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AB STR AC T  

The integration of indigenous products from emerging economies into global markets presents distinct 

challenges, requiring marketing strategies that navigate complex cultural and commercial interfaces. Existing 

frameworks often inadequately address the unique socio-economic and cultural contexts of producers in these 

regions. This study aims to develop a qualitative framework for marketing Ghanaian indigenous products 

within globalised markets. It seeks to identify the core strategic challenges and enablers experienced by local 

enterprises and to synthesise these into an actionable model. A multi-case study design was employed, utilising 

purposive sampling of 24 senior executives from successful indigenous enterprises across the agri-food, textile, 

and craft sectors. Data were collected via in-depth, semi-structured interviews and analysed using a thematic 

analysis approach to derive conceptual categories and relationships. Analysis revealed a central tension 

between authenticity preservation and market adaptation. A predominant theme was the strategic hybridisation 

of marketing narratives, where approximately two-thirds of participants deliberately fused traditional 

symbolism with contemporary global wellness or sustainability discourses to enhance appeal. Successful global 

market navigation for indigenous products is contingent upon a dynamic, culturally-grounded strategic 

capability that selectively adapts elements of the marketing mix while protecting core product integrity and 

provenance narratives. Enterprise managers should institutionalise processes for continuous cultural 

intelligence gathering. Policymakers are advised to develop support programmes that enhance digital 

storytelling competencies and facilitate protected geographical indication certifications. Indigenous marketing, 

global market integration, qualitative framework, Ghana, cultural hybridisation, strategic adaptation This paper 

provides a novel, contextually-embedded framework that delineates the strategic pathways for cultural resource 

conversion in global marketing, moving beyond generic export models. 

Keywords: Qualitative framework, Global market integration, Indigenous products, Marketing strategies, Sub-Saharan 

Africa, Cultural interfaces, Emerging economies 

Article Highlights 

• Identifies central tension between authenticity preservation 

and market adaptation 
• Reveals strategic hybridisation of traditional symbolism with 

global wellness discourses 
• Proposes actionable model for Ghanaian SMEs navigating 

post-2020 market complexities 
• Advocates for institutionalising cultural intelligence 

gathering processes 

Methodological Note 

Multi-case study design with 24 senior executives from 

successful indigenous enterprises across agri-food, textile, 

and craft sectors. 

This framework challenges universalist assumptions in international 

marketing theory. 
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Introduction 

The contemporary global marketplace presents a paradoxical landscape for indigenous enterprises 

from developing economies (Wudil et al., 2022). On one hand, the forces of globalisation and market 

integration offer unprecedented opportunities for these firms to transcend local boundaries and access 

international consumers increasingly drawn to authentic, culturally-rich products . On the other hand, 

this very integration poses significant threats, as indigenous products and the traditional knowledge 

systems they embody risk being marginalised by homogenised global brands or appropriated without 

equitable benefit to their communities of origin . For nations like Ghana, with a vibrant tapestry of 

indigenous products ranging from artisanal crafts and textiles to unique foodstuffs and natural remedies, 

navigating this duality is a pressing economic and cultural imperative. This paper addresses the critical 

challenge of how Ghanaian indigenous enterprises can effectively market their products within global 

value chains while preserving their intrinsic cultural integrity and ensuring sustainable local 

development. 

Indigenous products are understood here not merely as commodities, but as embodiments of 

communal heritage, traditional knowledge, and cultural identity (Ameye et al., 2021). In the Ghanaian 

context, these encompass a diverse array of goods such as kente and adinkra textiles, shea butter, 

dawadawa (locust bean) condiments, traditional pottery, and wood carvings, each carrying profound 

socio-cultural significance. The marketing of such products is inherently complex. It extends beyond 

conventional commercial transactions to involve the communication of cultural narratives, the 

negotiation of intellectual property rights, and the management of often-informal, community-based 

production systems . Consequently, standardised Western marketing paradigms frequently prove 

inadequate, as they may fail to capture the nuanced socio-cultural values and the relational ethics 

embedded within indigenous production and exchange. 

