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Abstract

The retail sector is no doubt an important component of economic activities in Nigeria, contributing to
employment, entrepreneurship, consumer access and the distribution of goods and services. The increasing
presence of Chinese-owned retail businesses in Nigeria, however, has introduced new competitive pressures and
raised concerns about the ability of indigenous retailers to remain competitive. This study therefore examines the
competitive strategies employed by Chinese-owned retail businesses in Nigeria, their effects on indigenous
retailers and the lessons and policy options that can promote sustainable coexistence. Adopting a mixed-methods
approach involving qualitative analysis of semi-structured interviews and supporting questionnaire responses, the
study examines issues relating to pricing, sourcing, supply-chain efficiency, product availability, customer
service, digital marketing and business networks. The study finds that Chinese-owned retail businesses derive
important competitive advantages from direct sourcing, bulk purchasing, supplier relationships, competitive
pricing, product availability and established business networks. It also finds that indigenous retailers experience
pressure on prices, profit margins and customer retention, although competition has encouraged some Nigerian
businesses to improve customer service, adopt digital marketing, diversify their products and explore alternative
sourcing strategies. The study argues that Chinese-owned and indigenous retail businesses can coexist where
competition is supported by fair regulation, stronger local business capacity and constructive business
relationships. It therefore recommends improved access to finance and training for indigenous retailers, greater
adoption of technology, stronger supply networks, effective enforcement of fair competition and increased
cooperation between Chinese-owned and Nigerian-owned businesses.

Keywords: Chinese-owned businesses; Competitive strategies; Retail competition; Indigenous retailers;
Consumer welfare; Sustainable coexistence; Nigeria.

Introduction

The rapid transformation of global production, trade, and distribution networks has reshaped retail markets across
developing economies. Advances in manufacturing, logistics, digital commerce, and cross-border investment have
made it easier for producers and businesses to establish a more direct presence in foreign markets. As a result,
competition in many emerging economies is no longer dominated solely by domestic intermediaries, as foreign
firms are increasingly involved in wholesale and retail activities. China has become an important part of this
transformation, with the expansion of Chinese businesses and supply networks contributing to changes in
commercial activities across Africa.

Nigeria has emerged as one of China’s important commercial partners in Africa, supported by its large consumer
market, growing urban population, and demand for imported goods. For many years, the relationship between
Chinese manufacturers and Nigerian consumers was largely facilitated by indigenous importers and retailers who
travelled to China to purchase products in bulk for resale in Nigerian markets. This arrangement positioned
Nigerian traders as important intermediaries between foreign manufacturers and domestic consumers and created
opportunities for local entrepreneurs in different areas of retail trade.

However, this pattern of distribution has gradually changed. Improvements in international logistics, digital
communication, cross-border e-commerce, and business networks have enabled some Chinese businesses to
establish a more direct presence in Nigeria through warehouses, wholesale centres, retail outlets, and online
platforms. Rather than relying entirely on Nigerian importers to distribute their products, some Chinese businesses
now participate directly in domestic retail activities. This development has reduced the distance between
producers, suppliers, retailers, and consumers and has introduced new forms of competition into Nigeria’s retail
sector.
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The changing retail environment presents both opportunities and challenges. The presence of Chinese-owned
businesses can increase consumer access to affordable products, improve product availability, widen consumer
choice, and encourage competition. At the same time, indigenous retailers have raised concerns about lower prices
offered by competitors, declining profit margins, changing customer expectations, and the difficulty of competing
with businesses that may have direct relationships with manufacturers and access to established international
supply networks. These different experiences suggest that the expansion of Chinese-owned retail businesses
cannot be viewed simply as either an economic opportunity or a threat to Nigerian businesses. Its effects depend
on the strategies adopted by the businesses involved and the ability of indigenous retailers to respond to changing
market conditions.

Although previous studies have examined China—Nigeria trade relations, foreign direct investment, Chinese
enterprises, and the broader economic relationship between both countries, less attention has been given to the
specific competitive strategies employed by Chinese-owned retail businesses operating within Nigerian markets.
Existing studies have also paid comparatively limited attention to how these strategies affect indigenous retailers
and how both groups can operate within the same market under conditions that promote fair competition and long-
term sustainability. This leaves a gap in understanding the practical mechanisms through which Chinese-owned
retailers compete and how Nigerian retailers respond to these changes.

Against this background, this study examines the competitive strategies employed by Chinese-owned retail
businesses in Nigeria, their effects on indigenous retailers, and pathways for sustainable coexistence within the
retail sector. The study focuses on key areas of competition, including pricing, procurement and supply-chain
efficiency, supplier relationships, product availability, customer service, digital marketing, business networks,
and market adaptation. Drawing on Porter’s Generic Strategies Theory, the Resource-Based View, and
Institutional Theory, the study provides an empirical examination of how these strategies shape competition and
influence the ability of indigenous retailers to adapt. It further considers the policy measures that can support fair
competition, consumer welfare, indigenous enterprise development, and sustainable coexistence within Nigeria’s
changing retail environment.

2. Literature Review and Theoretical Framework

Competition within retail markets has received considerable attention because of its effects on firm performance,
consumer welfare, and market development. As retail environments become more globalised, businesses are
required to adopt strategies that enable them to attract customers, control costs, improve efficiency, and maintain
their position in the market. The entry and expansion of foreign-owned businesses in emerging economies have
further changed competitive conditions by introducing different approaches to sourcing, distribution, pricing,
technology, and customer engagement. Understanding these strategies is therefore important for explaining
changes in retail markets and the relationship between foreign and indigenous businesses.

Existing literature shows that retail competition extends beyond price to include product variety, supply-chain
efficiency, supplier relationships, service quality, technological capability, and market positioning. These factors
can influence the performance of individual businesses as well as wider outcomes such as consumer choice,
innovation, and market development. However, the effects of foreign-owned businesses on indigenous enterprises
remain a subject of debate. While foreign participation may encourage efficiency, innovation, and consumer
benefits, businesses with greater financial resources, stronger supplier networks, and more integrated supply
chains may also place considerable pressure on smaller domestic firms.

Within Nigeria, much of the literature on Chinese commercial activities has focused on trade relations, foreign
direct investment, imports, manufacturing, and the general activities of Chinese enterprises. Comparatively less
attention has been given to Chinese-owned businesses operating directly within the domestic retail market and the
strategies through which they compete with indigenous retailers. This review therefore examines literature on
competitive strategies, Chinese commercial expansion, foreign retail competition, and sustainable coexistence in
order to establish the context for the present study and identify the gaps it addresses.

2.1 Competitive Strategies in Retail Markets

Competitive strategy refers to the actions and decisions through which a business seeks to create and maintain an
advantage over competitors. In retail markets, businesses rarely depend on one strategy alone. They may combine
competitive pricing with product variety, reliable supply, customer service, technology, convenient access, and
effective marketing in order to attract and retain customers. The growing complexity of retail markets has therefore
expanded the understanding of competitive strategy beyond price competition.
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Pricing remains one of the most visible forms of competition because it directly affects consumers’ purchasing
decisions. Businesses that are able to offer competitive prices may attract customers, particularly in markets where
consumers are highly price-sensitive. However, price reductions on their own may not provide a lasting advantage
because competitors can respond in similar ways. Retailers therefore often combine pricing with other strategies,
including product differentiation, efficient inventory management, reliable suppliers, convenient locations, and
improved customer service.

