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B
elieve it or not, one of the biggest flexes 
right now is buying Nigerian.
Who would have thought?
Not long ago, many of us were convinced 
that the best things always came from 

somewhere else. Today, some of the most sought-
after fashion, beauty and lifestyle brands are proudly 
Nigerian, with loyal customers both at home and 
across the diaspora. It’s been refreshing to watch, and 
long overdue.
You’ll find that conversation in Homegrown Is the 
New Luxury, where we celebrate the brands proving 
that quality, creativity and craftsmanship have no 
nationality. It’s also a reminder that now that the 
world is paying attention, the work doesn’t stop. 
Great design may get customers through the door, 
but consistency, service and the overall experience 
are what keep them coming back. Homegrown 
has earned the spotlight. Now comes the exciting 
challenge of making sure it never loses it.
We’re seeing the same thing play out in fashion, 
too. Remember when every few months, there was 
a new handbag everyone had to own? If you didn’t 
have it, you wanted it. If you had it, you were already 
thinking about the next one. That cycle feels a little 
less convincing now. In The End of the ‘It’ Bag?, 
we examine whether shoppers are finally choosing 
personal style over passing trends, or whether the “It” 
bag has simply evolved into something less obvious. 
Either way, it’s an interesting time to be getting 
dressed.
Away from our wardrobes, another feature in this 
week’s issue turns its attention to something we could 
all use a little more of—better everyday habits. We 
spend so much of our lives waiting for the next big 
thing that we often overlook the little routines quietly 
making our days better. A proper night’s sleep. A walk 
after dinner. Reading before bed instead of scrolling. 
Calling someone you’ve been meaning to check on. 
Taking a break without feeling guilty about it.
That’s the thinking behind Everyday Habits That Make 
Life Feel Better. It’s not about reinventing yourself or 
adding another impossible checklist to your day. It’s 
about discovering how small, consistent choices can 
have a surprisingly lasting impact on how we feel.
Before I leave you to enjoy the rest of the magazine, let 
me ask my usual question.
How are you, really?
I hope August has been kind to you so far. I hope work 
is keeping you inspired more often than exhausted, 
you’ve found time for the people who make life lighter, 
and you’re remembering to take care of yourself in 
between taking care of everything else.
Have a lovely week, and support a homegrown brand 
if one catches your eye. 

Love ,

EXECUTIVE EDITOR
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COVER NOTE

B
uilding a lasting business takes far more than capital and ambition. It 
demands patience, resilience and the discipline to stay the course, even 
when the odds are stacked against you. Few Nigerian entrepreneurs 

embody those qualities as convincingly as Gabriel Ifeanyi Ogbechie, OON, 
who transformed a modest trading venture into Rainoil, one of the country’s 
foremost downstream oil and gas companies. 
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By Funke Babs-Kufeji

Every woman deserves a lipstick 
she can rely on. Not one that sits 
forgotten in a makeup bag, but the 
shade that instantly brightens her 
face, boosts her confidence and 
works no matter the occasion. That’s 
the power of a signature lipstick. 
A signature lipstick is more than 
just another beauty product. It’s the 
shade you instinctively reach for 
before a meeting, a dinner party or 
even a quick trip to the supermarket. 
It gives you confidence, pulls your 
look together and somehow makes 
you feel a little more like yourself. 
The beauty of finding “your” colour is 
that it removes the guesswork from 
your routine. Instead of collecting 
dozens of lipsticks that rarely leave 
the drawer, you have one dependable 
shade that never lets you down.

Start With Your Skin Tone
The right lipstick should complement your 
complexion rather than compete with it. If you 
have warm undertones, rich caramel nudes, 
terracotta, brick reds and chocolate browns tend 
to enhance your natural glow. Cooler undertones 
often suit berry shades, rosy pinks and blue-
based reds, while neutral undertones have the 
freedom to experiment with both. The goal isn’t 
to follow trends but to find a shade that makes 
your skin look brighter and your features more 
defined.

Think About Your Lifestyle
Your signature lipstick should work for your 
everyday life. If you spend most of your week in 
meetings or professional settings, soft nudes, 
muted pinks and warm browns are timeless 
choices. If your personal style is bold and 
expressive, a striking red, plum or burnt orange 
may feel more authentic. The best signature 
shade is one you’ll actually wear, not one that 
only comes out for special occasions.

Don’t Follow Every Trend
Every year brings a new “must-have” lipstick 
colour, but not every trend deserves a place 
in your makeup bag. A signature lipstick isn’t 
about what’s popular this season. It’s about 
discovering the shade that feels unmistakably 
you. Trends will come and go, but your signature 
colour should remain just as flattering years from 
now as it is today.

Quality Makes a Difference
The finish is just as important as the colour. A 
lipstick that feels comfortable, lasts for hours 
and keeps your lips hydrated is always worth 
investing in. Matte, satin or glossy, choose the 
formula that suits your style and fits naturally into 
your daily routine. Beautiful lipstick should feel as 
good as it looks.

Wear It with Confidence
The most memorable lipstick isn’t always the 
brightest one in the room. It’s the one worn with 
confidence. Whether your signature shade is 
a soft mocha nude, a classic ruby red or a rich 
berry, wearing it consistently creates familiarity. 
Over time, it becomes part of your personal 
style, just like a favourite fragrance or a well-
tailored blazer.

THAT FEELS LIKE YOU
LIPSTICK
FINDING THE
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MÒKÉ ATELIER DEBUTS 
BUTTERFLY IN BLOOM 
By Funke Babs-Kufeji

M
ÒKÉ Atelier unveiled its latest 
collection, Butterfly in Bloom, at 
an intimate fashion presentation 
held at The Garden, Ikoyi, 
bringing together fashion 
editors, stylists, buyers, clients 

and industry insiders for an evening dedicated to 
contemporary African fashion. The launch also 
featured a private shopping experience, allowing 
guests to purchase pieces from the collection 
immediately after the runway presentation. 
Inspired by the butterfly, a symbol of growth and 
transformation, the collection marks an important 
milestone for the brand. It reflects MÒKÉ Atelier’s 
journey from a passion for creating beautiful 
garments to a fashion house recognised for refined 
tailoring, thoughtful design and timeless elegance. 
Founder Adetokunbo Oguchi describes Butterfly 
in Bloom as her most personal collection yet. “It 
represents the quiet seasons that shaped me, the 
moments when I was simply creating because I 
loved it, never knowing they were preparing me 
for something greater,” she says. She hopes the 
collection reminds women that “growth is never 
wasted and that there is beauty in blooming at your 
own pace.” 
The runway showcased elegant dresses, kimonos, 
kaftans and more for women and men impeccably 
tailored crafted from luxurious fabrics. Soft draping, 
feminine silhouettes and intricate detailing defined 
the collection, offering versatile pieces designed 
to outlast seasonal trends while celebrating 
confidence, sophistication and individuality. 
Following the presentation, guests explored the 
collection up close, meeting the designer and 
shopping their favourite looks in a relaxed garden 
setting. The format allowed attendees to appreciate 
the craftsmanship and attention to detail that have 
become hallmarks of the brand.

