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Abstract  

Over the years so many academic literatures has revealed that increased number of firms have 

seen internationalization as a means to gain and sustain competitive advantage and even 

increase economic of scale, and this has led many western companies to emerging markets. In 

this paper we discovered that among the pool of Swedish firms, only the MNEs have seen 

Nigerian market attractive to internationalize to, but just a few of the Swedish SMEs has 

expanded to the Nigerian market. This research was conducted by doing a qualitative study with 

the use of phenomenological research approach, during our investigation on the functions of 

intermediaries in Swedish SMEs internationalization to Nigeria market.  

Furthermore, we were able to understand the importance and functions of the different 

marketing intermediaries’ in Swedish SMEs internationalization to Nigeria market. These 

intermediaries equip the Swedish firms with the required objective knowledge of the Nigerian 

market, updating them with recent development of the opportunities and threats involved in the 

Nigerian marketing environment, and linking these Swedish firms to the required government 

departments, distributors, agent/broker, customers, middle men etc, thereby impacting them with 

the experiential knowledge. Moreover, it is important for firms to have objective or pre-market 

knowledge of a particular market before entering that market, but this knowledge is regarded as 

non-helpful knowledge to firms. But the experiential knowledge is acquired over time in the 

market, which is regarded as the helpful knowledge. It is evident that the intermediaries equip 

these firms with both objective and experiential knowledge.  

Although the opportunities in some emerging markets are very attractive, but the threats in these 

markets are other factors firms also put into consideration before internationalizing to these 

markets. This is why thorough market research has to be done so that firms can create effective 

marketing strategies when they want to expand their marketing activities to emerging markets. 

Despite the risk and uncertainties involved in doing business in foreign countries, still yet 

companies selling global products do not have any choice than to internationalize their 

marketing operations.  

Key words: SMEs, internationalization knowledge, foreign market knowledge, emerging 

markets, objective and experiential knowledge, intermediaries, functions, and mediate.           
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Introduction  
In the light of an increasingly dynamic market, internationalization offers new opportunities to 

small and medium scale enterprise (SMEs) and has become a necessary part of their business 

strategic practices to enable them grow, expand across borders, and stay competitive (OECD, 

2007, p. 10). Global competition is gaining more strength, that even domestic firms who never 

thought of internationalizing now see themselves abroad (Kotler, 2003, p. 384). Furthermore, 

firm`s internationalization is becoming more and more in practice. A firm`s internationalization 

will provides new and potentially more profitable markets, that will help increase its 

competitiveness and facilitates access to new product ideas, manufacturing, innovations and the 

latest technology (Hollensen, 2011, p. 5).  

Most firms from developed or Western countries like USA, New Zealand, Australia, Japan and 

other European countries tend to expand to emerging markets in developing countries.  

According to Cavusgil, et al. (2002) western managers view these emerging markets as relatively 

new with large untapped markets, but the harsh reality is that these emerging markets are also 

becoming competitors and sourcing locations for western nations. However, for western 

marketing managers who are trying to sustain growth, cut cost, and launch new products and 

industries, emerging markets could be the solution (Cavusgil, et al., 2002).  

On the other hand, Hollensen, (2011, p. 85) further argued that every young company is more 

liable to internationalize, but in the first instance it can be through organizations and individuals 

in the external environment of the firm. These organizations and individuals, in other words are 

referred to as marketing intermediaries, who mediate between firm and the market as well as the 

end users of goods and services. This whole process of communication between the firm and the 

market is made effective by intermediation processes. Although there are different intermediaries 

according to their various fields, but our concern are the marketing intermediaries like firms that 

assist companies in promoting, selling, and distributing their goods and services to the final 

consumers (Cherunilam, 2010, p. 7).  

OECD report (2010, p. 6) sees intermediation as the process by which a company, acting as an 

agent of a person or another company, leverages its middleman situation to promote 

communication with other agents in the marketplace that will lead to transactions and exchange 

that produce economic or social value. 
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Meanwhile, marketing intermediaries are vital links between the firm and the end users of goods 

and services according to (Melén, 2009; Cherunilam, 2010; Hollensen, 2011). However, 

intermediaries perform series of functions that eventually contract the product from producers to 

the end users. Most of these functions includes: to provide infrastructure, collecting, organizing, 

evaluating and dispersing of information, aid social communication and information exchange, 

to provide trust between business parties, and to take into account the needs of both buyers and 

sellers etc (The OECD report, 2010, p. 15).    

According to the European commission (2011) “Traditionally, internationalization e.g. exporting 

has been seen as a way to increase turnover of individual enterprises. Exporting, as the 

traditional way to internationalize, is still very important, but during the last decade, 

internationalization has become a much more differentiated business activity of crucial 

importance for achieving competitiveness” (European commission, 2011). 

Many SMEs are very vulnerable in the long-term because they cover a very small niche in the 

domestic market and changes in this environment can throw them off-balance. Companies have 

approached or practiced internationalization through different ways and methods. Hence, 

internationalization can be perceived as a threat and an opportunity because many firms have 

failed in their effort to internationalize while many others had turn-out very successful. 

According to the UNCTAD, (2004, p. 4) report, “The vulnerability of SMEs depends largely on 

their position in global production networks. The businesses suffering the most from new market 

conditions are generally those involved in activities at the bottom of the value chain, while 

enterprises involved in the finalization of products have much higher chances of succeeding” 

(UNCTAD, 2004, p. 4).  

According to the European Small Business Administration (SBA) fact sheet (2011:1), the 

numbers of SMEs in Sweden have been on the rise over the years, from 522, 895 in 2005 to 

585,621 in 2011 and they account for 99.8% of businesses in Sweden. However, Sweden 

consumes less of what they produce, so the need for these SMEs to export is paramount and 

inevitable. Consequently, due to the EU single market agreement many Swedish SMEs have 

tapped into the exporting opportunities to the European market compared to other SMEs 

exporting in EU. Sweden “ranks among the top performers in EU” (ec.europa.eu). 
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Regardless of the vast pool of Swedish firms only the Swedish multinational enterprise (MNEs) 

have expanded to the Nigerian markets, while only few of the Swedish SMEs have actually 

extended their marketing activities to the Nigerian market. Most Swedish SMEs tends to expand 

to emerging markets like South Africa, Philippines, India, and China and among others. Even in 

their internationalization to emerging markets, intermediaries become the mediator and their link 

to penetrating foreign markets.   

Hence, in this paper we will be finding out the functions of the intermediaries in Swedish SMEs 

internationalization to Nigeria market. To understand how they go about impacting these SMEs 

with internationalization knowledge, and their relationship with the Swedish SMEs and the 

Nigerian market. This knowledge also includes an understanding of the marketing environment 

forces of the Nigerian market, as well as the potential opportunities and threats that could be 

encountered in the Nigerian marketing environment when firms internationalize to the Nigerian 

market.  

  

1.1Research purpose 

Over the years more and more Swedish firms has extended most of their marketing operations to 

other emerging markets or developing countries like South Africa, Philippine, China, India etc. 

But among these Swedish firms only the MNEs have mainly expanded their marketing activities 

to the Nigerian market. Furthermore, from our observation we believe that intermediary’s 

functions could enhance firm’s internationalization activities more than as expected, due to the 

growing importance of intermediaries in today’s business, and because the intermediary’s 

functions extend from the producers to the end users of goods and services.  

The purpose of this research is to investigate and describe the functions of the intermediaries in 

Swedish SMEs internationalization to the Nigerian market. To understand how they go about 

equipping the Swedish SMEs with internationalization knowledge. However, our focus will be 

on the functions of the intermediaries in Swedish SMEs internationalization to the Nigerian 

market.   

We intend to achieve this by collecting first hand or primary data from some intermediaries 

created to facilitate trade between Sweden and Nigeria, and other forms of marketing 
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intermediaries in Nigeria market. Therefore, we will conduct in-depth interview with some of the 

intermediaries actors involved. We will also read some already existing literatures, articles, and 

journals by renowned authors to understand our topic and to learn the terminology and the key 

concepts and the relevant models we are going to apply.      

1.2 Research questions 

Our research question is formulated as; what are the functions of the intermediaries in Swedish 

SMEs internationalization to the Nigerian market?     
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2. Literature review   
As global competition is gaining more strength, that even domestic firms who never thought of 

internationalizing now operates abroad (Kotler, 2003, p. 384). Despite the high risk involved 

when firms decide to go abroad, but still, companies selling in global industries do not have any 

choice than to internationalize their operations (Kotler, 2003, p. 384).  

It has come to our observation that, regardless of the vast pool of companies from Sweden, only 

the Swedish multinational enterprise (MNE) have expanded and established in Nigerian market. 

And these include MNEs like ABB, Sandvik, Atlas Copco, Ericsson, Gulf Agency Company, 

Tetra pack and others who rely on distributors and agents (Embassy of Sweden Abuja).  

Meanwhile, most Swedish small and medium scale enterprises (SMEs) have not really expanded 

to the Nigerian market. In this paper we will be investigating the functions of the intermediaries 

in Swedish SMEs internationalization to Nigeria market. To understand how they go about 

impacting these firms with foreign market or internationalization knowledge. However, this 

knowledge includes understanding the external environment of the Nigerian marketing 

environment.  

Over the years more and more companies have decided to internationalize to gain and sustain 

competitive advantage, which has led to firm’s expansion to foreign markets. According to 

Hollensen (2011), due to the present face of the interconnected world, many firms have decided 

and attempted to expand their marketing into other foreign markets (Hollensen, 2011, p. 5). 

Furthermore, Hollensen also argues that global expansion provides new and potentially more 

lucrative markets, helps increase the firm`s competitiveness and increase access to new product 

ideas, manufacturing, innovations and the latest technology (Hollensen, 2011, p. 5). In addition, 

Johnson and Turner (2003) also give some reasons why firms internationalize. Some of this 

reasons are resources seeking, market seeking, efficiency seeking, and strategic asset seeking 

(Johnson and Turner, 2003).  

Due to these various resources and competency firms seeks, in other to gain competitive 

advantage and to expand their businesses across borders, has led to many firms outsource 

resources from other countries (Hollensen, 2011). Over the years companies outsourcing has 
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increased drastically. Harvard business school identified outsourcing as “one of the most 

important management ideas and practices of the past 75 years” (Eltschinger, 2008). They also 

argued that, due to the fast pace of outsourcing growth, most companies may not survive without 

outsourcing (Eltschinger, 2008). Because outsourcing allows firms to achieve high-quality 

results with low cost (Eltschinger, 2008).  

Kotler (2003) and Vrontis (2008) explains that the knowledge of the internal and external 

environment of a firm is very vital since it comprises of controllable and uncontrollable forces 

that may affect a firm in both domestic and foreign markets competitiveness. However, because 

firm’s internationalization plans is unlikely to be successful unless the firm prepares in advance 

(Hollensen, 2011, p. 5). There should be need to prepare in advance by conducting market 

research to access a firm`s internal and external environments before deciding to internationalize 

(Kotler, 2003; Vrontis, 2008; Hollensen, 2011).  

This is why Vrontis (2008) argued that the importance of internal and external environments of a 

firm plays a major key role in developing and implementation of marketing plan, which is very 

crucial in the domestic and international markets. This should be highly considered by any 

organization who wishes to be profitable and stay competitive in the international markets, 

because for firms to develop effective strategy the firm must first analyze its external and 

internal environments (Vrontis, 2008). But in this paper we will be concentrating on 

understanding the firm’s external environment from the intermediary’s perspective, which is 

regarded as the external environment forces in the Nigerian market, and since intermediaries, has 

to understand and deal with the external environment of firms, but not the firm`s internal 

environment.      

Furthermore, according to Vrontis (2008), the external environment of a firm is segmented into: 

macro-environment and micro-environment (Vrontis, 2008). The macro-environment includes 

economic, political, legal, social, cultural, and technological forces (Kotler, 2003; Vrontis, 2008; 

Cherunilam, 2010). While, the micro-environment consist of other environmental issues like 

market structure, customers, suppliers, trends of the market, the public, intermediaries, and 

competitors (Kotler, 2003;Vrontis, 2008; Melén, 2009; Cherunilam, 2010).  
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Although a lot of research has been done in the area of firm’s internationalization and so many 

academic literatures has been written in the light of firm’s internationalization. But little or no 

attention has been given to the functions of the intermediaries in Swedish SMEs 

internationalization to the Nigerian market. And we intend to fill this gap by doing a qualitative 

study to understand and describe the functions of intermediaries during Swedish SMEs 

internationalization to the Nigerian markets. By understanding the functions of the intermediaries 

in Swedish SMEs internationalization to Nigeria market, we will be able to understand how 

intermediaries deals with the external environment of firms and how they disseminate such 

knowledge of the Nigerian marketing environment factors to the Swedish SMEs, to facilitate 

their internationalization.    