Supply-chain efficiency is another important element of retail competitiveness. Retailers depend on
manufacturers, suppliers, transport providers, and distribution networks to ensure that products are available when
required. Businesses with efficient supply chains may be able to reduce procurement and operating costs, replenish
stock more quickly, and respond to changes in consumer demand. Direct relationships with manufacturers can
also reduce the number of intermediaries involved in procurement and may give businesses greater control over
product costs and availability.

Technology has further changed the way retailers compete. Digital marketing, social media, electronic payment
systems, online shopping platforms, and digital communication have created additional ways for businesses to
reach customers and manage their operations. These developments became particularly important following the
COVID-19 pandemic, as businesses increasingly relied on digital platforms to maintain contact with customers
and continue commercial activities. Retailers that are able to use technology effectively may therefore have greater
opportunities to reach customers and respond to changes in the market.

Customer service and relationship management are also important components of retail competition. Consumers
may consider factors such as communication, reliability, product quality, after-sales support, and convenience
when deciding where to purchase goods. Businesses that understand customer preferences and maintain positive
relationships with consumers may be better positioned to encourage repeat purchases and retain market share.
Although existing studies provide useful insights into individual aspects of competitive strategy, these strategies
are often examined separately. There is less attention to how different strategies work together within the same
retail environment, particularly in the context of Chinese-owned businesses operating in Nigeria. The present
study therefore examines competitive strategy as a multidimensional process involving pricing, procurement,
supply-chain efficiency, supplier relationships, product availability, inventory management, customer service,
digital marketing, business networks, market accessibility, technology adoption, and business adaptability.

2.2 Chinese-Owned Retail Businesses and the Transformation of Retail Competition in Nigeria

Chinese commercial activities in Nigeria have developed considerably over the past few decades. Earlier
commercial relations were largely based on the importation of Chinese-manufactured goods by Nigerian traders,
wholesalers, and retailers. Nigerian businesses travelled to China to purchase goods, arrange shipping, and
distribute the products through local markets. This system created opportunities for indigenous traders while
providing Chinese manufacturers with access to Nigerian consumers without requiring a direct retail presence.
The structure of this relationship has changed with the development of international logistics, digital
communication, cross-border commerce, and stronger business networks. Some Chinese businesses now operate
through warehouses, wholesale centres, retail outlets, and online platforms within Nigeria. These arrangements
allow businesses to engage more directly with local customers and other businesses and reduce their dependence
on traditional distribution channels.

Direct access to suppliers and manufacturers may provide several competitive advantages. Businesses may be
able to negotiate prices more effectively, purchase goods in larger quantities, introduce new products more
quickly, and maintain more consistent supplies. Where businesses have established logistics and procurement
systems, these advantages may also support competitive pricing and faster responses to changes in consumer
demand.

These developments have also changed the competitive environment for indigenous retailers. Nigerian businesses
that previously relied on their knowledge of international sourcing or established supplier relationships may now
compete with foreign businesses that have similar or stronger access to manufacturers and international supply
networks. Competition has consequently expanded beyond price to include product availability, sourcing,
marketing, customer service, technology, and the ability to respond quickly to changing consumer preferences.
The effects of this transformation are not necessarily uniform. Increased competition can provide consumers with
lower prices, greater product variety, and improved access to goods. It may also encourage Nigerian retailers to
improve their businesses and adopt new approaches to marketing and customer service. At the same time,
businesses with limited access to finance, technology, efficient suppliers, and large markets may find it difficult
to respond to competitive pressure.
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Despite the increasing visibility of Chinese-owned businesses in Nigeria, empirical research has given limited
attention to their specific activities as direct retailers. Much of the existing literature focuses on trade, investment,
manufacturing, and the broader presence of Chinese businesses in Africa. The present study therefore focuses
specifically on the competitive strategies employed by Chinese-owned retail businesses and the implications of
these strategies for indigenous retailers.

2.3 Effects of Foreign Retail Competition on Indigenous Retailers

The entry of foreign-owned businesses into domestic markets can create both opportunities and challenges for
indigenous enterprises. Increased competition may encourage local businesses to improve efficiency, introduce
new products, adopt technology, and pay greater attention to customer needs. Consumers may also benefit through
lower prices, wider product choice, improved service, and greater product availability.

However, competition may become more difficult for indigenous businesses when foreign firms possess
substantial advantages in financial resources, procurement, technology, logistics, or access to international
suppliers. These advantages may allow foreign businesses to operate at lower costs and offer products at prices
that smaller local retailers find difficult to match. Indigenous businesses may consequently experience reduced
sales, lower profit margins, and pressure to change their traditional methods of operation.

The Nigerian retail sector provides an important setting for examining these dynamics. Indigenous retailers have
historically played a major role in importing and distributing goods to domestic consumers. As Chinese-owned
businesses increasingly participate directly in retail activities, Nigerian retailers are operating within a more
competitive environment in which some of their traditional advantages may be reduced.

The ability of indigenous businesses to adapt is therefore important. Local retailers may respond by changing
suppliers, improving customer service, using social media, diversifying products, adjusting prices, or
concentrating on particular customer groups. However, the ability to make these changes may depend on access
to finance, technology, information, business networks, and managerial knowledge.

Foreign competition can therefore produce different outcomes among indigenous businesses. Some may lose
customers or market share, while others may improve their operations in response to competitive pressure. The
outcome is influenced not only by the strategies of foreign firms but also by the resources and capabilities available
to local businesses.

Although previous research has documented competitive pressure associated with foreign businesses and Chinese
imports, less attention has been given to how Nigerian retailers themselves respond to Chinese-owned retail
competition. This study addresses this gap by examining both the effects experienced by indigenous retailers and
the strategies they use to respond.

2.4 Sustainable Coexistence, Consumer Welfare, and Policy Considerations

Sustainable coexistence in the retail sector refers to a situation in which foreign-owned and indigenous businesses
are able to operate within the same market under conditions that support competition, consumer welfare, and
longer-term economic development. It does not mean preventing competition or protecting businesses from
normal market forces. Rather, it involves creating conditions in which businesses can compete fairly while
consumers continue to benefit from choice, quality, availability, and reasonable prices.

Consumer welfare is an important consideration when assessing retail competition. Competition can encourage
businesses to reduce costs, improve services, introduce new products, and respond more closely to consumer
preferences. The presence of Chinese-owned businesses may therefore provide consumers with wider choices and
more affordable products.

At the same time, the sustainability of the retail sector depends on the continued participation of indigenous
enterprises. Local businesses contribute to employment, entrepreneurship, local distribution networks, and
community economic activity. If domestic retailers are unable to compete because of structural disadvantages, the
longer-term consequences may extend beyond individual businesses to questions of local enterprise development
and market diversity.

Government policy therefore has an important role in establishing the conditions under which competition takes

place. Relevant measures may include effective enforcement of competition and consumer protection laws,
transparent investment and business regulations, access to enterprise development programmes, business training,
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digital capacity building, and initiatives that improve access to finance and markets. Such measures should
strengthen the capacity of indigenous businesses without unnecessarily restricting legitimate foreign investment.
The relationship between Chinese-owned and Nigerian-owned businesses should therefore not be treated solely
as a conflict between foreign and domestic interests. Foreign businesses can contribute to investment,
employment, product availability, and competition, while indigenous businesses remain important to local
entrepreneurship and economic participation. Sustainable coexistence requires policies that recognise both
dimensions.

