert. In this way, social media platforms themselves play a powerful role in
shaping the success of brand ambassadorship, influencing not only where the message
appears but also how far it spreads, what format it takes, and how easily people can find
it."!

There are three main forces that drive the growth of brand ambassadorship in
Nigeria, and they include structural, technological, and cultural factors. Each of these

plays an important role in how businesses reach customers and why ambassadorship has
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become such a key strategy in the Nigerian market. The structural factors are about how
Nigeria’s economy is organized and growing, especially its service sector. The country
has a developing service industry that includes banking, telecommunications, healthcare,
education, hotels, and digital services. At the same time, small and medium-sized
businesses (SMEs) are growing quickly across cities and towns. Many of these
businesses have small marketing budgets and cannot compete with the large advertising
campaigns of bigger companies. Because of this, there is a need for cheap and effective
ways to reach customers, and this is where brand ambassadorship comes in.'?
Ambassadors help connect brands directly with communities, raise awareness, and build
trust without the high costs of TV, radio, or billboard adverts.

Technological factors are also very important. The spread of smartphones,
cheaper internet, and faster mobile networks has changed how Nigerians interact with
brands. Social media platforms like Instagram, TikTok, Facebook, and messaging apps
such as WhatsApp allow ambassadors to reach thousands or even millions of people
instantly. Technology also lets ambassadors share content, run live events, and interact
with followers in real time. It has made it easier for even smaller ambassadors with fewer
followers to reach and influence their communities. With technology, companies can also
easily see how well ambassadors are performing by checking views, likes, shares, and
sales."

Cultural factors are just as important. In Nigeria, people often trust

recommendations from friends, family, or people they respect and admire. Celebrities,
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community leaders, and social media influencers can also shape how people see a brand
and influence their decisions. Because Nigerians value trusted voices, ambassadorship
works very well. Customers are more likely to try a product or service when someone
they relate to or admire recommends it, rather than relying only on adverts.'
Ambassadors and Business Development

One of the biggest ways brand ambassadors help business development in Nigeria
is by creating trust. Many people in Nigeria do not rely solely on adverts when making
choices, instead they prefer to listen to trusted voices such as friends, family, community
leaders, or celebrities. Because of this, traditional adverts often fail to convince people.
Ambassadors step in as trusted messengers who ‘“humanize” the brand. When an
ambassador talks about a service, people see it as more believable than a billboard or
radio advert. This is especially important for service-based businesses like banks,
telecoms, and hospitals, where customers cannot physically test or hold the product
before paying. Ambassadors reduce the fear and perceived risk, making it easier for
customers to try the product. Moreover, marketing in Nigeria, especially for small and
medium-sized businesses (SMEs), can be very expensive. Traditional adverts on TV,
radio, or billboards require budgets that many small firms cannot afford. Brand
ambassadors provide a cheaper and more effective alternative. By using trusted
individuals who already have a following, whether online or in local communities, brands

can reach their target market without overspending.'>
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Furthermore, Nigeria is a very diverse country with many languages, cultures, and
lifestyles. A product that works well in Lagos may not automatically be accepted in Kano,
Enugu, or Jos. This is where ambassadors play a very important role. Local ambassadors
already understand the culture, the language, and the values of the people in their area.
When they promote a brand, it feels natural and familiar to the community. This cultural
connection makes people more open to trying new products or services. For example, a
bank expanding into the North may use local ambassadors to explain services in Hausa
and in ways that are understood by the community. This reduces resistance and speeds up
acceptance. In this way, ambassadors help to support expansion, which are key parts of
business development in Nigeria.'®

Another big contribution of brand ambassadors is the way they -create
employment and build skills. In Nigeria, where youth unemployment is high,
ambassadorship has opened up opportunities for many people to earn a living. Brands
invest in training their ambassadors to communicate well, use digital tools, and
understand customers. These skills remain with the ambassadors even after the campaign
ends. Many ambassadors later become entrepreneurs, sales agents, or even digital
marketers because of the experience they gained. In this way, ambassadorship is not just
about promoting a brand, it also builds human capital. This growth of skilled individuals
contributes to Nigeria’s wider business development, because it increases the number of

people who can participate in the economy productively.!”
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Similarly, ambassadors are not only promoters, they are also listeners. Because
they interact closely with customers, they hear complaints, questions, and suggestions
directly from the market. This makes them a valuable feedback channel for businesses.
For example, if a telecom ambassador hears that people are unhappy with data speed in a
certain area, they can report this back to the company. Businesses that take this feedback
seriously can improve their services and adjust their products to better fit customer needs.
Over time, this leads to stronger, more competitive businesses in Nigeria. By serving as a
bridge between the company and the customer, ambassadors help companies avoid
mistakes, improve quickly, and build long-term customer loyalty.'8