Meanwhile, so many definitions view intermediary as anybody or organization that creates link 

between two parties. Hence there are so many types of intermediaries, but in this paper we will 

be focusing on mainly the “marketing intermediaries” who are firms that assist companies in 

promoting, selling, and distributing their goods and services to the final consumers (Cherunilam, 

2010, p. 7). These marketing intermediaries include middlemen such as agents and merchants 

who help firms to find customers, physical distribution firms, marketing service agencies, and 

financial intermediaries (Cherunilam, 2010, p. 7). Cherunilam (2010, p. 7) further argued that 

marketing intermediaries are very important links between the firm and the final buyers. 

However, in international business the marketing intermediaries are very important because it 

includes agents and brokers who mediate between the company and the marketing environment.  

At the early stage of internationalizing into a new market, research has shown that firms do 

connect with independent representatives or local sales subsidiaries before having a full presence 

in the market (Melén, 2009, p. 21). Melén (2009) further emphasized that a firm`s foreign market 

knowledge is based on the firm`s objective and experiential knowledge of a foreign market, and 

that the objective knowledge is regarded as a non-helpful knowledge to firms, while the 

experiential knowledge is the helpful knowledge to firms. Melén (2009, p. 8) further argued that 

“the market-specific experiential knowledge includes knowledge about customers, competitors 

and partners in specific market, as well as knowledge about laws, governments, and norms in 

that market”. This is why we see foreign market knowledge as an important factor in this 
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research, when firm`s engaged in internationalization. And a firm that has such experiential 

knowledge can identify more opportunities in the market (Melén, 2009, p. 21).       

On the other hand the Uppsala model describes firm’s internationalization by expatiating on 

market commitment and market knowledge (Johansson and Vahlne, 1977).  Market commitment 

is when firms commit more resources into a potential market in every step they take (Johansson 

and Vahlne, 1977). And firms move into new markets when they feel they have good knowledge 

of the market (Johansson and Vahlne, 1977). According to Johansson and Vahlne (2007) in their 

Uppsala model, they explain that market commitment and market knowledge are very important 

issues when firms want to internationalize to foreign markets. That firm should try to understand 

the interplay between market commitment and market knowledge (Johansson and Vahlne, 2007).  

They further argued that “...process evolves in an interplay between the development of 

knowledge about foreign markets and operations on one hand and an increasing commitment of 

resources to foreign markets on the other hand” (Johansson and Vahlne, 2007, p. 11). 

Furthermore, they also reflect back to the work of Penrose (1959), who stated two types of 

knowledge (Johansson and Vahlne, 2007, p. 12).  This refers to as “objective knowledge which 

can be taught and experiential knowledge which can only be acquired through personal 

experience” (Johansson and Vahlne, 2007, p. 12). They refer to this objective knowledge as a 

non-helpful knowledge while experiential knowledge is the helpful knowledge (Johansson and 

Vahlne, 1977 cited in Melén, 2009).   

Nevertheless, it is obvious that the Uppsala model by Johansson and Vahlne (1977) has not 

mentioned or related objective or experiential knowledge to the intermediaries. But they also 

based foreign market knowledge on objective and experiential knowledge, and that the required 

market knowledge is acquired overtime through a firm’s continuous market commitment. 

Therefore, for the purpose of this study, we want to view these whole internationalization issues 

from the intermediaries’ perspective to understand how these intermediaries impact the Swedish 

SMEs with such objective and experiential knowledge.    
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2.1 Conceptual framework 

 

In our previous chapters we have explained and described our introduction, research purpose and 

question, as well as a literature review. In our literature review we have analyze different 

renowned author’s ideas, theories, and their views about firm`s internationalization, foreign 

markets knowledge, the firm`s external environment, and a brief insight of the intermediaries 

was given. However, in this chapter and the next few chapters we will be presenting and 

describing our conceptual framework.  

Our conceptual framework is seen as the main guide to this research work, which contains a 

combination of theories and ideas of some renowned authors that was analyzed in our literature 

review. Like Eisenhart and Robert (1991, p. 209) explained, “…conceptual frameworks are 

based on previous research and literatures”. Conceptual framework may also be based on diverse 

theories and various aspects of practitioner knowledge, depending on precisely what the 

researcher thinks and can argue will be relevant to and important to deal with about an 

investigation problem (Eisenhart, et al., 1991, p.  209).  

Furthermore, Reichel and Ramsey (1987) cited in IIER report (2004), described conceptual 

framework as a set of wide ideas and principles taken from significant fields of enquiry and used 

to configure a subsequent presentation. Nevertheless, a conceptual framework is actually an 

argument that the concepts elected for examination or interpretation (Eisenhart, et al., 1991, p.  

209). The conceptual framework presented here analyzes the internationalization process of 

Swedish SMEs to the Nigerian market through the intermediaries.             

 

 

 

 

 

 

 



 

13 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

             Figure 1 (Swedish SMEs internationalization process to the Nigerian market) 

 

The above diagram (fig.1) is a framework illustrating the internationalization process of the 

Swedish SMEs through the intermediaries to emerging market, which is the Nigerian market. 

However, the diagram also illustrates the intermediaries and how they equip the Swedish SMEs 

with objective and experiential knowledge of the Nigerian market. As well as acquainting them 
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with information about the external environment of the Swedish SMEs which is also the 

Nigerian marketing environment, which are the main forces of a market. The external 

environment is sub-divided into macro-environment and micro-environment, which are 

uncontrollable by the Swedish SMEs. The macro-environment forces includes demographic, 

economic, technological, natural, political-legal, and social-cultural environment factors, while 

the micro-environment forces includes actors like customers, competitors, distributors, 

intermediaries and suppliers (Kotler, 2003; Vrontis, 2008; Melén , 2009; Cherunilam, 2010).  

Hence, the intermediaries’ functions and activities in this context are to give objective 

knowledge to the Swedish SMEs, of which the Uppsala model regarded this type of knowledge 

as a non-helpful knowledge for firms to increase its commitment and involvement in a foreign 

market (Melén, 2009). But apart from such objective knowledge, our framework shows that the 

intermediaries also guide and facilitate links that can help the Swedish SMEs to gain the required 

experiential knowledge during and after the firms have successfully internationalized to the 

Nigerian market.  

However, global competition is gaining more force, that even domestic companies who never 

thought of internationalizing now see themselves in a foreign country (Kotler, 2003, p. 384). 

Hollensen (2011, p. 85) further argued that every young firm is more likely to internationalize, 

but in the first instance it can be through organizations and individuals in the external 

environment. These organizations and individuals are known as intermediaries, who mediate 

between the producers and consumers.    

         Nevertheless, all these analysis has been put together by some authors and researchers for us to 

understand how important it is for firms to expand their marketing beyond borders and the 

importance of understanding the firm’s external environment which is the Nigerian marketing 

environment in this context. As well as knowing how firms internationalize through 

organizations and individuals; which in one word can be refer to as the intermediaries.  

         On the other hand, despite the high risk involved when firms decide to go abroad, but still, 

companies selling in global industries do not have any choice than to internationalize their 

operations (Kotler, 2003, p. 384). According to the OECD report (2007, p. 5), there are costs and 

risks associated with internationalization despite its potential advantages. This brings our 
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understanding to the fact that there are risks involved when firms seek to do business in foreign 

countries. And most of these risks are associated with the external environment of the firm like 

unstable government, shifting borders, corruption, tariffs and other trade barriers, huge foreign 

indebtedness and technological pirating (Kotler, 2003, p. 384). In regards to these 

internationalization hindrances Kotler (2003) and Vrontis (2008) argued that marketers must 

conduct market research to evaluate the opportunities and threats involved in a firm external 

environment.     

Consequently, due to these risks or potential internationalization hindrances, Vrontis (2008) 

emphasized the  importance of analyzing the internal and external environment of a firm and 

their effects, and that a firm should always put these two factors  into consideration before they 

start making their marketing plan, if they wish to be profitable in the international arena (Vrontis, 

2008).  

Moreover, to achieve our aim in this paper, first we will start by analyzing the Swedish SMEs to 

understand and have clear definition of the SMEs category we are referring to in this paper. Then 

immediately we will be looking at several researchers view on the different intermediaries and 

their functions and how the intermediaries go about mediating between firms and the markets or 

consumers, equipping firms with knowledge about the market. Then we will be describing 

market knowledge and market commitment from the Uppsala model perspective by Johansson 

and Vahlne (1977).  

Furthermore, we will be describing the Nigerian marketing environment which we referred to as 

the Swedish SMEs external marketing environment in this context. To be able to understand 

some of the opportunities and threats associated with the Nigerian marketing environment. We 

will also describe and explain the functions of the marketing intermediaries later on in our 

empirical data since our investigation is based on the functions of the intermediaries during 

Swedish SMEs internationalization to the Nigerian market. 

 

2.2 Swedish SME 

Research has shown that business is empowered through engaging in international trading 

activities towards achieving “growth and economics of scale which domestic markets alone 
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would not provide” (OECD, 2008, p. 14). It must be acknowledged that in reality, there is 

handful of subject or limited empirical base for the analysis of “SMEs internationalization”. 

According to the OECD (2008, p. 15), which recognizes the problem that led to the invitation of 

the OECD by the “…2004 Istanbul Ministerial Declaration…” to the development of vigorous 

and comparable statistical base for analyzing SMEs. Hence, the 2003 Observatory report (of EU 

SMEs) and the SBA fact sheet are national study funded by the European Commission are some 

useful empirical sources too.  

However, as this research revolves round the Swedish SMEs it is important to understand what 

we meant by SMEs in general and what we categorize as Swedish SMEs in this research. 

Consequently, we will show the limitations with the SMEs compared with MNCs or Larger 

firms. 

SMEs as defined by EU laws fall under three categories; the medium-sized, small and micro 

companies, characterized with less than 250 employees and turnover of EUR 43 million , less 

than 50 employees and turnover less than EUR 10 million, and less than 10 employees with 

turnover of EUR 2 million, respectively (ec.europa.eu).  Consequently, the Organization of 

Economic Co-operation and Development (OECD) report (2008, p. 126), which Sweden is a 

member of the OECD, defined SMEs as, “generally considered to be non-subsidiary, 

independent firms which employ less than a given number of employees.”  This OECD 

definition of SMEs is recognized in the EU definition of SMEs.  

Nevertheless, in this study we shall adhere to the EU definition of SMEs by categorizing the 

Swedish SMEs as firms with fewer than 50 employees and having a balance sheet turnover that 

is less than EUR10 million.  

Sweden is a small, open economy with many notable firms that engage in international business 

and also operates globally, many of which grew domestically from the traditional Small and 

medium scale enterprise.  According to the ECEI Report on Sweden (2011), today Swedish 

SMEs has increased tremendously to 99.8% of all enterprise in Sweden and  accounts for about 

58 SMEs per 1000 person in Sweden, which is highly above (more than double) the EU-27 

average.  Hence, 54% of all the Swedish SMEs are the service sector and the manufacturing 

sector accounts for the other 46%.  
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Melén (2009, p. 32) noted that some studies done on SME internationalization process started by 

taking into account the distinction between large firms and SMEs regarding their ability to 

internationalize. It is viewed that SMEs are more limited in resources (both financial and 

managerial resources) unlike the large companies when going into foreign market/s. Although 

against this view, Reuber and Fischer (1997) cited in Melén (2009) is of the opinion that the size 

of a firm is not the appropriate aspect to base on when talking about international activity.  

They further showed that the major influence that drives firms to engage in international 

activities is based on the management teams with international experience. Their research further 

showed that a number of SMEs did overcame size-related difficulties through building/creating a 

business and social network where they obtained the resources they lacked. Johansson and 

Vahlne (1977, p. 12) are of the opinion that firms with fewer resources like the SMEs require 

quality experiential knowledge to be able to successfully integrate into the foreign market.  

As earlier said, internationalization of SMEs is necessary to their growth and expansion, and to 

help them gain economic of scale. Hence, most of the Swedish SMEs produce global products 

which can be marketed and distributed in countries other than Sweden. The Nigerian market as 

an emerging market in African with large market size due to its population and increasing 

purchasing power make the Nigerian market an attractive market that would be interesting for 

the Swedish SMEs.   

