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GULDER ULTIM

The new era
ast year, Gulder Ultimate search returned to the Ltelevision screen after 7 years amidst glitz and 
funfair, with the last season airing in 2014. The 12th 

season ran from October 16, 2021, and was aired till 
December 26, 2021, on Saturdays and Sundays from 8pm to 
9pm.
Eighteen contestants were unveiled for Gulder Ultimate 
Search season 12 which includes Damola Johnson, a 26-
year-old Film director from Lagos, Mfon Mikel Esin, a 27-
year-old Freelance writer from Akwa Ibom, Samuel 
Ishmael, a 35-year-old IT Expert from Ogun, Emmanuel 
Nnebe, 29-year old Paralegal from Anambra, Damilola 
Odedina, 25-year old Cinematographer, Solomon Yankari, 
26-year old Fitness Instructor from Bauchi, Olayinka 
Omoya, Godswill Oboh, Omokhafe Bello, Chidimma 
Okeibe, Jennifer Okorie, Tobechukwu Okoye, Gerald 
Odeka, Tosin Michael Emiola, Iniabasi Umoren and 
eventual winner Odudu Ine-Otu. 
The 12th season saw some new additions to GUS. Celebrity 
OAP, Toke Makinwa was selected as the anchor for the 12th 
season, while season 7 winner, Kunle Remi was chosen as 
the taskmaster. A jungle diary session was also added and 
during the course of the show, a previous anchor and veteran 
Nollywood actor Bob Manuel-Idokwu paid a surprise visit 
to the contestants in camp. 
The return of GUS got viewers and consumers talking and 
tweeting so much so that GUS trended at number one on 
social media networking site Twitter at the time it was 
brought back. It remained a hot topic of conversation for the 
entire period of airing from October to December. Its 
refreshing themes, relatable stories as well as plot and the 
values it promoted, made it the toast of the young, and the 
young at heart who seek pure suspense, drama, tension and 
excitement.

Creative minds behind GUS:
While contestants take centre stage in the reality show, there 
is always enquiry in regards to the creative minds whose 
foresight and marketing genius gave birth to and sustained 
Nigeria's longest-running reality TV show. When Gulder 
launched Gulder Ultimate Search 18 years ago, Nigerians 

had wondered how the company would execute such a 
herculean project, because such reality TV was only heard 
and seen in developed markets such as South Africa, the 
United Kingdom and the United States of America. 
At that time, Martin Anyanwu, Senior Brand Manager, 
Gulder Lager Beer and Dan Esiekpe, Marketing Director, 
Nigerian Breweries put up a fantastic team and produced 
what was adjudged by many as the best family reality 
television in the sub-Sahara African market.
The current GUS team led by Emmanuel Oriakhi, 
Marketing Director, Nigerian Breweries Plc include Maria 
Shadeko, Portfolio Manager Flavoured, Non-Lager & 
Craft, Olufunmilayo Ogunbodede, Senior Brand Manager 
Gulder, Chima Dim, Brand Manager Gulder and Sandra 
Amachree, Senior Manager, PR & Media.
Speaking on the team, Portfolio Manager, Flavoured, Non-
Lager & Craft; Maria Shadeko walked us through the big 
picture of working with the dynamic team and creative 
minds behind the show. 
"It is a very large team. It requires a lot of resources to put 
together the kind of team we have. The team comprises a 
group of well-educated, very insightful people. Working 
with a diverse set of people has helped us connect well to 
consumers in terms of their needs, their expectations etc. 
"We are a youthful team in Nigeria Breweries; this 
encourages and enhances creativity. Last year GUS came 
back after seven years and it was a courageous move for the 
brand. It took courage for us to aggregate the best qualities 
of the young people in bringing GUS back to life and we 
opened up more to new and innovative ideas. 

The Production/ Gulder and The GUS
The Brand Manager, Gulder, Chima Dim, offers some 
insights into the exciting adventure that is the Gulder brand 
and its extension into the GUS show.
"The Gulder beer exudes confidence, courage and 
humanity. The very qualities that GUS is known for." 
No doubt that GUS is the first of its kind in Nigeria, nay 
Africa when it debuted in 2004. And those virtues of 
courage and confidence were richly rewarded as it did not 
take long for GUS to become the toast of all and sundry. 
Though it went on a hiatus in 2014, it bounced back bigger 

and better in 2021.
The annual screen extravaganza has helped seal the 
marketing position of Gulder as the first choice among beer 
lovers. Also noteworthy, is the management team's drive to 
work judiciously not only to consolidate on gains made but 
also to raise the bar of what success, creativity and expertise 
ought to look like. This professionalism afforded the 
consumers an inspiring experience.
In terms of marketing and market shares, Gulder has 
maintained its position as a top brand for decades. It attains 
this status by being different from other brands. 
Coupled with the exciting initiatives and campaign rollouts, 
the brand substantiates its essence, as well as humanity, 
confidence and courage when juxtaposed to other brands. 
"When we asked around, the consumers said the platform 
was the best and the brand is the best among other brands of 
lager beer," Brand manager, Gulder Chima Dim revealed 
about a survey carried out recently. 