OLUMIDE APATA PATRICIA ONUMONU SEYI AJIBOLA TUTU AYENI AZUKA OGUJIUBA

AYO AMUSAN BAMIDELE ABIODUN DEOLA AND DAREY ART ALADE ESEOSA ANNENIH AND OSAYI ALILE

BIMBO OLADAPOLAMIDE SHONEKANMOJI HUNPONU WUSU AND SHAFFY BELLOTIFFANY OGUCHI, TOKUNBO, TONY &  TJ OGUCHI MODEL ON THE RUNWAY MODEL ON THE RUNWAY MODEL ON THE RUNWAY BIOLA OTUFALE BOLA ADESOLA RUTH OSIME DUNNI AKERELE.
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By Oghenekeno Akpoili

F
or many Nigerians, 
“Made in Nigeria” 
was seen as the 
compromise rather 
than the aspiration.
That perception 

is changing, and not because 
consumers have suddenly 
become sentimental about buying 
local.
A combination of economic 
realities, cultural confidence and 
remarkable improvements in 
design and craftsmanship has 
reshaped the conversation. The 
weakening naira has undoubtedly 
encouraged many shoppers 
to look closer to home, but 
affordability alone doesn’t explain 
the rise of Nigerian brands. People 
don’t remain loyal to products 
that disappoint them. The brands 
succeeding today are doing so 
because they have earned that 
loyalty through quality, originality 
and consistency.
Perhaps no industry illustrates this 
transformation better than fashion.
For decades, indigenous fabrics 
such as Ankara, Adire and Aso 
Oke were largely reserved for 
weddings, cultural ceremonies 
and festive occasions. They were 
beautiful, but rarely considered 
contemporary everyday 
fashion. Today’s designers have 
completely rewritten that narrative. 
Traditional textiles now appear 
in sharply tailored suits, evening 
gowns, ready-to-wear collections 
and resort wear that feel just as 
relevant in Lagos as they do in 
London or New York.
The success of designers such 
as Lisa Folawiyo, Emmy Kasbit, 
Hertunba, Imad Eduso, Onalaja, 
Banke Kuku and many others 
has helped redefine what African 
luxury looks like. Rather than 
copying Western fashion, they 
have built distinct identities 
rooted in Nigerian craftsmanship 

while speaking a global design 
language. Their collections are 
stocked internationally, worn 
by celebrities and featured on 
prestigious runways, but perhaps 
their greatest achievement 
has been convincing Nigerians 
themselves that local fashion 
deserves pride of place in their 
wardrobes.
The rise of Afrobeats has also 
played an unexpected role. 
As Nigerian music became a 
global cultural force, the fashion 
surrounding it travelled too. Artists 
like Burna Boy, Tems, Davido, 
Tiwa Savage and Ayra Starr didn’t 
just export music; they exported 
style. International audiences 
became increasingly familiar 
with designers from Lagos, while 
Nigerian consumers began seeing 

local fashion through a different 
lens. What was once viewed 
as “local” suddenly became 
aspirational.
Social media accelerated the 
shift even further. Platforms like 
Instagram transformed fashion 
discovery, allowing independent 
designers to showcase their work 
directly to consumers without 
relying solely on traditional retail 
channels. Arise Fashion Week, 
Lagos Fashion Week, and similar 
industry platforms introduced 
Nigerian brands to international 
buyers while giving local 
audiences greater confidence 
in the quality of products being 
produced at home. The result 
has been a new generation of 
consumers who are just as excited 
about the latest collection from a 

THE RISE OF 
HOMEGROWN 
LUXURY

Not too long ago, luxury came with a foreign 
passport. Italian leather, French perfumes, Swiss 
watches and designer labels from Paris, Milan and 
London carried a certain prestige that locally made 
products struggled to match. Owning something 
imported wasn’t simply about quality; it was a 
statement. It suggested success, sophistication and 
access to a world beyond our borders.

European interiors, Nigerian 
designers are embracing 
indigenous materials, traditional 
craftsmanship and distinctly 
African aesthetics to create 
spaces that feel both modern and 
authentic.
The same evolution is taking 
place in accessories. Luxury 
leather brands such as Zashadu 
have shown that handbags and 
travel accessories handcrafted 
in Nigeria can rival international 
labels in quality, finishing and 
design. Jewellery designers are 
blending traditional techniques 
with contemporary styling, while 
beauty entrepreneurs are creating 
skincare and cosmetic brands 
that increasingly command 
consumer trust. These businesses 
are no longer succeeding simply 
because they are Nigerian; they 
are succeeding because the 
products themselves are genuinely 
desirable.
Interestingly, the biggest change 
may not be happening among 
designers at all. It is happening 
among consumers.
There was a time when buying 
foreign was almost automatic, 
even before quality had been 
assessed. Today, many shoppers 
are asking different questions. 
Who made this? How well is 
it constructed? Does it reflect 
my style? Is it worth the price? 
Those questions have shifted 
attention away from logos and 
towards craftsmanship. Prestige 
is becoming less about where 
something comes from and more 
about how thoughtfully it has been 
designed.
That doesn’t mean imported 
luxury has lost its appeal. Global 
fashion houses will always occupy 
an important place in the luxury 
market, and many consumers 
continue to enjoy owning pieces 
from both international and 
Nigerian brands. The relationship 
is no longer one of replacement 
but of coexistence. A Hermès 
handbag might sit beside a 
Zashadu tote. A tailored Emmy 
Kasbit jacket can be paired with 
Italian loafers. Luxury has become 
more personal, less prescriptive 
and far more confident.
Perhaps that is the most 
significant change of all.
The rise of homegrown luxury isn’t 
really about choosing Nigeria over 
the rest of the world. It is about 
finally recognising that exceptional 
craftsmanship has existed here 
all along. What has changed is 
our willingness to value it. As 
Nigerian designers, artisans 
and entrepreneurs continue to 
refine their craft, consumers are 
beginning to judge products less 
by the country stamped on the 
label and more by the creativity, 
quality and story behind them.

Nigerian label as they once were 
about a European fashion house.
That confidence now extends well 
beyond clothing.
Walk into the home of many 
young professionals today, 
and you’ll find locally crafted 
furniture, Nigerian-made lighting, 

ceramics and artwork sitting 
comfortably alongside imported 
pieces. Designers like Lani 
Adeoye of Studio-Lani have 
demonstrated that contemporary 
African furniture can compete 
internationally without sacrificing 
its identity. Rather than imitating 

ARAMI ESSENTIALS DABOTA COSMETICS

FEMI HANBAGS OBA CHAIR BY STUDIO LANI

OLUWAKANYINSOLA ONALAJA AND CIARA

DAVIDO WEARING LAGOS SPACE PROGRAMMES EMMY KASBIT TIWA SAVAGE IN YUTEE RONE

LANRE DA SILVA AJAYI

LANI ADEOYE - FOUNDER OF STUDO LANIBANKE KUKU

MODELS FOR LANRE DA SILVA RAYA JEWELLERY
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By Funke Babs-Kufeji

W
e simply 
want an outfit 
that looks 
polished, feels 
comfortable 

and doesn’t require twenty 
minutes of standing in front of the 
wardrobe wondering what goes 
with what.
That is exactly why co-ords 
have become one of fashion’s 
smartest investments. More than 
just another trend, matching sets 
have quietly earned their place 
as modern wardrobe essentials 
because they solve a problem 
every stylish woman faces. They 
make getting dressed easier 
without making your outfit feel 
predictable. As fashion becomes 
more expensive and many of us 
shop more intentionally, versatility 
matters just as much as style. We 
want pieces that work harder, last 
longer and earn their place in our 
wardrobes. A good co-ord does 
exactly that.

More Than a Two-Piece Outfit
The biggest misconception 
about matching sets is that they 
only work one way. In reality, the 
smartest thing about a co-ord 
isn’t how it looks together, it’s 
how easily it comes apart.
The trousers become the perfect 
partner for a crisp white shirt, 
the blazer instantly elevates a 
pair of jeans, while the matching 
top works beautifully with a midi 
skirt or tailored shorts. Long after 
you’ve worn the full look, each 
piece continues earning its place 
in your wardrobe. Instead of 
buying one outfit, you’re investing 
in several combinations that can 
be styled differently throughout 
the week.

