
CASE FILE



Our people are heroes, but as the shock waves of the global pandemic 
began to subside, the Igbo people of eastern Nigeria, renowned for their 
exploits in business, found themselves reeling.
Their businesses had suffered great losses with many trying to carve a 
new path in the new normal.

Background



Brief
After a decline in meaning and salience, the agency was tasked to create a
differentiated thematic campaign that would help win back the 25 - 34 year 
old South Eastern Nigerian beer consumer, to build meaning for the brand 
and maintain its position as the ultimate beer for the Igbo Man on a path to 
legacy.

JOB TO BE DONE
Get core consumers to re-appraise and choose Hero as the superior beer 
that provides the best reward for their effort.



In order to create a differentiated campaign, the 
agency had to create a campaign that could only be 
owned by Hero Lager Beer.
An idea or a claim that hinged on an insight that was 
true for the consumers and just as true for the brand 
in such a way that no other brand could copy it
without instantly being called out for it by the same 
consumers.
This idea also had to establish the same strong 
emotional connection with the young adult 
consumers as has already been established with 
older drinkers.

Strategic Thinking & Insights

The consumers wanted to feel 
more affluent and the brand 
needed them to be proud of their 
association with Hero.



The Nwanne Di Uto (The Real Taste of Our People) campaign was 
birthed to celebrate the hero within every Igbo man, our consumer, 
and remind him of why he strives and why he deserves his reward.

The Idea



NWANNE DI UTO - BROTHERHOOD IS SWEET

THE REAL TASTE OF OUR PEOPLE.



In Igbo, ‘Nwanne’ literally means ‘mother’s son’ or simply ‘brother’, 
and it is customarily what Igbos call one another when they see one 
another anywhere in the world. 
Therefore, to launch the Nwanne Di Uto campaign, we began with 
pre-launch engagement content across social media about what 
brotherhood means to the consumers, as well as why the spirit of 
brotherhood is such an integral part of the culture. 

Pre-Launch



Hero Brand Ambassadors, Illbliss and Rudeboy, hosted a live chat where they 
spoke more on brotherhood, the excellence of the Igbo people and then 
Nwanne Connect; a concert to host the largest gathering of Igbo brothers ever. 
On April 22nd, Nwanne Connect was held in Onitsha, Anambra State; one of the 
largest and busiest Igbo cities. The event was a complete celebration of the 
great Igbo people and their culture. Besides the epic performances by some of 
the biggest Igbo entertainers, it also featured traditional dance troupes, famous 
cultural masquerades, Igbo arts and crafts exhibitions, and Igbo cuisine.
A teaser of the Nwanne Di Uto campaign TVC was shown at the event for the 
first time.

Pre-Launch























The campaign message was visually 
interpreted in a 1-minute television 
commercial that was distributed across TV 
and digital platforms.

The TVC told a story of how the Igbos, as 
well known for travel as they are for 
business, would do anything to keep their 
connection to home strong.
The film featured four of 6 Hero Brand 
Ambassadors, respected artists and proud 
Igbo men, as well as traditional Igbo 
elements.

The Launch Nkem Owoh

IllBliss

White Money

Ebuka







Sunrise People Home Strength Celebration

The ancient Nsibidi writings of the Igbo people which Hero began to use in 2018 was 
used to great effect to highlight the beauty and ingenuity of the people. There were 
also culturally relevant paintings and sculptures, and the actors were all draped in 
Igbo finery.

Igbo Symbols



When it came time to create an auditory experience for this campaign, it was only right to 
enshrine the message in the sweet sounds of home.

The Ogene Music is the traditional music of choice for celebration. A highly percussive music 
elevated with the rhythmic notes of the Oja flute, the Ogene sound is as synonymous with 
the Igbos as business prowess. We created a unique and unmistakable sonic asset using 
Ogene as the base while marrying it with more modern influences of Nigerian afrobeat, in 
order to appeal to all adult males regardless of socio-economic class.

Sonic Sound



An Igbo music producer called DITWENI was commissioned.
The sonic asset also featured the use of characteristically-Igbo chants 
right from the start to immediately throw the listener into a celebratory 
mood while key brand words like ‘Hero’ ‘O’mpa’ and ‘Odogwu’ meaning 
Strong Man were used.

The sonic asset was used for the first time in the Hero Lager ‘Nwanne Di 
Uto’ TVC launched in May 2022.

Sonic Sound



To properly capture home, we set out to create an auditory experience on radio. 
Unlike the usual jingles or drama radio commercials of the past, we called upon an 
aspect of Igbo culture as old as time; the igbo praise chant, a cultural art form that 
is used to exalt pillars of the society such as Kings, Chiefs and other notable figures.

Praise Chant (Radio)



The praise chant was expertly executed by a local Hype-Man/Brand 
Influencer called Igwe Credo. The song sang of the greatness of 
Hero and helped better underscore through traditional poetry how 
Hero Lager is truly the taste of the people.

Parts of the chant were infused into the TVC and the entire chant 
was released as the official radio commercial for the campaign.

Praise Chant



We wanted consumers to think of reward, celebration and triumph 
when they heard these brand sounds and go on to associate them with 
Hero Lager only.

Conclusion







Instagram Pages



Twitter



Instagram



Facebook



Youtube



OOH Brief

Design a memorable and impactful Out of Home material that will get core 
consumers to re-appraise and choose Hero as the superior beer that provides 
the best reward for their effort.



The Challenge

Recent market research showed that, though Hero Lager is 
the regional favourite, the brand’s iconic assets like the red 
crown, Rising Sun needed to be more distinctive so we chose 
to highlight these brand’s unique assets while playing on 
elements of the culture of the Easterners, the Igbo people.



The art direction for the key visuals to be adapted for outdoor 
advertising and press, needed to be as bold and enigmatic as the 
people themselves. 



Execution (OOH)

The Red Crown Cork on Hero Lager signifies the Red Cap that 
titled Chiefs in Igbo land wears and this also symbolizes the title 
that was bestowed on the beer by the Obi (King) of Onitsha .

To art direct the OOH, the crown cork was used on the canvas 
while replacing the Hero Text with the Brand Ambassadors that 
are seen as Heroes themselves.



Ancient Nsibidi symbols were also used on the crown to give it more texture.
To further represent the people and their land, symbols of the tradition, a 
feathered cap, an oja flute, cowries and beads, amongst others, are seen 
emanating from the Hero Lager brewery, in a way that irrevocably and 
poetically ties the brand to the people. 



Nd! Ala Any!, Shiri Ike (The People, Our Land Are Strong).



















Onitsha



Enugu Benin



Asaba Aba



Abakaliki Abuja



Nnewi Port-Harcourt 



Uyo Warri + More



The artwork debuted on billboards within Eastern Nigeria and in 
locations heavily populated by the Igbos in other parts of the country 
in May 2022.

Conclusion