The present study contributes to this discussion by examining the experiences of businesses and other market
participants and identifying practical measures that can promote fair competition, strengthen indigenous
businesses, protect consumer interests, and encourage more constructive interaction between Chinese-owned and
Nigerian-owned businesses.

2.5 Theoretical Framework

Understanding competition between Chinese-owned and indigenous retail businesses requires consideration of
both the strategies adopted by firms and the resources and institutional conditions that influence their ability to
compete. This study therefore draws on Porter’s Generic Strategies Theory as its main theoretical framework,
supported by the Resource-Based View and Institutional Theory. The three perspectives provide complementary
explanations of competitive strategy, organisational capability, and the wider environment in which retail
businesses operate.

Porter’s Generic Strategies Theory

Porter’s Generic Strategies Theory, developed by Michael Porter (1980, 1985), explains how firms can achieve
competitive advantage through cost leadership, differentiation, and focus. Cost leadership involves achieving
lower costs and using this position to compete effectively on price. Differentiation involves offering products or
services that customers perceive as distinct, while focus involves concentrating on a particular market segment.
The theory is relevant to this study because several of the competitive practices examined are closely related to
these strategies. Competitive pricing and efficient procurement can reflect cost leadership, while product variety,
customer service, and marketing can contribute to differentiation. Businesses may also concentrate on particular
products or customer groups as part of a focused strategy.

Porter’s framework is useful for identifying the strategic choices made by Chinese-owned retailers. However,
competitive strategies cannot be understood independently of the resources available to businesses or the
environment in which they operate. The Resource-Based View and Institutional Theory therefore provide
additional perspectives.

Resource-Based View

The Resource-Based View (RBV), associated particularly with Barney (1991), explains competitive advantage in
terms of the resources and capabilities controlled by a firm. Resources that are valuable, rare, difficult to imitate,
and difficult to substitute can provide a basis for sustained competitive advantage.

In the context of this study, relevant resources and capabilities may include financial capacity, supplier
relationships, procurement knowledge, logistics systems, managerial experience, technology, business networks,
and access to international supply chains. These resources may help Chinese-owned retailers implement
competitive strategies more effectively and may partly explain their ability to maintain competitive prices and
product availability.

The RBV is particularly useful because two businesses may face the same market conditions but achieve different
outcomes because they possess different resources and capabilities. However, firm resources alone do not explain
all aspects of retail competition. Businesses also operate within regulatory, economic, and social environments
that influence their activities.

Institutional Theory

Institutional Theory explains how organisational behaviour is influenced by formal and informal rules within the
environment in which businesses operate. Formal institutions include laws, regulations, government policies,
taxation, competition rules, and investment requirements. Informal institutions include social expectations,
cultural practices, trust, business relationships, and established market practices.

The theory is relevant to this study because Chinese-owned and indigenous retailers operate within Nigeria’s
regulatory and commercial environment. Policies relating to trade, investment, taxation, customs, competition,
and consumer protection can influence the conditions under which businesses compete. Informal relationships
and local market practices may also affect access to suppliers, customers, information, and business opportunities.
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Institutional Theory therefore provides a basis for considering how government policy and the wider business
environment can either support or constrain sustainable coexistence between foreign-owned and indigenous
retailers.

Theoretical Integration and Relevance to the Study

The three theories complement one another. Porter’s Generic Strategies Theory helps explain how Chinese-owned
retailers compete through pricing, differentiation, and market focus. The Resource-Based View helps explain why
some businesses are better able to implement these strategies, particularly through access to resources, supplier
networks, logistics, technology, and managerial capabilities. Institutional Theory explains how the wider Nigerian
business and regulatory environment shapes the conditions under which competition takes place.

The integration of these perspectives provides a useful framework for examining the competitive strategies of
Chinese-owned retail businesses, their effects on indigenous retailers, and the policy conditions required for
sustainable coexistence. It also allows the study to move beyond the question of whether Chinese businesses are
beneficial or harmful and instead examine the strategies, capabilities, responses, and institutional conditions that
shape their actual effects within the Nigerian retail sector.

2.6 Empirical Review

2.6.1 Competitive Strategies and Competitive Advantage

Empirical research on Chinese firms operating in Nigeria suggests that pricing and cost-management practices
can contribute to competitive advantage. Olekanma, Okonkwo, and Tang (2016), in a study involving Chinese
firms operating in Nigeria, found that Chinese businesses benefited from competitive advantages associated with
strategies such as penetration pricing and cost reduction. The study also identified challenges including
infrastructure limitations, policy instability, insecurity, exchange-rate fluctuations, corruption, cultural
differences, and language barriers.

The findings are relevant to the present study because they provide evidence that cost and pricing strategies are
important to the competitiveness of Chinese businesses in Nigeria. However, the study examined Chinese firms
more generally and did not focus specifically on retail businesses. It therefore provides limited information on
how pricing interacts with other retail strategies such as product variety, customer service, digital marketing,
procurement, and inventory management.

Research covering a broader group of African countries also suggests that the effects of Chinese imports on
domestic businesses vary across firms. Darko, Occhiali, and Vanino (2021), using firm-level data from 24 sub-
Saharan African countries, found that Chinese imports could have different effects depending on firm
characteristics and operating conditions. Their findings indicated that Chinese intermediate inputs could
contribute to productivity among some firms, while the effects of import competition varied according to factors
such as initial productivity and access to transport infrastructure.

These findings suggest that Chinese commercial presence can create competitive pressure while also providing
opportunities for firms that are able to use imported products or inputs effectively. This supports the need for a
balanced examination of Chinese-owned retail businesses and their effects on Nigerian enterprises.

2.6.2 Chinese Commercial Expansion and Retail Competition

Studies of China—Africa commercial relations indicate that Chinese economic involvement extends beyond
conventional trade and increasingly involves direct interaction with local markets. Lampert and Mohan (2014),
drawing on research in Ghana and Nigeria, found evidence of concerns about Chinese competition in informal
retail activities while also identifying relationships involving cooperation and mutual economic benefit. Their
findings suggest that the relationship between Chinese and African businesses cannot be reduced to either
exploitation or cooperation, as outcomes differ among businesses and market settings.

Darko et al. (2021) further demonstrate the scale of Chinese import competition in sub-Saharan Africa. Although
their study focused on manufacturing rather than retail, its findings illustrate the importance of Chinese products
within African markets and the different ways in which domestic firms may experience their presence.

Research on Nigeria’s Kano textile market has also documented the integration of Chinese-produced textiles into
local distribution and consumption networks. Muhammad et al. (2020) reported that the affordability and
availability of Chinese textiles created pressure for local traders while also changing patterns of competition within
the market.
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Other research has documented changes in the relationship between Chinese suppliers and Nigerian traders,
including movement towards more direct sales to wholesalers, retailers, and consumers. Such developments have
the potential to alter traditional distribution arrangements and increase competition for local traders.

Taken together, the evidence shows that Chinese commercial expansion has affected both the supply of goods and
the organisation of domestic markets. However, much of the existing research examines trade, imports,
manufacturing, or Chinese commercial activity broadly rather than the specific strategies of Chinese-owned
retailers operating directly within Nigerian markets.

