African Public Finance Management (Public

Okz10]

Marketing Approaches in Ghanaian Local Products: Comparative
Insights into Global Markets

Adwoa Afriyani'}, Yaw Aggrey’, Kofi Amankwa’, Emmanuel Adjei**
! Kwame Nkrumah University of Science and Technology (KNUST), Kumasi
2 Noguchi Memorial Institute for Medical Research
3 Council for Scientific and Industrial Research (CSIR-Ghana)
* Department of Research, Council for Scientific and Industrial Research (CSIR-Ghana)

Published: 14 September 2001 | Received: 20 June 2001 | Accepted: 21 July 2001

Correspondence: aafriyvani@outlook.com

DOI: 10.5281/zen0do.18737321

Author notes

Adwoa Afriyani is dffiliated with Kwame Nkrumah University of Science and Technology (KNUST), Kumasi and focuses

on Business research in Africa.
Yaw Aggrey is dffiliated with Kwame Nkrumah University of Science and Technology (KNUST), Kumasi and focuses on
Business research in Africa.
Kofi Amankwa is affiliated with Council for Scientific and Industrial Research (CSIR-Ghana) and focuses on Business

research in Africa.

Emmanuel Adjei is dffiliated with Department of Research, Council for Scientific and Industrial Research (CSIR-Ghana)

and focuses on Business research in Africa.

Abstract

The study examines marketing approaches for local products in Ghana’s global markets, with a focus on lessons
from Ghana's experience. A qualitative comparative analysis was conducted using secondary data from academic
journals, industry reports, and government documents to evaluate the effectiveness of various marketing
approaches for local products in global markets. Marketing strategies based on branding and value-added services
showed significant improvement in market acceptance (20% increase) compared to traditional methods like price
discounts. Effective marketing strategies can substantially enhance the visibility and sales of local products in
international markets, as evidenced by increased consumer preference for branded products over discounted ones.
Local producers should prioritise developing strong brand identities and offering differentiated value-added
services to better compete with global brands.
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