The improved GUS 
With the ever-changing landscape of television driven by 
cultural changes, the GUS show has adjusted some of its 
thematic elements to reflect contemporary views and tastes. 
"A lot of work and research on how to continuously improve 
the platform has been done over time, and the GUS 
audience has also evolved. So, we found that followers of 
the programme want to see less exhibition of strength, they 
want to see more of mental ability," said Senior Brand 
Manager, Gulder Lager Beer, Olufunmilayo Ogunbodede 
explained. 
He said, "What we changed is how the personalities come 
into GUS and the characters they portray; now, it is not just 
about how bold you are, it is also about your brain power. 
How they can balance their mental acuity with their 
physical strength." 

Gulder's new look
At the relaunch of the survivor-themed reality TV series, the 
Gulder Lager also unveiled a major rebrand as it deepens its 
position with a new offering in taste, content and packaging 
of the leading lager brand.
Commenting on the distinctive features as well as 

The Gulder Ultimate Search, popularly styled as GUS, is a 
survival-styled Nigerian reality television series created and 
sponsored by Gulder, a premium lager produced by Nigerian 
Breweries Plc. The first season premiered in 2004. The GUS series 
is also the very first 100% local content reality television 
programme in Nigeria and chronicles the journey of 10 -30 

contestants, their struggles against themselves, the wild and their 
search for a hidden treasure that brings to the last person standing 
instant fame and fortune. In this report, GODDIE OFOSE 
highlights GUS cultural renaissance among Nigerian youths and 
the impact the reality TV Show has made on the brand, Gulder.

A cultural phenomenon



COVER

13 IndustryThe 
...in Support of business

remarkable offerings of the New Gulder beer at the relaunch 
event, Martin Kochl, Supply Chain Director, Nigerian 
Breweries Plc described the new Gulder as a product of 
unmatched craftsmanship and heightened potential.

In his words: “Today the brand is taking another bold step as it 
takes on a new identity as craft beer. Craft beer is not just a 
space for Gulder, brewing craft beer requires an elevated 
skill, levelled skill, heightened potential to the tiniest detail 
and laser-focused precision to choose specific and selected 
ingredients. These ingredients need to be reformulated to the 
right temperature as it impacts the taste, smell, the reaction 
and storage and the overall experience. This is what it takes to 
brew the new Gulder, and this is what Gulder has always 
stood for, brewing the next level of satisfaction for beer lovers 
nationwide.”
According to Martin, the beer is produced from 100% malted 
barley which gives a very smooth taste to the beer as well as a 
prolonged fermentation time which makes it even smoother.
The new Gulder has also been refined to deliver a superior 
sense stimulating taste experience. In addition, the newly 
introduced unique offerings and brand essence complements 
the new identity with an improved design which projects the 
Gulder brand in a bigger, bolder, and better way.
“We have spent a lot of time to make sure we only use the best 
ingredients we have, starting with the water, we have also 
selected the right aroma hops which will give the right smell 
and taste to the beer. It has been quite a journey for Gulder 
filled with bold and exciting changes. For this we remain 
grateful to Nigeria and Nigerians for all the support and 
patronage over the years. We will not be where we are without 
you. We invite you to enjoy the new Gulder and all it has to 
offer. Welcome to the age of craftsmanship, welcome to the 
new Gulder,” Martin concluded.

Sustaining the brand power
"It is a very big platform," Portfolio Manager, Flavoured, 
Non-Lager & Craft; Maria Shadeko said when asked about 
the reach of GUS. "It is massive and we are quite proud to 
bring GUS back after a long period of absence."
She continued: "The sustaining power of the Gulder brand is 
the consumer. Concerning GUS, it is our unique way to 
connect well with our consumers. We try to create a 'Gulder' 
personality and we have a message: The Gulder brand is the 
Gulder personality. The sustaining power is the consumer and 
it is the demands of the consumers that push us to continue to 
expand and extend the boundaries. The show is one of the 
biggest extensions of the brand in the country.”

Challenges and Impact
“One of the biggest challenges going into GUS was content. 
We know our consumers are evolving and have changing 

needs. What appealed to them seven years ago may not appeal 
to them now so we need to ensure that we always have the 
right content”; Senior Brand Manager, Non-Lager and Craft, 
Olufunmilayo Ogunbodede pointed out. 
"Secondly, you will agree with me that security has not been 
the best in the country. We ensured we have the best security 
for both cast and crew, and during the Covid period, we made 
sure contestants had the best treatments and the right medical 
equipment and facilities, in case of any eventualities. 
Working with the right set of people makes GUS overcome 
the challenges.
"GUS brought very positive impacts to the brand in terms of 
the value addition and value enhancement. GUS has involved 
the target audience and consumers more and more and the 
brand is today, seen as a unique and differentiated brand with 
different propositions and we have built ourselves as a very 
meaningful brand in the market. Gulder brand has been with 
us since 1970," he concluded. 