2.6.3 Effects on Indigenous Retailers

The effects of Chinese commercial activity on indigenous businesses are mixed. Chinese imports and businesses
may increase competitive pressure on domestic enterprises, particularly where local firms face higher production
or procurement costs. At the same time, access to affordable Chinese products may create opportunities for
businesses that are able to incorporate them into their own operations.

Darko et al. (2021) provide evidence of the potential benefits of Chinese intermediate inputs for firm productivity
in sub-Saharan Africa. Their findings also show that the effects vary between firms, indicating that the ability to
benefit from Chinese commercial integration depends partly on firm capabilities and operating conditions.
Lampert and Mohan (2014) similarly identified both competition and cooperation in the relationship between
Chinese and African businesses. Their findings are relevant to the present study because they suggest that Chinese
commercial activity does not necessarily result in the complete displacement of local businesses.

At the sectoral level, Muhammad et al. (2020) found that Chinese textile products placed pressure on local traders
in Kano because of their availability and affordability. Such findings illustrate how differences in procurement
costs and access to supply networks can influence the ability of indigenous businesses to compete.

Despite these contributions, existing studies provide limited evidence on the specific responses of Nigerian
retailers to Chinese-owned retail competition. Less is known about how local retailers adjust their pricing,
sourcing, customer service, marketing, and product strategies in response to competition. The present study
therefore examines these responses alongside the challenges experienced by indigenous retailers.

2.6.4 Synthesis of the Empirical Literature and Research Gap

The empirical literature establishes several important points. First, Chinese businesses operating in Nigeria can
derive competitive advantages from pricing and cost-management strategies. Second, Chinese commercial
expansion has influenced established patterns of trade, sourcing, and distribution. Third, the effects of Chinese
commercial activity on domestic firms are not uniform and may involve both competitive pressure and
opportunities for adaptation or productivity improvement.

However, important gaps remain. Much of the existing research examines Chinese businesses in relation to trade,
imports, manufacturing, foreign investment, or general firm competitiveness rather than focusing specifically on
Chinese-owned retail businesses operating directly within Nigeria’s domestic markets. There is also limited
empirical evidence on how several competitive strategies operate together, including pricing, procurement,
supply-chain efficiency, customer service, digital marketing, product availability, and business networks.

In addition, existing studies provide limited attention to the experiences and responses of indigenous retailers.
Although competitive pressure has been documented, less is known about how Nigerian retailers adapt their
businesses and what forms of support they consider necessary to remain competitive.

The present study addresses these gaps by examining the competitive strategies employed by Chinese-owned
retail businesses and their implications for indigenous retailers. It also considers the views of relevant market
participants on measures that could promote fair competition and sustainable coexistence. By bringing these
perspectives together, the study provides a more focused understanding of retail competition between Chinese-
owned and indigenous businesses in Nigeria.

2.7 Summary of Literature Review

The literature reviewed demonstrates that retail competition is multidimensional and involves pricing,
procurement, supply-chain efficiency, product availability, customer service, digital marketing, business
networks, technology, and organisational adaptability. Businesses that combine these capabilities may be better
positioned to respond to changing consumer expectations and maintain competitive advantage.

The review also shows that Chinese commercial activities have contributed to changes in trade, sourcing,

distribution, and competition within Nigerian markets. Existing studies identify pricing and cost advantages,
international supply networks, and organisational capabilities as important factors in the competitiveness of
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Chinese businesses. At the same time, the evidence indicates that Chinese commercial participation can produce
both opportunities and competitive pressure for indigenous enterprises.

Porter’s Generic Strategies Theory, the Resource-Based View, and Institutional Theory provide complementary
explanations for these developments. Porter helps explain the strategies through which businesses compete; the
Resource-Based View explains the resources and capabilities that support those strategies; and Institutional
Theory highlights the influence of regulation, market conditions, and social and business practices.

Despite the existing literature on China—Nigeria economic relations and Chinese commercial activities in Africa,
limited attention has been given to the specific competitive strategies of Chinese-owned retail businesses operating
directly within Nigerian markets. There is also a need for greater attention to the experiences and responses of
indigenous retailers and to practical approaches that can balance foreign commercial participation with local
enterprise development and consumer welfare.

The present study addresses these gaps by examining the competitive strategies employed by Chinese-owned
retail businesses, their effects on indigenous retailers, and pathways towards sustainable coexistence. By
combining questionnaire evidence with semi-structured interviews, the study provides both supporting descriptive
evidence and deeper insights into the experiences and perceptions of relevant market participants.

3.Methodology

3.1 Research Design

The study adopted a mixed-methods research design to examine the competitive strategies employed by Chinese-
owned retail businesses in Nigeria, their effects on indigenous retailers, and pathways for sustainable coexistence.
The study combined a structured questionnaire with semi-structured interviews. The interviews provided detailed
information on participants’ experiences, perceptions, and responses to competition, while the questionnaire
provided supporting descriptive evidence on respondents’ views.

The use of both methods provided a broader understanding of the research problem. The interviews helped to
explain the experiences and perspectives of participants, while the questionnaire helped identify general patterns
in respondents’ views on competitive strategies, their effects, and possible measures for promoting sustainable
coexistence.

3.2 Study Area and Context

The study was conducted within the Nigerian retail environment, with particular attention to commercial areas
where Chinese-owned and indigenous businesses operate. Lagos State received particular attention because of its
importance as a major commercial and business centre and the presence of foreign-owned businesses across
different sectors.

The study also included participants with knowledge or experience of Chinese-owned retail activities in other
parts of Nigeria. The Nigerian retail sector provides an important setting for examining competition between
foreign-owned and indigenous businesses because retailers operate in an environment influenced by import costs,
exchange-rate movements, infrastructure challenges, consumer preferences, digital commerce, and changing
supply-chain arrangements.

Chinese-owned businesses operate in areas including household goods, electronics, fashion, cosmetics, food and
beverages, building materials, and other consumer products. Nigerian retailers operating within these markets may
therefore encounter competition relating to pricing, product availability, sourcing, marketing, customer service,
and access to finance and technology.

3.3 Participants and Sampling

The study involved Chinese business operators, Nigerian retailers and employees, consumers, and other
stakeholders with relevant knowledge or experience of the Nigerian retail environment. Participants were selected
using purposive sampling because the study required individuals who could provide relevant information about
Chinese-owned retail businesses, indigenous retailers, and the competitive environment in which they operate.
Including participants from different groups allowed the study to capture different perspectives on the research
problem. Chinese business operators provided information about their business practices and experiences in
Nigeria, while Nigerian retailers and other participants provided perspectives on competition and its effects. The
inclusion of different categories of participants also provided a basis for comparing areas of agreement and
difference.
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3.4 Data Collection

Primary data were collected through semi-structured interviews and a structured questionnaire. The interviews
provided the main qualitative source of information, while the questionnaire provided supporting quantitative
evidence.

The semi-structured interviews focused on issues relevant to the objectives of the study, including pricing,
sourcing, product availability, supply-chain practices, marketing, customer service, competition, business
challenges, adaptation strategies, and possible measures for improving relations between Chinese-owned and
Nigerian-owned businesses.

The questionnaire contained items relating to competitive strategies, the effects of Chinese competition on
Nigerian businesses, and possible policy measures. Respondents indicated their level of agreement with the
statements using a five-point Likert scale ranging from Strongly Agree to Strongly Disagree.

