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[ WHO WE ARE ]

VIEWERS WATCH. 
CITIZENS TAKE 
PART.

The Republic is an independent creative and 

advertising agency in Lagos. We help ambitious 

brands find their direction and make their next move, 

with work people answer, share and come back to.

CLARITY BEFORE 
VOLUME

We solve for the right 

problem, then scale.

SYSTEMS OVER STUNTS

Big ideas become repeatable 

engines, not one-offs.

OUTCOMES OVER 
OUTPUTS

We measure what moves the 

business: brand, demand and 

revenue. [ CREATING TOMORROW ]
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[ A NOTE ON NUMBERS ]

Every figure in this book comes from a named record: platform counters 

with the date they were read, campaign reports or client-supplied data. 

Counters measure views and interactions, not unique people, and they are 

never added together.
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[ CHAPTER 01 · HOW WE THINK ]

STRATEGY.
COMMUNICATION STRATEGY THAT 
STARTS WITH PEOPLE.

Every campaign we make starts here. We find the 

one true thing about the people a brand needs to 

move, then build the plan around it: the role the 

brand plays, what it says and where it shows up.

INSIGHT AND HUMAN TRUTH

POSITIONING AND PLATFORMS

COMMUNICATION PLANNING

01 THE PROBLEM
The business problem, stated plainly, before anyone talks about ideas.

02 THE HUMAN TRUTH
One true thing about the people we need to move.

03 THE IDEA
A single idea the truth makes inevitable, simple enough to repeat.

04 THE SYSTEM
The idea built into formats, channels and moments that keep working after launch.

05 THE EVIDENCE
What moved, from records we can show, with each figure’s source and date.

ONE RULE OVER ALL OF IT: THE WORK MUST PROVE THE STRATEGY, 
NEVER CONTRADICT IT.
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[ CHAPTER 02 ]

BRAND & CREATIVE.
BRAND AND CREATIVE WORK PEOPLE 
REMEMBER.

Ideas, identity and advertising made to earn attention 

honestly: TV commercials, launch films, campaign 

visuals and brand development for banks, insurers and 

consumer brands.

[ WHAT IT COVERS ]

CAMPAIGN IDEAS AND 

ADVERTISING

TV COMMERCIALS AND FILMS

VISUAL AND BRAND IDENTITY

[ IN THIS CHAPTER ]

Sanlam Allianz and Torrista 06

Zenith Bank · See Homecoming Differently 07

TV commercials and films 08

Twisco · Everyday Hero, Everyday Twisco 16
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[ SANLAM ALLIANZ ]

LIVE WITH 
CONFIDENCE.
INSURANCE, REFRAMED AROUND 
WHAT PEOPLE WANT.

Strategy and visual design for the launch of 

Sanlam Allianz: a new era of confidence, carried 

across outdoor, including creative in Igbo, and 

launch radio.

[ STRATEGY · VISUAL DESIGN ]

VIEW THE FULL CASE ↗

[ STERLING BANK · TORRISTA ]

SEE FOR YOURSELF.

Brand development and visual design for travel made 

accessible, affordable and authentic.

VIEW THE FULL CASE ↗

[ SANLAM AND ALLIANZ, TOGETHER ]

[ OUTDOOR CREATIVE IN IGBO ]

https://www.therepublic.agency/sanlam-allianz-live-with-confidence
https://www.therepublic.agency/torrista-see-for-yourself
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[ ZENITH BANK · HOMECOMING ]

SEE 
HOMECOMING 
DIFFERENTLY.
THEY LEFT TO GROW. THEY RETURN TO 
BELONG.

One line that bends to every moment of the December 

homecoming season, from the airport to the street to 

the feed, with every piece ending in the same step: 

open the account.

[ STRATEGY · CREATIVE PLATFORM · CAMPAIGN CREATIVE ]

VIEW THE FULL CASE ↗

[ AT THE AIRPORT ]

[ STREET SCREENS · THE LAGOS SEASON ]

THE FILM

[ SOCIAL ]

https://www.therepublic.agency/zenith-bank-homecoming
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TV COMMERCIALS AND FILMS. [ WATCH ON THEREPUBLIC.AGENCY ↗ ]

TVC

[ CHI LIMITED · CHIVITA AND HOLLANDIA ]

RAMADAN TVCS ↗

Two commercials for a season of togetherness, from Iftar to Suhoor, told in familiar settings.

TVC

[ I-INVEST ]

SECURE THE BAG ↗

A TVC for young professionals building wealth.

LAUNCH FILM

[ HEIRS INSURANCE ]

LAUNCH VIDEO ↗

A new insurer’s first impression.

