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Abstract

Marketing strategies for local products in global markets have gained significant interest due to their potential to  
boost  economic  development  and  cultural  preservation.  The  research  employs  a  mixed-methods  approach 
involving qualitative interviews with local producers and quantitative surveys among consumers from diverse  
cultural backgrounds. Data is collected through online platforms and face-to-face interactions in key urban areas of 
Ghana. Findings indicate that the use of traditional marketing channels, such as word-of-mouth recommendations,  
significantly boosts consumer acceptance of locally produced goods across different ethnic groups in Ghana. The 
study concludes that understanding local cultural contexts is crucial for effective marketing strategies targeting  
diverse global markets. This insight can aid businesses in developing more culturally sensitive and successful  
product-market integration approaches. Businesses should consider integrating traditional marketing techniques 
with modern digital platforms to maximise market reach while respecting local cultural nuances.
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📄 ABSTRACT-ONLY PUBLICATION

This is an abstract-only publication. The complete research paper with full methodology, 
results, discussion, and references is available upon request.
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