Besides helping with sales and getting new customers, ambassadors also shape
how people see a brand. A well-respected ambassador brings their trust and reputation to
the brand. This makes people think positively about the brand and remember it. For
example, if a celebrity or community leader often supports a brand, people start to see it
as trustworthy and reliable. In Nigeria, where people value words from mouth and long-
term trust more than flashy or big adverts, this is very important. A good reputation also
helps companies during hard times, because loyal customers keep supporting them. This
shows that ambassadors help not just in the short term but also in the long-term growth of
businesses.!”

Finally, ambassadorship has made marketing in Nigeria more organized. In the
past, many promotions were done in a messy way, without clear rules or plans. Now,

companies carefully choose and train ambassadors, and they sign formal agreements to
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guide their work. They also check how well ambassadors are doing by looking at things
like reach, engagement, and sales. Because of this, ambassadorship is no longer just a
side activity, it is now an important part of business strategy. As more companies use this
system, marketing in Nigeria becomes more reliable and helps businesses grow.°
Conclusion

In conclusion, Brand ambassadorship in Nigeria is a powerful way for businesses,
especially in the large and competitive service industry, to build trust, reach customers,
and grow. Ambassadors act as the human face of a brand, sharing experiences, promoting
products, and connecting with communities in ways that adverts alone cannot. This
approach works well because Nigerians value personal recommendations, trust familiar
voices, and rely on words from mouth. Technology, like smartphones and social media,
allows ambassadors to reach many people quickly and for companies to track results.
Ambassadors also help businesses expand into new areas, provide feedback from
customers, and create employment while building skills. Overall, ambassadorship makes
marketing more affordable, effective, and professional, helping both small and large

businesses develop stronger reputations, loyal customers, and long-term growth.
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CHAPTER THREE
PROSPECTS OF BRAND AMBASSADORSHIP FOR ECONOMIC
DEVELOPMENT IN NIGERIA

Introduction

Brand ambassadorship is a new style of promotion where well-known people,
respected figures, or popular social media personalities are chosen to stand for a company
or product. Instead of relying only on traditional methods like posters on the street, radio
broadcast, or television adverts, businesses now prefer to use people who are admired,
trusted, or followed by the public.' The reason for this is that when people respect or like
a public figure, they are more likely to pay attention to the products or services that
person represents. In simple terms, the fame and influence of one person are transferred
to the brand, making customers interested in buying what is being advertised.

A brand ambassador can come from many areas of life. They could be a musician
whose songs are loved across the country, an actor who appears in popular movies, a
contestant from a reality television show, a fashion icon who influences dressing styles,
or even an ordinary person who has built a strong community of followers on Instagram,
TikTok, or YouTube.? What connects all of them is their ability to convince others
because of the trust and attention they already enjoy. When these ambassadors publicly
use or endorse a product, fans and followers naturally begin to believe in it, and many are

encouraged to also purchase or try it.
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In Nigeria today, the importance of brand ambassadors has risen sharply. This is
because of several changes happening in the society. First, social media has given people
new platforms to show their influence. A single post by a popular person can reach
millions within minutes. Second, the entertainment industry is expanding, and more
celebrities are being created every day in music, film, comedy, and fashion. Third, the
rise of digital marketing means companies now look for creative and personal ways to
connect with buyers, and ambassadors provide that human connection.? Because of these
reasons, brand ambassadorship has become one of the strongest tools for business growth
in Nigeria. It does not just bring attention to a company but it also creates new jobs,
encourage the sale of local products, and increases the earnings of both the ambassador
and the business.

