
© AUG 2025 | IRE Journals | Volume 9 Issue 2 | ISSN: 2456-8880 

IRE 1710280          ICONIC RESEARCH AND ENGINEERING JOURNALS 862 

The Role of Global Marketing Professionals in 

Advancing Inclusive Trade and Cross-Cultural Consumer 

Engagement in the US 
 

MICAIAH MGUGU 1, ZVIKOMBORERO BRIGHT CHITEMERERE 2, TAFADZWA AGARTHA 

KUNDAYI ZIREVA 3, RUMBIDZAI LYN KASINAMUNDA4, MUNASHE NAPHTALI MUPA5 

1University of New Hampshire  

2Arizona State University,  
3Doane University 

4Southern New Hampshire University 
5Hult International Business School 

 

Abstract- All around the country, the consumer 

world is shifting towards a more sophisticated, 

multifaceted, and international connotation. 

Entirely new communities that formerly resided on 

the outskirts of brand attention are now releasing 

power, shaping trends, and changing the definition 

of business in a diverse society. Even with all these 

changes, many organizations still fall back on the 

same, outdated marketing strategies that focus on 

the so-called needs, values, as well as voice of the 

consumers in the modern era.  

 

I. INTRODUCTION 

 

The gap can have dire outcomes. Brands can become 

irrelevant. The average consumer feels ignored. The 

economy at large underperforms regarding fully 

harnessed growth opportunities. But there is 

increasing consciousness that quantum leaps cannot 

be made to declare marketing is not a sale, but a 

fundamental way to close the culture gap, the ethical 

trade gap and the gap of who has access to what is 

deemed public resources.  

 

People who have deep knowledge and experience of 

business and culture frameworks help us frame this 

issue. These professionals bring a strategic 

understanding of market behavior with the intricate 

care needed to compete with the growing challenges 

that American businesses are confronted with, 

accompanied by international education and border 

crossing experience (Glass Ladder Group, 2025).  

 

In this review, the roles of global marketers in 

promoting inclusive trade and cross-cultural 

engagement in the United States are investigated. The 

part that it plays in deeper branding and product 

integration is described, a state of multicultural 

branding in retail, media and public service is 

assessed and the need for international employees in 

marketing and communications is emphasized (FAA 

Design, n.d.). It also examines how African 

practitioners are playing a part in the creation of 

consumer marketing narratives in diaspora and newly 

emerging domestic markets.  

 

The combination of strategic foresight and cultural 

nuance makes for a robust inclusion approach, 

putting these professionals into the important gaps in 

today’s marketplace. Attending national aims of 

equitable economic advancement, international 

competitiveness and constructive and enduring trade 

partnerships, their efforts are. These relationships are 

as powerful as they are, but – inclusive marketing is 

no longer optional.  

 

Chapter 1: How Cultural Insight Affects Global 

Product Market Fit  

 

Culture is no longer an option; it is a prerequisite. If 

it is about conquering new geographical territories or 

talking with ethnically diverse audiences from home, 

businesses need more than just efficient systems or 

solid products. In today’s ultra-modern settings, what 

truly matters is ensuring the value is appreciated and 

the culture is well understood on a granular level.   
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Traditionally, product market fit is regarded as the 

efficiency and effectiveness with which a product 

meets market demand (FAA Design. (n.d.). Aside 

from the fact that demand is not constant and it 

oscillates due to preferences, traditions, and 

experiences, a great product will slash your chances 

of failure if it meets the standards of what is relevant 

to your audience.  

 

1. Aligning with Local Values and Lifestyles  

Cultural insight enables brands to tailor their products 

according to the beliefs and lifestyle of the audience 

they intend to reach. People’s priorities depend on 

how they live, shop, and make choices, which are 

determined by the systems of society (De La & 

Güemes, 2022). A product that is a success in one 

market might seem irrelevant in another, not because 

of design faults, but because it doesn’t reflect the 

community's reality.  

 

Take marketing in the United States as an example. It 

usually focuses on self-expression and self-

achievement. An equally valued product might 

require a different approach in collectivist cultures 

where family welfare and shared values are given 

more significance. Not only should we change the 

way you advertise but the features of the product also 

need to change.   