They Take the Guesswork Out of 
Style
There are mornings when even 
choosing an outfit feels like one 
decision too many. On days like 
those, matching sets become 
invaluable.
Because every element has 
already been designed to work 
together, there’s no second-
guessing colours, proportions or 
whether one-piece complements 
another. You simply put it on, 
add your shoes, handbag and 
jewellery, and you’re ready to 
leave the house.
The result always looks 
intentional. Even if you got 
dressed in five minutes, a co-
ord creates the impression of 
thoughtful styling. 

Few Pieces Work Harder
A truly worthwhile purchase is 
one that adapts to your lifestyle, 
and few garments do that as 
effortlessly as a matching set.
A structured trouser suit can 

take you from an important 
meeting to dinner with 
nothing more than a change 
of shoes. Linen co-ords 
are ideal for holidays 
and weekend brunches, 
breathable cotton sets 
work beautifully in our 
warm climate, while satin 
styles bring just the right 
amount of elegance to 
evening events. For women 
whose days rarely follow 
one schedule, that kind 
of flexibility makes all the 
difference.

Looking Polished Doesn’t 
Have to Feel Restrictive
Fashion has finally reached 
a point where comfort is 
no longer treated as the 
opposite of style, and co-
ords perfectly capture that 
shift.
Relaxed tailoring, breathable 
fabrics, oversized shirts 
and wide-leg trousers allow 
you to move comfortably 
throughout the day without 
sacrificing elegance. They 
feel as good as they look, 
which is perhaps why 
they’re just as appealing for 
long workdays as they are 
for weekends away.

They Make Shopping 
Smarter
We’ve all bought clothes 
that looked exciting on 
the hanger but became 
surprisingly difficult to 
wear once we got home. A 
beautiful pair of trousers that 
doesn’t match anything else. 
A statement top that only 
works with one skirt. Before 
long, those purchases end 
up sitting at the back of the 
wardrobe.
Matching sets solve that 
problem before it even 
begins. You’re buying a 
complete outfit that already 
works, while also gaining 
two separate pieces that 
can be styled in countless 
other ways. 

They Outlast Most Trends
Fashion is constantly 
introducing the next big 
thing, yet matching sets 
never really disappear. 
Instead, they evolve.
One season, they’re 
oversized linen sets; the 
next, tailored waistcoats 
with wide-leg trousers, 
relaxed denim combinations, 
or elegant knitted separates. 
The silhouettes may change, 
but the idea remains 
timeless: two pieces 
designed to work perfectly 
together.

ARE 
FASHION’S

SMARTEST
INVESTMENT

CO-ORDS
WHY

Fashion has never offered more 
choice, yet getting dressed 

somehow feels harder than 
ever. Our wardrobes are fuller, 
trends move faster, and social 
media constantly introduces 

something new to want. Yet on 
most mornings, very few of us 
are trying to create a runway 

moment. 

MODEL FOR ISI BROWN FREDA FRANCIS STEPHANIE BUSARI LILIAN 
TSKC

TENICKABIJEOMA BALOGUN
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B
lack is beautiful. For Dr May Ikeora-
Amamgbo, it is more than a statement; 
it is a philosophy that has shaped her 
life’s work. A former Miss ECOWAS 
beauty queen turned scholar, human 
rights advocate and entrepreneur, she 
has built a career that bridges academia, 
policy and business. Armed with a 
Master’s degree in Peace Studies and 

Conflict Resolution from the University of Bradford and a 
PhD in International Law from the University of Hull, she has 
spent more than two decades championing gender equality, 
combating human trafficking and advancing peacebuilding 
across Africa and Europe.
Beyond her work in human rights, Dr May is the founder of 
L’Avyanna Skin Naturals, a women-focused skincare brand 
created to celebrate and care for Black skin while creating 
sustainable economic opportunities for women. She also 
founded the Raising Women Initiative (RWI), which empowers 
girls and women to realise their full potential. What began as 
a response to a gap in the skincare market has grown into one 
of Nigeria’s pioneering melanin-focused skincare brands, with 
more than 300 stockists nationwide and products distributed 
internationally. Rather than taking on the title of chief 
executive, Dr May serves as Creative and Product Development 
Director, a deliberate choice that reflects her focus on 
strengthening the institution as the company prepares for its 
next phase of growth. Her latest venture is a clinical Beauty 
Hub in Abuja, inspired by research undertaken during 
a recent study tour of South Korea, China and Vietnam. 
Conceived as more than a retail destination, it is designed 
as a piece of African beauty infrastructure that combines 
innovation, research and specialist skincare.
Today, Dr May Ikeora-Amamgbo occupies a rare space where 
scholarship, advocacy and entrepreneurship reinforce one 
another. Whether she is shaping international conversations 
on human rights, developing products designed specifically 
for Black skin or investing in institutions that empower 
women, her work is driven by the same belief: that 
meaningful change begins when knowledge is matched with 
action.

By Yinka Olatunbosun

From Miss ECOWAS to a PhD in International Humanitarian Law, how do you 
manage the glam past with the demanding realities of global advocacy?
I do not see them as separate lives that need to be managed against each other. 
Miss ECOWAS gave me a platform and taught me early how visibility works, how 
quickly a room can decide who you are before you have said a word. The PhD gave 
me the depth to ensure that when I spoke, it carried weight beyond appearance. I 
have never felt the need to choose between being taken seriously and being seen. 
The women I most admire were never asked to make that trade, so I decided early 
that I would not make it either.

In the First Daughter movement, how can first daughters protect their peace 
while renegotiating the culturally imposed role of co-parenting?
The first step is naming it honestly. So much of what first daughters carry goes 
unspoken because it has been normalised as love or duty rather than labour. Once 
you can name it, you can begin to set boundaries without guilt, communicate 
clearly with family about what you can and cannot hold, and recognise that 
stepping back from an inherited role is not abandonment. Peace comes from 
renegotiation, not rebellion. It is possible to remain a devoted daughter and sister 
while refusing to be the household’s silent safety net indefinitely.

As a British Nigerian who has travelled to nearly fifty countries, how do 
these influences shape your style, home life and everyday aesthetic?
I gather rather than adopt. A textile from West Africa might sit beside a piece of 
Korean ceramic in my home, not because I am collecting souvenirs but because 
each object taught me something about how a culture thinks about craft and care. 
My personal style works the same way, tailored British foundations with distinctly 
Nigerian colour and boldness. I think travel should change how you see beauty, not 
just where you shop for it.

Could you walk us through the daily mindfulness practices that ground your 
mornings?

mother myself. Realising how much we still lean on foreign 
brands for our babies’ skin and food made me look again at 
our own traditional ingredients, the ones our mothers and 
grandmothers never failed to pass down. The ambition is for 
L’Avyanna to be recognised as a serious beauty infrastructure 
for African skin, across every life stage, not simply another 
product line.

What actions have you taken to protect your brand from 
counterfeits?
Counterfeiting is a real and constant threat in this market. We 
invest in traceable packaging, work closely with our stockists 
to verify authenticity, and actively monitor unauthorised 
sellers.
But I think the deeper issue for the industry as a whole 
is the absence of a fully developed beauty ecosystem in 
Nigeria. Consumers still gravitate toward foreign brands over 
local ones, even as Nigerian brands have worked hard to 
understand and serve the needs of our people. That is partly 
a reflection of how much more investment tends to flow into 
foreign entrants than into homegrown ones. South Korea 
offers a useful model here. Their government and their own 
consumers deliberately protected that ecosystem to the point 
that it now exports to the world. I would love to see Nigeria, 
and Africa more broadly, build that same protective instinct 
around our own brands.

