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Abstract 

The dawn of the 21st Century has witnessed a tremendous increase in trade pacts among nations, resulting in 

renewed hopes for sustainable enterprise development in emerging economies worldwide. Ghana and other sub-

Saharan African (SSA) countries have signed onto several North-South and South-South free trade agreements with 

the hope of strengthening their presence in the international trade arena, and to promote economic growth in SSA. 

For over two decades, however, very little has changed, and many have dashed their high hopes as enterprises 

continue to struggle in SSA. Not even the African Continental Free Trade Agreement (AfCFTA) could renew the hopes 

of sceptics. Several studies opined that enterprises in SSA could improve their domestic and international 

competitiveness by establishing mutually beneficial partnerships with their counterparts from the Global North and 

South. This study delved into the issues that affect North-South and South-South business collaborations and 

recommends key success factors that could help promote mutually beneficial cross-border business partnerships. The 

research includes both literature and empirical information on the key success factors of business partnerships 

between African enterprises as well as between African enterprises and firms from the Global North. We approached 

the study qualitatively using a phenomenological research design. Research participants included important 

stakeholders in Africa and Europe's international trade and sustainable enterprise development ecosystem. The study 

identified several challenges with the current business collaborations and recommended new ways of making such 

partnerships more beneficial. 
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Introduction 

Trade among nations has been with humanity for several decades and has been primarily motivated by both 

economic and business arguments. Many developed countries in Asia, Europe, and the Americas have leveraged 

these international trade opportunities to produce high-quality goods and services and sold them successfully in 

global markets, bringing prosperity to these enterprises, individuals, and the state. David Ricardo's theory of 

comparative advantage also provides a strong justification for the specialisation and liberalisation of cross-border 

trade (Lawrence and Weber, 2017; Hayes, 2020). Therefore, the coming of the Free Trade Agreements (FTAs) era 

has been celebrated widely as a new window of hope for African countries to expedite the development of their 

enterprises and hence, their economies. 

The free trade phenomenon has led to the development of multinational enterprises around the globe. Kuratko 

(2014) revealed that international entrepreneurs who took advantage of international trade opportunities were the 

champions of the massive economic growth in both local and international businesses. Likewise, Gil-Pareja et al. 

(2019) also noted that developing countries have relied on trade agreements to increase their exports to developed 

markets such as the European Union (EU). Data from The World Bank (2021) indicates that sub-Saharan African (SSA) 

countries have access to three main economic blocs (EU, US and Africa) with a combined GDP worth approx. 84,000 

bn US Dollars and with a population of more than two billion people (World Population Review, 2021) through free 

trade agreements and preference systems like the African Growth and Opportunity Act (AGOA) or the EU's 

Generalized System of Preferences (GSP). In addition, this study comes in when the African Union initiated the African 

Continental Free Trade Agreement (AfCFTA) to provide a common platform for member states to trade among 

themselves as a linchpin to promote economic growth. 

That notwithstanding, SSA seems to be lagging in this global trade windfall just as in many areas of development. 

Similar to other SSA countries, Ghana is currently able to tap only a negligible 0.04% of the combined market 

potential in Africa, USA, and Europe (Ghana Export Promotion Authority, 2020). Several studies have provided leads 

to the major issues that have militated against SSA's drive towards becoming active and significant players in the 

international trade arena. Some studies also discovered that the poor ecosystem of North-South and South-South 

collaborations accounts for SSA's inability to tap the benefits of these economic prospects (Osei-Assibey, 2015; Liu, 

2016; Boateng, 2020). 

Loconto (2014) observed that part of the challenges holding back Africa's economic and industrial revolution could 

be attributed to the lack of ready markets for production. Mutala (2014) and Fukui (2019) also noted that most 
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enterprises in developing countries fail in their internationalisation bid because they are ill-prepared for the global 

marketplace. On the contrary, Grossman (2016) argues that many individual countries and economic blocs in the 

developed world have joined forces over the years to "exploit their joint market power in trade" (p. 422). These 

findings corroborate the call for more effective business-to-business (B2B) collaborations in SSA, which is expected 

to help boost their economic fortunes in the international trade marketplace. 