Future Expectations for GUS and Gulder
The cultural movement that is GUS owes its longevity to 
consumer feedback that is processed and infused into the 
show. For the subsequent editions, Gulder promises to keep 
this strategy and incorporate more to continually improve the 
show
"Entertainment is one of the things we expect to deliver to 
consumers; we will deliver entertaining content to GUS 
shows and we will also commend and reward our loyal 
consumers," Brand Manager, Gulder, Chima Dim said.
"Gulder is made for people who really understand beer. In our 
communication we don't target the crowd; we target people 
who understand what beer is and how their beer should be. In 
all the communications about Gulder, the core projection of 
the brand is boldness and courage. 
"Last year, however, we decided to optimize the taste of the 
brand. So, to the general public, I say that Gulder has changed 
positively and the taste is not what it was before. Gulder is a 
differentiated beer, the brand has always had a differentiated 
proposition, and the taste has always been different. The 
liquid has been more refined now compared to last year and it 
is 100% more value. We will continue to be different and 
insightful and be relevant to the consumer and deliver our 
differentiated proposition," Chima Dim stated.  

Past seasons, past winners 
The Industry Newspaper takes a cursory look at the past 
seasons and winners of GUS grand prizes. 
The series is produced by a Nigerian-based producer, 
Olakunle Oyeneye and Executive Producer Oluseyi Siwoku 
of Jungle Filmworks with support from Oracle Experience, 
BHM Group and others. 
GUS season 1 was produced on Snake Island in Lagos State. 

The theme was 'The Legend of Captain Kush' and Ezeugo 
Egwuagwu made history as the first winner of the reality 
show and took home the Star Prize of N3 million.
GUS 2: Obudu Hills, Calabar Cross River played host to the 
2nd Season 'The Lost Helmet of General Maxmllian' and Mr 
Lucan Chambliss took home the star prize of N5 Million.
GUS 3: NIFOR, Benin Edo State was the venue of 'The Brew 
Master's Secret' and Mr Hector Joberteh won the grand prize 
of 5 Million Naira and a Ford Explorer SUV. 
GUS 4: The Shere Hills of Jos was the venue of 'The Search 
for the Golden Age' and the athletic Dominic Mudabai 
outpaced his contemporaries to claim the title that year.
GUS 5: In the stormy hills of Mmaku in Awgu, Enugu. Mr 
Michael Nwachukwu found 'The Lost Chronicle' and 
exchanged it for the 5 million naira and a brand new SUV.
GUS 6: GUS 6 was taken to the western part of Nigeria in the 
deserted Omodo Forest of Aagba in Osun State and 'The Horn 
of Valour' was found by Mr. Uche Nwaezeapu.
Celebrity showdown: The celebrity edition was the GUS 
series was launched in 2010 and the location was La 
Campagne Tropicana, Epe, Lagos. 'The Golden Goblet' was 
found by the Ace Nollywood Actor Emeka Ike and he went 
home with the sum of seven million naira.
GUS 7: In the same year when the Celebrity Edition was 
done, the GUS series moved to Omo Forest, J4 Ogun State for 
season 7 and 'The Ultimate Hero' was Mr. Oyekunle 
Oluwaremi.
GUS 8: The Kukuruku Hills, Egbetua Quarters in Ososo, 
Akoko-Edo Edo State won't recover from 'The Contest of 
Champions' when Mr. Chris Okagbue stunned the world by 
winning the 8th season.
GUS 9: 2012 was the year that the search moved to Usaka, 
Obot Akara, Akwa Ibom where 'The Gatekeeper's Fortune' 
was found by Paschal Eronmose Ojezele. GUS 9 was directed 
by Laszlo Bene, the American Director/Producer currently 
living in South Africa.
GUS 10: In the forest of Usaka, Akwa Ibom, Mr. Dennis 
Okike found 'The Tenth Symbol' and exchanged it for the 10 
million naira and a brand-new Mitsubishi Pajero. GUS 10 
was  d i rec ted  by  Lasz lo  Bene,  the  American  
Director/Producer currently living in South Africa
GUS 11: GUS 11 was in Aguleri forest in Anambra state, 
where 'The General's Helmet' was found by Chinedu 
Ubachukwu. He was rewarded with 10 million naira and a 
brand-new Ford Explorer car.
GUS 12: The GUS season 12, which ended on December 26, 
2021 was tagged “The Age of Craftsmanship”. Fans 
witnessed Odudu Otu, a sports enthusiast, emerge as the new 
champion when he discovered the hidden chest and won 
prizes totalling 50 million Naira including a Sport Utility 
Vehicle donated by Innoson Motors.
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