In your advisory work with the UN and AU on migration 
and anti-trafficking, what discoveries did you make, and 
how did you help tackle irregular migration?
The biggest discovery was how much irregular migration 
is driven by a lack of credible information and legitimate 
opportunity at home, rather than recklessness, as it is often 
framed. For me, real change came from combining rigorous 
research with frontline work. I wrote a book on anti-human 
trafficking between Nigeria and the United Kingdom, 
published by Palgrave Macmillan in New York. Serving as 
Technical Adviser to the Governor of Edo State and chairing 
the Managing Migration through Development Project with 
the European Union, the World Bank and the International 
Organisation for Migration, alongside other international 
partners, made a tangible difference. That work contributed to 
the rescue and rehabilitation of thousands of people and the 
establishment of institutions that continue that work today.

How do you leverage your varied expertise to 
challenge societal stereotypes and drive your vision of 
empowerment?
I refuse to let any single part of my work stand alone. When I 
speak on policy, I bring the entrepreneur’s practicality. When 
I speak on beauty, I bring the policy architect’s rigour. That 
combination itself challenges a stereotype, the assumption 
that a woman is either credible or glamorous, either an 
intellectual or an entrepreneur, rarely all at once. I would 
rather be the counterexample than argue the point in the 
abstract.

What institutional shifts do African governments and 
the private sector need to support women’s leadership 
and financial independence?
Access to capital remains the single biggest structural barrier 
for African women entrepreneurs. Beyond that, governments 
need policies that formally recognise and support unpaid care 
work, and the private sector needs to move beyond symbolic 
representation towards genuinely funding and promoting 
women into positions of real decision-making power. These 
shifts will not happen through goodwill alone. They require 
deliberate policy design and accountability.

How do you ensure you set aside time for rest despite 
your busy schedule?
I treat rest as a discipline rather than a reward I get once 
everything else is finished, because that day never comes. 
That might mean a quiet weekend with no meetings, time 
with my family, or simply a book with no obligation attached 
to it.
It is not always easy. I often feel anxious and overwhelmed 
by how much still needs to be achieved. Today’s fast-paced 
world, especially on social media, tends to reward algorithms 
over real work, which can make anyone feel they have not 
done enough. I try to stay true to myself and to excellence, 
and I make sure to rest in between.

My mornings are protected time before the 
world makes its demands. I do not check 
messages first. There is usually a moment of 
gratitude, meditation, and stillness before the 
schedule takes over. Then comes our family 
morning devotion, where everyone takes a 
turn to lead. A reminder of God’s promises 
often kicks off my day with the faith I need. 
In Nigeria, you really have to brace yourself 
before getting out there.

How do financial literacy and wealth 
creation intersect with a woman’s 
everyday wellness and peace of mind?
Financial dependence is one of the most 
under-discussed sources of chronic stress in 
women’s lives. It shapes whether a woman can 
leave a harmful relationship, negotiate fairly at 
work, or simply sleep without worry. Financial 
literacy is not about becoming obsessed 
with money. It is about removing one of the 
biggest quiet threats to a woman’s peace. 
When women understand and control their 
finances, that anxiety tends to loosen its grip 
on everything else.

As the founder of L’Avyanna, do you view 
skincare routines as a vehicle for self-
worth rather than just a cosmetic chore?
Very much so. A skincare routine is one of the 
few daily rituals a woman does entirely for 
herself, no audience, no performance. When 
a woman starts to care for her skin properly, 
something shifts in how she carries herself 
more broadly. I did not build L’Avyanna to sell 
products. I built it to give women a reason to 
pause and tend to themselves daily. L’Avyanna 
means “strong, beautiful woman,” and that is 
how I want every woman who uses it to feel.

Why is it important for African women 
with dark skin to have a brand they can 
trust for their skincare?
For a long time, melanin-rich skin was treated 
as an afterthought in this industry, formulated 
for lighter skin first and adapted later, if at all. 
That is not good enough for the range and 
richness of African skin tones. L’Avyanna exists 
because African women deserve formulations 
built for them from the outset, not adapted for 
them as a courtesy.
We never waited for the market to ask, 
especially in Nigeria. We gave our customers 
what they needed, not simply what they 
wanted. When we brought sunscreen into 
the Nigerian market, no major stockist 
would carry it. We were told Nigerians do 
not buy sunscreen. After years of investing in 
education about sun protection, sunscreen 
is now everywhere and our bestseller. The 
same resistance met our Melanin Glow range. 
There was a period when the word melanin 
itself was treated as undesirable in the beauty 
market here. We stayed committed to that 
message, launched a campaign called ‘My 
Colour My Heritage,’ and trademarked the 
phrase ‘Melanin Glow.’ Today, that range is our 
bestseller. Everyone says give the market what 
it wants. For us, it has always given the market 
what it needs.

What expansion plans are in place for 
L’Avyanna?
We are building a clinical Beauty Hub in Abuja, 
informed by research I conducted on a recent 
trip through South Korea, China, and Vietnam, 
studying how advanced skin clinics operate. 
Beyond that, we are continuing to expand 
our retail footprint across Nigeria and to 
strengthen our international distribution.
We are also extending into baby skincare, 
a direction inspired by becoming a new 

may 
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ON THE BUSINESS OF BLACK BEAUTY
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OGBECHIE
GABRIEL IFEANYI 

BUILDING FOR 
TOMORROW

B
uilding a lasting business takes far more than 
capital and ambition. It demands patience, 
resilience and the discipline to stay the course, 
even when the odds are stacked against you. Few 
Nigerian entrepreneurs embody those qualities 
as convincingly as Gabriel Ifeanyi Ogbechie, 
OON, who transformed a modest trading venture 
into Rainoil, one of the country’s foremost 
downstream oil and gas companies. What 
began in 1997 with a determination to build 
something of his own has grown into a national 

enterprise with three major depots, over 200 retail outlets, LPG facilities 
and a workforce of more than 3,000 employees. Beyond the energy sector, 
his influence extends across banking, agriculture and other strategic 
industries, while his philanthropic work continues to make a meaningful 
impact in education, healthcare and community development. Yet, for 
Ogbechie, success has never been measured solely by balance sheets or 
business expansion. Throughout his journey, he has remained guided by 
a simple philosophy: knowledge must come before capital, institutions 
should outlive their founders, and true leadership is measured by the 
people you develop rather than the position you occupy. Those convictions 
have shaped not only Rainoil’s growth but also his approach to investing, 
succession planning, and nation-building. In this exclusive conversation 
with Funke Babs-Kufeji, Ogbechie reflects on the defining moments that 
shaped his entrepreneurial journey, from the challenges of raising his first 
start-up capital to building one of Nigeria’s most respected indigenous 
energy companies. He speaks candidly about resilience, leadership, risk, 
philanthropy and the enduring value of integrity, while offering thoughtful 
insights into what it takes to build businesses that stand the test of time. 
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BY FUNKE BABS-KUFEJI

You are turning 60 at a time when your career, business footprint, and public legacy are 
already firmly established. How does this milestone feel for you personally, and what 
thoughts have been occupying your mind as you look back on the journey so far? 
When I look at myself, I sometimes ask, “Gabriel, you’re 60 already? How did that happen?” I have 
always been the youngest among my peers, so getting to 60 is a time for me to reflect and give 
thanks to God. When I look back over the past 60 years, I can only say that God has been very good 
to me. My growing up was very humbling, and if I had to live my life all over again, I would be glad 
to go through the same route. 
I also see 60 as a time to take serious stock. You look at your personal life, your family and your 
business and ask yourself: Have I added value to my generation? What have I built that will 
continue beyond me? At this stage, you begin to think more seriously about succession and 
continuity. I wrote my first will in 1999, when I was 33. I already had a wife, a son and a business. 
I believe you should prepare for the future and make sure that the things you have built can 
continue, whether you are there or not. So, for me, 60 is a time of gratitude and reflection, but also 
a time to look ahead. I am grateful for how far God has brought me, but I believe there is still work 
to be done. 