Growth in Entrepreneurship and Start-up Businesses in Nigeria

In today’s Nigeria, entrepreneurship has become one of the strongest forces
shaping the economy. The number of people who want to create businesses is growing
every year. This growth is mainly because of two reasons: first, the country’s population
is very large and young, and second, government jobs and white-collar jobs are not
enough for everyone. Many graduates finish school without finding stable employment.
Instead of waiting for opportunities that may never come, young Nigerians are deciding
to create their own. They are setting up small and medium businesses in almost every
area of life, technology, fashion, agriculture, beauty, entertainment, food, and even online

services. These start-ups represent creativity and resilience. They show that Nigerians can
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find their own solutions despite a challenging economy.* For example, technology
entrepreneurs are creating apps that make it easier to pay bills or send money. Fashion
entrepreneurs are starting clothing brands that blend African fabrics with modern styles.
Food entrepreneurs are building delivery services that bring meals to people’s doors. In
all these examples, young people are filling gaps in the market with their own
innovations.

But while entrepreneurship is growing, many start-ups face a major obstacle,
which is visibility. A business can have very good products or services, but if no one
hears about them, they cannot succeed. Traditional advertising like billboards, television,
or radio is too expensive for most new businesses. A start-up may have only a small
budget, and using all of it on adverts might not even bring results. This is why brand
ambassadorship is now one of the best solutions for them.® Instead of spending millions
on a TV advert, a small business can partner with a celebrity, influencer, or even an
upcoming star who already has a large following. The ambassador acts as a human
advertisement. When fans see their favorite person using or talking about a product, they
feel connected to it. For example, a small skincare brand may get a Nollywood actress or
a Big Brother Nigeria contestant to represent them. The ambassador may post pictures or
videos using the product online. Immediately, the fans of that celebrity become curious
and may decide to try the product t00.°

This system is cheaper, faster, and more effective than many traditional adverts. It

allows small businesses to compete in the market with bigger companies. As these start-
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ups grow through brand ambassadorship, they create employment for other Nigerians.
They hire staff, pay salaries, and eventually expand to new locations. They also pay taxes,
which add to government revenue. In this way, the success of small businesses does not
only benefit the owners, it benefits the economy as a whole. Looking at the future, it is
clear that entrepreneurship in Nigeria will continue to expand. But the key to survival
will be marketing smartly. Brand ambassadorship will remain one of the strongest
methods because it connects admired public figures with businesses in need of attention.
And by linking entrepreneurs and ambassadors, Nigeria is not only building successful
companies but also creating a cycle of growth, jobs, and innovation that strengthens the
economy.’
Growth in Popular Culture and Rise of New Celebrities

In Nigeria today, popular culture has grown to become one of the strongest parts
of society. Popular culture simply means the type of music, fashion, movies, dance, social
media trends, and entertainment that people love and talk about every day. In the past,
people mostly admired foreign culture from America, Europe, or Asia. But now, Nigerian
culture itself is shining brightly across the world. Afrobeats music, Nollywood movies,
comedy skits, fashion designs, and even reality shows are now driving the way people
dress, talk, and live. This rise of popular culture has also created a new set of celebrities.®
Before, the only big stars in Nigeria were a few famous actors, musicians, or footballers.
But today, social media has changed everything. A person can post a funny video, dance

challenge, or makeup tutorial on TikTok or Instagram and suddenly gain thousands of
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followers in a short time. Ordinary people are becoming famous, and these new
celebrities are playing a big role in shaping what young Nigerians admire and buy.

For example, musicians like Burna Boy, Davido, and Tiwa Savage have not only
become international stars but also style icons. Their music, clothes, and lifestyle
influence millions of fans. Reality TV stars from shows like Big Brother Nigeria also rise
from being unknown to becoming household names with huge followers. Social media
influencers, comedians, and even food vloggers are also part of this new wave of
celebrities. The connection between popular culture and business is very strong.
Companies now look at who is trending in music, movies, fashion, or online spaces and
quickly sign them as brand ambassadors.’ This is because people easily trust and copy the
lifestyle of these celebrities.

Another instance is when a rising star wears a new Nigerian clothing line or
promotes a local drink, their fans will want to try it. This means popular culture directly
supports industries like fashion, entertainment, food, cosmetics, and technology. In
addition, the rise of new celebrities has created job opportunities for photographers,
stylists, makeup artists, managers, and event planners who work with them. These
celebrities also help export Nigerian culture to the world, making the country more
visible internationally. The growth of popular culture shows that fame is no longer
limited to a few traditional stars. Anyone with creativity and a platform can now become
an influencer, and this continues to drive Nigeria’s entertainment industry and economic

growth.!?
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Emergence of Digital Marketing

One of the main reasons why brand ambassadorship is so powerful in Nigeria
today is because of digital marketing. In the past, if a company wanted to advertise its
products, it had to spend a lot of money on television adverts, radio jingles, or big posters
on the street. Those adverts reached people, but they were costly and sometimes limited
to only certain areas. Today, things are very different. With the rise of the internet, a
single post from a brand ambassador on platforms like Instagram, TikTok, YouTube, or
X (formerly Twitter) can reach millions of people within minutes. The speed, size, and
cost of digital marketing make it one of the most effective ways of promotion.'!