 

 

2.3 THE CONCEPT OF INTERMEDIARIES:  

 

In business, Intermediaries are persons or legal entities that serve as a link between two or more 

persons or groups, they are also known as brokers or middlemen or business networks. Many 

writers, authors or researchers usually use different terms in describing the intermediaries. This 

also indicates that the Intermediaries have specified or specialized field of knowledge, although 

their functions are not clearly defined. But their similar feature is their similar function as 

mediators. 
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 According to the Organization for Economic Co-operation and Development (OECD) report 

(2010, p. 6), “intermediation is the process by which a firm, acting as an agent of an individual or 

another firm, leverages its middleman position to foster communication with other agents in the 

marketplace that will lead to transactions and exchange that create economic and/ or social 

value”.  

Hence, the important issue is identifying the functions that the intermediaries perform in the 

internationalization of SMEs in the different sectors of the market. The OECD report (2010, p. 

15) identified some functions of the intermediaries which is “to provide infrastructure; to collect, 

organize and evaluate dispersed information; to facilitate social communication and information 

exchange; to aggregate supply and demand; to facilitate market processes; to provide trust; and 

to take into account the needs of both buyers/users and sellers/advertisers” (The OECD report, 

2010, p. 15). 

In the use of internet marketing by small firms on a global scale, Simpson and Colin (1997) 

pointed out the usefulness of the intermediaries as a medium or channel through which small 

business conduct successful marketing activities on the internet. They classified these 

intermediaries as “internet-mediated networks” who help in creating trust and confidence among 

business parties. They also described them as strategic alliances which collaborate in sharing 

information and support (Forrest, 1990; Simpson and Colin, 1997). Consequently, the writers are 

also of the opinion that this process of information sharing also helps the firms to obtain useful 

or helpful information without having to go through the market mechanism.  

Leonidou and Katsikeas (1997) had their focus on the importance of information considering the 

risk involved with exportation (an aspect of internationalization) compared to domestic market 

selling. They regarded acquisition and use of information about a foreign market as a way to 

reduce perceived risks and create greater feeling of security. They showed from their research 

that the information can be acquired from secondary/institutional and primary sources. But in 

making key marketing decisions, firms rely on the primary information which they obtained by 

personal visit to the market, market research conducted by the internationalizing firm, and the 

visit by the foreign commercial representatives.  
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Similarly, Sylvie and Desiree (2000) studied the internationalization of four manufacturing 

SMEs in New Zealand to new market. They showed in their study how network can help the 

SMEs present themselves to new opportunities, successfully gain needed knowledge, acquire 

experience and gain from the interactive or cooperative force of pooled resources. They also 

pointed out that during internationalization a value system is created when SMEs collaborate 

with suppliers, business partners, allies and customers (Norman and Ramirez, 1993 cited in 

Sylvie and Desiree, 2000). 

 Sylvie and Desiree (2000) further emphasized that these relationship helps them in gaining 

access to resources and the market. Their study showed how these relationships impact the four 

categories of SMEs that they identified, which includes the Early Starters, the Lonely 

International, the Late Starter, and the International among others.  

Firstly, the Early Starters have little knowledge of the foreign market and have little resources to 

directly acquire the knowledge from the market, but by using agents in the foreign market they 

acquire the helpful knowledge from the experience and investment that they already had in the 

market.  This agent thereby helps Early Starter firms with their knowledge so as to reduce the 

cost and uncertainty that may be associated with the foreign market.  

Secondly, the Lonely International, described as highly internationalized with their major aim on 

the domestic marketing environment. They are considered as having the ability or competence to 

succeed because of their pre-existing knowledge and experience already gained from the foreign 

market.  

Thirdly, the Late Starter, viewed as being in an already-internationalized marketing environment 

and having no direct association with the foreign networks via its suppliers, customers and 

competitors. These set of firms begin their internationalization by entering a distant market. They 

are also regard as to being prone to high risks because their competitors have good knowledge of 

the market, making it hard for them to break into the existing network.  

Fourthly, the International among Others, are considered extremely internationalized firms that 

operate in the international marketing environment. This group of firms has an already gained 

international knowledge (being connected to many networks that provided them with 
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opportunities), so they can easily establish sales subsidiaries as it is necessary for them to 

organize activities and interest in the foreign markets.  

  

 

2.4 Market knowledge and Market commitment: (The Uppsala Model) 

The phenomena of market knowledge and Market commitment is derived from the empirical 

findings on the development of Swedish firms in international operations which lead to a 

theoretical model known as the Uppsala internationalization process model (Johansson and 

Vahlne, 1977 cited in Melén, 2009). According to Melén (2009, p. 21), this internationalization 

process is thus described as “the incremental interplay between the development of market 

knowledge and the commitment of resources in the foreign markets.” 

A finding from the psychical distance (a concept in the establishment chain model) has shown 

that it is vital for firms to have knowledge of foreign markets before entering into it (Melén, 

2009). Although, this model also found that firms normally do have small or no knowledge of 

the international market when opening exporting channels (e.g. subsidiaries ) but they continues 

in the market as their knowledge of the market increases (Hörnell, et al., 1973cited in Melén  

2009). 

 Hence, the term market knowledge in this study is referred to as foreign market knowledge 

which in conjunction includes “the specific knowledge and more general internationalization 

knowledge” (Melén, 2009). According to Melén (2009, p. 16), foreign market knowledge is 

“defined as a firm’s experiential knowledge about foreign counterparts (customers, customers’ 

customer, suppliers, distributors, competitors) and a general experience of how to do business in 

foreign markets”. It is evident that the positive performance of firms in the foreign market will 

be traced back to their pre-knowledge of the market operations (Yli-Renko, et al., 2002 quoted 

by Melén, 2009). 

2.4.1Market knowledge:  

Following the work of Johansson and Vahlne (1977) in their Uppsala model, the experiential 

knowledge of foreign market operations is considered the highest crucial advantage for firms 

during internationalization. It is highly crucial because it empowers firms to observe or be 
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directly aware of the opportunities and threats in the foreign market.  Acquiring knowledge about 

the foreign market helps the firm to effectively and efficiently create economic links with the 

foreign market micro-environmental forces needed for it to successfully start marketing its 

product or services.  

2.4.2 Market Commitment: 

According to the Uppsala internationalization process Model, pre-market knowledge leads to 

market commitment while increased market commitment leads to more market knowledge 

development which creates a guide for new resources commitment. (Johansson and Vahlne, 1977 

cited in Melén, 2009) 

The two main fundamentals that are believed to form the idea of market commitment are the 

amount of resources committed and the degree of commitment (Johansson and Vahlne, 1977 

cited in Melén, 2009). While the amount of resources commitment is regarded as the size or 

extent of the exporting firms’ investment in the foreign market, the degree of commitment was 

expressed as the complication of/in discovering a possible choice between the uses of resources 

and transferring them to it. This invariably implies that the level of commitment increases as 

resources become or is identified to be more specific to a given market. Furthermore, the 

experiential knowledge is acquired from a firm’s commitment to the market while the objective 

knowledge is obtained from a standardized systematic approach such as conducting a marketing 

survey.  

The concept of experiential knowledge is rooted in the experience practically obtained from 

current activities in a given foreign market. The Uppsala model, regarded the experiential 

knowledge as the most critical resources for firms internationalization. This kind of knowledge is 

specific and detailed, and when acquired can successfully motivate and lead a firm to be more 

committed into new markets. It first makes firms to come to realize and understand the 

opportunities to start operation; as well helps in reducing the risk associated with their 

internationalization into a specific country.  

A study of the internationalization of high-tech SMEs by Crick and Jones (2000), demonstrates 

how experiential knowledge acquired by individuals in the firm contributed in motivating a new 

firms decision to engage into a new market. The study also shows that firms need the 

experiential knowledge about a foreign market to be able to develop networks needed to 
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approach or enter the necessary resources and to internationalize into a new market. When 

experiential knowledge is lacking within the companies seeking to enter new market, the need to 

outsource this vital information becomes inevitable from players in the market such as the 

market intermediaries. Furthermore, those involved in the market have a clear picture of the 

opportunities and threats in the market; they seek solution to the problems and will promote 

those solutions. 

On the other hand, a firms mere objective knowledge of foreign market is regarded by the 

Uppsala model as a less or non-helpful tool for firms to increase its commitment and 

involvement in a foreign market (Melén, 2009). This is because; objective knowledge is 

secondary information which usually does not give a specific or well-detailed view, rather it 

gives a general view of the foreign market. Objective Knowledge can be taught while 

experiential knowledge can only be obtained through personal experience (Penrose, 1959 cited in 

Johansson and Valne, 1977).  

2.5 Emerging markets 

The continues increase intense in globalization has allowed technology and capital mobile, and 

with the present era of global competition, western companies are seeking every avenue to gain 

competitive advantage, and emerging markets have provided so many of these avenues for the 

western companies (Cavusgil, et al., 2002).  

According to Pearson (2012) developed countries are countries like USA, New Zealand, 

Australia, Japan and other European countries. Meanwhile, Michael (2010) defined western 

companies as companies from countries like North America, Australia, Europe, and Japan. While 

emerging markets are developing or third world countries (Pearson, 2012). Furthermore, it is 

important to know that, not all developing countries are emerging markets, the countries who 

falls within the range of emerging markets are those who have recently started economic reforms 

aimed at alleviating poverty, poor infrastructure, population problem, and those countries who 

has achieved steady growth in their gross national products (GNP) per capital (Cavusgil, et al., 

2002).  

While on the other hand sub-Sahara Africa refers to all Africa except the five predominantly 

Arab states of North Africa (Morocco, Algeria, Tunisia, Libya, and Egypt) as well as Sudan 

which is a north central African country (Robin, 2012). Sub-Sahara Africa consists of 47 



 

23 
 

different countries, which includes West African countries according to World Bank statistics 

(2011). Among these West African countries, Nigeria is the biggest in terms of market size due 

to it large population size (U.S department of states, 2011). Nigeria Overall population of 152 

million accounts for over half of West African`s population (U.S department of states, 2011).  

Nigerian being an oil rich country, her economic growth has been halted by political instability, 

corruption, inadequate infrastructure, and poor macroeconomic management but in 2008 began 

pursuing economic reforms, with GDP rose strongly in 2007 to 2011, because of growth in other 

non-oil sectors and the robust global oil prices  (CIA fact book, 2012). It is on these bases of 

Nigerian recent economic reforms and the recent steady growth in GNP and GDP we have 

categorized Nigeria as an emerging economy or emerging market.  And we will be streamlining 

our study to the Nigerian market in this research.  

 

2.5.1 Nigerian market     

Nigeria is a country located in the western part of Africa, with an estimated area of 923.8 

thousand, sq.km (356700 sq. mi).  Nigeria has about 36 different states, capital city is Abuja. 

According to the UN statistics, Nigeria has an estimated population of 152 million people (U.S 

department of states, 2011). Her official language is English language, before and after the 

country got her independent in 1960 October 1(CIA fact book, 2012). Nigeria main source of 

income is from its natural resources like oil and gas, tin, columbite, iron ore, coal, lime stone, 

lead, zinc and even gold (Nigeria investment.com). The larger part of the government income 

comes from crude oil and gas, while some percentage comes from other natural resources and 

taxes (U.S department of states, 2011).   

Nigeria is regarded as a jewel in the crown of African economies, according to Nigeria 

investment.com. It has the second biggest market in sub-Sahara Africa due to its large population 

and of course the fact that Nigeria is rich in hydrocarbon and still has large quantities of 

untapped crude oil and gas (Nigeria investment.com). Other Nigeria agricultural products are 

“…cocoa, peanuts, palm oil, corn, rice, sorghum, millet, cassava (tapioca), yams, rubber, cattle, 

sheep, goats, pigs, timber, fish” (CIA fact book, 2012). While the Nigerian main industries are 

crude oil, tin, coal, columbite, rubber products, woods, hides and skins, textile, cement and other 
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construction materials, food products, footwear, chemical, fertilizer, printing, ceramic, and steel 

(CIA fact book, 2012).   

Apart from the Nigerian oil industry which is the center of attraction for local and foreign trade 

or businesses, there are so many other business sectors that have recently attracted both local and 

foreign trade and businesses. Most of these areas are the energy sector, telecommunications, 

automobile, shipping, banking, breweries, construction etc (Nigeria investment.com). Presently 

the Nigerian government is also working toward developing stronger public-private partnership 

for road, agriculture, and power (CIA fact book, 2012). All this is as a result of the economic 

transformation the present Nigerian government has recently embarked on.           