In general, business-to-business (B2B) partnerships may result in various benefits for the firms involved, including 

improving their cost positions, increased foreign market entry opportunities or refining their business model (Schmitz 

Whipple, Gentry, 2000). However, several critics observe that B2B partnerships in SSA did not come with the intended 

benefits (Liu, 2016; Fukui, 2019; Boateng, 2020). This serves as the motivation for this study to investigate further 

the issues that affect cross-border business collaborations and to come up with the key success factors (KSFs) that 

would promote collaborations between enterprises within Africa and between African countries and their 

counterparts from the Global North. These KSFs are expected to promote sustainable cross-border trade partnerships 

with a consequential benefit to sustainable enterprise and economic development in SSA. 

The lack of detailed understanding of the reasons for the persistent failure of enterprises in SSA to get the maximum 

benefit from cross-border B2Bs resulted in our research question: What are key success factors of business-to-

business collaborations between African enterprises and companies from Africa and the Global North? Our research 

objectives are twofold. First, we sought to examine the issues that affect cross-border business collaborations. Then, 

we also aimed to ascertain the key success factors that would promote cross-border B2B partnerships in SSA and 

between enterprises from Africa and the Global North. 

The study was approached qualitatively using a phenomenological research design. First, the study provides a 

literature review on business-to-business collaborations and key success factors of business partnerships between 

African companies as well as between African companies and firms from the Global North. In addition, we collected 

and analysed empirical data using interviews, focus group discussions, and a workshop. The empirical data gathering 

also focused on broader consultations with major stakeholders in the international trade and sustainable enterprise 

development ecosystem in multiple countries within Africa and Europe. The combined analysis of literature and 

empirical data helped to generate new knowledge on KSFs for promoting South-South and North-South mutually 

beneficial and sustainable B2B collaborations. 

The remainder of this paper is structured into four segments. First, we review the literature on B2B collaborations 

and the issues that affect successful partnerships. Then we discuss the research methodology adopted and how the 

8 



 
 

             

         

  

 

       

          

         

 

          

 

 

           

  

         

       

         

          

         

         

 

 

    

      

        

          

         

       

     

 

enquiry process was organised. After this section, we discuss the results and findings from the empirical data. The 

last section summarises the major findings and presents the conclusion of the study of the key success factors of 

cross-border B2B collaborations between SSA and the Global North. 

Literature Review 

Several types of business-to-business (B2B) partnerships can be distinguished in the literature, including strategic 

alliances and supply chain partnerships. Strategic Alliances are perceived as cooperative agreements between two or 

more firms (Das, Teng, 1998; Parkhe, 1993; Spekman et al., 1998). While the firms remain independent entities, 

they contribute to the strategic alliance in one or more areas critical to the alliance, including production, marketing 

or sales (Mockler et al., 1997). The supply chain partnership refers to the vertical integration of companies. It could 

be described as a collaborative relationship between a firm and its partners along the supply chain (Corsten, Kumar, 

2005). 

The academic debate has uncovered many aspects of the lifecycle of a B2B partnership, including its initiation, 

termination as well as success factors during its existence (Das, Teng, 1998; Kim et al., 2010). This paper focuses on 

the success factors of B2B partnerships. Partnership success is "the best outcomes the organisation could achieve 

through supply chain partnerships given its business situation, measured against a portfolio of project, early 

operational, and longer-term business results metrics" (Archer et al. 2006, p. 281). The success of a B2B partnership 

could simply include its long-term existence, given that many partnerships fail during the first three years of their 

existence. Success could also mean that the partnership is meeting its goals. This could include an improved 

competitive situation of the involved partners or a general satisfaction and financial performance of the partnership 

(Dyer et al., 2001). 

Apart from outcome aspects such as satisfaction or performance, many papers have examined other success factors 

that positively affect B2B partnerships. They are organised along different theoretical standpoints. First, according to 

the social exchange theory, developing relational factors such as trust, commitment and communication are of 

utmost importance for a successful partnership. Mutual trust reduces the partners' concern about opportunistic 

behaviour (Gulati, 1995) and ensures that the partners believe in each other's credibility, reliability and good 

intentions (Ganesan, 1994; Smith, Barclay, 1999). Commitment means that the involved companies are willing to 

wield effort on behalf of the B2B partnership and follow a long-term orientation (Mohr, Spekman, 1994). In addition, 

communication includes the timely and accurate provision and sharing of credible information (Mohr, Spekman, 

1994; Smith, 1997). 
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Second, resource-based perspectives emphasise the important role of the resources the partners possess and yield 

into the partnership. A B2B partnership constitutes an opportunity to build on the partners' resources and create 

new resources together. Therefore, the core success factors linked to that perspective include complementary 

resources (Lambe et al., 2002). Third, authors see a crucial role of relationship learning for partnership success. This 

includes learning intent, knowledge integration, and cross-cultural sensitivity in a global environment (Liu, 2012). 

