


• INTRODUCTION
• DEFINITIONS
• EXPANDING YOUR BRAND –( understanding 

regional branding)
• STEPS TO REGIONAL BRANDING
• BUILDING REGIONAL BRANDS
• COMMON MISTAKES TO AVOID IN REGIONAL 

BRANDING
• CRITICAL QUESTIONS

PRESENTATION FLOW



CHOOSE A PRODUCT

1. IT CAN BE FICTIONAL OR REAL

2. DESCIBE THE PRODUCT DETAIL

3. CREATE THE BRAND

4. TELL US THE BRAND ELEMENTS

5. WHAT ELSE WILL BE IN THE BRAND 
REGIONALISATION PROTOCOL

6. WHICH COUNTRY/COUNTRIES ARE YOU 
EXPANDING TO?

7. WHO IS 
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U N I O N  &  C O .

Know Your product
• Identify your values, strengths, passions, and unique story.
• Ask: What do we want to be known for in each market? Which 

elements should be consistent and which ones should be contextual
Define Your Audience
• Who are you trying to impact — Public, employers, clients, youth, the 

church, high net worth individuals or your local community?
Craft Your Message
• KFC's positioning statement is "Finger Lickin' Good". This statement 

reflects the company's focus on delivering delicious and high-quality 
food at a reasonable price to mixed categories.

• Create a brand statement that reflects your identity and goals 
(e.g.,  “We shall bend backwards to please you” Air India)



Be Visible and Consistent
• Online: Update your LinkedIn, Facebook, or business pages with 

your values and achievements.
• Offline: Show up consistently — in how you package, where you 

sell and deliver consistently the best quality. Brand research can 
now be done using digital tools for each market.

Add Value
• Stay on what your brand proposition is, help others, mentor your 

clients to know what your product can do for them, — people 
remember more how your products made them feel, not just those 
who talk loudly. Each country and context is different but the core 
should remain the same

Seek Feedback and Refine
• Ask trusted friends or mentors how they perceive your products 

and make adjustments.



• Introduction: First we must 
acknowledge the potential and the 
specific challenges of the region.

• The "Why": Why build a regional brand? 
(Scale, risk mitigation, growth).

• The "How" (Case Studies): Analyse 
successful Southern African brands 
expanding north (e.g., Nando's, DStv).

• The "Now" (Trends): Digital, 
sustainability, and youth culture.

• Conclusion/Q&A: What can you change 
to be the creators of the next major 
African brand.



















• WHICH BRANDS DO YOU KNOW THAT 
ARE POPULAR IN AFRICA OR OUR 
REGION THAT YOU CAN LEARN FROM TO 
ENHANCE YOUR PLANS FOR 
REGIONALISATION? 



• MUKURU - ZIMBABWE

• AFRICA MAGIC – NIGERIA

• APPLE – USA

• BOOM – TRADE KINGS ZAMBIA

• MAHEU – TRADE KINGS ZAMBIA

• SOBO – MALAWI

• MAZOE - ZIMBABWE

• CHIBUKU – ZAMBIA? MALAWI

• FNB – SOUTH AFRICA

• MTN – SOUTH AFRICA

• TANGANDA TEA –ZIMBABWE

• SANLAM - SOUTHAFRICA 

• WESTERN UNION - ?



MARKETING CONSIDERATIONS

THE LOOK, FEEL, AND BRAND ESSENCE

• WHICH ELEMENTS SHOULD REMAIN STANDARD?
• WHICH CHANNELS?
• VALUE CHAIN BUILDING?
• REGULATORY REQUIREMENTS?
• LOGISTICS?
• TEAM REQUIREMENTS/

DEVELOPMENT?
• CONTEXTURISING ELEMENTS? (CULTURE)
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• Cultural Relevance over Western Models: Explain that, particularly in the Southern
region, brands must connect with local stories, languages, and values rather than just
importing Euro-centric or American marketing strategies.

• Leveraging the AfCFTA (African Continental Free Trade Area): Discuss how the
AfCFTA makes it easier to trade across borders. Think about regulatory compliance,
logistics, and regional supply chain management early.