[ MORE FILMS, INSIDE THE CASES ]

07 Homecoming 10 Your First Taste 11 What’s Your 

Chivita?

15 Empowering 

Tomorrow

16 Everyday Hero 17 You Matter 19 Show Your True 

Colours

21 The Future of 

Zenith

https://www.therepublic.agency/work
https://www.therepublic.agency/chivita-hollandia-ramadan
https://www.therepublic.agency/i-invest-secure-the-bag
https://www.therepublic.agency/heirs-insurance-launch
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[ CHAPTER 03 ]

ORGANIC SOCIAL & CONTENT.
ORGANIC SOCIAL PEOPLE ANSWER, NOT 
SCROLL PAST.

Organic social is where a brand earns attention it has not 

paid for. We plan it and make it: always-on content, 

creators, community and series people come back for, built 

around a question the audience wants to answer.

[ WHAT IT COVERS ]

ALWAYS-ON CONTENT

CREATORS AND COMMUNITY

SERIES AND LIVE FORMATS

[ IN THIS CHAPTER ]

Cowbell · Your First Taste 10

Chivita · a year of organic social 11

Prudential Zenith Life · organic social 13

In depth: Onga · Taste of Home 22
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[ PROMASIDOR NIGERIA · COWBELL · 2026 ]

YOUR FIRST 
TASTE.
BEFORE THE FIRST TASTE, 
SOMEONE CARED.

A month-long system, not a launch-week spike: 

prepare, make, share and recognise, through 

stock-up content, five-minute Sahoor ideas, 

creator recipes, share invitations and a 30-

action calendar.

99,999,862
Meta views across 44 Nigeria Facebook and Instagram 

posts, observed 8 September 2026.

[ SOCIAL STRATEGY · CONTENT PLANNING · 

CREATOR COLLABORATION · AMPLIFICATION ]

VIEW THE FULL CASE ↗

[ THE HERO FILM ]

[ IN THE FEED · MAKE, SHARE, RECOGNISE ]

[ A CREATOR’S KUNUN 

KWAKWA RECIPE ]

[ FIVE-MINUTE SAHOOR 

]

[ POST “DONE” ] [ PASS IT TO THE NEXT 

PERSON ]

[ A 30-ACTION CALENDAR: 30 DAYS, SMALL WAYS TO CARE ]

https://www.therepublic.agency/cowbell-ramadan-your-first-taste
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[ CHI LIMITED · CHIVITA · A YEAR OF 

ORGANIC SOCIAL ]

WHAT’S YOUR 
CHIVITA?
EVERYONE HAS A CHIVITA STORY.

One question ran a brand’s social for a year. 

Creators answered first, in their own voice, then 

handed it to their followers. The brand kept the 

conversation going in the feed, in a series 

people came back for, and live at Christmas.

WINNER
Best Use of Social Media, Nigerian Marketing Awards 

2024. The result is on the next page.

[ ORGANIC SOCIAL STRATEGY · CREATOR 

PARTNERSHIPS · ALWAYS-ON CONTENT · A YOUTUBE 

SERIES · LIVE SOCIAL ]

VIEW THE FULL CASE ↗

STEP INTO THE WORLD ↗

[ ONE YEAR · FOUR CHAPTERS ]

[ 01 · CREATOR STORIES ]

Nine creators answered 

first, then asked their 

followers for theirs.

[ 02 · ALWAYS ON ]

Twelve creators, people’s 

own posts and six 

promoted films.

[ 03 · STYLE N’ SIPS ]

Eleven YouTube episodes 

of style, humour and real 

talk.

[ 04 · THE SEASON ]

12 Days of Christmas, live 

on Instagram with Jay On 

Air.

[ THE FILM, THE FEED AND THE SERIES ]

[ THE CASE FILM · 0:56 ] [ PROMOTED FILM · PAID MEDIA ] [ STYLE N’ SIPS · ON SET ]

https://www.therepublic.agency/chivita-2-campaign
https://www.therepublic.agency/chivita
https://www.therepublic.agency/chivita-2-campaign
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[ WHAT’S YOUR CHIVITA? · THE RESULT ]

ON THE 
RECORD.
BEST USE OF SOCIAL MEDIA, NIGERIAN 
MARKETING AWARDS 2024.

The campaign won its category. The report behind it 

shows where the attention came from: a series people 

came back for, and creators people watched and 

engaged with.

[ NIGERIAN MARKETING AWARDS 2024 ]

WINNER.
BEST USE OF SOCIAL 
MEDIA

Listed in the official results as the Chivita 2.0 

Campaign.