3.5 Data Analysis

The questionnaire data were analysed using descriptive statistics, particularly frequencies and percentages, to
identify general patterns in respondents’ views. The questionnaire findings were used as supporting evidence and
were not treated as statistically representative of the wider population.

The interview data were analysed thematically. The interview responses were reviewed and coded to identify
recurring ideas, patterns, similarities, and differences among participants. Related responses were grouped into
broader themes corresponding to the objectives of the study, including supply-chain practices, customer service,
digital marketing, business networks, effects on indigenous retailers, and policy options for sustainable
coexistence.

The findings from both sources were then compared and integrated. Where the questionnaire and interview
findings pointed in the same direction, the evidence was considered together in interpreting the findings. Where
differences occurred, these were also considered rather than treating one source as automatically more valid than
the other. This integration enabled the study to combine the broader descriptive patterns from the questionnaire
with the more detailed explanations provided by the interviews.

3.6 Trustworthiness and Validity

The credibility of the study was strengthened through the use of multiple sources of evidence and the inclusion of
participants from different groups. Comparing the perspectives of Chinese business operators, Nigerian retailers,
consumers, and other relevant participants provided an opportunity to identify areas of agreement and difference.
The interview responses were systematically reviewed and coded to ensure that the themes reflected participants’
views. The questionnaire items were developed in line with the research objectives and questions. The use of both
interviews and questionnaire data provided methodological triangulation, while the comparison of perspectives
across participant groups further strengthened the credibility of the findings.

3.7 Ethical Considerations

Ethical principles were observed throughout the research process. Participation was voluntary, and participants
were informed about the academic purpose of the study. Participants were free to decline to answer questions they
were uncomfortable with and could withdraw from the study.

Confidentiality and privacy were maintained throughout the research process. Information obtained from
participants was used for academic purposes, and personal identifying information was not unnecessarily
disclosed in presenting the findings. The researcher also sought to present participants’ views accurately and
objectively.

4.0 RESULTS AND DISCUSSION

4. Results and Discussion

This section presents and discusses the findings from the semi-structured interviews and questionnaire responses.
The findings are organised around the major themes that emerged from the study and are discussed in relation to
the research objectives, theoretical perspectives, and existing empirical literature. The interviews provide the main
evidence for understanding the experiences and perspectives of Chinese-owned businesses, Nigerian retailers, and
other relevant participants, while the questionnaire findings provide supporting descriptive evidence.

4.1 Supply Chain Efficiency and Procurement Advantage

The findings indicate that supply-chain efficiency and procurement practices are important sources of competitive
advantage for Chinese-owned retail businesses in Nigeria. The interview evidence suggests that direct sourcing,
established supplier relationships, bulk purchasing, and regular product replenishment contribute to lower
procurement costs and more consistent product availability.

Several Nigerian participants observed that Chinese-owned businesses are increasingly able to establish direct
relationships with manufacturers and suppliers in China. These relationships can reduce the number of
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intermediaries involved in procurement and allow businesses to negotiate prices and orders more directly.
Participants also noted that digital communication has made it easier for Chinese suppliers and Nigerian
businesses to communicate, place orders, introduce new products, and maintain business relationships.

Chinese participants explained that procurement decisions are not based simply on finding the lowest-priced
supplier. Factors such as product quality, supplier reliability, order quantity, shipping costs, customs duties, and
the overall cost of bringing products into Nigeria are considered. Businesses that purchase in larger quantities may
also have greater bargaining power and lower average procurement costs. These practices help explain how
competitive pricing can be sustained without relying entirely on reduced profit margins.

Product availability was another important aspect of supply-chain competitiveness. Participants indicated that
businesses with reliable suppliers and effective replenishment systems are better able to maintain stock and
respond to changes in consumer demand. Consistent availability can also strengthen customer loyalty because
consumers are less likely to move to competitors when products are readily available.

At the same time, participants identified several challenges affecting international procurement and distribution
in Nigeria. These included transportation costs, customs procedures, infrastructure limitations, port-related delays,
and exchange-rate fluctuations. The findings nevertheless suggest that businesses with established international
supplier networks may be better positioned to manage some of these challenges.

The questionnaire findings support the interview evidence, with respondents generally indicating that Chinese-
owned businesses benefit from reliable product supply and direct sourcing practices. Although these responses
provide supporting rather than representative evidence, they point in the same direction as the interview findings.
The findings are consistent with the Resource-Based View, which emphasises the importance of resources and
capabilities in creating competitive advantage. Supplier relationships, procurement knowledge, access to
international markets, and supply-chain capabilities can function as strategic resources that enable firms to
compete more effectively. They also support Porter’s emphasis on cost leadership, since procurement and
operational efficiency can contribute to lower costs and competitive prices.

Overall, the evidence suggests that the price advantage associated with Chinese-owned retailers is connected to
the organisation of their supply chains. Direct sourcing, supplier relationships, bulk purchasing, and inventory
management therefore form part of a wider competitive strategy rather than representing isolated pricing practices.

4.2 Customer Service, Relationship Marketing, and Digital Competition

The findings indicate that customer service, relationship marketing, and digital marketing are increasingly
important areas of competition within Nigeria’s retail sector. Although price remains an important factor in
attracting customers, participants indicated that businesses must also provide satisfactory service, communicate
effectively, and maintain positive relationships with customers.

Several Nigerian participants explained that competition from Chinese-owned businesses has encouraged local
retailers to pay greater attention to customer service. Factors mentioned included polite communication, prompt
responses, reliable delivery, complaint handling, and after-sales support. These practices suggest that the shopping
experience is becoming increasingly important alongside price when consumers choose between competing
businesses.

The interviews also highlighted the importance of customer relationships. Participants noted that businesses that
communicate consistently, keep their promises, provide reliable products, and respond to customer needs are more
likely to encourage repeat purchases. Customer trust was therefore identified as an important factor in retaining
customers in a market where consumers have several alternatives.

Digital marketing emerged as another recurring theme. Participants reported that Chinese-owned businesses
increasingly use social media and other digital platforms to advertise products, communicate with customers,
introduce new products, and reach wider markets. Digital platforms have therefore become part of the competitive
environment rather than simply an additional advertising tool.

The questionnaire findings support these observations. Respondents generally agreed that Chinese-owned
businesses provide competitive services and that competition has encouraged Nigerian businesses to improve their
customer service. There was also general support for Nigerian businesses making greater use of technology and
social media to remain competitive.

However, the findings also show that digital visibility does not automatically translate into customer retention.
Participants noted that businesses still need reliable products, reasonable prices, and satisfactory service to
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maintain customer relationships. Strong online promotion without reliable delivery or good customer service may
therefore provide only a temporary advantage.

The findings can be linked to Porter’s differentiation strategy because customer service, communication, and
digital engagement can allow businesses to create value beyond price. They also reflect the Resource-Based View,
since the ability to manage customer relationships and use digital tools effectively depends partly on organisational
knowledge and capabilities.

The evidence further suggests that competition has encouraged some Nigerian retailers to adapt rather than simply
withdraw from the market. Increased use of social media, improved communication, and greater attention to
customer needs indicate that competitive pressure can stimulate changes in local business practices.

4.3 Business Networks and Market Expansion

The findings show that business networks and established commercial relationships play an important role in the
competitiveness and expansion of Chinese-owned retail businesses in Nigeria. Interview participants described
relationships with suppliers, business partners, logistics providers, and other entrepreneurs as sources of
information, products, market opportunities, and practical assistance.