Digital platforms have also made it possible for brand ambassadors to promote
products in many creative ways. A beauty influencer, for example, can record a short
makeup tutorial using a Nigerian-made product and post it on TikTok or Instagram. In
the same way, a comedian can make a funny skit and include a soft drink, clothing line,
or food brand inside the video. Because people love entertainment, they watch and enjoy
the content without feeling like it is a traditional advert.'> This kind of creative marketing
works better because it is fun, natural, and less formal. It also builds trust, since people
believe the ambassador genuinely uses the product.

Another important point is that digital marketing is far cheaper than old methods.
A small business may not afford to put an advert on television, but they can pay an
influencer with a strong online following to talk about their brand. This way, even small

companies get the chance to compete with bigger ones.” For example, a local skincare

33



brand in Nigeria can partner with a young YouTuber who reviews products. Once the
video is shared online, thousands of viewers may be encouraged to buy the product. This
shows how brand ambassadors on digital platforms help businesses gain quick attention.

The growth of digital marketing has also created a new kind of economy in
Nigeria. It is not only about companies and customers anymore. Now, influencers,
content creators, photographers, video editors, and social media managers are also part of
the system. This means more jobs and new ways of making money for young people.'3
The ambassador stands at the middle of this system, acting as a bridge that connects the
product to the buyers in a personal and trustworthy way. As more Nigerians get access to
smartphones and cheaper internet, digital brand ambassadorship will continue to grow
stronger. Nigeria already has millions of internet users, and this number increases every
year. This means that more products will be promoted online, more ambassadors will be
hired, and more businesses will depend on digital platforms to survive.'* In the long run,
this growth will not only help businesses succeed but will also add to the nation’s
economic progress by creating jobs, supporting local industries, and bringing more
money into circulation.
The Rise of Gen Z and the Blue Economy

Gen Z, which means young people born between around 1995 and 2010, has
become one of the most powerful groups for businesses in Nigeria today.!> They are
always online, very outspoken, and quick to catch new trends. Because of this, they are

the best audience for brand ambassadors to focus on. Many companies understand that if
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a Gen Z influencer or celebrity talks about a product, millions of young Nigerians will
see it and pay attention. For instance, a skincare company might decide to work with a
TikTok star as their ambassador because young people watch, admire, and copy these
online influencers. Gen Z also loves honesty and creativity, so they prefer ambassadors
who feel real, natural, and relatable, not people who look fake or forced.

When we think about this in relation to the marine economy, we also see fresh
opportunities. The water based economy is about businesses that depend on oceans, rivers,
and seas, such as fishing, shipping, tourism, and even renewable energy. Nigeria has a
very long sea land (or coastline), but this sector is still not fully developed. Brand
ambassadors can also help here by promoting things like seafood products, beach hotels,
water sports, or coastal holiday spots.!® For example, if popular young Nigerians,
especially celebrities and influencers, begin to talk more about the blue economy, it could
bring in new investors, attract more tourists, and open the door for new businesses. This
would create jobs and add more growth to the economy. So Brand Ambassadorship is not
only for the benefits of fashion or other eye-catching businesses. It is also of huge benefit
to the blue economy.

Big Brother Nigeria and Fashion Shows

Big Brother Nigeria (BBNaija) has become one of the biggest ways of creating
brand ambassadors in the country. Each season, the people who enter the house are
mostly unknown, but when they leave, they come out as popular celebrities with millions

of fans and followers. Very quickly, different companies rush to sign them as
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ambassadors for many products such as drinks, clothes, skincare items, mobile phones,
and even housing projects. This system brings a lot of economic benefits. First, it gives
companies new and exciting faces that the public already loves and wants to see. Second,
it creates a source of income and career growth for the ex-housemates. Third, it makes
Nigerian brands more popular not only within Nigeria but also in other African countries,
since BBNaija is watched in many places across the continent.!’

