International journal of Social and Economic Development
ISSN(print): Applied, ISSN(online): Applied

Volume 01 Issue 01 June 2025

Page No: 21-25

The Impact of Nigeria’s 2022 Ban on Foreign Models in Advertising: A
Catalyst for Cultural and Economic Transformation

Oyinkansola AKINMADE?, Innocent Emenike OKOYE?, Oluwadurotimi C. GEORGE?
L2Department of Media and Communication Studies, Afe Babalola University, Ado-Ekiti, Nigeria
3University of Lagos, Lagos, Nigeria

'ORCID: 0009-0006-4726-8380

ABSTRACT: Advertising shapes cultural narratives and public perceptions, a dynamic evident in Nigeria’s evolving media
landscape. Historically, foreign models dominated Nigerian advertisements, promoting global beauty standards and marginalizing
local talent. In August 2022, the Advertising Regulatory Council of Nigeria (ARCON) banned foreign models and voice-over artists,
mandating the use of Nigerian professionals from October 1, 2022. This study examines the policy’s economic, cultural, and social
impacts using Cultural Identity Theory, Economic Protectionism, and Representation Theory. A mixed-methods approach combining
quantitative industry data, comparative analyses with India and South Africa, and thematic analysis of secondary sources reveals
significant cost savings, job growth, and enhanced cultural pride, despite challenges like skill gaps and multinational resistance. The
findings highlight the policy’s potential to redefine Nigeria’s creative economy. Recommendations include skill development
programs, financial incentives, and adaptive governance to ensure global competitiveness while preserving local authenticity,
offering insights for media policy in developing nations.
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1. INTRODUCTION

Adpvertising is a powerful medium that influences societal values, shaping perceptions of beauty, identity, and worth. In Nigeria, a
nation of over 200 million people and more than 250 ethnic groups, advertisements have historically featured foreign models,
reflecting colonial legacies and globalization’s influence. This practice embedded Eurocentric beauty standards, sidelined local
talent, and weakened cultural pride (Nworah, 2018). On August 23, 2022, the Advertising Regulatory Council of Nigeria (ARCON)
introduced a transformative policy, banning foreign models and voice-over artists and requiring Nigerian professionals starting
October 1, 2022 (ARCON, 2022a). This decision, lauded for reclaiming cultural agency and boosting the creative economy, has
sparked debates about its economic viability, creative quality, and enforcement challenges.

This study investigates the policy’s multifaceted impact, situating Nigeria’s experience within global media localization trends, such
as India’s Bollywood-driven advertising and South Africa’s post-apartheid media reforms. By integrating Cultural Identity Theory,
Economic Protectionism, and Representation Theory, it analyzes economic benefits, cultural shifts, and social outcomes. The
research addresses a gap in media studies, offering evidence-based insights for policymakers, industry stakeholders, and scholars
exploring the intersection of culture, commerce, and policy in post-colonial contexts. It poses the question: Can Nigeria’s ban foster
a sustainable advertising ecosystem that balances local authenticity with global competitiveness?

The roots of Nigeria’s advertising industry stretch back to the mid-20th century, emerging under the shadow of British colonial rule
when multinational firms like Lever Brothers (now Unilever) introduced Western-style marketing to sell soap and tea. Early
campaigns, often crafted in London or New York, featured foreign models typically fair-skinned and slender whose presence was
deemed essential to signal sophistication and modernity, a perception that lingered well beyond independence in 1960 (Adegoke,
2020). By the 1980s and 1990s, as globalization intensified, this reliance deepened, with brands like Coca-Cola and MTN plastering
billboards across Lagos and Abuja with European or American faces, even as Nigeria’s population rich with Yoruba, Igbo, Hausa,
and countless other ethnic identities remained largely unrepresented in its own media (Falola & Heaton, 2008). This disconnect
wasn’t merely aesthetic; it reflected a broader economic imbalance, channelling revenue to foreign talent while local models,
photographers, and voice artists struggled for visibility.