When you think about the young man who studied Production Engineering at the 
University of Benin, did you always imagine a future in oil and gas, or did life unfold 
differently from the plan you had for yourself? 
When I was in the university, I used to tell my mates that when we finished school, I want to trade. 
I wanted to buy and sell. I have always loved it. After university, I did my NYSC in Kano. I asked to 
be redeployed there because I had never been to the North and wanted to experience it. After my 
service, I worked briefly in Kano, then came to Lagos and joined Price Waterhouse. Later, I joined 
Ascon Oil, where I worked for five years. 
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You are turning 60 at a time when your career, 
business footprint, and public legacy are already 
firmly established. How does this milestone feel 
for you personally, and what thoughts have been 
occupying your mind as you look back on the journey 
so far? 
When I look at myself, I sometimes ask, “Gabriel, you’re 60 
already? How did that happen?” I have always been the 
youngest among my peers, so getting to 60 is a time for me 
to reflect and give thanks to God. When I look back over the 
past 60 years, I can only say that God has been very good 
to me. My growing up was very humbling, and if I had to 
live my life all over again, I would be glad to go through the 
same route. 
I also see 60 as a time to take serious stock. You look at your 
personal life, your family and your business and ask yourself: 
Have I added value to my generation? What have I built that 
will continue beyond me? At this stage, you begin to think 
more seriously about succession and continuity. I wrote my 
first will in 1999, when I was 33. I already had a wife, a son 
and a business. I believe you should prepare for the future 
and make sure that the things you have built can continue, 
whether you are there or not. So, for me, 60 is a time of 
gratitude and reflection, but also a time to look ahead. I am 
grateful for how far God has brought me, but I believe there 
is still work to be done. 

When you think about the young man who studied 
Production Engineering at the University of Benin, did 
you always imagine a future in oil and gas, or did life 
unfold differently from the plan you had for yourself? 
When I was in the university, I used to tell my mates that 
when we finished school, I want to trade. I wanted to buy 
and sell. I have always loved it. After university, I did my 
NYSC in Kano. I asked to be redeployed there because I had 
never been to the North and wanted to experience it. After 
my service, I worked briefly in Kano, then came to Lagos and 
joined Price Waterhouse. Later, I joined Ascon Oil, where I 
worked for five years. 
It was while I was at Ascon Oil that I began to think seriously 
about doing something for myself. I was earning N30,000 
a month and asked myself, “Gabriel, what else can you do 
to make N30,000 a month?” I realised that if I could sell one 
truckload of diesel at a N1 per litre margin on 30,000 litres, 
I would make N30,000. That was the beginning of the idea. 
So, I would say oil and gas was not necessarily the original 
plan. What I always wanted was to run my own business. 
My experience in the industry gave me the knowledge that 
eventually made it possible to start Rainoil. By the time I was 
30, I knew I wanted to build something of my own. I thank 
God I had the courage to take that step. 

You have spent over three decades in the oil and gas 
sector, a space known for its volatility, policy shifts and 
intense competition. What would you say has been 
the most defining lesson the industry has taught you 
about resilience, timing and staying power? 
The biggest lesson for me is that you must have staying 
power. Business does not always move in a straight line. 
There are periods when things are going well and periods 
when nothing seems to be happening. You must remain in 
the business and keep working. 
It took me two years to raise the N300,000 I needed to start 
Rainoil. I wrote proposals and approached people who I 
thought could help, but I heard a lot of stories. Eventually, I 
had to sell some of the shares I had accumulated over time 
to raise the money. That experience taught me that you 
have to stay with your objective. You may not get the result 
immediately, but if you understand what you are doing and 
remain focused, you give yourself a chance to succeed. 
You also cannot afford to stand still. When you grow in 
one location and become successful, competition will 
eventually come. We experienced this with our retail 
business and our tank farm in Oghara. When we went to 
Oghara, it was a novel location. Today, it has become an 
important petroleum products hub. But we did not remain 
there waiting for competition. We moved to Calabar and 
continued to expand. For me, resilience is staying power, 
timing is recognising opportunities early, and growth is 
constantly looking ahead.

Rainoil began in 1997 and has grown into one of the 
most significant downstream players in the country, 

with depots, retail outlets and LPG facilities across the 
nation. When you look at that journey, what were the 
toughest early years like, and what did you have to get 
right for the business to survive and scale? 
The early years were challenging. When I started Rainoil, I 
did not have everything figured out. I had the knowledge 
because I had worked in the industry for five years, but I did 
not have the money. 
It took me two years to raise N300,000. Eventually, I sold 
some of the shares I had accumulated to raise the money. 
The first supply we made was to First Aluminium. I had 
a classmate there who introduced me to the purchasing 
manager. I was supposed to get an LPO, but it was not ready. 
I eventually went to see the General Manager myself and 
convinced him to sign it. 
We supplied the product and made N45,000 instead of the 
N30,000 I had initially calculated. I was very excited. We did 
the second supply and the third, and gradually I realised that 
the business was working. 
The key thing was that we understood the business. We also 
had the discipline to keep reinvesting what we made. We 
did not consume everything we earned. We kept the money 
in the business and used it to grow from one station to two, 
three, four and beyond. 

Every enduring business has a moment that changes 
its trajectory. What would you describe as the major 
turning point for Rainoil, the moment you knew it 
was no longer just a promising company but a serious 
player in the industry? 
I don’t think there was one particular moment when I said, 
“We have arrived.” It happened gradually. We started with 
one truck of diesel. We made the first supply, then the 
second and third. By May 1997, it was clear to me that the 
business was sustainable, and that was when I left my job to 
face Rainoil full-time. From there, we continued to grow. We 
moved from trading to retail, then to storage and logistics. 
We built our tank farm in Oghara and later expanded to 
Calabar. 
One major turning point was when we started building 
infrastructure that was bigger than our immediate needs. 
When we went to Oghara, it was not a location that 
everybody was looking at. Today, it has become an important 
petroleum products hub. But I never believed we had arrived. 
I have always believed that you either grow or you die. You 
cannot remain static. As soon as we saw that Oghara was 
working, we started looking for the next opportunity. 

Leading a company of Rainoil’s scale, with thousands 
of employees and operations across multiple locations, 
comes with enormous pressure. How have you learnt 
to lead through uncertainty, especially in an industry 
where so much can change overnight? 
One thing I have learnt over the years is not to panic. In 
business, things can change very quickly. Policies change, 
market conditions change, and sometimes you have to make 
decisions with very little time. You have to remain calm and 
understand that every challenge is not the end of the road. 
Sometimes you have to adjust your plans and move forward. 
I have also learnt that I cannot do everything myself. As the 
business has grown, I have had to trust people, develop 
people and allow them to take responsibility. When you 
start a business, you do everything yourself. But as the 
organisation grows, you must build structures and empower 
people. No one person can build a large organisation alone. 