Fourth, the transaction cost theory assumes that relationship-specific investments reduce the danger of opportunistic 

behaviour. One success factor found in empirical papers relates to the construct of asset specificity (Sambasivan et 

al., 2013). In addition, authors point out that a suitable governance mechanism through the formalisation of the 

partnership, including contracts to establish an equity Joint Venture, must be found (Ahmed et al., 1999). 

Turning to B2B partnerships that involve African companies, the literature has also investigated success factors in 

collaborations between, on the one hand, African companies and, on the other hand, firms from Africa and the 

Global North. Starting with intra-African partnerships, Moalusi and Coetzee (2018) emphasised the important role 

of benevolence, integrity and reliability in promoting trust in business collaborations between South African 

companies. Similarly, a further study on South African buyer-supplier relationships underscored the central role of 

trust. Economic satisfaction, according to the authors, influences trust, which positively affects commitment. Both 

trust and commitment positively influence non-economic satisfaction, which covers affective and social elements of 

the relationship (Mpinganjira et al., 2017). Another study on supply chain partnerships in South Africa points out 

that, to improve performance, companies should focus on integrating resources and processes along the value chain 

(Mofokeng, Chinomona, 2019). In addition, a study on B2B relationships in Ethiopia found that personal bonds and 

longevity are critical for enhancing supplier relationship satisfaction. The positive relation between trust and supplier 

satisfaction was found only in situations where the producer depends on the supplier (Shanka, Buvik, 2019). Another 

study on Nigerian SMEs revealed that the institutionalisation of strategic alliances positively affects their performance 

(Nwokocha et al., 2020). For Ghanaian buyer-supplier relationships in the cocoa industry, a study concluded that 

cooperation, information-sharing and satisfaction reduce the perception of opportunistic behaviour (Glavee-Geo et 

al., 2020). A survey of supply chain partnerships in Kenya revealed that communication and joint decision-making 

between manufacturers and suppliers positively affect the manufacturing firm's operational performance (Onyango 

et al., 2015). 

In general, there are only few pieces of research on strategic alliances or supply chain partnerships between 

companies from Africa and the Global North. Concerning B2B partnerships between African companies and firms 
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from the Global North, the literature identifies similar success factors. A study on alliances in the construction sector 

in inter alia Botswana, South Africa, Sweden and UK revealed that successful alliances had established equal stakes 

in the alliances, leading to strong levels of trust. In such cases, partners choose to exercise alliance activities while 

refraining from opportunistic behaviour (Ngowi, Pienaar, 2005). Another study on international alliances that also 

included a couple of African-European alliances found that companies may leverage cultural distance if they build on 

certain culture-specific complementarities and engage in frequent communication (Pesch, Bouncken, 2017). A 

further study on inclusive business in Ghana involving local, US and European companies concluded that contracts, 

trust and frequent decision-making meetings are prevalent to guarantee the stakes and resources of all parties 

(Amponsah et al., 2019). 

Research Methods 

The study used a qualitative inquiry approach to uncover the key success factors of business-to-business 

collaborations involving enterprises from Africa and the Global North. Qualitative research provides several design 

alternatives (Flick, 2018). Among these alternatives, phenomenology was selected as the dominant design for this 

study. Phenomenology became appropriate because this study investigated the issues with cross-border B2B 

collaborations as a phenomenon in SSA. Besides, Belz & Binder (2017) advised that sustainable entrepreneurship 

practices and related research are at the nascent stage and require a lot of qualitative inquiries to establish the 

necessary baselines for future studies. 

Even though qualitative research does not follow a typical rudimentary approach as in the case of a typical positivist 

research, we followed systematic procedures recommended by Lincoln and Guba (1986), and Patton (2002) in the 

conduct of the study to ensure that the outcomes of this study are reliable and trustworthy. The qualitative research 

design enabled us to conduct in-depth interviews and intensive discussions with major stakeholders resulting in the 

co-creation of the knowledge in this study. The qualitative research approach also helped to generate an in-depth 

understanding and critical insights into purposefully selected samples and information-rich cases (Patton, 2002). 