 

A mobile application that functions in an independent 

and fast-paced culture might require more hand-

holding service options in trust-bound regions. The 

pace of life also matters; the timing of breakfast, 

shopping, and even gift-giving differ across cultures.   

These professionals help brands tailor products, 

branding, and even how they advertise so that they 

seamlessly integrate within the cultural context and 

systems, thereby making the product useful and 

appreciated rather than feeling alien—as something 

that is out of range or unsuitable for their reality. The 

core to finding that balance between a product and its 

potential audience is this integration.  

 

2. Shaping Emotional and Psychological Appeal  

Every rational purchase has an emotional facet to it, 

no matter how much it seems so. People will say cost 

or how useful it is, but what makes someone choose a 

product is how it makes them feel — shown, secured, 

appreciated, connected. Because culture shapes 

emotion in a different way, emotion always plays a 

critical part in purchasing behavior.  

 

For some communities bold, expressive messaging is 

impactful, for others it’s subtler and more traditional. 

In one market, one advertising campaign designed to 

celebrate a powerful self-love and empowerment may 

flourish, while another may have a quieter family 

message about harmony, gentle confidence.  

 

Even ideas such as these differ in every mark of 

culture; success or security. So, in one culture having 

wealth could be personal freedom, in another, leaning 

towards providing for children makes more sense. 

This is why emotional strategy must fit with cultural 

context.  

 

The advertisers who understand these cultural 

subtleties are able to help brands reach deeper, 

meaningfully. Their work makes sure that messages 

are not written in a way that only speaks but is deep 

within the people they are for.  

 

3. Avoiding Missteps and Cultural Disconnects  

Regardless of good intentions or efforts, a product 

can lose its relevance if it lacks the cultural context of 

the place it is going into. It can sometimes be a small 

issue such as poorly interpreting a slogan or 

packaging that is not aesthetically pleasing. Other 

times, it can be much bigger – offending a culture, 

upholding a homogenous view, or completely 

missing the point. Usually, the product itself is not 

the problem. The issue is lack of cultural sensitivity 

(Generis Online, n.d.).  

 

We’ve all seen ad campaigns featuring cringe-worthy 

flavors or tone-deaf commercials which resulted in 

backlash rather than praise. No, these are not 

embarrassing blunders; they are trust demolitions. 

And, after trust is lost, regaining it becomes an uphill 

battle.  

 

Every detail, regardless of how minor, from colors 

chosen, and spokespersons to the tone in which 

messages are delivered, signifies something. Cultural 

insights have proven to be beneficial in cases such as 

these. Cross-border fluent marketers help companies 

know what to ask at the start, avoiding mishaps that 

become difficult to recover from later and making 
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sure no detail comes off as vindictive or careless 

toward the people they aim to support.  

 

4. Enhancing Product Design and Feature Relevance  

Strategic understanding permeates far beyond an 

experienced marketer’s clever communication. It has 

a profound impact on product design and user 

competitiveness. Colors, shapes, sizes, features, and 

even packaging have different meanings across 

various cultures. What may seem clean and modern 

to some might feel utterly inappropriate and 

uncomfortable to others.  

 

Consider color (Lin et al., 2007). In the West, white 

symbolizes purity while in certain parts of Africa and 

Asia, it’s a symbol of mourning. A design which may 

be neutral to one audience group may be alienating to 

the other alongside household size, living space, and 

daily routines. An American kitchen appliance might 

function well for a household, but to an international 

user in a compact apartment, inversion is bound to 

ensue.  

 

Resealable packaging and font selection, as well as 

feature setting trust, have an impact on customer 

trust. Social-cultural considerations fuel the 

perception that products are well designed, which 

fosters trust and transforms functionality into a 

relationship (Lin et al., 2007).  

 

Chapter 2: The Rise of Multicultural Branding in the 

U.S  

 

America’s landscape of consumers is no longer 

marked by a singular dominating culture. The 

marketplace now consists of a patchwork of races, 

languages, customs, and ideals which influence how 

individual shops and how –to what extent- they see 

themselves represented in the items and 

advertisements available. The culturally diverse new-

brand paradigms require specialized and adroit 

responses, brand strategies, and culturally thoughtful 

marketing communications heightening sensitivities 

concerning portraying identity (Culture Marketing, 

n.d.).    