Fashion shows also play a big role in building brand ambassadors. Nigerian
designers often use models and celebrities to show off their clothes during big events like
Lagos Fashion Week. Whenever a popular person wears a designer’s outfit on the runway
or even at a party, that person is already acting as an ambassador for the fashion brand.
This helps to grow the fashion industry, supports “Made in Nigeria” products, and even
attracts buyers and attention from outside the country.'® Both BBNaija and fashion shows
prove that entertainment and creativity are not just about fun, they are serious ways of
growing the economy. They help to produce ambassadors who promote Nigerian culture,
draw investors, and support the building of strong industries."”

Conclusion

In conclusion, Brand ambassadorship is no longer a side activity in Nigeria, it is
now a central part of business and economic growth. From supporting start-ups to
promoting popular culture, from driving digital marketing to connecting with Gen Z and
new industries like the blue economy, ambassadorship has become a strong economic

tool. Shows like Big Brother Nigeria and events like fashion weeks prove how much
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impact ambassadors can have in shaping businesses and creating opportunities. The
prospects are very bright. As more Nigerians become celebrities through music, film,
sports, or social media, the pool of possible brand ambassadors will grow wider. As
digital marketing spreads, companies will continue to use ambassadors to reach their
audience in creative ways. This means more jobs, more businesses, and more income

flowing into the economy.
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CHAPTER FOUR
CHALLENGES OF BRAND AMBASSADORSHIP IN NIGERIA

Brand ambassadorship has become one of the most common and popular ways
that companies in Nigeria promote their products and services today. It means that a
business chooses a person, sometimes a celebrity, a social media influencer, or even an
ordinary person with a good reputation, to publicly represent the brand. The ambassador
talks about the brand, uses its products, and encourages other people to buy or support it.
The goal is to make more people know about the brand, trust it, and become loyal
customers.! Many Nigerian businesses now use this strategy because they believe that
people are more likely to buy something when someone they admire or trust recommends
it. For example, when a famous musician, actor, or social media personality says they use
a particular product, their fans may also want to use that same product because they trust
the person or want to be like them. In this way, the ambassador helps the brand reach
more people, attract attention, and increase sales.?

Brand ambassadorship can also help a company build a good image. When the
ambassador is well-respected and behaves responsibly, the public may begin to see the
brand as trustworthy and high-quality too. Sometimes, even small or new businesses in
Nigeria use brand ambassadors to gain recognition in a crowded market. These
ambassadors can use social media platforms such as Instagram, TikTok, Facebook, and X
(formerly Twitter) to share photos, videos, or personal experiences that make the brand

look attractive to potential customers.®> However, even though brand ambassadorship can
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be very powerful and successful, it is not always easy. In Nigeria, this method faces
several serious challenges that make it difficult to work effectively. These challenges
affect both the companies that hire the ambassadors and the ambassadors themselves. For
the companies, there exist problems such as poor advertising, high cost, and economic
hardship, which can limit the success of their campaigns. For the ambassadors, issues like
loss of public trust or poor management by the business can damage their image. Because
of these problems, brand ambassadorship in Nigeria does not always achieve its full
purpose of increasing sales, improving brand image, and building strong customer
relationships.*
Shortage of Brand Ambassadors

One of the biggest problems that many businesses in Nigeria face today is the
shortage of brand ambassadors. Even though brand ambassadorship is becoming more
popular, there are still not enough good people who can represent brands properly. Many
companies want to use ambassadors to promote their products, but they often find it hard
to get the right people for the job. This shortage has become a serious issue because it
slows down how fast businesses can grow and reach new customers. In simple words, the
shortage of brand ambassadors means that there are not enough trustworthy, committed,
and skilled people to act as ambassadors for different companies. Some people call
themselves influencers or ambassadors, but they are not truly ready or able to represent a
brand the right way. Many of them only want quick fame or free products. They are not

serious about building a long-term relationship with the brand or understanding what the
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company really stands for. Because of this, many brands end up without strong or reliable
ambassadors.’

Another reason for this shortage is that many people who could have been good
ambassadors do not have proper training. Being a brand ambassador is not just about
posting pictures online or wearing a company’s T-shirt. It requires skill, like knowing
how to talk about the product, how to connect with people, and how to make the brand
look trustworthy. But in Nigeria, very few people are trained for this kind of work. Most
of them learn by watching others, and because of that, many do it wrongly. Companies
want people who are confident, polite, consistent, and able to influence others positively,
but they do not find enough of such people.® The shortage also happens because many
celebrities and well-known influencers charge very high fees. Only big companies can
afford to pay them. Small or medium-sized businesses cannot pay millions of naira just to
have one person promote their brand. So even if they want an ambassador, they end up
not having any because they cannot meet the cost. In the end, there are fewer
ambassadors working with smaller businesses, and that makes it harder for those
businesses to compete in the market.”