Has your idea of leadership changed over the years? 
At 60, what do you believe matters more now in 
leadership than it did when you first started out as an 
entrepreneur? 
When I started, I was focused on building the business. I 
wanted to make sure everything was done properly, and I 
was personally involved in many things. Over time, I have 
realised that leadership is not about doing everything 
yourself. It is about building people and creating an 
organisation that can function effectively without depending 
on one person. 
At this stage of my life, what matters more to me is the 
people. I want to see people grow. I want people to join 
Rainoil as management trainees and, years later, become 
leaders of the organisation. The business should not depend 
on Gabriel Ogbechie or his children. The owners can own 
the business and receive their dividends, but they do not 

necessarily have to be the people running the company. That, for me, 
is what leadership is about now: building an institution, developing 
people and ensuring continuity. 

Rainoil’s growth story is also a people story, with more than 
3,000 employees helping to drive the business. What philosophy 
has shaped the way you build teams, empower people and 
create loyalty within an organisation? 
People are extremely important. You can have the best strategy and 
the best facilities, but it is people who make everything work. When the 
business grows, you have to bring people in, give them responsibility 
and trust them to do their jobs. I believe people must have knowledge, 
integrity, discipline and the willingness to learn. I also believe people 
need to have depth. 
One thing that concerns me today is that many young people do 
not read enough. When I was growing up, we had a strong reading 
culture. We read newspapers and followed national issues. We engaged 
intellectually. I want people who can think, learn, take responsibility 
and grow with the organisation. If you develop the right people, you 
are building something that can last. 

Building a major business in Nigeria requires more than 
capital and ambition; it requires patience, stamina and a deep 
understanding of the environment. What has doing business 
here taught you about risk, optimism and the Nigerian 
entrepreneur’s instinct for survival? 
Doing business in Nigeria teaches you resilience. Things do not always 
go the way you expect. Policies, the economy, and the business 
environment change. You must be able to adjust. I have always 
believed that there is money to be made in Nigeria. I love this country. 
We have a very large population and enormous opportunities. 
The key is to lay your hands on what you understand. The Bible says 
whatsoever you lay your hands on shall prosper. But you must lay your 
hands on what you understand. I went into the oil business because I 
had worked in the industry for five years. I understood the ropes. I did 
not have the money, but I had the knowledge. 
. 
Beyond Rainoil, you have interests and leadership roles 
across banking, agriculture and other sectors. What guides 
your investment decisions, and how do you know when an 
opportunity is worth backing? 
I don’t chase every opportunity that comes my way. The first thing 
I ask myself is: Do I understand this business? Knowledge is very 
important. I believe knowledge should come before capital. When you 
put knowledge in front and capital behind it, knowledge protects the 
capital. 
I also look at the people behind the business. You can have a good 
business idea, but if the people running it do not have the capacity 
or discipline to execute it, the business may not succeed. For me, the 
opportunity must make sense, I must understand it, and I must be able 
to add value. 

Many successful entrepreneurs build companies, but not all 
build institutions. When you think about Rainoil and your wider 
business interests, was your goal always to create institutions 
that could outlive you, and what does that require in practical 
terms? 
When I started Rainoil, my focus was simply to build a good business. 
But as the business grew, I realised that it had to become bigger than 
me. Rainoil should not depend on Gabriel Ogbechie or my children. 
Anyone should be able to join the company as a management trainee 
and, years later, aspire to become Managing Director. 
To build an institution, you must have systems, structures and people 
who understand the organisation’s values. You must develop people 
and prepare for succession. The owners can own the business, but they 
do not necessarily have to run it. That is how you create an institution 
that can survive beyond the founder. 

Through the Gabriel Ogbechie and Brace Foundations, you have 
supported education, healthcare and community development. 
What first stirred that philanthropic side of you, and how 
important is giving back to the way you define success? 
As God blesses you, you must find a way to give back. I have a lot of 
compassion in me to help people. As you grow and God blesses you, 
you realise that your personal needs are actually very small. Your needs 
and your life cannot be the entire purpose of your life. 
Through the Gabriel Ogbechie Foundation and our corporate social 
responsibility activities, we support people with scholarships, school 
fees, medical bills and other forms of assistance. For me, success is 
not just about building businesses or making money. It is also about 
using what God has given you to make life better for other people. We 
have a responsibility to help the elderly, the weak and those who need 
support.

To build an institution, 
you must have systems, 

structures and people 
who understand the 

organisation’s values. You 
must develop people and 

prepare for succession. 
The owners can own the 

business, but they do 
not necessarily have to 
run it. That is how you 

create an institution that 
can survive beyond the 

founder. 



By Yinka Olatunbosun

Give Yourself a Five-
Minute Scalp Massage
A few minutes of gentle scalp 
massage each day can help 
stimulate circulation while giving 
you a chance to check for 
dryness, tenderness or buildup. 
Using your fingertips or a soft 
silicone scalp massager, work in 
gentle circular motions across 
the entire scalp. Avoid using your 
nails, which can irritate the skin.

Brush With Care
Brushing isn’t just about 
detangling. A gentle brush or 
wide-tooth comb helps distribute 
your scalp’s natural oils from the 
roots to the lengths of your hair, 
reducing dryness at the ends while 
preventing excess oil from sitting 
at the scalp. Always detangle 
gently to minimise breakage.

Keep Your Scalp Hydrated
A dry, itchy scalp isn’t just 
uncomfortable; it can also affect 
the overall health of your hair. If 
your scalp feels tight between 
washes, use a lightweight, 
water-based scalp mist or tonic 
containing soothing ingredients 
such as aloe vera or rosewater.

Use Hair Oils Wisely
Hair oils can be beneficial, 
but more isn’t always better. 
Lightweight oils, particularly when 
used sparingly on the scalp, are 
generally preferable to heavy 
products that can leave residue 
behind. Rosemary oil, when 
properly diluted, has attracted 
growing interest for its potential 
role in supporting healthy hair 
growth.

Avoid Hairstyles That Pull 
Too Tightly
Sleek ponytails, tight braids and 
high buns may look polished, 
but constant tension places 
unnecessary stress on the hairline 
and follicles. Wearing looser 
styles whenever possible gives 
your scalp a chance to recover 
and may help reduce the risk of 
traction-related hair loss.

Sleep on Silk or Satin
Your nighttime routine matters too. 
Silk and satin pillowcases create 
less friction than cotton, helping to 
reduce tangles, frizz and overnight 
breakage while allowing your hair 
to retain more moisture.

Remove Product Buildup 
Regularly
Styling products, oils and 
environmental pollutants can 
gradually accumulate on the scalp. 
Using a gentle clarifying shampoo 
every week or two helps keep 
the scalp clean without stripping 
away its natural oils. A clean scalp 
creates a healthier environment for 
hair to grow.

Protect Your Scalp From 
the Sun
Just like your skin, your scalp can 
be damaged by prolonged sun 
exposure. If your hair is parted or 
thinning, wear a hat outdoors or 
use a scalp-friendly SPF product 
to help protect exposed areas.

Nourish Your Hair From 
Within
Healthy hair depends on good 
nutrition. Eating a balanced diet 
rich in protein, iron, zinc and 
omega-3 fatty acids supports 
the normal growth cycle of 
your hair. If you’re concerned 
about deficiencies, speak with 
a healthcare professional before 
starting supplements.

Stay Consistent
Perhaps the most important habit 
of all is consistency. Healthy 
hair is usually the result of small, 
repeated habits rather than quick 
fixes. Looking after your scalp 
every week won’t transform your 
hair overnight, but over time, it 
creates the conditions that allow 
your hair to look and feel its best.