 

Branding within and across cultures resides as a core 

imperative rather than an optional augment. There is 

marked growth of Black, Latino, Asian, Indigenous, 

and immigrant populations as commercially active 

consumers, which influences the perception of 

effective marketing strategies (Lomas, 2020). There 

is a gap between what the consumers have and what 

they seek to be provided which is regarded as 

actionable inclusion. Genuine inclusive 

representation, cultural engagement that goes beyond 

the facade, and respect is demanded. It is not enough 

to cast people from marginalized communities into ad 

campaigns. Brands must articulate values, show 

leadership, and wield strategy showing those people 

penchant as central to the bottom line (PDG Insights, 

n.d.).  

 

Businesses across sectors, from fashion and 

technology to grocery and digital stores, are starting 

to understand the importance of diverse consumers. 

In retail, multicultural shoppers are shaping the 

product design, marketing, and shopping experience 

(Culture Marketing, n.d.). There is greater 

responsibility to tell diverse stories, hire diverse 

voices, and create for and from those communities. In 

public health, blended messaging is essential to 

health communications, civic engagement, and social 

outreach, especially in neglected areas.  

   

This part deals with the growing picture of branding 

through multicultural lenses in America. We will 

focus on the retail industry, media outlets, and other 

public services, indicating the gaps and the wins 

while analyzing what still can be capitalized on. 

These areas indicate how culture is influencing 

consumption—with inclusive marketing and 

intelligent branding that enables trust and 

relationships in a multicultural America (Lomas, 

2020).   

 

1. Retail  

There is a significant evolution occurring in retail in 

the United States. Developments in immigration 

patterns and the beefing up of retail markets and 

industries have led to a change in the face of 

America. There is no longer a typical American 

shopper. That said, the ones who are adapting to the 

multicultural market are excelling the most. 
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Why Multicultural Consumers Matter  

• Focus of Spending: Within the US multicultural 

population, there is buying power in the trillions 

and hence in dollars threshold of spending money.  

• Age Demography and Potential: New and 

emerging population is heavily dominated by 

multicultural groups in the coming years which 

will actively shift the dynamics of spending 

patterns (DV8 Communication, n.d.)  

• Trend Leadership: The culture and taste of food 

are two major sectors influenced by the 

multicultural sector (DV8 Communication, n.d.)  

 

How Retailers Are Responding  

 

1. Product Offerings:   

Examples such as facial products have a vast scope in 

use while being far less common. Black Muslim 

women natural hair products, halal and kosher 

cuisines, traditional ethnic snack foods and spices 

(Ayanwale, 2025).  

The rest of the market is heading towards cross-

pollination of nonwhite designers and creators across 

various industries such as fashion, beauty, and home 

decoration.  

2. Store Design and Experience  

Some retailers are modifying the style of their stores 

to incorporate bilingual signs and culturally themed 

displays that reflect the communities they serve.  

Brands, particularly in diaspora populated areas, can 

reach customers directly through pop-up events and 

community focused marketing (DV8 

Communication, n.d.).   

3. Inclusive Advertising and Messaging  

Advertising campaigns are more frequently 

incorporating diverse models and language that 

represent the racial, ethnic, and age diversity of the 

population.  

Brands that effectively engage their audience 

mitigate empty diversity attempts by seamlessly 

integrating difference into their chronic brand story, 

instead of singular ad campaigns.  

4. Hiring and Representation  

Retailers are beginning to appreciate the skills and 

cultural marketing intricacies associated with identity 

and consumer behavior provided by multicultural 

marketing teams.  

 

There is a huge impact on the customer experience 

when customer service representatives who live in or 

come from the community that they serve and speak 

the local language.  

 

Examples of Success  

Target has increased advertising throughout the year 

and expanded their selection of Latinx and Black-

owned brands during targeted marketing campaigns 

like Hispanic Heritage Month and Black History 

Month (DV8 Communication, n.d.).  

 

Sephora launched a campaign to increase 

representation with “We Belong to Something 

Beautiful” dedicating BIPOC brands from different 

ethnicities and cultures to fill more spaces in their 

stores, promoting beauty across racial and gender 

lines (DV8 Communication, n.d.).  