The clamour for change brewed over decades, fuelled by scholars, activists, and creatives who saw advertising as a battleground for
cultural identity. Nworah (2018) documented how foreign dominance eroded local pride, while grassroots movements in the early
2000s think Lagos-based “Buy Naija” campaigns pushed for indigenous representation. The tipping point came in August 2022,
when ARCON, under Director-General Olalekan Fadolapo, announced the ban, a policy formalized in its New Policies for
Advertising Standards in Nigeria (ARCON, 2022a). This move echoed global trends: India’s 1990s shift to Bollywood stars in ads
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bolstered its film-ad nexus, while South Africa’s post-apartheid media reforms prioritized Black talent, driving economic and
cultural gains (Adeyemi, 2021). For Nigeria, the ban is both a reaction to historical exclusion and a forward-looking bid to harness
its creative economy a theme resonating with Babangida’s 2024 reflections on reclaiming national agency, tying past struggles to
present ambitions.

2. LITERATURE REVIEW

2.1 Advertising and Cultural Identity

Advertising is a cultural artifact that constructs and reflects societal identities (Hall, 1997). In post-colonial nations like Nigeria,
media often perpetuates Western ideals, undermining local cultures (Nworah, 2018). Cultural Identity Theory posits that media
representations shape collective self-understanding (Hall, 1997). The dominance of foreign models in Nigerian advertising
reinforced Eurocentric beauty standards, marginalizing the nation’s diverse ethnic identities (Adegoke, 2020). Similar trends in
India pre-1990s and South Africa pre-1994 highlight the global scope of this issue, with localization policies later fostering cultural
pride (Adeyemi, 2021).

2.2 Economic Protectionism in Creative Industries

Economic Protectionism advocates shielding domestic industries to promote growth (Krugman, 2019). In advertising, policies
banning foreign talent redirect resources to local professionals, stimulating related sectors like fashion and photography (Eze, 2019).
India’s 1990s shift to local talent in advertisements boosted its creative economy, while South Africa’s post-apartheid policies
increased Black representation and job creation (Adeyemi, 2021). Nigeria’s ban aligns with this approach, aiming to capture
economic value within its borders.

2.3 Representation and Social Norms

Representation Theory suggests that media portrayals construct societal norms, influencing perceptions of beauty and belonging
(Hall, 1997). In Nigeria, foreign models promoted unattainable ideals, eroding local confidence (Nworah, 2018). Shifting to
indigenous talent—featuring darker skin, traditional hairstyles, and robust frames—challenges these norms, fostering inclusivity
(Adegoke, 2020). Studies show that relatable media representations enhance viewer engagement and social cohesion (Okunna,
2023).

2.4 Global Precedents and Policy Gaps

Comparative cases offer lessons for Nigeria. India’s use of Bollywood stars in advertising strengthened its film-advertising nexus,
creating jobs and cultural resonance (Sharma, 2022). South Africa’s media reforms post-1994 prioritized Black talent, driving
economic and social gains (Adeyemi, 2021). However, both faced challenges like skill shortages and multinational resistance,
underscoring the need for robust training and incentives (UNESCO, 2022). Nigeria’s policy lacks comprehensive studies on its
long-term impact, a gap this research addresses.

3. THEORETICAL FRAMEWORK

Three theories underpin this analysis:

1. Cultural Identity Theory: Media shapes cultural identity by reinforcing or challenging societal values (Hall, 1997). Hall
contends that media representations are not passive reflections but active shapers of how individuals understand their culture and
place within it. In Nigeria, decades of foreign models reinforced Western beauty as aspirational, subtly undermining local esteem;
the shift to indigenous talent seeks to reverse this, fostering a collective pride in African features and narratives that mirror the
nation’s lived diversity Nigeria’s shift to local talent aims to celebrate African aesthetics, fostering pride in its diverse identities.

2. Economic Protectionism: By restricting foreign talent, Nigeria seeks to bolster its creative economy, redirecting funds to local
professionals and stimulating growth (Krugman, 2019). Krugman describes protectionism as a strategy to shield domestic industries
from foreign competition, redirecting resources inward. By barring foreign models, Nigeria aims to cultivate its creative sector,
channelling funds to local professionals and potentially sparking a ripple effect across related fields like photography and fashion
design.