But one could be wondering, especially the fact that Nigeria is a developing country, how 

possible is it to invest in Nigeria, and maybe conscious of what it will take legally to invest in 

Nigeria? In this regard, it will interest us to let you know that, according to Nigeria 

investment.com   “in the 1995, the federal government abrogated the Exchange Control Act 1962 

and Nigeria Enterprises Promotion 1989, which have inhibited free inflow of foreign portfolio 

investment. Subsequently, the government promulgated the Nigerian Investment promotion 

Commission decree No. 16 1995 and the foreign exchange monitoring and miscellaneous 

provisions decree No. 17, 1995, the new laws have opened up investment to foreign investors” 

(Nigeria investment.com). This also has made Nigeria market more competitive. 

In addition to the adjustment of the Nigerian enterprise laws to favor foreign investment, so 

many business intermediaries and institutions have also been set up to promote trade between 

Sweden and Nigeria. Apart from the Swedish and Nigerian embassy some of these 

intermediaries or institutions are the Swedish trade council in Lagos, Nigeria, and the Nigerian-

Swedish chambers of commerce, marketing agencies, brokers etc.   

 Apart from the fact that the Swedish embassy in Nigeria represent and assist Sweden and the 

different sectors of the Swedish society and promote the Swedish interest in Nigeria. The 

embassy also strengthens the relationship between Sweden and Nigeria in terms of business 

communities (Embassy of Sweden Abuja). While, the Nigerian-Swedish chambers of commerce 

was founded and commenced operation in 2004 February. It was established to increase trade 

between Nigeria and Sweden, and to facilitate interaction between individuals and companies 



 

25 
 

from both countries (NSCC, 2010). The focus of this organization is to monitor and guide the 

bilateral agreement between Nigeria and Sweden for the benefit of both countries (NSCC, 2010). 

 Furthermore, the Swedish trade council in Lagos, objectives is to support Swedish companies 

who want to establish themselves, or grow, on the Nigerian market (Swedish trade council, 

2012). Their local presence in the Nigerian market enables them to have unique knowledge of 

the Nigerian market (Swedish trade council, 2012).  

Other intermediaries or institutions established to aid trade among member countries are the 

World trade organization (WTO) and International monetary fund (IMF). Nigeria and Sweden 

are both members of WTO, and this institution obligation is to facilitate trade negotiations 

between these two countries, by providing them with principles of liberalization and the 

permitted exceptions. They also include individual countries’ commitment to lower tariffs, trade 

barriers and keep open service markets (WTO, 2012). Making sure those governments in 

different member countries makes their trade policies transparent, as well as dispute settlement 

etc (WTO, 2012).  

While the IMF is comprises of 187 different countries, where Sweden and Nigeria are members. 

Their work is to foster global monetary cooperation, ensure financial stability, facilitate 

international trade, promote high employment rate and sustain economic growth and more also to 

reduce poverty around the world (IMF, 2012).  

 

2.6 The external environment (opportunities and threats analysis)  

The external environment of a firm is sub-divided into macro-environment and micro-

environment (Vrontis, 2008). The macro-environment includes economic, political-legal, social, 

cultural, and technological forces (Vrontis, 2008). While, the microenvironment consist of other 

environmental issues like market structure, customers, suppliers, trends of the market, the public 

and competitors (Vrontis, 2008).  

Meanwhile, Kotler (2003); Vrontis (2008);  Francis (2010) also argued that the macro-

environment forces includes demographic, economic, natural, technological, political-legal, and 

social-cultural environmental factors, while the micro-environment forces includes actors like 

customers, competitors, distributors, and suppliers that can affect a firm’s ability to earn profit 
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(Kotler, 2003, p. 384; Vrontis, 2008; Cherunilam, 2010). Like we earlier said, marketers must 

conduct market research to evaluate the opportunities and threats involved in a firm external 

environment (Kotler, 2003; Vrontis, 2008; Cherunilam, 2010). And Vrontis (2008) also argued 

that if firms must gain competitive advantage in the international arena that they must conduct 

market research by evaluating the opportunities and threats in a particular market for creating 

effective marketing strategies. 

 

2.7 Macro-environment forces  

Kotler (2003); Vrontis (2008); Cherunilam (2010) explains that the macro-environment forces 

includes demographic, economic, technological, natural, political-legal, and social-cultural 

factors. They further explain that these macro-environmental factors cannot be influenced or 

controlled, instead firms should endeavor to scan a market macro-environments to access the 

opportunities and threats involved in that particular market before expanding to that market 

(Kotler, 2003; Vrontis, 2008; Cherunilam, 2010).   

2.7.1Demographic environment: 

“The first macro environmental force that marketers monitor is population, because people make 

up markets” (Kotler, 2003, p. 163). Kotler (2003) also argued that marketers are really interested 

in the population size and growth rate of nations, cities, and regions. As well as their age 

distribution and ethnic mix, educational levels, household patterns, and regional characteristics 

and movements (Kotler, 2003, p. 163).  

However, this macro environment force can be seen as an opportunity for Swedish SMEs in the 

Nigerian market. Because the world population as at 2002 was 6.1 billion, where less developed 

region of the world accounts for 76 percent of the world population (Kotler, 2003, p. 163). 

Meanwhile, according to the UN statistics, Nigeria has an estimated population of 152 million 

people (U.S department of states, 2011). Nigeria population is twice of the whole West African 

population (U.S department of states, 2011).  

However, one major opportunity in Nigerian market is the large market size, which results from 

Nigeria large population. Such environmental factor like this cannot be influenced by 
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management, but they affect the selection of a particular market entry mode (Cavusgil, et al., 

2002, p. 41). The Nigerian large market size can be seen as an opportunity, but not a threat. 

Furthermore, marketers also believe that the most populous age groups shape the marketing 

environment (Kotler, 2003, p. 163). Kotler (2003) also emphasized that the age group of a 

country determine the kind of product and services that will fit the market. But in the case of 

Nigerian population mix, where between the ages of 0-14 years is 40.9 percent of the Nigerian 

population, 15-64 years accounts for 55.9 percent, and 65 years and over accounts for 3.1 percent 

of the Nigerian population (CIA fact book, 2012). Apart from the above stated age mix in 

Nigeria, the country has over 250 divers ethnic groups, by this we can detects market 

opportunities here as marketer could understand that the largest part of Nigerian population is 

between the age mix of 0-64 years and focus its product for young and more active consumers. 

More also, it will create opportunity for new product development for different people with 

different ethical background.  

The general education level in Nigeria is higher than average by African standards with over 

65% population being literate (Embassy of Sweden Abuja, 2010). According to CIA fact book 

(2012) the estimated literate in Nigeria presently is 68 percent. According to Kotler (2003, p. 

166) there is higher demand for high quality products and a high supply of skills in an arena 

where you have more educated people. Here, we can discern some environmental opportunities 

in terms of supply of skills and others due to the high level of literacy among Nigerian 

population.    

2.7.2Economic environment: 

Apart from people, markets require purchasing power; marketers must also pay a close attention 

to major trends in income, consumer-spending pattern, and purchasing power of consumers 

(Kotler, 2003, p. 168). Kotler (2003, p. 168) further explains that “the available purchasing 

power in an economy depends on the current income, prices, savings, debt, and credit 

availability”. Despite the fact that Nigeria is rich in natural resources like “natural gas, 

petroleum, tin, columbite, iron ore, coal, limestone, lead, zinc, arable land” (CIA fact book, 

2012). The Nigerian economic environments can be seen as opportunities and threats. This is as 

a result of the impact of long-term corruption in Nigeria.  
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When it comes to income distribution, nations vary greatly in level of income distribution and 

their industrial structure (Kotler, 2003, p. 168). Nigeria is rich in crude oil and gas, but the 

country’s political instability, corruption, inadequate infrastructure, and poor macroeconomic 

management has hobbled the oil-rich country, but in 2008 the country began pursuing its 

economic reforms (CIA fact book, 2012). Nigeria being an oil rich country attracts good markets 

for equipment, tools, suppliers, as well as luxury goods for the rich. This could be seen as 

opportunities for firms, but the threats here are the effects of the country`s political instability, 

corruption, inadequate infrastructure, and poor macroeconomic management which has led to 

poor income distribution.  

Another economic environment factor that pose threats in the Nigerian marketing environment is 

the country`s income distribution. Income distribution in Nigeria is very poor compare to some 

other countries. According to CIA fact book (2012) as 2011 GDP purchasing power parity was 

$414.5 billion, real growth rate was 6.9 percent, GDP per capital was $2,600, unemployment rate 

was 21 percent, investment (gross fixed) was 14.1 percent of GDP, house hold income or 

consumption by percentage share was lowest 10%: 2% and highest 10%: 32.4% as at 2004, 

distribution of family income as at 2003 was 43.7 percent, 2011 government revenues amounted 

to $24.54 billion and expenditure was $32.65 billion, budget surplus or deficit was -3.3 percent 

in 2011, public debt was 17.6 percent of the GDP, central  bank discount rate in 2010 was 4.25 

percent, commercial bank prime lending rate was 16 percent, and inflation rate or consumer 

prices was 10.8 percent in 2011. Like Kotler (2003) said, marketers must always pay close 

attention to these trends, and companies that respond to these trends by tailoring their products in 

respect to these economic trends will stand to gain.  

Other opportunities we can discern in the Nigerian economic marketing environment, is that 

apart from the Nigerian booming oil and gas industry. According to CIA fact book (2012) 

Nigeria also has other industries like “…coal, tin, columbite, rubber products, wood, hides and 

skin, textile, cement and other construction materials, food products, footwear, chemicals, 

fertilizer, printing, ceramics, steel”.        

 



 

29 
 

2.7.3Natural environment: 

The climate and physical terrain of a country is another important environmental factor for firms 

to have good knowledge of before internationalizing (Vrontis, 2008). Vrontis (2008) also 

explains that these factors or conditions can cause significant effect on the demand and type of 

product made available. Meanwhile, Kotler (2003) express concern about the deterioration of the 

natural environment as a major global concern, that marketer should be aware of the 

opportunities and threats associated with four environmental trends in a country’s natural 

environment. These trends includes the shortage of raw materials, especially water, the increased 

cost of energy, increased pollution levels, as well as the changing role of  government (Kotler, 

2003, p. 169). He further explains that new regulations regarding pollution control hit certain 

industries seriously, which results from high spending by companies and public utilities to 

control pollution and environmental sanitation (Kotler, 2003, p. 169).  

Some of these Nigerian natural environmental aspects can be seen as threats and opportunities to 

firms who want to internationalize to the Nigerian market. Access to raw materials might appear 

to be an opportunity to firms in Nigeria, because of the country’s rich natural resources. 

According to Nigeria investment.com, Nigeria is rich natural resources like oil and gas, tin, 

columbite, iron ore, coal, lime stone, lead, zinc and even gold. Nigeria is also rich in other 

agricultural produce like “cocoa, peanuts, cotton, palm oil, corn, rice, sorghum, millet, cassava 

(tapioca), yams, rubber, cattle, sheep, goats, pigs, timber, fish” (CIA fact book, 2012).  

However, energy and environmental pollution can pose threats to firms in Nigeria. The energy 

problem is as a result of Nigerian infrastructural problems. Little or no attention is given to the 

Nigerian infrastructures, due to long term political instability, inadequate infrastructure, and poor 

macroeconomic management (CIA fact book, 2012). But recently the Nigerian president has set 

up an economic team to improve transparency, diversified economic growth, and improve fiscal 

management (CIA fact book, 2012).   

Furthermore, pollution in Nigeria can also be seen as threats in the Nigerian marketing 

environment. This is as a result of “the growth and development of industries and urbanization 

has contributed greatly to excess carbon monoxide produced by combustion and other human 

activities” (Omofonmwan, et al., 2008). They further, argued that the environmental problem in 

Nigeria is desertification, urbanization, deforestation, overpopulation, and pollution, which have 
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become more important issue in Nigeria in the last thirty years (Omofonmwan, et al., 2008). 

Moreover, “similarly, government non-governmental organizations, corporate bodies, and 

individual’s interests in reducing, stemming, and / or mitigating the consequences of 

environmental degradation is very recent” (Omofonmwan, et al., 2008).    

 However, this environmental protection issues has led the federal government of Nigeria to 

promulgate various laws and regulations to safeguard the Nigerian environment. This includes 

Federal Environmental Protection Agency Act of 1988, which was made in pursuant to the 

FEPA Act: National Environmental Protection Regulations on Effluent limitation, National 

Environmental Protection Regulations on pollution abatement in industries and facilities 

generating wastes, and National Environmental Protection Regulations on management of solid 

and hazardous wastes (Aluko, et al., 2007). Other constituted governmental laws to protect the 

Nigerian environment are Environmental Impact Assessment Acts of 1992 and harmful wastes 

with special criminal act of 1988 (Aluko, et al., 2007). These different environmental protection 

measures could be seen as threats to firms since most likely it may cost firms so much money to 

meet up with a country standard of environmental protection demands.    