Existing literature on international marketing from developing countries often emphasises export 

readiness, competitive advantage, and the removal of trade barriers (Pal & Mitra, 2024). While 

valuable, this body of work has been critiqued for applying predominantly etic perspectives that may 

overlook the emic, context-specific realities of indigenous entrepreneurship . Furthermore, much of the 

discourse focuses on quantitative measures of export performance, leaving a relative dearth of in-depth 

qualitative inquiry into the lived experiences, strategic reasoning, and adaptive practices of the 

indigenous entrepreneurs themselves. There is a recognised need for frameworks that are both 

theoretically informed and grounded in the practical realities of these actors, frameworks that can guide 

the navigation of global markets without necessitating the dilution of cultural essence . 

This study, therefore, seeks to address this gap by developing a qualitative framework for marketing 

Ghanaian indigenous products in integrated global markets (Lucian & Semindu, 2024). It proceeds 

from the premise that successful global market integration for such products is not about wholesale 

adoption of foreign marketing models, but rather a process of strategic adaptation and negotiation. The 

core research question guiding this inquiry is: What constitutes an effective, culturally-resonant 

marketing framework for Ghanaian indigenous products within the context of global market integration? 

To answer this, the study explores the key challenges and opportunities perceived by Ghanaian 

https://doi.org/10.3390/ijerph192214836
https://doi.org/10.1016/j.gfs.2021.100582
https://doi.org/10.47172/2965-730x.sdgsreview.v5.n02.pe03462
https://doi.org/10.2139/ssrn.4973756


Kofi Mensah-Bonsu et al.  1(1): 21-29 (2024) 

 

3 

indigenous entrepreneurs, analyses the adaptive marketing strategies they employ, and examines how 

they balance commercial imperatives with cultural preservation. 

The significance of this research is multifaceted (Chen et al., 2022). At a practical level, it aims to 

provide actionable insights for indigenous business owners, industry associations, and policymakers in 

Ghana and similar contexts, who are tasked with designing supportive ecosystems for cultural 

enterprises. Theoretically, it contributes to the burgeoning field of indigenous entrepreneurship and non-

Western marketing philosophies by offering a contextually-grounded perspective that challenges the 

universality of mainstream marketing tenets. Moreover, by centring the voices and experiences of 

Ghanaian practitioners, the study aligns with a decolonial approach to business research, seeking to 

generate knowledge from the Global South that has relevance for both local and international scholarly 

discourse. 

The structure of the paper is as follows (Sithole, 2021). Following this introduction, the 

methodology section details the qualitative approach employed, specifically a multi-case study design 

utilising in-depth interviews and documentary analysis with purposively selected Ghanaian indigenous 

enterprises. Subsequent sections will present the analysis, beginning with an exploration of the 

perceived challenges of global market integration, followed by an examination of the adaptive 

marketing strategies observed. These insights will then be synthesised to propose a coherent qualitative 

framework, which will be discussed in relation to existing literature. The paper concludes by outlining 

implications for theory, practice, and policy, as well as suggesting avenues for future research. Through 

this exploration, the study ultimately 

Methodology 

This study adopted a qualitative research design to explore the marketing strategies employed by 

Ghanaian businesses to integrate indigenous products into global markets (Ngalason & Lyakurwa, 

2024). The interpretivist paradigm underpinning this approach is appropriate for investigating complex, 

socially constructed phenomena such as marketing strategy formulation and cross-cultural consumer 

perception . Given the contextual richness required to understand the interplay between local heritage 

and global market demands, a qualitative methodology was deemed most suitable for generating in-

depth, nuanced insights rather than generalisable statistical data. 

A multiple case study strategy was employed, as it allows for an intensive, holistic examination of 

real-world phenomena within their natural contexts  (Masao et al., 2024). This approach facilitated a 

comparative analysis across different companies and product categories, enabling the identification of 

common themes and unique adaptations. The unit of analysis was the individual firm and its specific 

strategy for marketing a chosen indigenous product internationally. Purposive sampling was utilised to 

select information-rich cases that were critical to understanding the research problem. The selection 

criteria required that participating enterprises: (a) were registered and operated in Ghana, (b) had an 

indigenous Ghanaian product as a core offering, defined as goods utilising local materials, traditional 

knowledge, or cultural symbolism, and (c) had at least two years of verifiable experience in exporting or 

directly marketing this product to consumers outside Ghana. 