 

2. Media  

The self-image of any community, as well as how 

these communities are perceived externally, can 

influence, and be influenced by, various media 

outlets. In the current environment of instant access 

streaming and social media, representation for any 

group within media has transformed into a monetary 

opportunity that directly impacts public perception, 

brand likelihood, and company trust. Furthermore, 

the multicultural market in the U.S. not only 

consumes media but is considered a trendsetter when 

it comes to media consumption. Therefore, capturing 

audience attention necessitates authentic 

representation.  

 

Recognizing Media Representation  

Culture: Watching one’s culture, language, and 

experiences enables emotional connection through 

self-identity reinforcement (Multicultural.com., 

2024).  

 

Economical: Ethnically diverse consumers have an 

active presence in the media, and film and digital 

cinema industries.  

 

Trending: Engaging audiences with diverse content 

transcend platform boundaries and tends to dominate 

conversations, influencing fashion and pop culture.  
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Changes in Strategy Towards Storytelling  

 

1. Representation In Diversity in Narrative Focus.  

Bilingual storylines and leads from BIPOC 

communities for younger age groups become a 

significant part of promotional campaigns and 

television shows.  

Having diverse writers and authentic inclusivity 

among directors and producers guarantees true 

inclusion.  

2. Complex Storytelling Instead of Cliché Portrayals  

There is an expectation of no tokenism or superficial 

representations of identity within culture that is 

already deeply ingrained into core culture.  

Brands and studios are more deliberate about 

depicting cultural depth; representing diverse 

individuals as authentic multi-dimensional people.   

3. Culturally Rooted Campaigns  

Advertisements are becoming more centered around 

particular cultural occasions (for example, Lunar 

New Year, Juneteenth, Día de los Muertos).  

These occasions are celebrated with contributions 

from community members and creatives instead of 

just receiving acknowledgment.  

 

Multicultural Media Trends in Action   

Netflix and Hulu have created content categories for 

Black stories, Latin American drama, K-drama, and 

African cinema.   

Coke’s Super Bowl advertisements with multilingual 

slides and “America Is Beautiful” campaign 

incorporated several cultures, languages and voices—

highlighting the strength in diversity 

(Multicultural.com., 2024).  

Spotify’s playlists like “Black Girl Magic” or “Latinx 

Rising” celebrate culture and help foster community 

around shared experiences (Multicultural.com., 

2024).   

 

Challenges Still Present   

There is a gap in the representation of certain genres 

like mainstream news, children’s television and 

executive leadership roles (Multicultural.com., 2024).  

Numerous multicultural creators face challenges in 

securing funds and distribution, even when there is 

strong interest from viewers (Donahue, 2020).  

 

 

 

3. Public Service  

Public service messaging impacts on how the public 

behaves, how aware they are of specific issues, and 

how much trust they have, which greatly affects 

social interaction. The way public messages are 

framed, for example, in health, education, safety, or 

civic engagement—and who the messages are 

targeted to influence whether the messages will be 

taken seriously or not. Within a diverse community 

such as the United States, considering different 

cultures when forming public service 

communications is not an option rather it is a 

requirement to be successful and effective.  

 

Why Inclusive Messaging Is Crucial  

Health Equity: Inaccurate monolingual campaigns 

aimed at certain cultures have contributed to trust 

issues, misinformation, and underutilization of 

resources.  

 

Civic Participation: Voter participation, completion 

of census forms, or engagement with local 

governments is often discouraged due to cultural 

barriers and a disconnection to the electorate.  

 

Crisis Communication: During public health 

emergencies such as COVID-19, waiting to publicly 

disseminate culturally tailored multilingual 

information resulted in serious response inequity and 

confusion.  

 

What Inclusive Public Service Messaging Looks Like  

1. Multilingual Communication  

Translating written work such as pamphlets and 

flyers into Spanish, Mandarin, or Arabic, ensures 

broader comprehension and is helpful within 

communities.  

Cultural adaptation: not just translation—broadly 

capturing the essence of a nation’s tone, visuals and 

deeply held societal values is even more helpful.  

2. Representation in Visuals and Voice  

Public Service Ads (PSAs) which capture individuals 

of different racial, ethnic, age, and ability tend to be 

more relatable and build trust.  