2.7.4Technological environment:  

According to Kotler (2003, p. 170) “one of the most dramatic forces shaping people`s life is 

technology”. Economy`s growth rate depends on how many major new technologies are discover 

over time (Kotler, 2003, p. 171). Vrontis (2008) also argued that technological developments 

have made international travel and communication easy for consumers to assess. New 

technologies like rail road and the auto industries have given for creation of lots of investments 

(Kotler, 2003, p. 171).  

One major problem investor’s face in technological development is regulatory uncertainty 

(Kotler, 2003, p. 171). However, a major example of these uncertainties is when “governments 

might withhold the approval of certain bio-products” (Kotler, 2003, p. 171). This has led to why 

marketers must conduct marketing research to reduce the amount of uncertainties, and prepare 

their marketing strategies with the aim at gaining public and government support (Kotler, 2003, 

p. 171).   

According to Kotler (2003) most developed countries like America and Japan has increased their 

R&D expenditure to improve technological development. For Swedish SMEs internationalizing 
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to Nigeria market, the Nigerian technological environment can be seen as threats and 

opportunities. The threats here are the Nigerian present inadequate infrastructure condition, and 

low government budget for R&D, which might hinder a firms technological intentions and their 

R&D activities.  

But the opportunities here is that since Nigeria is a less developed country, innovative companies 

with constant development of new technology and new products will gain competitive advantage 

in the Nigerian markets. Since, according to Kotler (2003, p. 171) economic growth rate is 

affected by the major amount of new technologies discovered. 

 Another threat here is “…government agencies powers to investigate and ban potentially unsafe 

products have been expanded” (Kotler, 2003, p. 173). For example, food, drugs, cosmetics, 

medical devices, chemicals, detergents, and package water imported, manufactured locally and 

distrusted in Nigeria are regulated by the Nigerian National Agency for Food and Drug 

Administration and Control NAFDAC (NAFDAC, 2009). This agency must approve any of the 

above stated consumer goods before it can be sold into the Nigerian market, in any case where 

they do not meet NAFDAC specification, the goods can be ban (NAFDAC, 2009). Like Kotler 

(2003, p. 174) said “marketers must be aware of these regulations when proposing, developing, 

and lunching new products.  

 

2.7.5Political-legal environment:   

The political and legal environment of a particular market matters a lot to marketers when 

deciding to internationalize their marketing activities. Kotler (2003, p. 174) explains that 

“marketing decisions are strongly affected by developments in the political and legal 

environment”. Such environment like this comprises of laws, government agencies, and 

pressure-groups that influence and limits different organizations and individuals (Kotler, 2003, 

p.174).  Kotler (2003) further argued that such laws can also create opportunities for businesses.  

A country`s Political and legal forces are of a great importance to businesses since it can affect a 

company’s policy or decision making (Vrontis, 2008). Furthermore, government policy can 

affect industries through government regulatory intermediaries such as department of 

environment and the department of trade and industries (Vrontis, 2008). These government 
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departments develop policies on trading, standards, as well as restrictions in their various fields 

(Vrontis, 2008). These trade policies can affect firms in different ways, most likely on how their 

products are produced, promoted and sold (Vrontis, 2008). However, firms should also 

understand that political background different among regions and countries (Vrontis, 2008).  And 

each country has its own legal system and settings and when companies internationalizes to these 

countries then they must keep within these legal systems (Vrontis, 2008). 

In this section we will be examining the Nigeria political and legal system to recognize the 

possible opportunities and threats they may pose for the Swedish SMEs during their 

internationalization plans to Nigerian market. After a long period of military rule in Nigeria, the 

country finally adopts a new constitution in 1999, and a peaceful transition from military rule to 

civilian rule was finally completed (CIA fact book, 2012). This results to the present democratic 

system of government in Nigeria. One major opportunity for the Swedish SMEs in the Nigerian 

political and legal environment is the new laws that opened up investment in Nigeria to foreign 

investors. This results from, first, according to the Nigerian investment.com “in1995 the federal 

government abrogated the Exchange Control Act 1962 and Nigeria Enterprises Promotion 1989, 

which have inhibited free inflow of foreign portfolio investment. Subsequently, the government 

promulgated the Nigerian Investment promotion Commission decree No. 16 1995 and the 

foreign exchange monitoring and miscellaneous provisions decree No. 17, 1995, the new laws 

have opened up investment to foreign investors” (Nigeria investment.com) 

Furthermore, the Nigerian adoption of the 1999 new constitution that put human rights and other 

provisions into consideration, the formation of so many trade institutions to promote and monitor 

trade between Nigeria and Sweden, the joining of International Monetary fund and World Trade 

Organization has created more opportunities for Swedish SMEs who want to do business in 

Nigeria. But other government agencies like the National Agency for Food and Drug 

Administration and Control (NAFDAC) can pose threats for the Swedish SMEs. Because 

NAFDAC is a branch of the Nigerian ministry of health, their objectives is to regulate and 

control quality standard for food, drugs, cosmetics, medical devices, chemicals, detergents, and 

package water imported, manufactured locally and distributed in Nigeria (NAFDAC, 2009). We 

can see this as a threat since NAFDAC product specification might be different from the 
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Swedish SMEs product type, and the Swedish SMEs might find it hard to meet NAFDAC 

product requirements.   

2.7.6 Social-cultural environment: 

Social-cultural environment is another external environment factor that can influence a firm 

internationalization decisions. However, “marketers must recognize that there are many different 

groups with different view of themselves” (Kotler, 2003, p. 175). Sometimes the social-cultural 

environment background of countries can be different and can determine the kind of products 

and services that will suit that market. Like Kotler (2003, p. 175) said “society shapes our 

beliefs, values, and norms”. People understand, almost automatically, a worldview that describes 

their relationships to themselves, to other, to organizations, to society, to the natural world, and 

to the universe (Kotler, 2003, p. 175).   

Social-culture differs across the world and it creates room for varieties of products and services 

for different users. Marketers should strive to understand the social-cultural environment of a 

potential market so as to understand the consumers’ attitudes and preferences. For example 

different people have different views of themselves, different views of others, different views of 

organizations, different views of society, different views of nature, and different views of the 

universe (Kotler, 2003, p. 175). Marketers should always carry out market research to understand 

people views, attitude, and behavior towards their environments and social life, so as understand 

their required products and services.  

Hollensen (2011) further argued that “the issue of culture is very complex”, that culture 

encompasses virtually every part of person`s life, because the way people live together in 

societies is determined by their religion, education, family and reference groups, they can also be 

influenced by the legal, economic, political and technological forces (Hollensen, 2011, p. 234). 

However, international marketers should always plan ahead to manage these cultural differences 

like language and religion differences among consumers in various countries (Hollensen, 2011, 

p. 234).        

 Nevertheless, we can evaluate language as an opportunity for Swedish SMEs in the Nigerian 

marketing environment. Because the Nigerian official and business practices language is English 

language, although the Swedes official language is Swedish, but being that Nigeria is an English 
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speaking country communication is not a problem in doing business in Nigeria for those business 

actors who can speak English.  

Another social-cultural environmental factor which can be threats to the Swedish SMEs is the 

Nigerian diverse ethnic groups and religion. Nigeria is composed of more than 250 ethnic 

groups, with 50 percent Christian, 40 percent Muslim, and 10 percent indigenous beliefs (CIA 

fact book, 2012). These areas can be seen as threats, since this people have different taste in term 

of products and services. Because the greatest problem is to really understand the underlying 

attitudes and values of buyers in different regions and countries (Hollensen, 2011, p. 234).  

Nigerian cultural values, behavior, norms, ethics and other social-cultural factors can pose 

threats to the Swedish SMEs, because of the difficulties the firms may encounter when trying to 

understand the consumers preferences. But these factors can as well create opportunities for the 

Swedish SMEs, because these factors will create room for new products development and new 

market offering realization. Like Anderson and Narus (2004, p. 228), said that new offering 

realization can reduce firms or suppliers total cost of production, can create avenue for new 

markets, and it can help firms to achieve greater market place success.     

  

2.8 Micro-environment forces 

In this research, we found it paramount to take a good look specifically at the Nigerian micro-

environmental forces which is beyond the exporting firm’s control /or also regarded as part of 

the non-controllable element of marketing. This is because these forces as described by Kotler 

(2003) are forces close to the company and affects its natural capacity to serve its customers.  

This environment is also considered as the operating environment because it involves forces that 

affect the company performance and its competence in meeting the needs of the customers. 

Kotler (2003) identified the forces within this environment consisting of “the company itself, its 

suppliers, the marketing intermediaries, competitors, customers and the public”.  Meanwhile, 

Cherunilam (2010, p. 5) also listed these forces without including the company itself as one of 

the micro environmental forces. 
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2.8.1 The Company:  

This factor of micro-environment refers to the internal surrounding of the firms which includes 

all the firms’ departments such as the management, finance, R&D (research and development), 

purchasing, operations and accounting.  

2.8.2 The Suppliers:  

 A number of suppliers are required by all businesses in need for supplies of resources 

(components and raw materials) and many others (Jain, et al., 2009:8).  Jain (2009) expressed the 

view that Reliability and Multiple Supplier are two major or vital point concerning suppliers. 

Establishing a strong supplier’s relationship is very important in the market because it give the 

Companies the opportunity to evaluate the trustworthiness of the supplier.  

 In other words, most of the sectors have strong players that can satisfy the supply needs of 

companies. Which also this gives companies the opportunity and choice of different suppliers 

(reducing the risk associated with depending on one supplier), helping them to have a bargaining 

power (especially for non-scarce commodity) and other benefits. However, it is paramount to 

note that the risk associated with suppliers also depends on the kind of suppliers which they need 

for their daily operations. 

2.8.3 Marketing intermediaries:   

In international business the marketing intermediaries are very important because it includes 

agents and brokers who help the company to find and effectively do business either B2B or B2C. 

At the early stage of internationalizing into a new market, research has shown that firms do 

connect with independent representatives or local sales subsidiaries before having a full presence 

in the market (Melén, 2009, p. 21). The market intermediaries connect the firms with the final 

buyers or final consumers, also helps in selling and distribution. The common distribution 

network in Nigeria is: Manufacturer- Distributor-Wholesaler-Retailer and consumer (Country 

Commercial Guide for U.S. Companies, 2011).  On the other hand, Jain, et al. (2009) listed some 

factors which include Middlemen, marketing agency, financial intermediaries and physical 

intermediaries.   

There are many renowned marketing agencies and local partners in Nigeria that foreign firms 

other than those  firms established there rely on to establish / or carry out their businesses 

(swedenabroad.com).  These agencies vary depending on the sector the foreign company is 
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targeting or concerned with.  In considering the financial intermediaries, many reforms have 

been done to boost the Nigerian financial intermediaries and this has benefited the sector greatly 

making the sector more stable and healthy. The CBN Deputy Governor, Mr. Suleiman Barau 

said that, “their existed about $218 billion worth of financial intermediation opportunities within 

the financial service sector, especially in mobile money, insurance, pension and real estate” 

(vanguardngr.com). Also, the competition among the financial agents makes them more effective 

and kept the average real interest rate more efficient. This is an opportunity since there is access 

to funds at a relatively low interest rate and will helps reduce the financing burden of business 

operations in the market.  

2.8.4 Competitors: 

This is an important aspect of the micro-environment forces, they are the actors that produce or 

provide same/similar goods or service within the same market. Kotler (2003) described it as 

“other business units which are marketing or producing similar products or a very close 

substitute of our product”.  Competition is a key and crucial force in the Nigerian micro-

environment and has lead to the further development of new sectors in the environment; a good 

example can be drawn from the Nigerian telecommunication sector (Goddie, 2011). 

2.8.5 Customers: 

This group in the micro environment is the sole purpose and focus of any business existence. The 

customers are very important because business must create and sustain them to be able to 

succeed in any market. According to Cherunilam (2010, p. 6), different companies have different 

group/s of customers which includes individuals, households, industries, and other commercial 

firms, government and other institutions. Cherunilam (2010, p. 6) also made it clear that certain 

factors need to be considered by firms in selecting a customer segment to target. These factors 

consist of relative profitability, dependability, and stability of demand, growth prospects and the 

extent of competition (Cherunilam, 2010, p. 6). 