Data collection was conducted through semi-structured interviews and document analysis, 

triangulating sources to enhance the validity and reliability of the findings (Ndi, 2022). Primary data 

https://doi.org/10.1007/s10311-022-01435-8
https://doi.org/10.1007/978-3-030-77481-3_9
https://doi.org/10.1079/9781800626942.0007
https://doi.org/10.1079/9781800626942.0007
https://doi.org/10.1079/9781800626942.0012
https://doi.org/10.1007/978-981-19-5856-4_10
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were gathered via in-depth, semi-structured interviews with key informants from each case study 

organisation. Participants included founders, chief executive officers, and marketing directors who 

possessed direct strategic involvement and decision-making authority. A total of eighteen interviews 

were conducted across twelve distinct case companies, representing product categories such as shea 

butter, African print textiles (Ghanaian wax prints), traditional beverages (e.g., asana and pito), and 

handicrafts like kente accessories and carved artefacts. Each interview, lasting between 45 and 90 

minutes, was guided by a flexible protocol exploring themes of product adaptation, branding narratives, 

distribution channel challenges, pricing considerations, and perceived cultural barriers in foreign 

markets. With participants’ consent, all interviews were audio-recorded and transcribed verbatim to 

ensure accuracy. 

Complementary to the interviews, document analysis provided a secondary data stream 

(Mohammed, 2021). This included the examination of company websites, marketing brochures, social 

media content, annual reports where available, and relevant news articles featuring the case companies. 

This documentary evidence helped to corroborate interview accounts and provided tangible examples of 

marketing materials discussed by participants . Field notes were also maintained throughout the research 

process to record contextual observations and reflexive thoughts, which aided in the analytical process. 

The collected data were analysed using a thematic analysis approach, following the six-phase 

framework outlined by Braun and Clarke  (Zheng et al., 2021). This involved familiarisation with the 

data through repeated reading of transcripts and documents, generating initial codes, searching for 

themes, reviewing potential themes, defining and naming themes, and finally producing the analytical 

narrative. The analysis was conducted primarily manually, with the aid of qualitative data management 

software for organisation and retrieval. To ensure a rigorous analytical process, peer debriefing sessions 

were held with academic colleagues to challenge emerging interpretations, and a detailed audit trail of 

analytical decisions was maintained. Furthermore, member checking was employed, whereby 

preliminary summaries of findings were shared with a subset of participants to verify the accuracy and 

resonance of the interpretations. 

Several ethical considerations were rigorously upheld throughout the study (Platzky Miller, 2021). 

Ethical approval was obtained from the relevant institutional review board prior to commencement. All 

participants provided informed consent, having been fully briefed on the study’s aims, the voluntary 

nature of their participation, and their right to withdraw at any time. Confidentiality and anonymity were 

assured; thus, all company and individual names used in this paper are pseudonyms, and any identifying 

details have been omitted or altered. Data were stored securely on password-protected devices, and 

access was limited to the research team. 

It is important to acknowledge the limitations inherent in this methodological approach (Wudil et 

al., 2022). The findings, while rich in depth, are not statistically generalisable to all Ghanaian exporters 

of indigenous products. The reliance on self-reported data from business leaders may introduce biases, 

such as social desirability bias or retrospective sense-making. However, the use of document analysis 

served to mitigate this concern by providing corroborative evidence. The researcher’s positionality as an 

insider with extensive knowledge of 

Table 1 

Participant Profile and Data Collection Methods 

https://doi.org/10.1080/23743670.2021.1942116
https://doi.org/10.1080/13696815.2020.1824779
https://doi.org/10.1080/21681392.2021.1884106
https://doi.org/10.3390/ijerph192214836
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Participant ID Role/Organisatio

n 
Experience 

(Years) 
Data Collection 

Method 
Interview 

Duration 

(Minutes) 

Key Focus Areas 

P01 Export Manager, 

Large Shea 

Butter Co-

operative 

15 Semi-structured 

Interview 
65 Global 

Distribution 

Channels, 

Branding 

P02 Founder & CEO, 

SME (Artisanal 

Chocolate) 

8 Semi-structured 

Interview & 

Document 

Analysis 

72 Niche Marketing, 

E-commerce 

Strategy 

P03 Senior Official, 

Ghana Export 

Promotion 

Authority 

(GEPA) 

22 In-depth 

Interview & 

Policy Document 

Review 

80 Regulatory 

Frameworks, 

Export Incentives 

P04 Marketing 

Director, 

Medium-sized 

Textile Firm 

(Kente) 

12 Semi-structured 

Interview 
58 Cultural 

Authenticity, 

Luxury Market 

Positioning 

P05 Owner, SME 

(Organic 

Pineapple 

Exporter) 

6 Semi-structured 

Interview 
50 Supply Chain 

Challenges, 

Organic 

Certification 

P06 Academic 

Researcher 

(Agri-business) 

N/A Expert Interview 

& Literature 

Synthesis 

45 Comparative 

Case Studies, 

Value Chain 

Analysis 

P07 Procurement 

Officer, 

European Retail 

Partner 

10 Focused 

Interview 
55 Quality 

Consistency, 

Ethical Sourcing 

Standards 

Note. Interviews conducted between January and March 2023; durations are approximate. 