The data collection process involved multiple forms of interviews. There were ten in-depth interviews, two focus 

group discussions, and a workshop from January to July 2021. The study participants were perceived to have 

extensive knowledge of international business collaborations. These persons are international trade experts, private 

sector CEOs and managers, and enterprise development experts from Ghana and Germany. There were also 

significant contributions from Nigeria, Kenya, and Burundi participants. In addition, we interviewed trade facilitation 
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and regulatory agencies from Ghana. This sample was a build-up on similar to the participants selected by Osei-

Assibey (2015) in a related study. The key informants were identified in the respective sampled institutions, 

considering their positions or roles in the respective organisations. Preference was given to persons with direct 

experience and knowledge in the discussed issues, which qualified them as subject matter experts and their 

availability to participate in the study. Therefore, the research team selected the key informants in consultation with 

the leadership of the participating institutions. 

Guided by the recommendations of Knight (2013), the data collection instruments were designed to contain two 

open-ended questions. Each question has its respective prompts, which helped to understand further the important 

issues related to the main question. Real-time prompts relating to the research objectives were further investigated 

as follow-up questions to enrich the research data. However, we ensured that the informants or participants could 

respond to all the questions within the interview period 'without feeling rushed'. We were guided by the principles 

of epoche in phenomenological study to ensure that we "bracket" ourselves from the study to focus solely on the 

investigated phenomenon. Data saturation was reached after Focus Group Discussion (FGD) #1 and seven interviews. 

The additional data from three subsequent interviews and the closing FGD helped confirm and validate earlier 

participants' assertions. 

This study's data collection procedures deployed recommended qualitative data collection practices. The collected 

data was cross-validated through multi-stage data collection from multiple sources to ensure that the research 

participants were subject matter experts. There was an initial focus group discussion; then interviews were conducted 

in-between, followed by the workshop, then the closing focus group discussion to validate the collected data. The 

study also used the focus group discussions to synthesise and validate claims in real-time; include all important 

stakeholders in the discussions; cross-check collected data with the informants for validation, and ensure that the 

researchers strictly maintain a facilitation role in all discussions. 

The summary of the processes is depicted in Table 1 as follows: 

Table 1: Summary of Data Collection Processes 

Stage Activity Participant Institutions 

In-depth 

interviews 

▪ Private sector enterprises 

▪ Trade regulators and support service providers 
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Data 

collection 

stage 1 

(January – 

March 2021) 

Focus Group 

Discussions 

▪ Business associations 

▪ International consulting firms 

▪ Enterprise development experts 

Data 

collection 

stage 2 

(May – July 

2021) 

Focus Group 

Discussions 

▪ Trade Policy Group 

▪ Business Associations 

▪ Private sector enterprises group 

Workshop ▪ Group of entrepreneurs from sub-Saharan Africa and Europe 

In-depth 

interviews 

Follow-up interviews 

Source: Author's Construct (2022) 

The data analysis was done manually and approached from an inductive reasoning perspective. To further guarantee 

the reliability of the process, all the interviews, the workshop, and FGD sessions were recorded and later transcribed. 

The original transcripts were subjected to cleaning to guarantee their quality before analysis. The data analysis process 

used "multiple coders and observed inter-coder consistencies to establish the validity and reliability of the themes 

that form the basis of the data analysis" (Patton, 2002, p. 267, emphasis in original). The coding process began with 

framework analysis of predetermined codes based on research objectives and concepts, but this was open to 

accommodate emerging codes as the data analysis progressed. A line-by-line coding approach was used initially. 

Later, we deployed an interpretative phenomenological analysis (IPA) technique to understand how the participants 

perceived the investigated issues. The line-by-line and IPA coding approaches were applied to the structured analysis. 

At the same time, the emerging codes were determined through an in-vivo coding method as recommended by 

Saunders, Lewis, and Thornhill (2009) and Turner (2019). 