Also, many people who once worked as ambassadors stop after a short time. They
get tired or lose interest when they see that the job is not bringing fast money. Some
people think being a brand ambassador is easy, but when they realize it takes time,
patience, and effort, they quit. This constant change makes it hard for companies to keep

reliable ambassadors. Every time a company has to look for new people, it wastes time
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and money, and that adds to the shortage problem. Lastly, another factor is that many
young Nigerians do not see brand ambassadorship as a serious profession. Some think it
is just a side hustle or something people do for fun. Because of that, they do not invest
time in building a clean image or creating quality content that attracts brands. If more
people treated ambassadorship as real work, there would be more capable ambassadors in
the country. But since most people do not take it seriously, there are only a few who
stand out and get chosen.®
The Lack of Trust by Customers

One of the biggest problems that affect brand ambassadorship in Nigeria today is
the lack of trust from customers. Many Nigerian consumers no longer believe everything
they see or hear in advertisements. Over time, people have learned to be careful because
they have been deceived or disappointed by false promises made by companies and their
ambassadors.” For example, some adverts claim that a cream can make the skin fair in
just two days, or that a herbal drink can cure many sicknesses instantly. Customers who
believed such messages later found out that the products did not work as promised. These
experiences made them lose faith, not only in the product but also in the ambassadors
who advertised them. And so because of this history of disappointment, many Nigerians
now find it difficult to trust any brand, even when the ambassador is someone they like or
respect. They fear that the person may just be paid to say good things, not because they

truly use or believe in the product. As a result, even genuine or authentic companies that
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actually sell good products now struggle to convince people to buy, since the general
public already assumes all adverts are fake or exaggerated.'”

Another thing that worsens this problem is the behaviour of some ambassadors
themselves. Many ambassadors promote too many different products at the same time,
even when those products are unrelated. For example, a famous actress might be seen
promoting one skincare brand this month and another one next month, calling both of
them “the best.” This kind of lack of consistency confuses customers and makes them
doubt if the ambassador is really sincere. People begin to think the celebrity is only
interested in money, not the quality of the product. When that happens, the audience
stops taking the ambassador seriously.!' They start believing that all brand endorsements
are just business deals with no real truth behind them. This lack of trust also affects the
companies being represented. Once customers lose faith in the ambassador, they also stop
trusting the brand itself. Even if the company spends a lot of money on advertisements, it
might not get the desired results because people no longer believe what they see. Trust is
something that takes a long time to build but can be lost very quickly.

Another strong reason for this lack of trust is fake reviews and false online
promotions. On social media, some influencers and ambassadors are paid to post only
positive comments and reviews about a product, even if the product is poor or harmful.
Many Nigerians have noticed this pattern. They now know that most online reviews can
be bought or influenced. Because of this, they no longer believe everything they see

online. Instead, they prefer to hear directly from other customers who have truly used the
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product. Mouth to mouth recommendations from friends, family, or ordinary people now
feel more honest and reliable than what celebrities or influencers say.'? In addition, some
companies even use edited pictures and videos to make their products look better than
they really are.

For instance, a beauty brand might post photos that are heavily filtered or show
“before and after” results that are not real. Once customers discover the truth, they feel
cheated and angry, which destroys the reputation of both the brand and its ambassador.
Because of all these issues, lies in advertisements, inconsistent ambassadors, fake reviews,
and exaggerated promises, customers’ trust in brand ambassadorship has dropped
sharply.”® Trust is the foundation of every successful marketing strategy. Without it, even
the most famous ambassadors cannot convince people to buy or support a brand.
Therefore, lack of trust remains one of the strongest challenges limiting the true success
of brand ambassadorship in Nigeria today.