• Mobile-First Marketing: Highlight that digital marketing in Africa is largely mobile-
first. Brands must optimize for WhatsApp marketing, mobile money platforms, and
low-data environments.

• Trust and Reliability: In many Southern African markets, trust is paramount.
Consistent quality and reliability are the fastest ways to build brand loyalty, often
surpassing price-based competition.







Operational Standardization (Build Repeatable
Systems). Our business model should operate
without your direct oversight.
• Create Operational Playbooks: Every process

should be documented, from production to
customer service, to ensure consistency across
new locations.

• You should Invest in Technology and
Automation: Implement robust CRM systems,
inventory management, and digital tools to
handle increased demand without ballooning
costs. However keep local context in the loop.

• Establish Centralized Operations: Maintain a
central hub for core brand functions (branding,
sourcing, high-level marketing) while allowing
regional teams flexibility. E.g. Shoprite mega
store.



• Do not expand everywhere at
once. Target expansion based
on data.

• Identify High-Potential
Adjacent Markets

• Use "Glocalization" Strategies
• Use Partnerships for Market

Entry and Expansion.



As you scale, the "story"
behind the brand becomes a
key differentiator.

• Showcase Craftsmanship
• Tailored Marketing
• Consistent Brand

Experience



Establish Centralized
Operations:
• Maintain a central hub for

core brand functions
(branding, sourcing, high-
level marketing) while
allowing regional teams
flexibility for local
nuances.



• Relocate or Hire Local
• Empower Regional Teams



• Leverage Data for 
Decisions

• Secure Growth Financing



Regional brands often go viral because they
fulfil needs for authenticity and identity.

• Build a Cultural Manifesto: Define a clear 
mission and set of values, using local 
collaboration to make the brand feel 
relevant to new audiences.

• Utilize Fractional Marketing Teams: 
Instead of a massive, costly, in-house team, 
use fractional experts to manage regional 
marketing campaigns and digital strategy 
on a flexible basis.



• FMCG BRAND BUILDING (THE CHIBUKU
LESSON):

• The Concept: Cultural integration and local
ownership.

• The Insight: Chibuku didn't just sell
commercial beer; they commercialized
traditional African sorghum beer. They
respected the communal aspect of
drinking from a shared "scud" container.
They built a brand by validating local
culture, not replacing it.



• FINTECH BRAND BUILDING (THE
MUKURU LESSON):

• The Concept: Radical empathy and
functional trust.

• The Insight: Mukuru didn't start with
complex financial jargon. They started by
solving a painful, emotional problem:
sending money to family safely. Their
brand voice speaks to the consumer in their
home language, acknowledging their
struggle and dignity.
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• Scaling up a regional brand requires a balance of
maintaining the authenticity that built the initial local
loyalty while expanding operations, distribution, and
marketing to new markets.

• Effective strategies involve building repeatable, data-
driven systems and adopting a "glocalization" approach—
applying global standards with local nuances



SUCCESS METRICES
• Deep-Dive Success Metrics- African brand building is

different
• Western marketing textbooks focus on metrics like Cost

Per Click (CPC), Net Promoter Score (NPS), and Social
Media Engagement. In African markets, regional giants
prioritize operational and trust-based indicators.

• Sometimes grapevine and word of mouth builds required
trust (grapevine) and reliability (loyalty)
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MARKET RESEARCH AND CONSUMER INSIGHTS

✓ YAZI

✓PEPLEXITY AI

✓BRANDWATCH(IRIS AI)

2. LOCALIZATION & CULTURAL ADAPTATION

✓Lelapa AI (and African Languages Lab initiatives)

✓Lokalise AI

✓Phrase

3. VISUAL BRANDING & CREATIVE ASSETS

✓ Ubrand - An AI branding design engine that generates comprehensive brand

identity kits.

✓ Looka - Excellent for early-stage identity development.

✓ Canva (Magic and design) -A versatile platform for asset scaling.

4. SALES AUTOMATION & REGIONAL STRATEGY

✓ Trembi AI -An indigenous African sales automation platform.

✓ Live plan - Integrates market intelligence directly into regional business

strategies
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