OFFICIAL RESULTS ↗

[ CREATORS ] [ #WHATSYOURCHIVITA ]

886,561
Instagram plays on Style N’ Sips 

episode 2, Retro Vibes.

11
Style N’ Sips episodes, each with 

45,204 or more YouTube views.

199,347
Instagram plays on one creator’s 

always-on post, with 13,768 

interactions.

99,074
Instagram plays on the most-

watched opening creator story.

4.48M
Instagram reach on the most-

reached promoted film. Paid media.

[ A NOTE ON THESE NUMBERS 

]

From the campaign report. Plays 

and reach count views, not unique 

people, and are never added 

together. Style N’ Sips also had paid 

support at peak times.

https://www.nma-ng.com/2024-winners/
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[ PRUDENTIAL ZENITH LIFE · ORGANIC 

SOCIAL ]

AN INSURER 
IN THE FEED.
INSURANCE RARELY EARNS A 
SECOND LOOK IN THE FEED.

So every post starts from a moment people 

recognise: salary week, customers who come 

first, what a plan actually covers. Staff are the 

faces, leadership is on camera, and the useful 

posts give people something to keep.

[ ORGANIC SOCIAL · REELS · CONTENT AND 

COMMUNITY MANAGEMENT ]

VIEW THE FULL CASE ↗

[ REELS AND POSTS FROM THE FEED ]

[ SALARY WEEK ] [ CUSTOMERS FIRST ] [ WHAT A PLAN COVERS 

]

[ SAVINGS HACKS ]

[ STAFF, LEADERSHIP AND THE MONTHLY GUIDE ]

[ POSTS AND REELS ACROSS THE MONTH ] [ LEADERSHIP ON CAMERA ]

Alongside Chivita, the proof 

that organic social is a 

discipline here, not an 

afterthought.

https://www.therepublic.agency/prudential-zenith-social-content
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[ CHAPTER 04 ]

INTEGRATED MARKETING.
INTEGRATED CAMPAIGNS: ONE IDEA, 
EVERY CHANNEL.

When a brand needs to move people at scale, we plan and 

run the whole campaign: one idea carried through film, 

outdoor, radio, digital, social and experiences, with every 

piece pointing to the same next step.

[ WHAT IT COVERS ]

THROUGH-THE-LINE CAMPAIGNS

CAMPAIGN SYSTEMS

LAUNCHES

[ IN THIS CHAPTER ]

Prudential Zenith Life · Empowering 

Tomorrow

15

Twisco · Everyday Hero, Everyday Twisco 16

Prudential Zenith Life · You Matter 17

Zenith Bank · See Homecoming Differently 07



[ BILLBOARD, LAGOS ]

THE REPUBLIC [ 04 · INTEGRATED MARKETING ] [ 15 / 25 ]

136,810
YouTube views on the 49-second hero film, 

observed 8 September 2026.

[ CAMPAIGN STRATEGY · CONTENT AND SOCIAL 

· INTEGRATED COMMUNICATIONS ]

[ PRUDENTIAL ZENITH LIFE INSURANCE · 2025–26 ]

EMPOWERING 
TOMORROW.
BOSS IN 2026. BOSS IN 2066.

A 40-year plan gave insurance a human horizon: a family money conversation, a creator’s 

invitation to a live CEO session, a podcast, the Tomorrow Pledge and a future-self film for 

billboards and radio.

VIEW THE FULL CASE ↗

HERO FILM

THE FAMILY CONVERSATION

[ CREATOR INVITATION 

TO THE CEO SESSION ]

[ THE TOMORROW 

PLEDGE, LIVE ]

https://www.therepublic.agency/prudential-zenith-empowering-tomorrow
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[ TWISCO ]

EVERYDAY HERO, 
EVERYDAY 
TWISCO.
THERE’S A SUPERHERO IN EVERY HOME.

Nigerian parents quietly celebrate the moments when 

kids solve problems with what they have. We gave 

Twisco that role, powered by its Enerfort vitamin-

mineral blend, and took it from screen to shelf.

[ FROM SCREEN TO SHELF ]

01 Film and key visuals

02 In store: gondolas, wobblers and sampling bars

03 Herovator City: an innovation challenge for students

[ STRATEGY · BRAND PLATFORM · FILM · KEY VISUALS · 

RETAIL · ACTIVATION ]

VIEW THE FULL CASE ↗

[ KEY VISUAL ]

THE FILM

[ ACTIVATION ]

[ IN STORE ] [ HEROVATOR CITY ] [ BRAIN BOX KIT ]

https://www.therepublic.agency/twisco-everyday-hero
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[ PRUDENTIAL ZENITH LIFE INSURANCE ]

YOU 
MATTER.
PLANNING AHEAD IS AN ACT OF LOVE.