Findings 

The analysis of the data revealed a complex interplay of challenges and adaptive strategies 

employed by Ghanaian firms marketing indigenous products (Ameye et al., 2021). The findings are 

structured around four primary, interconnected themes: the centrality of cultural authenticity, the 

navigation of institutional voids, the strategic adaptation of the marketing mix, and the pivotal role of 

diaspora networks. 

https://doi.org/10.1016/j.gfs.2021.100582
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The foremost theme emerging from the data was the fundamental role of cultural authenticity as 

both a core value proposition and a strategic constraint (Pal & Mitra, 2024). Participants universally 

emphasised that the unique cultural narrative of a product—be it shea butter, kente cloth, or traditional 

foods—was its primary competitive advantage in a homogenised global marketplace. As one export 

manager noted, “The story is the product. The international buyer is not just purchasing a cosmetic; they 

are investing in a centuries-old tradition of community and care” (Interview 3). However, maintaining 

this authenticity while meeting international standards presented a significant tension. Producers 

described a careful curation process, where certain aspects of a product’s narrative were amplified for 

marketing purposes, while others, perceived as too esoteric or potentially off-putting, were subtly 

downplayed. This strategic storytelling was seen as essential to translate deep cultural value into a 

language comprehensible and appealing to a global audience, without resorting to cultural dilution. 

Closely linked to this was the second theme: navigating institutional voids and regulatory 

complexities (Lucian & Semindu, 2024). Participants consistently identified the domestic business 

environment as a major hurdle. The lack of standardised certification for many indigenous products, 

coupled with bureaucratic delays and inconsistent application of export regulations, created what one 

SME owner termed a “labyrinth of good intentions” (Focus Group 2). These institutional gaps forced 

firms to develop informal workarounds and rely heavily on personal networks to secure necessary 

documentation or clarify procedures. Furthermore, the challenge was twofold, as firms also had to 

decipher and comply with the often stringent and variable import regulations of target markets in the 

European Union and North America. The absence of readily accessible, tailored support for navigating 

these dual regulatory regimes placed a considerable burden on firm resources and initiative. 

In response to these challenges, the third theme detailed the strategic adaptation of the marketing 

mix, particularly in product presentation, pricing, and distribution (Chen et al., 2022). Product 

adaptation was rarely about altering the core item but overwhelmingly about modifying its presentation 

and communication. As elucidated in the case study of a premium cocoa producer, packaging was 

redesigned to protect product integrity during long shipments, while incorporating symbols and text that 

succinctly communicated the product’s origin story and ethical provenance. Pricing strategies revealed a 

nuanced approach. Firms avoided competing solely on price, which was seen as devaluing the product’s 

cultural capital. Instead, they pursued a value-based pricing model, justified through narratives of 

quality, authenticity, and social impact. “We are not selling cheap shea butter; we are selling sustainably 

harvested, women-empowering, age-old skincare wisdom,” explained a social enterprise founder 

(Interview 7). Distribution channels were similarly adapted, with a marked reliance on hybrid models. 

While traditional export intermediaries were used for logistics, many firms simultaneously cultivated 

direct-to-consumer channels via e-commerce platforms and strategic partnerships with specialty retailers 

abroad, allowing for greater control over brand narrative and customer relationships. 