The coding frame was alpha-numeric to provide unique identities to the various themes that emerge from the data 

analysis as the key success factors for cross-border B2B collaborations. The frame has numeric codes of one and two, 

representing the two objectives of the study. Each numeric code had alphabetic sub-coding to identify each sub-
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theme and link it to a particular theme or objective. For example, code "2a" on the transcript refers to objective "2" 

a priori theme "a." The coding was mainly deductive but flexible to make room for newly observed codes from the 

transcripts. We also used differentiated colouring to distinguish between the themes related to the various objectives, 

which enhanced the easy identification and grouping of data for further analysis. This process helped to smoothen 

the process that helped to identify the themes and trends during data analysis. The comparison of a priori themes 

and emerging themes also helped to synthesise data further to identify new knowledge, which formed the basis of 

the results from this study. 

Ethical issues in this study were approached based on the recommendations for social constructivist research by 

Patton (2002), and Batmanabane & Kfouri (2017). As a result, we followed confidentiality and data protection norms 

to safeguard the personal identities of key informants. There were no inducements to manipulate the inputs from 

key informants. Interview durations were limited to the 90-min maximum limit suggested by Knight (2013). Most 

participants were interviewed only once, and where follow-ups were necessary, we ensured that none of them was 

interviewed more than twice. This helped to avoid research fatigue among the participants. 

Results and Discussion 

From the analysed data, several factors were found to affect the development of sustainable international B2B 

collaborations within SSA and between African businesses and their counterparts from the Global North. The factors 

that emerged from the analysed data are country-level international image and reputation; enterprise level reputation 

and credibility; building trust, foreign culture orientation; building trust; foreign culture orientation; business 

language effect; negotiation power and capacities; pursuing comparative advantage; and moving towards 

sustainable partnerships. These factors are discussed in the next sections. 

Country-level international image and reputation 

The research participants were almost unanimous that country-level reputation affects prospects for successful B2B 

collaborations. With high optimism, one discussant at Focus Group Discussion (FGD) #1 said, "it is remarkable to 

know that some credible rankings placed Ghana among the top five investor destinations and enterprise development 

hubs in Africa, alongside Nigeria, South Africa, Egypt, and Kenya." They argued that these rankings open up 

prospects for potential collaborations for enterprises in these countries that make it to the top list of international 

acclaim in Africa. 

Research Participant #5 who is an expert in EU-Africa business collaborations, revealed that: 
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Many European countries are looking at West Africa from the eyes of Ghana and Nigeria. However, doing 

business in Ghana is more convenient and less complicated compared to Nigeria. This gives Ghana a very 

strong competitive advantage over its West African peers. Ghana is the international community's West 

African 'darling' even though Nigeria has a far bigger economy and market. Ghana is a good entry-level 

country in West Africa. Entering the Nigerian market is more difficult, and Ghana's market is very decent 

even though it is not very big like Nigeria or South Africa (Research Participant #5, 2021). 

Research participants were unanimous that Ghana's political stability and consistent economic growth in the last two 

decades have created a niche for the country as one of the most stable and business-friendly countries in sub-Saharan 

Africa (SSA). An EU trade diplomat who participated in Workshop #1 explained how his working visit to Ghana in 

2019 helped informed his willingness to accept collaborations from that country. Other research participants turned 

in that Ghana's reputation is an important marketing tool for Ghana and creates a positive image for Ghanaian 

businesses in the international business arena. This is their opinion: "I found it very interesting the way of life of 

Ghanaians (…) very open and accommodating (…) we were greeted with open arms everywhere, and that is still 

hanging on me". 

These revelations by the research participants underscore the importance of country-level reputation in promoting 

cross-border collaborations. The sub-themes that emerged under country-level reputation are overall international 

credibility, political stability, ease of doing business, safety and hospitality, market potential, and economic growth 

rate. When these indicators are positive, the country's international image also looks positive to foreign investors and 

businesses who may be motivated and willing to accept business collaborations from such countries. On the other 

hand, the research participants believe business collaborations will suffer tremendously if the country-level image 

and reputation appear unacceptable. 

Enterprise-level reputation and credibility 

Research participants point to enterprise-level reputation and credibility as extremely important requirements for 

successful cross-border business collaborations. The important indicators to assess the enterprise level reputation 

include a strong, reliable partnership with the buyer(s); strict compliance with relevant certification requirements; and 

development of trust through the delivery of consistent quantity and quality of produce. The research participants 

indicated that every enterprise requires a strong positive outlook with these indicators to be able to attract potential 

partners abroad. As indicated by one key expert, a firm in SSA that is contemplating international collaborations 
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should not "try to play smart because in the end you will be exposed, and the relationship will be curtailed in the 

short term" (Research Participant #1, 2021). 