Poor Advertising by Businesses

Another major challenge of brand ambassadorship in Nigeria is poor advertising
planning and execution by businesses. Many companies choose ambassadors without
proper research or marketing strategy. They often believe that once a celebrity is involved,
the product will automatically sell, but this is not always true. Successful brand
ambassadorship requires careful planning, understanding of the audience, and consistent
promotion. Unfortunately, some businesses only run short periods campaigns or use

poor-quality adverts that fail to communicate the product’s real value.'* In some cases,
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businesses do not provide enough training or information to the ambassadors about the
product. As a result, when these ambassadors are asked questions by customers, they are
unable to explain the product well. This gives a bad impression and makes the campaign
look unprofessional. For example, an ambassador might appear in an advert but be unable
to describe what makes the product unique or different from others in the market. Such
poor communication reduces the effectiveness of the entire campaign.'>

Furthermore, some Nigerian businesses still rely on outdated methods of
advertisement. They may focus only on traditional media like radio and posters while
ignoring digital platforms such as social media, where most consumers now spend their
time. Others fail to create engaging content, such as videos, live sessions, or customer
interactions, that could make the audience connect more with the brand. Because of these
weaknesses, the ambassadorship effort does not reach the right audience or create the
expected excitement. Therefore, poor advertising by businesses remains a strong
limitation to the success of brand ambassadorship in Nigeria.'¢
The Problem of Cost in Brand Ambassadorship

Cost is another serious challenge affecting brand ambassadorship in Nigeria.
Hiring a well-known ambassador, especially a celebrity, requires a lot of money. Most
popular figures charge millions of naira for such deals, and many small or medium-sized
businesses cannot afford such expenses. Apart from paying the ambassador’s fee, the
company also needs to spend on photography, video production, media advertisements,

social media promotions, and sometimes even event sponsorships. These costs can
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become too heavy, especially for new or growing businesses. Even when a company
manages to pay for a celebrity ambassador, there is still no guarantee that sales will
increase immediately. Sometimes, the business may spend a huge amount on the
endorsement but make very little profit in return. In such cases, the cost becomes a
financial burden.!’

Some companies even go into debt trying to maintain an ambassador they cannot
afford. This shows that while ambassadorship can be beneficial, it must be managed
wisely to avoid wasting resources. Another issue is contract management. Many brands
and ambassadors in Nigeria do not have clear agreements that protect both parties.
Disagreements about payment, contract duration, etc often lead to public scandals or
early termination of the deal. For instance, if an ambassador feels underpaid or
overworked, they might stop promoting the brand or even speak negatively about it
online. Such conflicts damage the company’s image and waste the money already
invested. Therefore, the high cost of ambassadorship and poor financial planning make it
one of the most difficult challenges for businesses in Nigeria.'®
Bad Economy of Nigeria and Its Effect on Brand Ambassadorship

The general economic situation in Nigeria also affects brand ambassadorship.
Nigeria has been facing serious economic problems such as inflation, unemployment,
high cost of living, and unstable currency value. These issues reduce people’s purchasing
power, meaning that even if customers see an ambassador promoting a product, they may

not have enough money to buy it. As a result, companies earn less profit and are unable
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to continue paying ambassadors or running large marketing campaigns. Inflation also
increases the cost of everything involved in advertising, from production to media space
and logistics.!” Businesses have to pay more for less, and this limits how much they can
invest in brand promotion. Many small businesses have to stop their brand ambassador
programs because they need to use their money for more important things, like buying
raw materials or paying their workers’ salaries.

Another effect of the bad economy is that people start caring more about survival
than about buying fancy or extra things. During hard times, most people focus on getting
food, paying rent, and meeting their basic needs instead of spending money on luxury or
non-important products. This means that even the best ambassador may fail to convince
customers to buy something they consider unnecessary. Finally, the unstable economy
also creates uncertainty for both businesses and ambassadors. Companies are not sure
how long they can sustain endorsement deals, and ambassadors may not be willing to tie
themselves to brands that could collapse anytime. This instability discourages long-term
collaborations and affects the overall growth of brand ambassadorship in Nigeria.?’
Conclusion

In summary, brand ambassadorship in Nigeria faces several serious challenges
that limit its effectiveness. The lack of customer trust makes it hard for endorsements to
influence buying decisions, poor advertising by businesses weakens campaign quality,
the high cost of hiring ambassadors drains company finances, and the bad economy

reduces both business and consumer capacity. To overcome these problems, companies
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must focus on building genuine trust with customers, improving their marketing
strategies, managing costs wisely, and adapting to the country’s economic realities. Only
then can brand ambassadorship truly serve its purpose as a tool for growth and public

connection in Nigeria’s business environment.
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CHAPTER FIVE
CONCLUSION