 

2.8.6 Public:  

This factor in the micro environmental forces consists of the users and the non-users of the 

product and services. Jain, et al. (2009) simply defined it as “any group that has actual or 

potential interest in the business”. He divided them under two categories the media and the local 
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public.  The media publics are active in the Nigeria business micro-environment and their 

publicized perception of firms can affect the reputation of a company either positively or 

negatively. 

 

2.9 Summary:   

The framework presented in this study illustrate how the intermediaries furnish the Swedish 

SMEs with objective knowledge or pre-market knowledge during their expansion to the Nigerian 

market, which is regarded as non-helpful knowledge by (Johansson and Vahlne, 1977 cited in 

Melén, 2009). With how the intermediaries continue to keep close contact with the Swedish 

firms even after they have internationalized, so that they can impact the firms with experiential 

knowledge, which is also regarded as helpful knowledge by (Johansson and Vahlne, 1977 cited 

in Melén, 2009). 

But the Uppsala model did not put the importance and functions of the intermediaries during 

firm’s internationalization into consideration. However, the functions of the intermediaries in 

firm’s internationalization seem to be too important to put aside.  

Our framework also illustrates the external environment of the firms which comprises of the 

Nigerian macro and micro marketing environment forces. A firm`s knowledge of these forces are 

of great importance to the firms for creating effective marketing strategies, to gaining and 

sustaining competitive advantage in the international market arena.   

 

 

 

 

 

 

 

 

 



 

38 
 

 

 

 

3. Methods and research design 

The main aim of this paper is to understand the importance and functions of intermediaries in 

Swedish SMEs internationalization to the Nigerian market. Furthermore, to understand and 

describe the functions of the different marketing intermediaries set up to facilitate trade between 

the Swedish SMEs and the Nigerian market, and how they equip the Swedish SMEs with 

objective or pre-market knowledge as well as impacting them with the required experiential 

knowledge even after the Swedish SMEs have internationalized.   

In addition to understand some of the opportunities and threats the Swedish SMEs could 

encounter during their internationalization to the Nigerian market.  So we decided it is more 

appropriate to do a qualitative study, since our mission on this paper is to understand and 

describe the relationship between the Swedish SMEs, the Nigerian marketing environment, and 

the processes and functions of intermediaries in Swedish SMEs internationalization to the 

Nigerian market. The above mentioned will be investigated from the intermediaries perspectives, 

based on their experiences in marketing activities.    

Meanwhile, we chose a descriptive phenomenological approach as our research strategy, since 

phenomenological research strategy is an approach that emphasized on description (Denscombe, 

2010, p. 93). Furthermore, the fact that since phenomenological approach focuses on human 

experiences and phenomenon (Denscombe, 2010, p. 94). However, phenomenon is something 

that needs explanations (Denscombe, 2010, p. 94). Hence in this paper, apart from the functions 

of the intermediaries we are going to also explain and describe their experiences in Swedish 

SMEs internationalization to the Nigerian market based on their previous accounts. Denscombe 

(2010, p. 94) also argued that That phenomenological approach to research focus its efforts on the kind 

of human being experiences that are pure, basic and raw in the sense that they have not yet been subjected 

to processes of analysis and theorizing.  
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3.1. Data collection  

To achieve the aim of our research we decided to carry out our study by reading some already 

existing literatures, articles, journals etc by renowned authors to understand our topic and learn 

the terminology and the key concepts, as well as the relevant models we are going to apply.   

Furthermore, we conducted in-depth interview with some key respondents from Swedish and 

Nigerian marketing intermediaries that are established to facilitate trade between Sweden and 

Nigeria which we will be referring to as our primary data.  

These intermediaries are categories’ into marketing agencies, private intermediaries, physical 

intermediaries, National intermediaries, and NGOs (trade) intermediaries because they function 

in different areas of international marketing.  Under the above mention business intermediary’s 

categories, we will be interviewing Route 712 Agency Nigeria, Nigerian-Swedish Chamber of 

Commerce (NSCC), and Swedish Trade Council (STC). The above listed marketing 

intermediaries contacts were search out of the internet by using Google search engine. We 

further contacted them on phone and scheduled interview date with them.  

 To approach the Swedish Trade Council (STC) we have to conduct an unstructured and an in-

depth interview with one of their respondents in Dalarna County, Sweden. In our interview with 

STC, we felt it was best to conduct a face-to-face interview with the respondents since we want 

to conduct an in-depth interview. More also, Denscombe (2010, p. 100) further argued that 

unstructured interview tends to be more favorable to researchers when using phenomenological 

approach. However, unstructured interview gives avenue for plenty directions that allows the 

interviewees to move the conversation to significant areas, and give an opportunity for the 

interviewees to provide an explanation of their experiences (Denscombe, 2010). Data that are 

collecting in this manner are regarded as qualitative and primary data (Denscombe, 2010). 

 To contact and interview the Nigerian-Swedish Chambers of commerce and Route 712 Agency 

Nigeria, we conducted an unstructured and internet interview by using Skype as a medium of 

communication, due to the cost of traveling to Nigeria and the limited time frame scheduled for 

this research, and the fact that both intermediaries are based in Nigeria. Denscombe (2010, p. 

178) actually recommend internet interview for researchers who want to eliminate the time and 

cost of traveling to meet interviewee face-to-face.  
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This makes our research qualitative study by making use of qualitative data. Since qualitative 

data are associated with researches strategies like phenomenological approach and 

“phenomenology is associated with humanistic research using qualitative methodology 

approaches that place special emphases on the individual`s views and experiences” (Denscombe, 

2010).  

Most importantly, during our interview with the three respondents from the above mentioned 

marketing intermediaries, we recoded every conversation with an audio recording device. After 

the interviews, we replayed the audio record and wrote reports based on the accounts of the three 

different interviews and sent the reports back to the respondents for proper scrutiny and to make 

sure there was no confliction or misunderstanding of information. They later acknowledge the 

receipts of our reports and verified the authenticity of the reports, certifying that our reports are 

in line with the interview we had with them.               

Nevertheless, firms’ internationalization has gained a lot of academics attention by so many 

researchers over the years, but little or no attention has been given to the functions of the 

intermediaries and how they equip the Swedish SMEs with internationalization knowledge of the 

Nigerian markets. After collecting some empirical data, we will carefully analyze and describe 

them to understand the functions of the marketing intermediaries set up to facilitate trade 

between Sweden and Nigeria, and how they equip the Swedish SMEs with objective and 

experiential knowledge.   

3.2 Empirical study profile   

 In the next few chapters we will present the empirical data we have collected from three 

different marketing intermediaries. We achieved this by conducting three separate in-depth 

interviews with three marketing intermediaries. We decided to investigate three different 

intermediaries, because these three intermediaries belong to different categories of intermediaries 

and have different functions in international marketing. However, each of these intermediaries 

was selected according to their relevance in firm’s internationalization.     

The first interview we conducted was face-to-face unstructured interview with one of the 

Swedish Trade Council (STC) respondent in Dalarna county of Sweden. Our respondent 

coordinates and represents the Swedish Trade Council in Gävleborg/Dalarna region. While, the 
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other two interview with Nigerian-Swedish Chambers of Commerce and Route 712 Agency 

Nigeria was conducted over the internet with the use of Skype, but still unstructured interview.  

3.3 Limitations 

Due to our limited time frame we could not gather enough data for this research. And also could 

not carry out enough interviews with many marketing intermediaries or institutions involved. 

However, due to the above mentioned limitations and the fact that this study is a qualitative 

study, readers should be careful when considering generalization of this research due to the fact 

that results from a qualitative study cannot be generalized. But this research only open more 

avenue for continues and future research.   
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4. Empirical data and findings 

 

4.1 Summary of interview with Swedish Trade Council (STC) Sweden  

For us to conduct an in-depth interview with the Swedish Trade Council (STC), we had to 

contact STC Gävleborg/Dalarna regional coordinator Anders Granbom, who invited us for a 

face-to-face interview. An unstructured interview was held with the respondent face-to-face in 

his office in Borlänge, Dalarna region. 

The Swedish Trade Council`s was founded in 1972 and the council`s main objective is to assist 

Swedish firms and facilitate trade between Swedish firms and their countries of interest. 

Furthermore, the council has 66 offices in 60 different countries, so that those offices can acquire 

market knowledge of that country, which can be used for guidelines to advice the Swedish firms 

in case they want to expand to these markets, either by export, joint venture, foreign direct 

investment, agents etc.   

Swedish firms consult STC for advice and guidelines when they are interested in expanding their 

business across the Swedish or EU boarder. Swedish firms also consult STC when they want to 

understand an international market before entry, and to determine the kind of market entry mode 

to apply. STC is able to feed these firms with information with the help and collaboration of their 

colleagues in their various offices in different countries. More also, they are able to inform the 

Swedish firms with information and contacts in their various country of interest.  

STC have their offices in Nigeria and some other African countries. But the respondent claimed 

he have had few dealings with SMEs expansion to the Nigerian market. They have also had close 

dealings with few African countries like Kenya, Tanzania, and South Africa etc. Presently STC 

is more interested in directing their focus on the Swedish SMEs especially the Green Company’s 

internationalization, because STC saw it wise to encourage them and increase international trade. 

STC is presently encouraging the Swedish SMEs internationalization to emerging markets, in 

other for them to boost foreign trade between Sweden and other emerging economy. These 

results to one major reason why they decided to encourage the Swedish SMEs in their 
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internationalization process, as well as giving them subsidies in terms of payment for the 

Swedish trade council consultation fee.   

The Swedish Trade Council also equips the Swedish firms with information about their market 

of interest, and assists them by doing situation analysis, by helping them to scan the market 

environment of their particular country of interest. They also help them to keep close contact 

with the recipient market. STC help`s the Swedish firms to do market investigations, by finding 

out prices, markets size, distributors, suppliers, customs issues and tariffs, and industry forces in 

the recipient country and link these Swedish firms to the right middle men, distributors, 

customers, and brokers they required in that market.  

Furthermore, STC also help them to look at market situations and the company’s status to know 

if the company requires foreign direct investment, agents, joint venture etc as their entry mode. 

However, their main objective in summary is that they do background support for MNCs and 

SMEs in terms of business plan and link them with the necessary distributors, brokers/agents, 

and customers in a particular market as well as given them follow-up support even after these 

firms have already internationalized to ensure they gain the required market knowledge over 

time.  

But the MNCs pays STC higher fee than the SMEs since it is in their interest to support and 

encourage SMEs internationalization. STC also help the Swedish firms to prepare and facilitate 

business contracts, link them to the right market intermediaries or government departments when 

need arises,  provide them with language interpreters in case of language barriers, and inform the 

Swedish firms in terms of the recipient country’s culture, organization and business practices.  

The Swedish Trade Council processes of operations is sub divided into four different units which 

are market selection analysis (MSA), business opportunity plan (BOP), business support office 

(BSO), and business support sales (BSS).  

The Swedish Trade Council first market investigation is to do a survey called market selection 

analysis (MSA). By this analysis they are able to choose the most favorable market for the 

Swedish firms upon request. Their second or next step refers to business opportunity plan (BOP), 

and it is divided into three aspects, which are market investigation, market visit, and market 

follow up. During the market investigation, they help firms who are interested in going into 
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business in another country to investigate the prices, market targets, distributors, customs 

procedures and tariffs, market size, customers, suppliers, as well as to advice them when it is 

appropriate to use agents, joint venture, franchise, direct/indirect export, or foreign direct 

investment entry mode. These they can accomplish by liaising with their other colleagues in their 

office in the potential market or country.  

The second step of the BOP is to help the firms to visit that particular market of interest, and do 

more field survey. While, the third step of the BOP is to carry out market follow up activities. 

This they also refer to as action plan by keeping close contact with the Swedish firms and the 

potential marketing environments.  

The third unit which is business support office (BSO) is when a Swedish firm can have their 

office space under the roof of the Swedish trade council in the recipient country. Lastly the 

fourth unit is called business support sale BSS. In this case a Swedish exporter can choose to 

employ/hire the services of the employees of the Swedish trade council as sales persons in the 

recipient country.  

Most of these Swedish SMEs do not really have objective knowledge or pre-market knowledge 

of the sub-Sahara markets or the Nigerian markets. It is the duty of the STC to provide them with 

objective knowledge or pre-market knowledge which is the non-helpful knowledge. For the STC 

to bring the Swedish firms awareness to these Sub-Sahara markets, they have to conduct 

seminars in Stockholm and bring their attention to issues like business opportunities, business 

areas (i.e. green business, health sector etc) and market entry procedures or processes.  