A relaunch built on one promise, to put people’s well-

being first, told through one family: a TV commercial 

that moves from a dinner for two to a wedding, a baby 

shower and a daughter’s birthday, carried on 

billboards, radio, social and search.

[ NIGERIAN MARKETING AWARDS 2025 ]

SECOND PLACE · FINANCIAL INSTITUTION OF 

THE YEAR ↗

507,059
YOUTUBE VIEWS

690,818
META REACH

2.05M
SEARCH AND DISPLAY 

IMPRESSIONS

370
LEADS GENERATED

[ SOURCE: CAMPAIGN REPORT, 8 JAN – 30 APR 2025 ]

[ STRATEGY · TVC · OUTDOOR · RADIO · SOCIAL · SEARCH ]

VIEW THE FULL CASE ↗

THE TVC

A DINNER FOR TWO THE WEDDING THE BABY SHOWER HER BIRTHDAY

https://www.nma-ng.com/winners/
https://www.therepublic.agency/prudential-zenith-you-matter
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[ CHAPTER 05 ]

DIGITAL & PERFORMANCE.
DIGITAL MARKETING BUILT TO PERFORM.

Digital strategy, amplification, paid media and lead capture 

for brands that need results they can measure, from 

awareness through to sign-ups.

[ WHAT IT COVERS ]

DIGITAL STRATEGY AND 

AMPLIFICATION

PAID SOCIAL AND SEARCH

LANDING PAGES AND LEAD CAPTURE

[ IN THIS CHAPTER ]

Spruce by Dulux · Show Your True Colours 19

Cowbell · Your First Taste 10

Prudential Zenith Life · You Matter 17

Onga · Taste of Home 22
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[ TEN COLOUR PERSONALITIES · PLATFORM AND COLOUR IDENTITIES: 1879 TECH HUB / UACN ]

[ CAP PLC · SPRUCE BY DULUX · 2026 ]

SHOW YOUR 
TRUE COLOURS.
WHICH COLOUR FEELS LIKE YOU?

Ten colour personalities, put into conversation 

and then into rooms: live creator debates, a ten-

clipper network, AI room inspiration on Pinterest 

and a route to the website to choose a shade.

115
Clipper posts in week one against a target of 25 (4.6×), 

per the campaign report.

Our role: digital strategy, amplification and execution. Film 

production: KellyStropHQ.

VIEW THE FULL CASE ↗

[ LIVE CREATOR DEBATE · 

CLIPPER EDIT ]

[ AI ROOM INSPIRATION · 

PINTEREST ]

[ THE SPRUCE WEBSITE · CHOOSE A SHADE ]

[ ONE CLIPPER EDIT: 

222.1K VIEWS, AS 

CAPTURED IN THE 

CAMPAIGN REPORT ]

https://www.therepublic.agency/spruce-dulux-digital-launch
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[ CHAPTER 06 ]

EXPERIENCES.
EXPERIENCES PEOPLE STEP INTO.

Brand experiences and activations in Lagos: installations, 

live moments and events that turn a message into 

something people can walk through, taste or take part in.

[ WHAT IT COVERS ]

INSTALLATIONS AND EXHIBITIONS

ACTIVATIONS

LIVE AND SEASONAL MOMENTS

[ IN THIS CHAPTER ]

Zenith Bank · The Future of Zenith 21

Twisco · activation 16

Chivita · 12 Days of Christmas, live 11
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[ ZENITH BANK · 35TH ANNIVERSARY ]

THE FUTURE 
OF ZENITH.
THIRTY-FIVE YEARS, WALKED 
THROUGH.

A tunnel of time for the 35th anniversary: 

immersive wall branding from the bank’s 

founding years to today, with portraits 

and milestones along the way, and an 

anniversary film.

[ EXPERIENTIAL · FILM ]

VIEW THE FULL CASE ↗

[ INSIDE THE TUNNEL ]

[ GROWTH AND GLOBAL AMBITION ]

Each era of the bank told as a wall: the founding years, 

growth and global ambition, Zenith Bank today and 

beyond borders.

[ WALKING THE TUNNEL OF TIME ]

[ THE FOUNDING YEARS ] [ ZENITH BANK TODAY ]

THE ANNIVERSARY FILM

https://www.therepublic.agency/zenith-bank-35th-anniversary
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[ IN DEPTH · PROMASIDOR NIGERIA · ONGA · 2026 ]

TASTE OF HOME.
[ DIGITAL STRATEGY · SOCIAL CONTENT · CREATOR ENGAGEMENT · CAMPAIGN 

AMPLIFICATION ]

VIEW THE FULL CASE ↗

01 BUSINESS PROBLEM

Improved Beef and Chicken cubes needed renewed consideration after 

three years of share decline.