Participants indicated that Chinese entrepreneurs entering the Nigerian market may benefit from existing business
networks that provide information about suitable locations, suppliers, customers, transportation, and market
conditions. Such networks can reduce some of the uncertainties associated with operating in an unfamiliar
environment.

Supplier relationships were particularly important. Chinese-owned businesses with established relationships with
manufacturers and suppliers can obtain information about new products, negotiate orders, and maintain more
consistent supplies. Long-term relationships may also make it easier to respond to changes in consumer demand.
Digital communication has strengthened these networks. Social media and other digital platforms allow
manufacturers, suppliers, retailers, and customers to communicate across geographical boundaries. Businesses
can identify suppliers, promote products, negotiate transactions, and maintain relationships without depending
entirely on physical interactions.

The findings also point to the potential importance of stronger networks among Nigerian retailers. Some Nigerian
participants suggested that cooperation among local businesses could improve bargaining power and access to
products. Cooperative purchasing, information sharing, and stronger relationships through trade associations and
market groups were identified as possible ways of improving competitiveness.

These findings are consistent with the Resource-Based View because business relationships and networks can
provide access to resources that individual firms may find difficult to obtain independently. They also have an
institutional dimension, as business networks can help firms understand and navigate the formal and informal
practices of the markets in which they operate.

The findings therefore suggest that business networks are not simply social relationships. They can function as
strategic resources that support market entry, procurement, information sharing, and expansion. Strengthening
productive networks among indigenous businesses may consequently provide one avenue for improving their
ability to compete.

4.4 Effects on Indigenous Retailers

The findings show that Chinese-owned retail businesses have changed the competitive environment in which
Nigerian retailers operate. The effects reported by participants included pressure on prices and profit margins,
changes in customer behaviour, and the need for Nigerian retailers to reconsider their sourcing, marketing, and
customer-service practices.

Price competition was one of the strongest concerns raised by Nigerian participants. Some retailers explained that
Chinese-owned businesses are able to sell similar products at lower prices, making it difficult for local businesses
with higher procurement costs to compete. Where Nigerian retailers depend on wholesalers or several
intermediaries, the final cost of their products may be higher. They may therefore have to reduce their selling
prices or accept smaller margins.

Participants also described changes in consumer behaviour. The availability of relatively cheaper products has
given consumers more opportunities to compare prices and switch between sellers. Some Nigerian retailers
reported that customers increasingly compare prices and products before making purchasing decisions. This has
increased pressure on local businesses to provide greater value.

However, the findings do not suggest that Nigerian retailers are simply being displaced. Several participants
described changes they had made in response to competition, including improving customer service, using social
media, changing suppliers, adjusting prices, diversifying products, and focusing on areas where they could offer
something different.
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The questionnaire findings provide supporting evidence for this pattern. Respondents generally agreed that
Chinese competition has encouraged Nigerian businesses to improve customer service and product quality. There
was also broad agreement that Nigerian businesses should make greater use of technology and social media and
adopt appropriate pricing practices to remain competitive.

At the same time, the findings indicate that the ability to adapt is not the same for all businesses. Retailers with
limited access to finance, technology, reliable suppliers, or wider markets may find it more difficult to respond to
competitive pressure. Adaptation therefore depends not only on willingness but also on the resources and
capabilities available to the business.

This finding is consistent with the Resource-Based View, which suggests that firms with stronger resources and
capabilities are better positioned to respond to competition. It also supports Porter’s argument that businesses need
to establish a clear basis for competitive advantage rather than relying solely on price.

An important finding is therefore the coexistence of competitive pressure and competitive learning. Chinese-
owned businesses may attract customers away from some Nigerian retailers, particularly through price and
product availability, but their presence also exposes indigenous businesses to different approaches to sourcing,
marketing, customer service, and market responsiveness.

The effect of Chinese-owned retail businesses on indigenous retailers is consequently not uniform. Some
businesses may experience reduced sales or margins, while others may respond by changing their strategies. The
outcome depends partly on the capacity of individual businesses to adapt to the competitive environment.

4.5 Policy Options for Sustainable Coexistence

The findings indicate that participants generally support a balanced approach to the relationship between Chinese-
owned and indigenous retail businesses. Rather than advocating the exclusion of Chinese businesses, participants
emphasised the need to strengthen the competitiveness of Nigerian businesses while ensuring that foreign
businesses operate under clear and fair rules.

One of the clearest findings concerns fair competition. Questionnaire responses showed strong support for
government measures to ensure fair competition between Chinese and Nigerian businesses, with 54.5% strongly
agreeing and 27.3% agreeing. Only 9.1% disagreed, while 9.1% remained neutral. The result suggests that
respondents generally favour measures that create fair competitive conditions rather than policies aimed at
completely restricting foreign businesses.

Business training and capacity development received particularly strong support. A total 0of45.5% strongly agreed
and 54.5% agreed that Nigerian business owners should receive more business training. Interview participants
similarly identified the need for Nigerian retailers to improve their knowledge of pricing, sourcing, customer
management, digital marketing, and other aspects of business operations.

Improved customer service was also strongly supported. 45.5% of respondents strongly agreed and 45.5% agreed
that Nigerian businesses should improve their customer service, while 9.1% were neutral. This finding
corresponds with the interview evidence that some Nigerian retailers are already responding to competition by
paying greater attention to customer relationships and service quality.

Technology and social media were also identified as important areas for improvement. The questionnaire recorded
45.5% strongly agreeing and 36.4% agreeing that Nigerian businesses should make better use of technology and
social media, while 18.2% were neutral. This supports the interview finding that digital platforms can help
indigenous retailers promote products, communicate with customers, and reach markets beyond their immediate
physical locations.

Pricing was another area in which respondents identified room for improvement. 45.5% strongly agreed and
36.4% agreed that Nigerian businesses should charge fair prices to remain competitive, while 18.2% were neutral.
This finding suggests that respondents do not view government intervention as the only solution. Indigenous
businesses themselves may also need to improve their cost structures and pricing practices.

The findings further show support for greater cooperation between Chinese and Nigerian businesses. In the
questionnaire, 45.5% strongly agreed and 36.4% agreed that Chinese and Nigerian businesses should work
together more, while 18.2% were neutral. No respondent disagreed. Possible areas of cooperation include supplier
relationships, knowledge sharing, partnerships, and other mutually beneficial business activities.
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The strongest support was recorded for the view that Chinese and Nigerian businesses can grow successfully
together. A total of 63.6% strongly agreed and 27.3% agreed, while 9.1% were neutral. No respondent disagreed.
This finding is important because it suggests that participants do not necessarily see the interests of foreign and
indigenous businesses as incompatible.

The findings therefore support a capacity-building approach to sustainable coexistence. Government has a role in
ensuring fair competition and creating an enabling business environment, but indigenous businesses also need to
strengthen their competitiveness through training, technology, improved customer service, appropriate pricing,
and stronger business networks. Chinese-owned businesses can also contribute through responsible competition
and constructive relationships with local businesses.

A purely protectionist response may therefore not address the underlying challenges facing indigenous retailers.
Restricting foreign businesses without improving the capacity of local enterprises would leave many of the
structural challenges identified by participants unresolved. A more sustainable approach would combine fair
competition rules with business development, digital and managerial capacity building, and opportunities for
Chinese-Nigerian business cooperation.