Building trust 

The research participants disclosed that sincerity, truthfulness, and honesty are important pillars of building trust and 

creating sustainable partnerships. They revealed that dishonesty is, perhaps, the most destructive character in creating 

and building effective international collaborations. Research Participant #8 cautioned that dishonest entrepreneurs 

from Africa "can fool the Whiteman once, but you cannot fool him all the time, and you can get blacklisted." They 

explained that some African enterprises "try to be smart" when dealing with their foreign counterparts, but such 

tendencies are extremely hurtful and cannot promote sustainable collaborations. The main thrust here is that 

successful business collaborations will thrive only when the entities involved have been able to build trust among 

themselves and then they can now leverage on this goodwill to undertake mutually beneficial business collaborations. 

Foreign culture orientation 

Enterprises that want to go global and collaborate with foreign firms must consider important contextual issues like 

language, business culture, and domestic regulations for doing business. A research participant explained further 

that language is the currency of communication. Businesses who identify markets in foreign destinations are expected 

to understand the language and business culture of the people. "When language issues are handled carefully, that 

will also help smoothen international business collaborations" (Research Participant #7, 2021). Participants also 

mentioned that collaborating partners should understand their potential collaborators' business norms and rules as 

an important step in ensuring mutual understanding and adaptation for effective and sustainable business 

collaborations. 

Business language effect 

The English language came up as an important lingua franca for successful B2B collaborations between African 

businesses and those from the Global North. Research participants maintained that the diversity of international 

languages makes it "tricky" to believe that a national language is what is needed to benefit from business 

collaborations. However, Research Participant #5, who is very familiar with business dynamics in Africa, revealed that 

the English Language has become a great asset in international collaborations. According to the expert, English is 

widely spoken in many countries globally. Even countries whose primary official language is different are likely to 

adopt English as the second language for business and social purposes. Contributions from the research participants 
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indicate that the EU, US, China and many other developed markets are "comfortable" with the English language for 

business purposes. This has given a unique advantage to English-speaking countries in SSA. They recommend that 

all businesses in Africa promote English as part of their business languages. 

Negotiation power and capacities 

In the international business arena, country-level agreements are influenced by the negotiation power of the 

countries involved. The research participants believe these also affect enterprise-level negotiations. Considering that 

the size of many enterprises in SSA is very small, research participants noted with regret that this affects their 

collaboration fortunes. Collaboration enterprises from the Global North often require certain logistical capacities 

before availing themselves for such partnerships. Since many enterprises in SSA fall short of these expectations, they 

are usually at the "mercy" of collaborators from developed countries. Participants observed that SSA businesses lack 

effective negotiation expertise, making them "not confident and assertive enough" to engage their counterparts in 

arms-length negotiations in developed countries. This phenomenon leads to unbalanced negotiation power, 

affecting such collaborations' effectiveness and sustainability. 

Research participant #5 observed that many firms in developing countries are usually excited about international 

collaborations without carefully considering the benefits they want from such partnerships. They cautioned that this 

"rush to partner without clear objectives" puts the partnership at the mercy of the dominant partner, usually those 

from developed countries. "It is not a matter of just going global or into Europe; the benefits must be clear; 

completely clear," Research participant #5 added. 

Research Participant #7 also linked the confidence and capacity of collaborators to the state and competitiveness of 

their domestic market. They explained that enterprises in developing countries should develop a formidable domestic 

market as an important first step before going international. Research participant #5 added further that this approach 

will avoid a situation where enterprises are placed at the mercy of their foreign counterparts because "they have 

nothing locally to compare with the offer from an international partner." 

Pursuing comparative advantage 

In separate interviews, three participants suggested that firms in Africa could be more successful in their international 

negotiations if they focus their business operations ons products that give them a comparative advantage and pursue 

them. In their opinion, if firms in Africa offer goods or services of higher quality or cheaper than others in the 

international market, they will have higher confidence and capacity to negotiate and dominate partnership 
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discussions to their benefit. Likewise, SSA businesses are expected to acquaint themselves with up-to-date market 

information in their target market, for example, the EU, and then decide "how to fit in." In this regard, potential 

collaborators are to first "identify the cash cows (in their target foreign markets) and then strategise and milk that 

cow" (Research Participant #9, 2021). This makes it imperative for B2B candidates to have a strong market 

intelligence function to navigate their way to success. 