10 SCALP HABITS THAT CAN 
HELP YOUR HAIR THRIVE
Healthy hair doesn’t begin with expensive serums or miracle oils. It begins with the 
scalp. While no product can dramatically speed up your natural rate of hair growth, 
the condition of your scalp plays a major role in how well your hair grows, how much 
it sheds and how strong it becomes over time. A healthy scalp provides the ideal 
environment for hair follicles to function at their best, while poor scalp care can 
contribute to dryness, irritation, breakage and unnecessary hair loss. Whether you wear 
your natural hair, protective styles or wigs, giving your scalp the attention it deserves 
can make a noticeable difference over time. These simple daily and weekly habits can 
help create the healthiest possible environment for stronger, fuller-looking hair.

2PACK WILD GROWTH HAIR OIL SHEA MOISTURE RED PALM OIL & COCOA BUTTER 
SHAMPOO AND CONDITIONER

By Funke Babs-Kufeji

W
e often think 
happiness 
arrives 
in grand 
moments: 
landing the 

dream job, buying a home, taking 
the holiday we’ve been planning 
for months or finally reaching a 
long-awaited goal. While those 
milestones certainly matter, they 
make up only a small fraction of 
our lives. Most of our days are 
built around ordinary routines, 
familiar faces and seemingly 
insignificant moments that quietly 
shape how we feel.
The good news is that feeling 
happier doesn’t always require 
a dramatic life change. More 
often, it comes from the habits 
we repeat without much thought. 
The way we begin our mornings, 
how we spend our free time, the 
people we stay connected to and 
even the moments we choose to 
slow down all have a remarkable 
influence on our wellbeing. The 
little things may seem ordinary, 
but together they have the power 
to make everyday life feel richer, 
calmer and more enjoyable.

Start Your Morning Gently
The first few minutes of your day 
often set the tone for everything 
that follows. Rather than 
immediately reaching for your 
phone or diving into emails, give 
yourself a few quiet moments to 
wake up properly. Say a short 
prayer, stretch, enjoy your morning 
tea or coffee without distractions, 
or read a few pages of a book. 
Beginning the day with intention 
instead of urgency can make you 

feel more grounded before the 
day’s demands take over.

Make Time for the People 
Who Matter
No matter how busy life becomes, 
meaningful relationships remain 
one of the strongest contributors 
to happiness. A phone call to your 
parents, lunch with a friend or 
simply sitting down for dinner with 
family without everyone staring 

at a screen can lift your mood in 
ways that material things rarely 
do. We often underestimate how 
much joy comes from feeling 
connected to the people who 
know us best.

Find Joy in Ordinary 
Moments
Not every day needs to be 
extraordinary. Sometimes the 
moments that stay with us are 

surprisingly simple: 
discovering fresh flowers 
at the market, hearing 
an old favourite on the 
radio, sharing a laugh 
over dinner, watching the 
rain from your balcony 
or enjoying a quiet 
evening after a long 
week. Learning to notice 
these everyday pleasures 
makes life feel fuller 
instead of constantly 
waiting for the next big 
event.

Keep Your Body 
Moving
Exercise doesn’t have to 
mean spending hours in 
the gym. A walk around 
the neighbourhood, 
dancing while tidying 
the house, swimming, 
playing tennis or taking 
the stairs instead of the 
lift all count. Regular 
movement improves your 
physical health, but it also 
clears your mind, reduces 
stress and boosts your 
mood. The goal isn’t 
perfection; it’s simply to 
keep moving.

Celebrate Small Wins
Many of us move from one 
achievement to the next without 
pausing to acknowledge our 
progress. Finished a difficult 
project? Finally organised the 
wardrobe you’ve been avoiding? 
Cooked dinner instead of 
ordering takeout all week? Those 
moments deserve recognition, 
too. Celebrating small victories 
reminds us that progress isn’t 
measured only by life’s biggest 
milestones.

Don’t Feel Guilty About 
Rest
Being constantly busy has 
somehow become a badge 
of honour, but exhaustion is 
not an achievement. Rest isn’t 
something you earn only after 
reaching breaking point; it’s part 
of living well. Protect your sleep, 
take breaks during the day and 
allow yourself moments of doing 
absolutely nothing. A well-rested 
mind is often more productive, 
more creative and far happier than 
one that’s constantly running on 
empty.

Practise Gratitude
Gratitude doesn’t mean pretending 
everything is perfect. It simply 
means recognising that even 
on difficult days, there is usually 
something worth appreciating. 
Good health, supportive friends, 
meaningful work, a peaceful 
evening or even the comfort 
of home can all become quiet 
reminders of what is already 
going well. Shifting your attention 
towards those moments doesn’t 
erase life’s challenges, but it does 
help keep them in perspective.

EVERYDAY 
HABITS THAT 
MAKE LIFE 
FEEL BETTER

TIWA SAVAGE, DABOTA LAWSON 
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Walk into any stylish brunch in 
Lagos, and you’ll struggle to spot 
two women carrying the same 
handbag. One has a vintage 
Louis Vuitton she found through 
a reseller on Instagram. Another 
is wearing a sculptural leather 
bag by a Nigerian designer 
you’ve probably never heard of. 
Someone else has rediscovered 
Coach after years of ignoring it, 
while the Gen Z girl at the next 
table is carrying a bag from JW 
Pei, Polène or a tiny independent 
label she discovered on TikTok 
three weeks ago.
For the first time in a long time, 
fashion doesn’t seem to agree on 
what the “It” bag actually is.
And honestly? That might be the 
most exciting thing to happen to 
handbags in years.
The biggest reason is that today’s 
shopper behaves very differently 
from the shopper of even five 
years ago. Trends no longer 
trickle down from Paris and Milan 
before arriving in Lagos. Nigerians 
are discovering brands at exactly 
the same time as everyone 
else. TikTok, Pinterest, fashion 
creators, celebrity stylists and 
resale pages have completely 
changed how people shop. 
One viral video can introduce 
thousands of people to a small 
Spanish leather label. A single 
influencer can revive a forgotten 
vintage Coach bag overnight.
Gen Z, especially, seems almost 
allergic to owning exactly what 
everybody else owns. They enjoy 
discovering brands before they 
become mainstream. The thrill 
is no longer buying the most 
recognisable bag; it’s being the 
first person in your circle to carry 
something different. By the time 
a style becomes too common, 
they’ve already moved on.
Money is also part of the 
conversation.
Luxury handbags have become 
dramatically more expensive, and 
Nigerians feel those increases 
even more because exchange 
rates have made designer 
shopping significantly costlier 
than it once was. Spending 
several million naira on one 
handbag has become a decision 
that requires serious thought, 
even for affluent buyers.
Instead of buying impulsively 
because a bag is trending, 
shoppers are asking practical 
questions. Will this still look 
good in five years? Can I carry 
it to work, weddings and travel? 
Does it justify the price? Those 
questions don’t create viral 
fashion moments, but they do 
create smarter wardrobes.
That shift has also opened the 