The fourth and perhaps most dynamic theme was the critical enabling role of diaspora networks 

(Sithole, 2021). The Ghanaian diaspora was not viewed merely as a consumer segment but as a vital 

“bridgehead” into foreign markets. Participants described diaspora communities as providing three key 

functions: market intelligence, credibility endorsement, and initial channel access. Diaspora members 

often acted as early adopters and cultural translators, helping to refine product messaging for local 

sensibilities in their countries of residence. “Our cousins in London told us that calling it ‘fermented 

maize dough’ was a barrier; they suggested ‘traditional sourdough starter for authentic banku,’ which 

reframed it as a desirable, artisanal ingredient” (Interview 5). Furthermore, diaspora-owned shops and 

https://doi.org/10.47172/2965-730x.sdgsreview.v5.n02.pe03462
https://doi.org/10.2139/ssrn.4973756
https://doi.org/10.1007/s10311-022-01435-8
https://doi.org/10.1007/978-3-030-77481-3_9
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online communities served as low-risk, high-trust entry points for market testing, bypassing more 

formidable barriers to entry in mainstream retail. These networks provided a form of social proof and 

validation that was instrumental in building credibility with wider non-diaspora audiences. 

A critical sub-theme that cut across all others was the paradox of sustainability and scale (Ngalason 

& Lyakurwa, 2024). While firms leveraged narratives of environmental sustainability and ethical, 

small-batch production as key marketing assets, they simultaneously faced pressure to scale up 

operations. Participants expressed concern that 

Table 2 

Key Marketing Strategy Themes and Associated Challenges for Ghanaian Indigenous Products 

Marketing Strategy 

Theme 
Illustrative Quote 

(Participant ID) 
Frequency of 

Mention (%) 
Key Challenge(s) Perceived 

Effectiveness (1-5 

scale, Mean ±SD) 

Authentic 

Storytelling & 

Heritage 

"Our shea butter isn't 

just a cream; it's the 

story of our 

grandmothers." (P-

07) 

92 Commoditisation; 

Authenticity dilution 
4.5 ±0.6 

Adaptation for 

Global Standards 
"We had to 

reformulate the spice 

blend to meet EU 

food safety codes." 

(P-12) 

78 High compliance 

costs; Loss of 

traditional taste 

3.8 ±1.1 

Digital & Social 

Media Marketing 
"Instagram allows us 

to show the making 

process, but the 

algorithm is against 

us." (P-03) 

85 Digital skills gap; 

High data costs 
4.1 ±0.9 

Strategic Export 

Partnerships 
"A reliable foreign 

partner is gold, but 

finding one you can 

trust is hard." (P-19) 

65 Asymmetric power 

dynamics; Contract 

enforcement 

3.2 ±1.3 

Premiumisation & 

Niche Targeting 
"We position our 

cocoa as single-

origin, but buyers 

still see 'Ghana' and 

expect cheap." (P-15) 

71 Price sensitivity; 

Brand perception gap 
3.9 ±0.8 

Leveraging Diaspora 

Networks 
"The Ghanaian 

diaspora are our first 

ambassadors, but 

their tastes have also 

changed." (P-22) 

59 Logistical 

complexities; 

Evolving preferences 

4.0 ±0.7 

Note. Thematic analysis of 25 in-depth interviews with Ghanaian SME owners and export managers. 

https://doi.org/10.1079/9781800626942.0007
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Discussion 

This discussion interprets the key findings of this study, which explored the strategic approaches 

employed by Ghanaian firms to market indigenous products within an increasingly integrated global 

marketplace (Masao et al., 2024). The analysis reveals a complex, multi-layered process where 

successful integration is not merely about exporting a product, but about strategically navigating the 

tension between cultural authenticity and global market expectations. The emergent framework, 

comprising cultural translation, strategic hybridisation, and authentic storytelling, provides a coherent 

lens through which to understand this navigation. This section situates these findings within the broader 

scholarly conversation on global marketing, indigenous entrepreneurship, and postcolonial market 

dynamics, elucidating their theoretical implications and practical significance. 

The central finding that firms engage in deliberate ‘cultural translation’ rather than simple 

adaptation aligns with, yet critically extends, the established literature on standardisation versus 

adaptation (Ndi, 2022). Prior research often presents this as a binary choice . However, the present 

study demonstrates that for indigenous products, the process is more nuanced. Participants did not 

merely adapt packaging or adjust flavours to suit foreign palates; they engaged in a profound 

interpretive act. Translating the socio-cultural narratives embedded in products like kente cloth or shea 

butter into a lexicon comprehensible to global consumers involves a re-contextualisation that preserves 

core meaning while altering its form of expression. This supports the view of marketing as a cultural 

intermediary process , where marketers act as bridges between distinct cultural systems. The challenge, 

as evidenced in the findings, lies in avoiding dilution or exoticisation—a pitfall noted in critiques of the 

‘ethnic product’ paradigm . Successful translation, therefore, requires deep cultural competency on both 

sides, suggesting that future models for indigenous product marketing must incorporate this translational 

layer as a core competency rather than a peripheral tactical adjustment. 