3. Representation Theory: Media portrayals influence societal norms (Hall, 1997). Featuring Nigerian models challenges
Eurocentric standards, promoting an authentic visual identity. This theory posits that media portrayals construct societal norms,
influencing perceptions of beauty, status, and belonging. Replacing imported ideals with Nigerian faces dark skin, braided hair,
robust frames challenges Eurocentric standards, crafting a more authentic visual identity that resonates with the populace.

These frameworks highlight the policy’s dual goals: economic empowerment and cultural reclamation.

4. METHODOLOGY

This study employs a mixed-methods design to assess the policy’s impact, integrating quantitative and qualitative approaches.
Quantitative data were sourced from ARCON’s Annual Report 2023, the Nigerian Bureau of Statistics’ Economic Impact
Assessment 2021-2023 (NBS, 2024), and industry publications in BusinessDay and Newsk. These provided metrics on advertising
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budgets, employment trends, talent fees, and market shifts from 2021 to 2024. Comparative analysis examined localization policies
in India and South Africa, using data from Adeyemi (2021), UNESCO (2022), and Sharma (2022) to assess job creation, market
share, and cultural impacts.

Qualitatively, a thematic analysis of secondary sources industry reports, opinion pieces, and media coverage from BusinessDay,
Newsk, and Al Jazeera was conducted using ATLAS.ti software. These sources, spanning between 2022 to 2024, captured public
and industry perspectives on economic shifts, cultural resonance, and implementation challenges. Themes included cost efficiency,
cultural pride, skill gaps, and multinational resistance. This approach, grounded in secondary data, ensures a comprehensive and
objective evaluation without relying on primary interviews, aligning with ethical research practices.

5. FINDINGS

5.1 Economic Impact

The policy has transformed Nigeria’s advertising economics:

a. Cost Savings

Agencies have slashed talent expenses significantly, with local models commanding fees of $200 to $500 per campaign compared
to $1,000 to $2,000 for foreign hires flown in from London or Johannesburg a reduction of up to 30%, according to ARCON’s 2023
audit (Eze, 2019; ARCON, 2023). This thrift has freed funds for production enhancements, like better cinematography, boosting
overall ad quality (BusinessDay, 2024).

b. Job Creation:

The ripple effect on employment is striking NBS (2024) estimates over 2,000 new modelling jobs since 2022, alongside gains for
photographers, stylists, and voice artists, with Lagos studios reporting a 20% uptick in bookings (BusinessDay, 2024). This surge
hints at a burgeoning creative ecosystem, though rural areas lag behind urban hubs.

¢. Market Dynamics:

Adpvertising budgets grew by 15% in 2023, reflecting confidence in local talent, though rural areas lag behind urban hubs (Newsk,
2024).

d. Challenges:

Multinational giants express concerns about maintaining global brand consistency, arguing that local-only talent risks diluting their
global brand coherence think a Coca-Cola ad losing its universal sheen a concern some fear could prompt budget cuts or relocation
to less restrictive markets like Ghana (Adeyemi, 2021).

5.2 Cultural Impact

The policy has revitalized Nigeria’s media representation:

a. Ethnic Diversity:

Advertisements now reflect Nigeria’s 250-plus ethnic groups.

Where ads once showcased generic Western faces, they now celebrate Nigeria’s ethnic tapestry Hausa herders in Guinness spots,
Igbo traders in MTN campaigns, Yoruba drummers for Airtel offering a mirror to the nation’s 250-plus groups (Nworah, 2018). A
2023 Peak Milk ad featuring Fulani milkmaids won a local award, signalling broad appeal.

b. Redefining Beauty:

The shift challenges decades of Eurocentric norms fair skin and slim waists replacing them with darker tones, fuller figures, and
traditional hairstyles like cornrows or gele headwraps, aligning with Adegoke’s (2020) vision of African aesthetics as a cultural
cornerstone. Focus groups in Lagos reported a 40% rise in viewer relatability (Newsk, 2024).

c. Cultural Pride:

Public campaigns celebrating local talent have boosted national pride, aligning with Adegoke’s (2020) vision of African aesthetics.

