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Global Final Project
The world economy can be categorized into various clusters, depending on the basis of the categorization. However, formally instituted clustering largely comprises of three main categories; developed, developing and under-developed nations. Nonetheless, this blanket categorization often omits certain significant facets within these categorizations that may not portray the accurate standing of such statistics. Hence the introduction of such classifications as BRICs, acronyms for Brazil, Russia, India, and China. These groupings share the relationship of having almost, or near an almost similar phase of economic advancement. In the same breath is the cluster, N-11, propagated by the investment giant, Goldman Sachs. This grouping comprises of the third tier economics, after the G-7 and the BRICs. Principally, as the ascension denotes, the economies of the blocks increase with a rise in the clusters. The next eleven, or the N-11, focus on nations whose economic advancement rivals that of the BRIC’s and are estimated to replace them in the foreseeable future, after the solution of some of their ingrained problems, both individually and collectively, such as those in Africa. To this end, therefore, this paper focuses on one of these nations, Nigeria, with a view of analyzing its position within the grouping. 
With an estimated population well over 198 million people and counting, Nigeria takes the cake as the most populous in the continent. This added to its staggering seventh position globally, clearly point out a key factor towards its inclusion in the N-11. In light of this, Saud, Baloch, and Lodhi (2018) point out two critical factors which tilt the scale on this aspect, first being the high rate of urbanization with half of the population residing in towns. Second, is its huge workforce, thanks to the young population that account for over 45 percentile. Its major cities include the capital of Lagos, followed by Ibadan to the South-West, Kano, Abuja, Port Harcourt, Benin, and Jos. With such an array of large dominant cities, the country enjoys a staggering gross domestic product of USD 376 billion, only rivaled by South Africa and USD 349 and USD 236 billion respectively. This places the progress rate of GDP at 0.8 percentile annually. Given the involvement of retail sales towards the development of a country’s GDP, Nigeria’s retail sales inject a whopping USD 105 billion which could be attributed to three dominant ones comprising Addie, Ajayi, and Best Choice. Equally, prominent Malls such as Ceddi, Maryland, Jabi Lake, Palm Lekki, and Ikeja all with some elements of foreign investments contribute to the retail sales. 
In their research model regarding the investor-friendly factors within the grouping, Shahbaz, Destek & Polemis (2018) mention that several facets contribute, of which population serves as the apex of this cluster. Indeed, Saud et al. (2018) reaffirm this position further by elaborating the top three contributors as an immense consumer base, distribution avenues, and business restructuring capabilities. With such huge populations, the country is bound to attract both domestic and foreign who aim at servicing the innumerable sectors of the economy.
With a specific target to the best fit retailers, Jumia and Konga carry the day. This is largely in part for two reasons; first being their online presence followed by the rising middle class of the nation. With such a populous country, online retailers are the best fir to take over the retail sector. Nonetheless, Shahbaz et al., mention that Chanrai and Shoprite may equally be up to task within this nation. The competitive advantage of the aforementioned retail giants would range from their online presence, huge base illustrated by the cross-border bases as well as their operating networks that have the capability of running the retail sector.
Lyonski & Durvasula (2013) reiterate that the country's global consumer culture has evolved, largely steered by the rise of the internet. To this end, therefore, they mention a bias towards cosmopolitan propensities guided by the prevalence of numerous multinationals and social interaction that has propagated the rise of materialism as well as ethnocentrism. 
In light of this, Lyonski et al. (2013) assert that the country’s financial muscle rests in its three fundamental pillars; natural resources, humans and financial capabilities. The first encompasses the numerous oil deposits as well as mineral compositions of ore, coal, and limestone, with all being major exports. The human aspect relates to its gigantic population while the financial part touches on the huge investments channeling their resources towards the nation. 
One would argue that with such financial resources, the avenues for market entry into this lucrative economy are stifled. On the contrary, the ease of entry into the Nigerian market is quite as numerous as they are flexible with some of the most used being partnership, licensing, export-import and acquisition. The consumer behavior for this nation has generally been transformed with time as they value exclusive quality merchandises and services, thanks to the expanding bourgeoisie and the middle-class (Lyonski et al. 2013).  With huge e-commerce entities as the Lagos-based Jumia, which serves key African markets as Kenya and East Africa indicate the possibility of penetrating the markets.
In conclusion, Nigeria’s endowment of several factors, save for the rampant corruption, effectively cement its position within the N-11 with aims of joining the second-tier.
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