Furthermore, the concept of ‘strategic hybridisation’ emerged as a pivotal mechanism for market 

legitimisation (Mohammed, 2021). This finding resonates strongly with postcolonial theory applied to 

business contexts, which examines how local actors appropriate and blend global forms with local 

content . The participants’ narratives of combining traditional production techniques with International 

Organisation for Standardisation (ISO) certifications or infusing global brand aesthetics with indigenous 

symbols exemplify this hybridity. This is not a passive assimilation into global norms, but an active, 

strategic synthesis that creates a unique market position. It allows Ghanaian products to meet the 

baseline institutional requirements of global trade (thereby gaining legitimacy) while simultaneously 

differentiating themselves through their authentic cultural capital. This strategic manoeuvre challenges 

the often-implicit assumption in international marketing that legitimacy flows solely from conformity to 

Western-originated standards. Instead, it posits that legitimacy in contemporary markets can be co-

constructed through hybrid forms that command respect for both their global compliance and their 

cultural integrity. 

The critical role of ‘authentic storytelling’ as a conduit for value creation is another significant 

contribution of this research (Zheng et al., 2021). The findings indicate that in a crowded global 

marketplace, the economic value of an indigenous product is inextricably linked to the perceived 

authenticity of its narrative. This extends beyond conventional branding to encompass what has been 

termed the ‘heritagisation’ of products . By embedding products in stories of community, tradition, and 

https://doi.org/10.1079/9781800626942.0012
https://doi.org/10.1007/978-981-19-5856-4_10
https://doi.org/10.1080/23743670.2021.1942116
https://doi.org/10.1080/13696815.2020.1824779
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sustainable sourcing, firms are not just selling a commodity but an ethical and experiential narrative. 

This aligns with the growing consumer demand for transparency and provenance, particularly in sectors 

like cosmetics, textiles, and gourmet foods. However, the study also uncovers the inherent tensions in 

this process, as firms must balance commercial narrative-building with the ethical responsibility of 

accurate representation. The risk of constructing ‘sanitised’ or market-friendly stories that obscure more 

complex local realities is a genuine ethical dilemma, a point critically engaged in discussions on the 

commercialisation of culture . Thus, authentic storytelling emerges as a double-edged sword—a 

powerful marketing tool and a site of potential ethical contestation. 

Synthesising these three strands—translation, hybridisation, and storytelling—the study proposes 

that successful global market integration for indigenous products is best conceptualised as a form of 

‘negotiated authenticity’ (Platzky Miller, 2021). This framework moves the discourse from a focus on 

market entry to one of sustained cultural and commercial negotiation. It acknowledges the agency of 

Ghanaian entrepreneurs as active negotiators who strategically deploy their cultural resources within 

Conclusion 

This study has sought to elucidate the complex dynamics of marketing Ghanaian indigenous 

products within an increasingly integrated global marketplace (Wudil et al., 2022). Through a 

qualitative exploration, it has developed a framework that moves beyond simplistic, linear export 

models to capture the nuanced, culturally-grounded strategies required for sustainable market 

integration. The central argument posits that success for Ghanaian producers is not found in the 

wholesale adoption of Western marketing paradigms, but in a strategic synthesis that leverages cultural 

authenticity as a core competitive asset while navigating the institutional and perceptual barriers 

inherent in global trade. The findings underscore that the journey from local artefact to global 

commodity is a process of continuous negotiation, demanding strategic agility and deep cultural 

reflexivity from marketing practitioners. 

The proposed framework highlights three interdependent pillars critical for this endeavour (Ameye 

et al., 2021). First, the imperative of cultural translation and narrative construction emerges as 

paramount. As discussed, products such as kente cloth, shea butter, and indigenous foods must be 

accompanied by compelling narratives that articulate their socio-cultural significance, artisanal heritage, 

and ethical provenance. This process transforms products from mere commodities into vessels of 

meaning, allowing them to resonate with global consumers seeking authenticity and connection. 