Moving towards sustainable partnerships 

Research Participant #7 expressed grave concern that many collaborations are short-lived because they have short-

term goals of "merely securing business deals." They opined that a partnership that is meant to be sustainable must 

be built on "win-win" strategies where each party has some benefits as long as the partnership continues to exist. 

They argued that when parties to such collaborations contemplate a long-term relationship, they are likely to act in 

the interest of each other, and they would be equally concerned about the gains of the other party, without which 

the partnership cannot stand firm. 

According to the research participants, a sustainable collaboration should result in a perpetual win-win, growth and 

development of all partners involved. Research Participant #10 also suggested that B2B collaborators from developed 

countries should support the capacity development of their collaborators from SSA because it will be to their mutual 

benefit if they are well resourced and are able to meet the required standards for effective collaboration. Participants 

#4, #5, and #7 also added that logistical and resource support components are usually conspicuously missing in most 

of such collaborations, and even when they exist, they are hardly implemented adequately to serve the interest of 

their counterparts from developing countries. Collaborators from developed countries are, therefore, encouraged to 

support their trade partners who are less industrialised to help improve their capacities so they can become jointly 

competitive. 

Conclusion 

The study began with theoretical underpinnings of international trade and how B2B collaborations play a key role in 

promoting cross-border trade. Then came the economic and business arguments from literature on the need for 

sustainable collaborations to promote international trade in sub-Saharan Africa (SSA). This context resulted in the 

need to identify the success factors for B2B partnerships and how they help to developed international enterprises. 

Literature analysis indicate that African enterprises are not benefitting adequately from cross-border B2B 

collaborations. This led to the identification of the missing gap to find out how international B2Bs can become more 
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beneficial African businesses. This formed the basis for the development of the appropriate instruments for empirical 

data collection from multiple stakeholders. The results are the outcomes of both the literature analysis and empirical 

data collected during the research period between January 2021 and March 2022. 

The following emerged out of the study as key success factors for promoting partnerships between firms in SSA and 

their foreign counterparts. The KSFs are: 

1. International image and reputation of the entrepreneur's home country. 

2. Reputation and credibility of the enterprise that is seeking a partnership. 

3. Ability to build trust to attract and maintain partnerships. 

4. The level of understanding and integration into the home culture of the foreign partner. 

5. Ability to establish a common business language with the partner. 

6. A balanced negotiation power and capacity of the partners. 

7. Ability to pursue comparative advantage to offer unique value to the foreign partner. 

8. Being committed to establishing sustainable partnerships. 

Table 2 summarises the key success factors for ensuring effective collaboration between SSA firms and their 

counterparts from developed countries. It also provided an analysis of economic actors who should primarily take 

responsibility to o ensure that the indicators for the various KSFs are positive and generate the needed benefit from 

such collaborations for a win-win cross-border business. 

Table 2: Key Success Factor for Promoting Sustainable Collaborations Between 

Entrepreneurs in SSA and their Global North Counterparts 

S/N Key success factor Primary responsibility 

1. International image and reputation of the home Government and citizens 

country 

2. Enterprise-level reputation and credibility Enterprises 

3. Building trust Enterprises 

4. Foreign culture orientation Enterprise executives and their agents 
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5. Business language effect Government, enterprise executives, and 

their agents 

6. Negotiation power and capacities Enterprise executives and their agents 

7. Pursuing comparative advantage Government and enterprises 

8. Moving towards sustainable partnerships Government, enterprise executives, and 

their agents 

Source: Authors' construct (2022) 

Table 2 also ascribed primary responsibilities to the respective stakeholders who are expected to ensure that the 

benefits are derived from these potential success factors. The KSFs could have either negative and positive effects on 

international business partnerships, depending on how they are managed. That is why it is important to ensure that 

all stakeholders play their respective roles in ensuring that the South-South and North-South business partnerships 

are re-engineered and promoted to benefit all parties involved. It would be useful to continue investigating the cross-

border B2B situation in SSA in several ways. This study has created a general understanding of the success factors of 

B2B partnerships. It would, therefore, be interesting to have some case studies of partnership pairs between, for 

example, African and European enterprises to provide a contextual understanding of this phenomenon. Additionally, 

it would be useful to have further in-depth studies into B2B collaborations by productive sectors such as 

manufacturing, service, agriculture, trade, or other areas of interest to countries SSA. 
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