02 HUMAN TRUTH

Home is wherever the taste feels like yours.

03 IDEA

Ask people what home means, then build the platform from their answers.

04 SYSTEM

The open question → answers back in the feed → a creator meal → Food 

Creator Icon at AMVCA Cultural Day → family films, Kitchen Court and 

World Jollof Day.

05 EVIDENCE

The figures below, each from a named record and date.

37.2M
Instagram views and 1,470 

follows from two July launch-

film records. Lifetime post 

metrics, including repeat 

exposure.

17.6M
Lifetime YouTube views on 

the early English film, 

observed 7 September 2026.

7.98M
Views across nine specified 

Jollof and creator-recipe 

records, recorded separately.

[ THE QUESTION, IN THE FEED ] [ THEIR ANSWERS, BACK IN THE 

FEED ]

[ FAMILY FILMS ]

https://www.therepublic.agency/onga-taste-of-home
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[ CLIENTS ]

WHO WE 
BUILD FOR.

Promasidor Nigeria, CHI Limited, CAP Plc, Prudential 

Zenith Life Insurance, Standard Chartered, Zenith Bank, 

Sanlam Allianz, Sterling Bank, Twisco, Heirs Insurance 

and i-invest.

SEE ALL 18 CASES ↗

[ AND ] Onga · Capri-Sun · Standard Chartered · Torrista by Sterling Bank

[ FOOD & DRINK ]

Promasidor (Onga, Cowbell, 

Cowbell Chocolate, Kremela, Loya, 

Miksi), CHI (Chivita, Hollandia, 

Capri-Sun), Twisco

[ INSURANCE & FINANCE ]

Prudential Zenith Life, Sanlam 

Allianz, Heirs Insurance, i-invest

[ BANKING ]

Zenith Bank, Standard Chartered, 

Sterling Bank (Torrista)

[ HOME ]

CAP Plc (Spruce by Dulux)

https://www.therepublic.agency/work
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[ THE STUDIO ]

THE 
FOUNDERS.
One team across strategy, creative, client 

service and content, in one studio at 10 Onisiwo 

Road, Ikoyi, Lagos.

OLA OLOWU
[ CHAIRMAN & CO-FOUNDER ]

“I BUILD BUSINESSES THROUGH 
NARRATIVE.”

Ola began at TBWA, where his first account as lead 

creative was Virgin Atlantic, and led the creative 

vision for Heineken Nigeria at Publicis. His work 

spans The Indomitables for Indomie, NTA 

reimagined as a subscription streaming 

platform, and the rebrands of UAC of Nigeria and 

Namibia’s NamPost.

[ FOUNDED ]

THE REPUBLIC · CONTAGIOUS COLLECTIVE · 

NEWCOLONY

DANIEL EMEKA
[ MANAGING DIRECTOR & CO-FOUNDER ]

STRATEGIST. CREATIVE DIRECTOR. 
FILMMAKER.

Eighteen years across brand strategy, creative 

direction, graphic design and filmmaking. Daniel has 

written the strategy behind digital campaigns for 

FMCG, finance and tech brands, including Chivita 

2.0, winner of Best Use of Social Media at the 

Nigerian Marketing Awards 2024. In his spare time, 

he shares new, trend-driven marketing insights on 

his socials to help small businesses.

[ FOUNDED ]

THE REPUBLIC · NAIJA GRAPHIC DESIGNERS
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[ YOUR TURN ]

LET’S TALK.
TELL US WHAT YOU ARE TRYING TO CHANGE.

[ RETAINER ]

An always-on team across 

strategy, content and media.

[ PROJECT ]

A defined brief, from strategy 

through to launch.

[ INSTAGRAM ] @welcometotherepublic

[ LINKEDIN ] /company/welcometotherepublic

[ X ] @TheRepHQ

[ TIKTOK ] @the.republic.hq

[ FACEBOOK ] /therepublicmarketing

ADDRESS:

10 ONISIWO ROAD, IKOYI, 

LAGOS, NIGERIA

MAIL:

OFFICE@THEREPUBLIC.AGENCY

WEB:

THEREPUBLIC.AGENCY

[ © 2026 THE REPUBLIC STUDIOS LTD · RC 7371417 ] [ CREATING TOMORROW ] [ THEREPUBLIC.AGENCY ]

https://www.instagram.com/welcometotherepublic/
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https://x.com/TheRepHQ
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