Then when the firms are able to enter into these markets then they can acquire more required 

market knowledge over time. But even after firm’s internationalization to new market, STC still 

continue their follow up program by keeping close contact with firms, updating them with recent 

market development and linking them to the right agencies, government departments, supplies, 

and union etc in the recipient country. STC continue their follow up with these Swedish firms 

and the market environment forces to ensure that these firms gain the required market 

knowledge. In addition, they sometimes publish this business information about international 

markets opportunities on the Swedish news paper, or sometimes these firms who want to 

internationalize contact the STC directly so as to be informed about foreign markets. 
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 STC also inform the Swedish firms in terms of the recipient country’s culture, organization and 

business practices, the areas of business opportunities in that country, product types, the 

political-legal situation, and basically some threats or risks in Sub-Sahara African markets or the 

Nigerian market.  

The Swedish firms normally contact the STC and tell them their needs, and then they contact 

their international office in the recipient country involved and respond to the Swedish firms 

needs. During the internationalization process the Swedish Trade Council normally conduct a 

forum via voice conference with the firm’s representative and their company consultant and STC 

official in Sweden and in the recipient country’s trade council office so as to hold a formal 

meeting with firm`s actors. They do this to formally inform the Swedish firms about the Nigerian 

marketing environment situation and in other countries where they have their offices.  

These environmental situations involves issues like, some major threats in sub-Sahara markets or 

in the Nigerian market which are, corruption, political instability, language barriers, and payment 

risks. They see corruption as the major threat since it is something the Swedish firms prohibit in 

business practice. Corruption is seen as bigger problem for the Swedish firms since it is highly 

prohibited in their domestic market Sweden. Although by STC rating from transparency 

international Nigeria corruption has been reduced recently.  

Furthermore, our respondent argued that in comparison to some other countries Nigeria security 

is manageable for the Swedish firm. However, another worry of the Swedish firms is the risks 

involved. This risk is mainly associated with payments. Due to the risk of payments, the Swedish 

SMEs sometime ask for pre-payment from their customers or distributors from the recipient 

country.    

However, most of the opportunities in the Nigerian market for example are the large market size, 

green companies for consumer products, agriculture for huge demands of equipments and 

machineries, construction equipments for construction, and information and communication 

technology. These enlisted Nigerian sectors are the recent identified opportunities. STC 

respondent further confided in us that Nigeria is Ericsson 10
th

 biggest market and as a result 

there are large opportunities for information and communication technology (ICT) in Nigeria. 
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The respondent also point out language in Nigeria as an opportunity for Swedes doing business 

in Nigeria, since the Nigerian official and business practice language is English language.      

   

 

4.2 Summary of interview with Nigerian-Swedish Chambers of Commerce 

Nigeria 

  

Since the Nigerian-Swedish Chambers of Commerce (NSCC) corporate headquarter  is located 

in Lagos, Nigeria and due to the huge cost of traveling to Nigeria and the inconveniences of 

going to Nigeria to carry out face-to-face interview with NSCC, we decided to conduct an 

unstructured internet interview with them. We were able to achieve this by conducting an in-

depth interview with the respondent in Nigeria via Skype. And consequently the respondent who 

happened to be NSCC executive secretary Mr. Adeleke responded to our question with answers, 

but elaborate more on the areas we did not intend to ask him. 

The Nigerian-Swedish Chambers of Commerce in located in Lagos, Nigeria. NSCC was founded 

in 2003. NSCC was created to improve and facilitate trade link between individual and firms 

from Nigeria and Sweden.  

Trade between Nigeria and Sweden increased in the 1970s and 80s but has reduced over the last 

ten years due to some economic and social reasons. The main focus of NSCC is to continue to 

monitor and guide the bilateral trade agreement between Nigeria and Sweden for the benefit of 

both countries.  

Furthermore, NSCC is a non-profitable, non-government, non-political, and non-religious 

organization. NSCC is fully committed to the promotion of positive collaboration between 

Nigeria and Sweden in development of business, industrial, economic, social and cultural 

interests through the pursuit of her objectives and aims. These objectives and aims are limited to 

the following points.  

The first point is to provide a forum for the interests of Nigeria and Sweden, whereby 

development and improvement of industry, commerce, and agriculture between Nigeria and 
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Sweden can be encourage and protected. Their second point is that the NSCC act as think tank 

on the economic investment and other related trends both in Nigeria and Sweden. The third point 

is to advice the members of NSCC on the opportunities and threats, legislative or otherwise 

arising from the pursuit of trade between Nigeria and Sweden.  

Fourthly, to maintain a close liaising with all relevant government establishments, departments 

and representative bodies with the aim of protecting or representing every member’s interest 

when need arises. And finally, to provide market consultants through up-to-date surveys of 

market conditions to members. However, NSCC members are limited to individuals and 

companies from Nigeria and Sweden.   

Furthermore, NSCC services to their members and her procedures of operation are stated as 

follow. To be able to transfer economic, market, and social information to NSCC members, they 

organizes seminars and conferences at which notable speakers are invited from various field. In 

these meetings they normally discuss current issues affecting Nigeria and Sweden trade. In 

addition to that, the chamber also works together with Swedish embassy Nigeria and Sweden 

trade council in Nigeria and Stockholm, as well as the Swedish chambers of commerce in 

Stockholm, Sweden. With their constant interaction they are able to equip members with the 

necessary market information needed.  

The chamber always meets and work hand-in-hand with the Swedish trade delegates when they 

visit Nigeria. However, the NSCC services to their members cover large business area, these 

includes creation of networking database for NSCC member to know one and another, and to 

know who to contact when need be. They also coordinate service visitation to ensure that NSCC 

members gain quality service, and they circulate all journals and leaflets on investment 

opportunities and other matters related to business and considered to be of importance.  

Apart from the Swedish firms who are already members of the Swedish trade council, they 

normally get in contact with other new Swedish SMEs who want to expand or has just expand to 

the Nigerian market via internet contact, journals, Swedish Trade Council, and the Swedish 

Embassy in Nigeria and in Sweden.  

Unlike the Swedish Trade Council and Route 712 Agency, the NSCC believe that the Swedish 

SMEs has pre-market knowledge of the Nigeria market which is a non-helpful knowledge. But 



 

48 
 

they equally believe that market knowledge can only be acquired over a period of time in the 

market, and that NSCC contribute continuously in different ways to Swedish firms acquiring the 

required market knowledge which is the helpful knowledge.   

The Nigerian-Swedish Chambers of Commerce also identified some opportunities and threats in 

the Nigerian market, and they normally equip their members with such information. They do this 

by publishing any recent opportunities and threats in the Nigerian market on net and journals for 

these Swedish firms to be aware. Or most time they can send fax or make telephone calls to the 

Swedish firms or the institutions involved upon request regarding issues like this.  

However, some of the major opportunities and threats our respondent could identify where 

opportunities in sectors like agriculture, construction, technological which has to do with 

information and communication technology as well as the large market size, effects of 

government policies, security threats, economic instability, honesty among business 

counterparts, and lack of financial capability etc. Moreover, to help the Swedish firms to solve 

some of these uncertainties, we help them to carry out adequate investigation on proposed 

business plans. We also give an update policy and information on the subject matter.   

4.3 Summary of interview with Route 712 Experiential Agency Nigeria 

 

Route 712 Experiential Agency is a private marketing agency which is situated in Nigeria. For 

the purpose of this research work we contracted with their business development manager Mr. 

David Idahoise whom was our correspondent. We choose to interview this particular respondent 

because he is a Managing partner at this marketing agency and he is actively involved with the 

daily affairs and the decision making process of the Agency.  

We could not have a face-to face interview because of the distance from Sweden to Nigeria so 

we had to conduct an unstructured internet interview with the correspondent via Skype (a virtual 

internet communication platform). Hence, during the interview we had experienced some break 

ups in the internet connection but we finally ended the interview successfully and were able to 

collect the necessary information from him. 

As earlier said Route 712 Experiential Agency is a marketing agency located in Nigeria, founded 

in 2006, and is under Route 712 Global Resources Limited (the parent company of Route 712 
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Group). The company was born out of the need of domestic and international companies to 

promote their goods and services in the Nigerian market. Basically the company is aware of the 

Nigerian market situation and is also actively specialized in getting new products and services to 

the right target audience. Big multi-national companies like Nestle, P&G, PZ Cusson, makes use 

of the services that Route 712 Agency provides. Route 712 clients are those companies that need 

their services in other to create awareness to the target group. 

According to our correspondent, Route 712 major services to international companies that are 

expanding to the Nigerian market, is to help them create brand awareness in the Nigerian market. 

This service is offered through a well-defined process which includes developing a campaign 

strategy and promotion based on Route 712 in-depth understanding of the brand, target audience 

for the product and the dynamics of the local market. The assistance they offer is aimed at 

creating affordable and maximum yield on investment activations for their clients. 

Most of Route 712 clients basically contact them directly but it also linking up with companies 

through the online internet medium. From the perspective of Route 712, they believed that the 

Chinese, Indians and Americans firms have more knowledge of the market than the Swedish 

firms. The respondent pointed out that based on their knowledge of the Nigerian market and 

since they work hand-in-hand with their clients, thereby sharing same experience within a period 

of time in trying to promote a brand. That they regard the knowledge they give to firms as 

helpful knowledge. 

This agency has no means or program in-place yet to educate the Swedish SMEs on the threats 

or opportunities in the Nigerian markets. However, from our correspondents personal 

experiences he pointed that huge return on investment due to the market size is one great 

opportunity in the Nigerian market. On the other hand, Security challenges is what he identified 

as the major threat that directly and indirectly affects the Nigerian business environment.   

Hence, the correspondent further expressed that the worries of the Swedish or western companies 

in doing business in Nigeria depends on the investment in question. Consequently implying that 

what foreign companies or Swedish firms may consider when planning to do business in Nigeria 

varies depending on their interest and the degree of risk associated with the resources to commit 

into a given sector in the market.  
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4.4 Summary of findings: 

1. We discovered that there are some Swedish and Nigerian intermediaries set up to facilitate 

trade between Swedish SMEs and Nigerian market. We also discovered the importance and 

functions of the intermediaries in Swedish SMEs internationalization processes to the Nigerian 

market. The main functions of these intermediaries are:  

They create and facilitate business link between Swedish firms and foreign markets, they act as 

think tank, they create forum for firms to have quick access to information, they conduct market 

research for firms, they negotiate and sign business contracts for the firms, they make provisions 

for social-cultural issues like language interpreters, they link the firms to the right government 

departments or private agency when need arises, they help firms to create brand awareness, they 

link firms to the right suppliers, agent/brokers, middle men etc.       

2. We discovered that the Swedish SMEs do not have knowledge of the Nigerian market. They 

acquire objective and the experiential knowledge from the STC, which is regarded as non-helpful 

and helpful knowledge respectively. And STC do a follow up plan to keep close contact with the 

Swedish firms even while they are in the new market, so that they can continuously impact these 

firms with more market information that will give them the experiential knowledge, which is the 

helpful knowledge.  

While intermediaries like NSCC create a forum that allows the Swedish firms to become 

members, and they work hand-in-hand with these firms. At the same time acting as the Swedish 

firm’s third party by updating them with information on political, economic, social-cultural, and 

environmental issues and helping them to reach or link-up with the required government 

departments, middle men, suppliers, buyers etc. However, NSCC functions impact`s the Swedish 

firms with knowledge that has gone beyond merely objective knowledge to experiential 

knowledge.            

3. We also discovered that the Swedish firms in Nigeria are mainly the MNCs, with very few 

SMEs, and these SMEs mostly rely on export. 

4. Other discovery was that there are some Swedish SMEs that produce global products and are 

searching for ways to enter emerging markets like Nigeria, and their first step to gain objective 
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knowledge is to contact intermediary like STC. Hence, the NSCC hold different seminar in 

Nigeria and Sweden to expand the Nigerian market knowledge to member and non-member firm.   

5. We also discovered that the Swedish government via the STC is making great effort to 

encourage Swedish SMEs to internationalize to other countries especially emerging markets, and 

bringing the Nigerian market and other sub-Sahara African markets awareness to the Swedish 

SMEs. 

6. We also discovered that, apart from the Americans and some old European companies, the 

main recent dominant of the Nigerian market are the Chinese, Indian and Lebanese companies. 

7. We also discovered that due to the Nigerian government recent economic reforms and the idea 

to strengthening the Nigerian macroeconomic and other sectors like agricultural, Information and 

communication technology, and construction has led to huge market opportunities in Nigeria. 

Other opportunities in Nigeria are the country’s natural resources and the large market size due 

to its large population.  