4.6 Discussion of Findings

The findings demonstrate that competition between Chinese-owned and indigenous retail businesses in Nigeria is
shaped by a combination of factors rather than price alone. Pricing, procurement, supply-chain efficiency,
customer service, digital marketing, business networks, and the ability of businesses to adapt all contribute to
competitive outcomes.

The findings on procurement and supply-chain efficiency are particularly important. Participants linked
competitive pricing among Chinese-owned businesses to direct sourcing, bulk purchasing, supplier relationships,
and procurement management. This indicates that lower prices are partly the outcome of a broader cost structure.
The finding supports Porter’s cost-leadership perspective while also reflecting the Resource-Based View, since
access to supplier networks and procurement capabilities can provide resources that strengthen a firm’s
competitive position.

The study also found that competition has encouraged changes among some Nigerian retailers. Rather than
responding only through price reductions, participants described improvements in customer service, social-media
marketing, product diversification, alternative sourcing, and customer relationship management. This suggests
that foreign competition can create both pressure and incentives for adaptation.

Digitalisation is another important aspect of the findings. Social media and other digital platforms have made
communication between suppliers, retailers, and consumers easier and have expanded the ways businesses can
market and distribute products. Digitalisation therefore appears to be changing the structure of retail competition
rather than simply providing another method of advertising.

The role of business networks also deserves attention. Chinese-owned businesses may benefit from established
supplier and commercial relationships that provide access to information, products, and market opportunities. At
the same time, stronger cooperation among Nigerian retailers may help address some of the disadvantages
associated with fragmented purchasing and limited bargaining power. This finding is consistent with the
Resource-Based View, while Institutional Theory helps explain how networks also assist businesses in navigating
the local commercial environment.

The effects on indigenous retailers were mixed. Some participants reported reduced profit margins, customer
losses, and difficulties competing on price, while others identified opportunities to improve their businesses. This
supports the view that foreign competition does not produce a single outcome for all domestic firms. Businesses
with greater resources and stronger capabilities may be better positioned to adapt, while those with fewer resources
may experience greater pressure.

The policy findings further reinforce the importance of business capability. Respondents strongly supported fair
competition, business training, improved customer service, greater use of technology, and stronger cooperation
between Chinese and Nigerian businesses. The strong support for the possibility of both groups growing
successfully together is particularly significant because it indicates that participants do not necessarily regard
foreign and indigenous businesses as mutually exclusive.

From an institutional perspective, sustainable coexistence therefore depends partly on the conditions established
by government and regulatory institutions. Fair competition rules and effective enforcement are important, but
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they need to be accompanied by measures that strengthen the capacity of indigenous enterprises. At the firm level,
Nigerian retailers need access to knowledge, technology, finance, reliable supply networks, and business
development opportunities if they are to respond effectively to competitive pressure.

Overall, the findings suggest that Chinese-owned retail competition in Nigeria is better understood as a process
of interaction and adjustment rather than simply as the displacement of indigenous businesses. Chinese-owned
businesses introduce competitive practices that place pressure on Nigerian retailers, while those same pressures
encourage some local businesses to improve their strategies and adapt to changing consumer expectations.

The central policy challenge is therefore to ensure that competition produces productive adaptation rather than the
gradual exclusion of indigenous enterprises. This requires a combination of fair market conditions, stronger local
business capabilities, technological adaptation, and opportunities for constructive engagement between Chinese-
owned and Nigerian-owned businesses.

5. Conclusion and Recommendations

5.1 Conclusion

This study examined the competitive strategies employed by Chinese-owned retail businesses in Nigeria, their
effects on indigenous retailers, and the policy options for promoting sustainable coexistence within the retail
sector. The findings indicate that competition between Chinese-owned and indigenous businesses is shaped by a
combination of pricing, procurement and supply-chain efficiency, product availability, customer service, digital
marketing, business networks, and the ability of businesses to adapt to changing market conditions.

The study shows that the competitive advantage of Chinese-owned retail businesses cannot be attributed to low
prices alone. Their pricing advantage is closely connected to direct sourcing, bulk purchasing, established supplier
relationships, product availability, and supply-chain management. These practices can reduce procurement costs
and enable businesses to respond more quickly to changes in consumer demand. Customer service, digital
communication, and business relationships also contribute to their ability to attract and retain customers within an
increasingly competitive market.

For indigenous retailers, the effects of Chinese competition are mixed. Some Nigerian businesses experience
pressure on prices, profit margins, customer retention, and market share, particularly where they face higher
procurement costs and limited access to finance or reliable supply networks. However, the findings also indicate
that competition has encouraged some indigenous retailers to improve their customer service, adopt digital
marketing, diversify their products, explore alternative sources of supply, and pay greater attention to changing
consumer preferences. Competition therefore creates both pressure and opportunities for competitive learning and
adaptation.

The study further indicates that consumers may benefit from increased competition through greater product
availability, wider choices, and more competitive prices. However, the long-term sustainability of the retail sector
also depends on the ability of indigenous enterprises to remain viable and competitive. Where local businesses
lack access to finance, technology, business training, efficient supply networks, and supportive institutions, their
ability to respond to foreign competition may remain limited.

The study therefore concludes that sustainable coexistence should not be approached as a choice between foreign
investment and indigenous enterprise development. Rather, it should involve creating an environment in which
foreign-owned and indigenous businesses compete under fair conditions while contributing to consumer welfare
and broader economic development. Government has an important role in ensuring transparent competition,
strengthening the business environment, and supporting the capacity of indigenous enterprises. At the same time,
Nigerian retailers must continue to improve their business practices, while Chinese-owned businesses should
engage responsibly with the local business environment.

An important contribution of the study is its finding that Chinese-Nigerian retail competition is better understood
as a process of interaction and adjustment rather than simply as a conflict between foreign and local businesses.
Chinese-owned businesses have introduced competitive practices that place pressure on indigenous retailers, but
these pressures can also encourage improvements in sourcing, marketing, customer service, pricing, and business
adaptation. Sustainable coexistence will therefore depend on whether the Nigerian retail environment can support
productive competition without allowing structural disadvantages to undermine indigenous enterprise
development.

5.2 Recommendations
Based on the findings of the study, the following recommendations are proposed:
1. Strengthening fair competition: Government should ensure that Chinese-owned and indigenous
businesses operate under clear and consistently enforced commercial rules. Competition and investment
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regulations should be implemented in ways that discourage unfair practices while continuing to
encourage legitimate foreign investment.

2. Business training and capacity development: Relevant government agencies, business associations,
and development organisations should provide practical training for indigenous retailers in areas such as
pricing, procurement, inventory management, customer service, digital marketing, financial
management, and business planning.

3. Improved access to finance: Financial institutions and relevant government programmes should
improve access to affordable financing for small and medium-sized Nigerian retailers. Greater access to
working capital would enable local businesses to purchase in larger quantities, improve their inventory
systems, and compete more effectively on price and product availability.

4. Promotion of digital technology: Indigenous retailers should be encouraged and supported to adopt
digital tools, particularly social media, electronic payment systems, online marketing, and e-commerce
platforms. These technologies can enable local businesses to reach wider markets and develop stronger
relationships with consumers.