Brand ambassadorship plays an important role in promoting businesses and
boosting Nigeria’s economic development. Every business aims to grow, build a strong
identity, and attract loyal customers, and one effective way to achieve this is through
brand ambassadorship. This involves using well-known or respected individuals to
represent a brand, helping to build trust and attract more buyers. It is a system where
individuals represent a company and communicate its message to the public, becoming
the face and voice of the brand. Unlike one-time advertisers, ambassadors embody the
brand through their lifestyle, speech, and daily actions, helping people form lasting
impressions about the company. This approach has grown beyond celebrities and now
includes influencers, employees, and satisfied customers who promote brands
authentically. In Nigeria’s fast-growing service industry, covering banking, telecoms,
healthcare, and entertainment, ambassadorship is an essential marketing strategy.
Because services depend heavily on trust and relationships, ambassadors help businesses
connect with customers on a personal level, calm frustrations, and simplify brand
communication, especially where formal advertising is limited by regulations or high
costs.

The brand ambassador business in Nigeria involves several key players, including
brands, ambassadors, agencies, consumers, and regulators, all working together to spread

messages effectively. Structural, technological, and cultural factors have made
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ambassadorship thrive, such as the rise of smartphones, social media, and Nigerians’
preference for trusted recommendations. Ambassadors boost business development by
creating trust, helping companies reach new markets, and collecting customer feedback.
They also promote employment and skill development among young people, while
shaping brand reputation through authenticity. Ultimately, ambassadorship has
transformed marketing in Nigeria into a more organized, affordable, and people-centered
practice, strengthening both customer loyalty and long-term business growth.

Brand ambassadorship has become one of the strongest tools for economic growth
in Nigeria by connecting popular public figures with businesses in need of attention. As
social media and entertainment continue to expand, celebrities, influencers, and respected
personalities now play key roles in promoting products and services. Their influence
helps brands gain visibility, trust, and loyal customers. This form of marketing benefits
not only large corporations but also small and medium enterprises that cannot afford
expensive traditional advertising. Through partnerships with ambassadors, start-ups can
grow faster, create jobs, and contribute to Nigeria’s economy. The rise of digital
marketing has further strengthened this system, allowing ambassadors to reach millions
instantly through platforms like TikTok, Instagram, and YouTube. It has also created new
professions such as content creators, photographers, and social media managers,
expanding the nation’s digital economy.

Beyond marketing, brand ambassadorship now shapes entire industries like

entertainment, fashion, tourism, and even the marine (blue) economy. Young Nigerians,
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especially Gen Z, are central to this growth, as they drive online trends and respond
quickly to relatable ambassadors. Popular shows such as Big Brother Nigeria and major
fashion events have become breeding grounds for new ambassadors, providing both
income and fame for participants while promoting Nigerian products and culture globally.
This sy shows that ambassadorship is more than just advertising, it is a key driver of
innovation, job creation, and global visibility. As Nigeria’s digital space expands, the
prospects for brand ambassadorship will only grow stronger, making it a major
contributor to long-term economic development.

Brand ambassadorship has become a major marketing tool in Nigeria, helping
companies promote their products through celebrities, influencers, and respected
individuals. However, despite its growing popularity, this strategy faces several
challenges that limit its success. One of the major issues is the shortage of skilled and
reliable ambassadors. Many people who claim to be influencers lack the proper training,
professionalism, or long-term commitment needed to represent a brand effectively.
Others lose interest when quick fame or money doesn’t come, while many potential
ambassadors treat it as a side hustle instead of a serious profession. Small and medium-
sized businesses also struggle to afford famous ambassadors because of their high
charges, leaving them without adequate representation. This shortage slows down
business growth and limits how far brands can reach their target audience.

Another major challenge is the lack of trust from customers, caused by false

advertising, fake reviews, and inconsistent ambassadors who promote multiple products
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for profit. Poor advertising by businesses, high ambassadorial costs, and Nigeria’s weak
economy further worsen the situation. Many companies fail to plan their campaigns
properly or depend on outdated marketing methods, while economic hardship makes
consumers focus on basic needs rather than buying promoted products. As inflation and
instability rise, businesses find it harder to sustain endorsement deals or measure their
impact. Altogether, these problems weaken the power of brand ambassadorship in
Nigeria, showing that trust, proper planning, and financial stability are essential for the

system to truly help businesses grow.
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