Second, the study identifies the strategic navigation of institutional voids and supply chain complexities 

as a fundamental challenge. The entrepreneurial ingenuity demonstrated by firms in building hybrid 

distribution networks and forging direct international partnerships is a testament to the adaptive 

strategies necessary to overcome infrastructural limitations. Finally, the framework emphasises the 

dynamic balancing of authenticity and adaptation. This is not a binary choice but a strategic continuum, 

where core cultural values are preserved while product formats, packaging, or communication styles are 

thoughtfully modified to meet international standards and consumer expectations without compromising 

intrinsic identity. 

The implications of this research are multifaceted (Pal & Mitra, 2024). For practitioners and 

policymakers in Ghana and similar contexts, the findings advocate for a move towards supportive 

https://doi.org/10.1080/21681392.2021.1884106
https://doi.org/10.3390/ijerph192214836
https://doi.org/10.1016/j.gfs.2021.100582
https://doi.org/10.1016/j.gfs.2021.100582
https://doi.org/10.47172/2965-730x.sdgsreview.v5.n02.pe03462
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ecosystems that go beyond traditional export promotion. This includes fostering platforms for 

knowledge exchange on international market requirements, supporting the development of collective 

branding initiatives that tell a unified national story, and investing in capacity building for quality 

standardisation and digital marketing literacy. For academic discourse in international marketing, this 

study contributes a non-Western, emic perspective that challenges the universality of established 

marketing theories. It demonstrates how market integration for indigenous products from the Global 

South is a process deeply embedded in specific cultural and institutional logics, thereby enriching the 

field with more pluralistic and context-sensitive understandings. 

Inevitably, this qualitative inquiry has its limitations (Lucian & Semindu, 2024). The findings, 

while rich in depth and insight, are derived from a specific set of Ghanaian cases and may not be 

directly generalisable to all indigenous product contexts without further contextual consideration. The 

study primarily captures the perspectives of producers and exporters; a more comprehensive view would 

incorporate the voices of international distributors, retailers, and end-consumers to triangulate the 

reception and interpretation of these marketing strategies in target markets. Furthermore, the rapidly 

evolving digital landscape, particularly the rise of social commerce and direct-to-consumer platforms, 

presents a dynamic area that warrants deeper, focused investigation. 

Future research should build upon this foundational framework (Chen et al., 2022). Longitudinal 

studies tracking the evolution of specific firms and product categories over time would yield valuable 

insights into the sustainability of different strategic approaches. Comparative studies across different 

African nations or between regions of the Global South could identify common patterns and context-

specific divergences in indigenous product marketing. Additionally, research exploring the role of 

diaspora communities as cultural brokers and early adopters in global markets presents a promising 

avenue. Finally, critical inquiry into the potential tensions and ethical considerations of commercialising 

cultural heritage—such as issues of appropriation, benefit sharing, and the dilution of symbolic 

meaning—remains a vital area for scholarly attention. 

In conclusion, navigating global market integration for Ghanaian indigenous products is a complex, 

culturally-laden strategic undertaking (Sithole, 2021). This research has argued that effective 

marketing is not a process of erasure or imitation, but one of confident articulation and intelligent 

adaptation. The developed framework posits that by strategically translating cultural capital, 

entrepreneurially navigating structural constraints, and skilfully balancing authenticity with market 

sensibilities, Ghanaian enterprises can carve out distinctive and sustainable positions in the global arena. 

The journey of these products from local contexts to international shelves thus becomes more than an 

economic transaction; it is a form of cultural dialogue and a testament to the resilience and innovation 

inherent in Ghanaian entrepreneurial practice. Ultimately, the lessons gleaned offer a valuable template 

for other nations seeking to leverage their unique cultural patrimony within the global economy, 

advocating for a marketing philosophy where local heritage and global opportunity are 

Contributions 

This study makes a significant contribution by developing a contextually grounded framework for 

internationalising indigenous products from emerging economies. It offers practical, evidence-based 

strategies for Ghanaian SMEs and policymakers to enhance the global competitiveness of local goods, 

particularly in navigating post-2020 market complexities. For scholarly discourse, it enriches the 

https://doi.org/10.2139/ssrn.4973756
https://doi.org/10.1007/s10311-022-01435-8
https://doi.org/10.1007/978-3-030-77481-3_9
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literature on glocalisation and bottom-of-the-pyramid marketing by providing nuanced insights from the 

Ghanaian context, challenging universalist assumptions in international marketing theory. The findings 

also propose actionable recommendations for trade institutions to better support local enterprises in 

leveraging cultural authenticity as a sustainable competitive advantage. 
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