door for homegrown brands.
A few years ago, owning luxury 
often meant looking abroad. 
Today, Nigerian leather brands 
are producing handbags that 
can comfortably sit beside 
international labels in terms 
of craftsmanship and design. 
Many shoppers are becoming 
just as interested in supporting 
local creativity as they are in 
buying another logo-heavy 
designer piece. There is a certain 
satisfaction in carrying something 
beautifully made that not 
everyone else has.
Social media has helped local 
brands tell their stories, too. 
Instead of relying on fashion 
magazines or department 
stores, designers now build loyal 
communities directly online. A 
well-shot campaign or a celebrity 
sighting can sell out a collection 
within days.
Then there’s the resale boom.
Buying pre-owned luxury is no 
longer seen as settling. In fact, 
many fashion lovers actively hunt 
for discontinued pieces because 
they know they have already 
proven they can stand the test of 
time. A bag with history suddenly 
feels more interesting than one 
everybody bought this season.
Perhaps the biggest change, 
though, is that handbags 
have become expressions of 
personality rather than status.
Fashion used to reward 
conformity. Everyone chased the 
same shoes, sunglasses, and 
handbag. Today’s style rewards 
individuality instead. Your bag 
says something about your taste, 
not just your spending power.
That doesn’t mean the icons are 
disappearing. The Birkin, the Lady 
Dior, the Speedy and the Jackie 
will always have their place. 
Classics don’t stop being classics 
because trends change.
What is disappearing is the 
pressure to own whatever fashion 
has collectively declared “the bag 
of the moment.”
In its place is something far 
more interesting: a generation of 
shoppers mixing heritage luxury 
with Nigerian brands, vintage 
finds, emerging labels and 
unexpected discoveries. Fashion 
has become less about following 
one conversation and more about 
creating your own.
Maybe that’s why the “It” bag 
feels like a relic of another era.
The most desirable bag today 
isn’t necessarily the one everyone 
wants. It’s the one that feels like 
nobody else could have chosen it 
but you.

THE END OF THE

“IT”BAG?
Not too long ago, fashion made handbag shopping wonderfully simple.
There was always one bag. The bag. The one everyone wanted, everyone posted, and everyone 
saved up for. It was the first thing you noticed in airport lounges, weddings, restaurants in 
Victoria Island and every “What’s in My Bag?” video online. If you carried it, people assumed 
you were fashionable. Six months later, somebody else was carrying exactly the same one. 
Today, that fashion formula has completely fallen apart.

THE ZASHADU ALPA MADAM BAG IN SAFFRON YELLOW

VAGABOND ORION SERGIO WILD BELLISSIMA MINI
HENRIETTA ITEPU IJEOMA JIBUNOH

OZINNA ANUMUDU FEMI HANDBAGS

EKI OGUNBOR
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Start with the Bed
The bed is the heart of any guest 
room, so it’s worth investing in 
quality where it matters most. 
Crisp cotton sheets in white 
or soft neutral tones instantly 
create a fresh, inviting look, 
while a supportive mattress 
and comfortable pillows will 
be appreciated far more than 
decorative extras.
Layer the bed with a lightweight 
duvet, a textured throw and a 
few cushions, but don’t overdo it. 
Guests shouldn’t have to remove 
half a dozen cushions before they 
can go to sleep. The aim is to 
create a bed that looks inviting 
while still feeling effortless and 
comfortable.

Think Like a Guest
Once the bed is made, imagine 
arriving with an overnight bag. 
Where would you put your 

suitcase? Is there somewhere 
to charge your phone? Can you 
sit down to put on your shoes or 
read before bed?
The best guest rooms answer 
these questions before they’re 
ever asked. A bedside table 
with a lamp, a comfortable chair 
and a luggage rack or bench 
instantly make the room easier 
to use. If space allows, a small 
desk or dressing table is another 
thoughtful addition.
Just as importantly, leave room 
for your guests to settle in. Empty 
a few drawers, leave several 
hangers in the wardrobe and 
avoid turning the guest room into 
storage for boxes, old exercise 
equipment or furniture that 
no longer fits elsewhere in the 
house. A room that feels open 
and uncluttered immediately feels 
more relaxing.

Keep the Room Calm
Guest rooms should encourage 
rest, so keep the colour palette 
soft and timeless. Shades such 

as warm white, cream, taupe, 
oatmeal, sage green and muted 
blue naturally create a sense of 
calm while making the room feel 
brighter and more spacious.
If you’d like to introduce richer 
colours, do so through cushions, 
throws or artwork rather than 
painting the entire room. 
Chocolate brown, olive green 
or terracotta can add warmth 
without making the space feel 
heavy.
Comfort also goes beyond colour. 
Good ventilation, a fan or air 
conditioning where available, and 
an extra blanket for cooler nights 
allow guests to adjust the room to 
their own preferences.

Get the Lighting Right
Lighting has a remarkable effect 
on how welcoming a room feels. 
Rather than relying on a single 
ceiling light, layer the room with 
bedside lamps, wall lights or 
a floor lamp to create a softer 
atmosphere in the evenings.
Blackout curtains paired with 
sheer drapes give guests the 

choice of complete darkness or gentle 
morning light, while a full-length mirror 
positioned near natural light makes 
getting dressed much easier.

Anticipate the Little Things
The best hosts don’t wait for guests to 
ask for essentials; they simply make sure 
they’re already there.
A small tray or basket with bottled 
water, tea, coffee, biscuits, tissues, extra 
toiletries, a phone charger and a notepad 
is a simple gesture that makes a lasting 
impression. Fresh towels, neatly folded 
and placed on the bed or in a woven 
basket, add another thoughtful touch.
If mosquitoes are common where you 
live, leaving insect repellent or a plug-in 
device in the room is another practical 
detail guests will quietly appreciate.

Freshen the Space
A guest room should feel fresh from the 
moment someone walks in. A simple 
arrangement of flowers, leafy branches 
or greenery instantly adds life without 
overwhelming the space.
Pair this with a subtle fragrance such 
as bergamot, white tea, sandalwood 
or fresh linen. Reed diffusers are often 
a better choice than heavily scented 
candles because they provide a gentle, 
continuous fragrance. Whatever you 
choose, less is more. The scent should 
be pleasant, not overpowering.

Add Some Personality
A guest room should reflect your 
home without feeling overly personal. 
A carefully chosen piece of artwork, 
a few coffee-table books, a ceramic 
dish for jewellery or keys and a healthy 
indoor plant give the room warmth 
and character without making it feel 
cluttered.
These details help the space feel lived in 
while still allowing guests to make it their 
own during their stay.

Make Technology Easy
Convenience is part of good hospitality. 
Make sure there are accessible plug 
sockets near the bed and display the 
Wi-Fi password somewhere guests can 
easily find it instead of having to ask.
A universal charging cable or charging 
station is another thoughtful addition, 
particularly for visitors travelling 
from abroad. In homes where power 
interruptions occasionally occur, 
a rechargeable bedside lamp or 
emergency light can also be a welcome 
reassurance.

Finish with a Few Luxuries
Luxury is rarely about extravagance. 
More often, it’s found in the small 
touches people weren’t expecting.
A soft bathrobe hanging behind the 
door, slippers beside the bed, a carafe 
of water with matching glasses, fresh 
fruit, quality hand cream or even a piece 
of chocolate on the bedside table are 
all inexpensive gestures on their own. 
Together, they create the feeling that 
someone has taken genuine care in 
preparing the room.

DESIGNING FOR COMFORT: 
THE PERFECT GUEST ROOM

There is a noticeable difference between a room that’s 
simply available and one that’s been prepared for a 
guest. The bed is neatly made, there’s somewhere to 
put a suitcase, fresh towels are within easy reach, and 
perhaps a glass of water sits on the bedside table. None 
of these details is particularly expensive, but together 
they make people feel welcome.
Creating a great guest room isn’t about recreating a 
five-star hotel. It’s about thinking ahead. The most 
comfortable rooms anticipate what guests might need 
before they have to ask, making an overnight stay 
feel easy rather than awkward. With a few thoughtful 
additions, almost any spare room can become a space 
people genuinely enjoy staying in.
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