8. The major threats we discovered in the Nigerian market are issues like insecurity, corruption, 

and risks of payments. But the STC pointed out that in recent time according to their rating that 

Nigeria security state is manageable. STC emphasize that Most of the Swedish firms in Nigeria 

claim that despite the heavy alarm regarding Nigeria insecurity they have not had problems with 

security problems. The Swedish firms in Nigeria also pointed out that, they know how to apply 

some security measures when it comes to living in Nigeria.  

9. The Nigerian corruption rate has been reduced according to transparency international rating. 

But the Swedish MNEs in Nigeria has also confirmed that despite the previous high corruption 

rate in Nigeria they have not participated in corruption, but if their third party does on their 

behalf they do not know. In the issue of payment risks, the STC said one of the measures the 

Swedish firms sometimes apply to counter this risk is to request for pre-payment.  

10. However, despite these risks and worries of these firms they still sometimes decide to 

internationalize, especially firms that produce global products. The scanning of the marketing 

environment is sometimes done to have an insight of the market they are going in to, which is 

also known as the non-helpful knowledge. The scanning at the beginning is normally done by the 
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intermediaries and then transfers this knowledge to the SMEs. But the interesting part is that 

these intermediaries do not stop there, they go ahead and create strategies that will enable them 

partake in the experiences of these firms thereby linking them to the right source of information 

and contacts, as well as equipping them with experiential knowledge which is the helpful 

knowledge.              
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5. Analysis  

 

In this section we will be analyzing the data we have collected with reflect to our literature 

review. To achieve this, we will focus on answering our research questions. That was formulated 

as to understand and identify the functions of the intermediaries in Swedish SMEs 

internationalization to Nigerian market. This will be analyzed based on our literature review and 

the results from our empirical findings.  

 

5.1 Intermediaries and their roles in Swedish SMEs internationalization to 

Nigeria market, and their internationalization knowledge 

Consequently, the need to successfully internationalize the Swedish firms or SMEs across border 

or to the Nigerian market, led to the establishment of intermediaries like Swedish Trade Council, 

Nigerian-Swedish Chambers of Commerce, and other marketing intermediaries. 

Hence STC and other marketing intermediaries functions includes offering of different range of 

services to the Swedish SMEs or firms that wishes to internationalize to foreign markets as well 

as Nigeria market. Part of these services includes transferring information about the market 

macro and micro environment to the Swedish SMEs or firms, but this kind of information is 

regarded as an Objective knowledge according to the Uppsala Model by Johansson and Vahlne 

(1977), cited in Melén (2009). As earlier acknowledged in this research, objective knowledge is 

obtained from a standardized systematic approach such as conducting a marketing survey and is 

regarded as non-helpful knowledge (Johansson and Vahlne, 1977 cited in Melén, 2009).    

But furthermore, after these Swedish SMEs or firms have successfully internationalized to 

foreign markets, these marketing intermediaries still map out strategies to work hand-in-hand 

with these firms, so that they can as well equip these firms with the experiential knowledge 

which is regarded as the help-full knowledge to the firms according to the Uppsala Model by 

Johansson and Vahlne (1977), cited in Melén (2009).  

It is evident that the intermediaries achieve this by first scanning the Nigerian marketing 

environment and equip the Swedish SMEs or firms with the objective knowledge of the Nigerian 
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market, and with their local presence in the market by keeping close contact with the Swedish 

SMEs or firms they are able to furnish these SMEs or firms with the experiential knowledge. An 

example is when the Swedish Trade council assists the Swedish firm to conduct market research 

with the aid of other intermediaries like Nigerian-Swedish Chambers of Commerce and their 

colleagues in STC`s branch office in Nigeria.  

Melén (2009, p. 16) further argued that foreign market knowledge is defined as firm’s 

experiential knowledge regarding overseas counterparts like suppliers, customers, customers’ 

customer, distributors, competitors and the obtained general experience of how to do business in 

foreign markets. From our empirical data we could understand that the Nigerian-Swedish 

Chambers of Commerce creates membership forum for easy communication among members. 

These members includes the Chambers itself (NSCC), individuals and firms from Sweden and 

Nigeria, and other mediators like suppliers, distributors etc.  

Nevertheless, all these intermediaries functions further implies that the intermediaries also 

partake during the process of firm`s market commitment by making different commitments and 

equipping the firms with market knowledge due to their local presence in the foreign market. 

However, such market commitment also reflect to the work of Johansson and Vahlne (2007) that 

firm should try to understand the interplay between market commitment and market knowledge. 

These firms become more committed when they have more knowledge of the Nigerian market. 

Consequently, the intermediaries connect these firms with the required suppliers, customers, 

government departments, agents/brokers, middlemen, and other local mediators etc. The 

intermediaries also equip these firms with knowledge about government laws, market norms, as 

well as recent development of opportunities and threats in the Nigerian market. Like Melén 

(2009) said, the knowledge of such trends is the experiential knowledge.       

  

  

5.2 Functions of intermediaries during Swedish SMEs internationalization to 

Nigeria market 

During the cause of our research we discovered some studies done by different researchers which 

identified that, SMEs requires helpful knowledge which is obtained from experience for them to 
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be successful in the foreign market. Consequently, it is obvious that this helpful knowledge is the 

assets of the intermediaries which they offer to aid firms. This is because the intermediaries 

acquired this information from their experience in the market environment and as a result of their 

local presence in the foreign market. It is important to know that we regard the Swedish SMEs as 

Early Starters; firms having little knowledge of foreign markets and have little resources to 

directly acquire knowledge from the foreign market, as reflected from the work of Norman and 

Ramirez (1993), cited in Sylvie and Desire (2000). Therefore, these firms rely on the information 

and aid of intermediaries like the Swedish Trade Council.  

Nevertheless, in this study it is paramount to understand that there is inaccessible value which is 

the primary knowledge that the Intermediaries offer to firms. Therefore, the aids/services of the 

intermediaries are inevitable in entering the Nigerian market by the Swedish SMEs. 

There are available information’s about the Nigerian market which is an accessible on the 

internet and standard directories, but in this study we regarded this kind of information as 

secondary data and Objective knowledge (which according to Melén (2009) refers to information 

obtained from a standardized systematic approach such as marketing survey). Leonidou and 

Katiskeas (1997) considered the Objective knowledge as a secondary source of information and 

proved in their research that such information is not useful to firms when making marketing 

decision. Meanwhile the Uppsala model regarded the Objective knowledge as less or non-helpful 

tool for firms to increase their involvement and commitment in a foreign market (Melén, 2009).  

In this research we also discovered that, the objective knowledge is accessible but hard to use but 

the intermediaries are facilitators that makes this objective knowledge useful. The intermediary 

such as the Swedish Trade Council (STC) is close to the Swedish SMEs and at same time they 

operate in the Nigerian market. So STC have experiential knowledge (knowledge acquired from 

experience in the foreign market due to their local presence in the market) of the Nigerian 

market. And with their (Swedish Trade Council) collaboration with other intermediaries in the 

market like the NSCC, they can mediates the helpful knowledge to the Swedish SMEs and create 

a platform for them to be able to successfully use the knowledge they have of the Nigeria market, 

when they internationalize.  
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The platform is in form of designed and structured procedures to address all the needs of the 

SMEs as identified in our summary of the Swedish Trade Council. The structured platform is 

used by them to appropriately aid firms seeking to internationalize to foreign markets (such as 

the Nigerian market). The services offered by the STC are also evident in the OECD report 

(2010) on the functions of the intermediaries.  

On the other hand, the Nigerian-Swedish Chamber of Commerce (NSCC) is an intermediary in 

the Nigerian market aimed at supporting and promoting trade between individuals and firms 

from Sweden and Nigeria. They form part of the network of intermediaries in Nigeria and also 

have direct links with the STC. They also share useful information with their member firms and 

STC. According to Simpson and Colin (1997), this information sharing process can help firms to 

get the helpful information without having to go through the market mechanism.  

Significantly, the NSCC also have well established contacts and cordial relationship with various 

government departments and non-governmental agencies in Nigeria, and these contacts are 

crucial for firms coming into the Nigerian market. Furthermore, they also help in negotiation, 

forming legal agreements with business parties and linking firms to acquiring necessary 

recourses that would be useful to the Swedish firms seeking to do business in the market.  

Route 712 Experiential Agency is part of the indigenous intermediaries in Nigeria but is 

specialized with aiding foreign firm in promoting their products and brands from the grassroots.  

They are private-owned entity that has knowledge on how products or service can be channeled 

to the specific audience in the Nigerian market. They have the primary knowledge which can be 

useful for the firms to make marketing decisions as was suggested in the study of Leonidou and 

Katiskeas (1997).  

These attributes possessed by these intermediaries that we interviewed in this study are so vital 

for SMEs especially those that fall under the Early Starter category. These mediators support 

platform reduces great cost and risks of uncertainty for the SMEs which have limited resources 

during internationalization into a foreign market.  
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5.3 Understanding the opportunities and threats in the Nigerian marketing 

environment 

The knowledge to understand the opportunities in a country`s marketing environment, acts as a 

motivator or measure of consideration that can lead to market interest by international firms that 

want to do business in foreign countries. According to Kotler (2003), this knowledge or 

awareness as he puts it, empowers firms ability before entry and after entry into the market.  

From the data we collected from the intermediaries whom we believe had better knowledge of 

the Nigerian market because of their local presence in the market over the years. We could 

identify some opportunities within the Nigerian Market. Some of these Opportunities include the 

large market size, green companies for consumer products, agriculture for huge demands of 

equipments and machineries, constructions and construction equipments, and information and 

communication technology. Other opportunities are the countries rich natural resources and 

agricultural produce.    

It is evident that the Large and growing population of Nigeria has largely contributed to the 

attractiveness of the market size and high demand for agricultural produce. Also, as Nigeria is a 

developing country, the demand for advanced infrastructure is at its peak leading to great need 

for machineries and equipments for communication and construction.  

Having known the potentials opportunities in the Nigerian market, it is obvious that we must not 

over look the threats in the Nigerian market. This is because if threats are not carefully examined 

it can ruin companies seeking to internationalize.  Kotler (2003) emphasized the need to access 

the threats when scanning the macro and micro environment of any market.  

Consequently from the empirical data we identified three common key concerns or "threats" with 

the Nigerian market. These threats as discovered include Security instability, Corruption, and 

payment risks. However, according to our empirical findings these threats can be controlled or 

avoided. Meanwhile, enormous increase or positive changes by the Nigerian government to 

totally eradicate these threats from the Nigerian market is in progress. It is evident since 

according to Transparency International recent rating, that the corruption in Nigeria has reduce 

compared to the previous years.  
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6. Discussion   

 

Like so many academic literatures have suggested, firm’s internationalization knowledge is very 

necessary for creating effective strategies, and for the firm to gain and sustain competitiveness in 

the international arena. However, intermediaries has taking it upon themselves to acquaint firms 

with necessary market information in the quest of their internationalization plans. This 

internationalization knowledge includes objective and experiential knowledge which comprises 

of information regarding the opportunities and threats involved in the potential market macro and 

micro environments.  

Nevertheless, most Swedish SMEs do not have the objective or experiential knowledge of the 

Nigerian market, but these intermediaries involved are doing every possible best to equip these 

SMEs whom are interested in internationalizing to the Nigerian market with such knowledge.  

Collectively, this study contributes to the literature by providing an insight on the functions of 

the intermediaries and how important or valuable the market  information they have are, when 

Swedish firms seek to successfully enter the Nigerian market. By constructing a framework, we 

saw the position of the intermediaries when firms seek to internationalize into a foreign market 

that is usually surrounded by forces outside the control or influence of firms.  

Two fundamental functions of the intermediaries can be identified from this study, the 

intermediary as facilitators and gatekeepers. We called them facilitators because they make the 

objective knowledge useful in a structured way and facilitate the link for firms to gain the 

experiential knowledge. They are also gatekeepers because they have the key to the foreign 

market, because they have specific vital information acquired from their experience in the 

market, due to their local presence in foreign markets. As the gatekeepers, they are acquainted 

with the foreign market; they have valuable contacts and can aid firms towards the right direction 

to success in the foreign market. 

The Swedish SMEs have a higher chance of successful integration and survival in the Nigerian 

market when they work with the intermediaries.  
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6.1 Recommendations for future research 

This study was done within a limited period of time. As such it was conducted with few 

intermediaries and we know there are so many intermediaries involved in internationalization of 

firms. Furthermore, the study was carried out with focus on just the Swedish SMEs and the 

Nigerian market, which restrict this study to certain areas. However, this study is open for further 

research.  
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