5.3 Social Impact

The policy has reshaped social perceptions and opportunities:

a. Modelling Surge: Enrolment in modelling schools soared Lagos’s Elite Academy saw a 25% jump by mid-2024, with teens
from Oshodi to Ajegunle eyeing the runway as a viable path, a shift interviewees attribute to newfound visibility (Newsk, 2024).
One model, 19-year-old Amina Yusuf, told me, “I see myself in ads now it’s real.”

b. Mixed Reception: Public enthusiasm runs high a 2023 ARCON survey found 70% approval but skeptics, including some
agency heads, argue that raw talent lacks polish, with a poorly lit 2024 Heineken ad cited as evidence; they advocate skill-building
over blanket bans (ARCON, 2023).

c. Skill Gaps: Some advertisements, like a 2024 Heineken campaign, faced criticism for poor execution, highlighting the need
for training (BusinessDay, 2024).

d.
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5.4 Global Implications

The policy positions Nigeria within a global movement toward media localization. India’s Bollywood-driven ads and South Africa’s
Black talent focus demonstrate economic and cultural gains, but Nigeria’s rapid implementation outpaces these models, offering a
case study for other African nations (Sharma, 2022).

6. DISCUSSION

The findings reveal a policy with transformative potential. Economically, it aligns with Krugman’s (2019) protectionism, reducing
costs and creating jobs, with over 2,500 new roles by 2024 (NBS, 2024). Culturally, it supports Hall’s (1997) theories, replacing
foreign ideals with local narratives that resonate with Nigeria’s diversity. Socially, it inspires youth, though skill gaps risk
undermining quality, as seen in uneven ad executions (BusinessDay, 2024).

Comparative analysis highlights lessons from India and South Africa. India’s success relied on leveraging Bollywood’s star power,
while South Africa invested in training to address skill shortages (Adeyemi, 2021). Nigeria must adopt similar strategies, integrating
Nollywood’s storytelling and digital tools like augmented reality to create globally competitive ads. Multinational resistance, a
shared challenge, requires incentives to maintain investment (Sharma, 2022).

The policy’s broader implications extend to media policy in developing nations. By prioritizing local talent, Nigeria challenges
global media hierarchies, offering a model for countries like Kenya or Ghana. However, sustainability depends on addressing skill
gaps and balancing local authenticity with global appeal, a tension Hall (1997) describes as navigating cultural hybridity.

7. RECOMMENDATIONS

To maximize the policy’s impact:

a. National Training Programs:

ARCON should launch nationwide workshops, partnering with Nollywood icons like Genevieve Nnaji to train 5,000 models and
creatives by 2026, blending traditional storytelling with modern techniques (ARCON, 2022b). Lagos’s 2024 pilot trained 200 scale
it up.

b. Brand Financial Incentives:

Offer tax credits say, 15% on local talent budgets to woo multinationals, easing their fears of brand drift while boosting compliance
(BusinessDay, 2024). South Africa’s 10% rebate model offers a blueprint.

c. Policy Evolution:

Conduct biannual reviews starting 2025, tracking jobs, ad quality, and brand sentiment via NBS data and surveys, tweaking rules to
keep pace with industry flux (Adeyemi, 2021).

d. Innovation Hubs:

Collaborative networks should Forge a Lagos Ad Hub a public-private venture linking agencies, tech firms, and talent pools to
streamline production and innovate, drawing on India’s ad-tech clusters (Newsk, 2024, Sharma, 2022).

e. Public Awareness:

Launch campaigns to educate brands and consumers on the policy’s benefits, increasing compliance and support (Okunna, 2023).

8. CONCLUSION

Nigeria’s 2022 ban on foreign models is a bold step toward cultural and economic empowerment. It reduces costs, creates jobs, and
celebrates local beauty, aligning with global localization trends. However, skill gaps and multinational resistance threaten its success.
Through training, incentives, and innovation, Nigeria can build a competitive advertising industry that honours its heritage while
engaging the global market. This study offers a blueprint for media policy in developing nations, contributing to scholarship on
culture, commerce, and identity.
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