5. Improved supply-chain and procurement capacity: Nigerian retailers should explore cooperative
purchasing, stronger supplier relationships, and other forms of collective sourcing that can reduce
procurement costs and improve bargaining power. Business associations can play an important role in
facilitating such arrangements.

6. Encouraging Chinese-Nigerian business cooperation: Opportunities should be created for
constructive partnerships between Chinese-owned and indigenous businesses through supplier
relationships, knowledge sharing, training, joint ventures, and other mutually beneficial commercial
arrangements. Such relationships could allow local businesses to benefit from international business
networks while creating opportunities for foreign businesses to become more integrated into the Nigerian
market.

7. Support for indigenous enterprise development: Policies aimed at managing foreign competition
should be accompanied by broader measures that improve the competitiveness of Nigerian enterprises.
These should include improvements in infrastructure, logistics, electricity supply, transportation, and
other factors that contribute to the operating costs of local businesses.

8. Consumer protection and market monitoring: Regulatory institutions should continue to monitor
retail markets to ensure that competition produces genuine benefits for consumers. Consumer protection
measures should address issues such as product quality, misleading marketing, pricing practices, and
other activities that may negatively affect consumers.

9. Promotion of responsible foreign business participation: Chinese-owned businesses should be
encouraged to maintain responsible business practices, comply with Nigerian laws and regulations, and
develop constructive relationships with local businesses and communities. Greater local engagement can
contribute to a more stable and mutually beneficial business environment.

Overall, the study recommends a balanced approach that combines fair competition with indigenous enterprise
development. Rather than relying primarily on protectionist measures, Nigeria should strengthen the capacity of
local businesses to compete while maintaining an open environment for productive foreign investment. Such an
approach can help ensure that the benefits of increased competition, including consumer choice, affordability,
innovation, and market development, are achieved without undermining the long-term sustainability of indigenous
retail businesses.
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	4.3 Business Networks and Market Expansion
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	The findings also point to the potential importance of stronger networks among Nigerian retailers. Some Nigerian participants suggested that cooperation among local businesses could improve bargaining power and access to products. Cooperative purchasi...
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	Participants also described changes in consumer behaviour. The availability of relatively cheaper products has given consumers more opportunities to compare prices and switch between sellers. Some Nigerian retailers reported that customers increasingl...
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	The findings therefore support a capacity-building approach to sustainable coexistence. Government has a role in ensuring fair competition and creating an enabling business environment, but indigenous businesses also need to strengthen their competiti...
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	The findings demonstrate that competition between Chinese-owned and indigenous retail businesses in Nigeria is shaped by a combination of factors rather than price alone. Pricing, procurement, supply-chain efficiency, customer service, digital marketi...
	The findings on procurement and supply-chain efficiency are particularly important. Participants linked competitive pricing among Chinese-owned businesses to direct sourcing, bulk purchasing, supplier relationships, and procurement management. This in...
	The study also found that competition has encouraged changes among some Nigerian retailers. Rather than responding only through price reductions, participants described improvements in customer service, social-media marketing, product diversification,...
	Digitalisation is another important aspect of the findings. Social media and other digital platforms have made communication between suppliers, retailers, and consumers easier and have expanded the ways businesses can market and distribute products. D...
	The role of business networks also deserves attention. Chinese-owned businesses may benefit from established supplier and commercial relationships that provide access to information, products, and market opportunities. At the same time, stronger coope...
	The effects on indigenous retailers were mixed. Some participants reported reduced profit margins, customer losses, and difficulties competing on price, while others identified opportunities to improve their businesses. This supports the view that for...
	The policy findings further reinforce the importance of business capability. Respondents strongly supported fair competition, business training, improved customer service, greater use of technology, and stronger cooperation between Chinese and Nigeria...
	From an institutional perspective, sustainable coexistence therefore depends partly on the conditions established by government and regulatory institutions. Fair competition rules and effective enforcement are important, but they need to be accompanie...
	Overall, the findings suggest that Chinese-owned retail competition in Nigeria is better understood as a process of interaction and adjustment rather than simply as the displacement of indigenous businesses. Chinese-owned businesses introduce competit...
	The central policy challenge is therefore to ensure that competition produces productive adaptation rather than the gradual exclusion of indigenous enterprises. This requires a combination of fair market conditions, stronger local business capabilitie...

	5. Conclusion and Recommendations
	5.1 Conclusion
	This study examined the competitive strategies employed by Chinese-owned retail businesses in Nigeria, their effects on indigenous retailers, and the policy options for promoting sustainable coexistence within the retail sector. The findings indicate ...
	The study shows that the competitive advantage of Chinese-owned retail businesses cannot be attributed to low prices alone. Their pricing advantage is closely connected to direct sourcing, bulk purchasing, established supplier relationships, product a...
	For indigenous retailers, the effects of Chinese competition are mixed. Some Nigerian businesses experience pressure on prices, profit margins, customer retention, and market share, particularly where they face higher procurement costs and limited acc...
	The study further indicates that consumers may benefit from increased competition through greater product availability, wider choices, and more competitive prices. However, the long-term sustainability of the retail sector also depends on the ability ...
	The study therefore concludes that sustainable coexistence should not be approached as a choice between foreign investment and indigenous enterprise development. Rather, it should involve creating an environment in which foreign-owned and indigenous b...
	An important contribution of the study is its finding that Chinese-Nigerian retail competition is better understood as a process of interaction and adjustment rather than simply as a conflict between foreign and local businesses. Chinese-owned busines...
	5.2 Recommendations
	Based on the findings of the study, the following recommendations are proposed:
	1. Strengthening fair competition: Government should ensure that Chinese-owned and indigenous businesses operate under clear and consistently enforced commercial rules. Competition and investment regulations should be implemented in ways that discoura...
	2. Business training and capacity development: Relevant government agencies, business associations, and development organisations should provide practical training for indigenous retailers in areas such as pricing, procurement, inventory management, c...
	3. Improved access to finance: Financial institutions and relevant government programmes should improve access to affordable financing for small and medium-sized Nigerian retailers. Greater access to working capital would enable local businesses to pu...
	4. Promotion of digital technology: Indigenous retailers should be encouraged and supported to adopt digital tools, particularly social media, electronic payment systems, online marketing, and e-commerce platforms. These technologies can enable local ...
	5. Improved supply-chain and procurement capacity: Nigerian retailers should explore cooperative purchasing, stronger supplier relationships, and other forms of collective sourcing that can reduce procurement costs and improve bargaining power. Busine...
	6. Encouraging Chinese-Nigerian business cooperation: Opportunities should be created for constructive partnerships between Chinese-owned and indigenous businesses through supplier relationships, knowledge sharing, training, joint ventures, and other ...
	7. Support for indigenous enterprise development: Policies aimed at managing foreign competition should be accompanied by broader measures that improve the competitiveness of Nigerian enterprises. These should include improvements in infrastructure, l...
	8. Consumer protection and market monitoring: Regulatory institutions should continue to monitor retail markets to ensure that competition produces genuine benefits for consumers. Consumer protection measures should address issues such as product qual...
	9. Promotion of responsible foreign business participation: Chinese-owned businesses should be encouraged to maintain responsible business practices, comply with Nigerian laws and regulations, and develop constructive relationships with local business...
	Overall, the study recommends a balanced approach that combines fair competition with indigenous enterprise development. Rather than relying primarily on protectionist measures, Nigeria should strengthen the capacity of local businesses to compete whi...
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