Engaging community leaders and trusted public 

figures as primary messengers increases the 

emotional and credibility value of a message. 
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3. Collaborations with Community Groups    

Working alongside culture-specific centers, religious 

institutions, or advocacy groups helps tailor outreach 

efforts and expand reach.    

These groups provide invaluable insights regarding 

specific areas of concern about messaging cohesion 

and relevance.  

   

4. Campaign Planning with a Community Focus    

Messaging occurs during cultural holidays or 

festivities as prescribed by the community.    

Constructed without community-placed stigma, 

language deemed violent is excluded, and designated 

communities’ input is received prior to construction. 

    

Chapter 3: The Importance of Hiring International 

Talent in Global Marketing Teams  

 

It is equally important to differentiate the use of 

“diversity’ in a generic way from international and 

cross-cultural marketing knowledge. While every 

type of diverse group adds value, international 

specialists offer professional experience, cultural 

integration, and a sophisticated knowledge of markets 

that is more than superficial. This is not culture 

studied but rather culture lived. This type of 

knowledge transforms understanding of how 

products, language, images, and behavior are 

performed and understood in different cultures. 

  

People who have studied, worked, or managed 

projects in different countries usually have a first-

hand understanding of the complex global shifts in 

consumer behavior and psychology alongside brand 

perception (HyperWrite, n.d.). They understand what 

brand loyalty means in collectivist versus 

individualist societies, or what level of sophistication 

needs to be adjusted in high-context versus low-

context cultural settings. These understandings are 

difficult, if not impossible, to replicate from 

classroom education.  

 

This is particularly important in international 

marketing (Insights, 2024). The wrong assumption, 

phrase, or image can alienate entire communities. On 

the flip side, the right culturally informed message 

can open doors to entirely new markets and build 

long-term trust. What needs to be decided and how, is 

what international professionals are needed for.  

Filling in Real Gaps in Understanding  

If members of a marketing team are homogeneous, as 

is often the case in Western markets, they are 

particularly susceptible to the self-experience 

heuristic. Such a simplistic view of things results in 

campaigns that oversimplify (or outright ignore) 

whole cultures. However, it misses diasporic 

communities (along with emerging global youth 

audiences that are looking to be represented and 

relevant) as potential targets — roping them into 

stereotypical narratives.  

 

These gaps are bridged when hiring international 

talent. These professionals need to help teams have 

an all-encompassing view.  

To diagnose unexplored areas and details of 

creativity and strategic thinking.  

Campaigning can be predicted to run into cultural 

hurdles.  

To mitigate discrepancies in style, image and 

message alignment  

 

Design frameworks are created without considering 

only translation, but also relevance  

An example of this would be an international 

marketer from South Asia who would understand that 

yoga imagery in a wellness campaign needs to be 

treated carefully, lest it become appropriate. The 

brand’s entrepreneurial messaging misses the mark 

entirely, according to a colleague from West Africa, 

who may remind you that informal economies in the 

region are completely ignored. None of this synthesis 

is to be found on Google — it comes from cultural 

memory, lived experience and personal relationships 

(Donahue, 2020).  

 

A local global approach is proposed to improve 

integration.  

Many international companies struggle to harmonize 

execution towards local execution with their global 

focused strategy in their marketing divisions. From 

the top, they might try to balance, but without input 

from regional teams, locals must smash scope 

headlines into retrofits, to fit marketing ‘global’ 

messaging that’s been tailored for them. 

Inconsistency, congestion or muted campaigns 

abound in this scenario.  
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Hiring international experts with a localized view and 

a global perspective fills these gaps and resolves 

streams of friction. They span the central strategy to 

the regional requirement gap. These professionals use 

their dual or multiple skill sets to strengthen client 

and other constituent relationships and to close the 

feedback communication loops with consumers to 

produce seamless interactions. International experts 

help us to make our coherent marketing resonate in 

every corner of the world, whether it’s drafting plans 

for a new market launch, leading the localization or 

crafting culturally responsive product features 

.  

Cultural Perspective as a Harnessing Innovation  

The innovation of synergies from different thinking 

paradigms makes cross fertilization of innovation 

possible. Other new mental models, new creative 

angles or differently skilled approaches to facing 

challenges come with new global staff. By bringing 

together different narratives, traditions and 

influences, they elevate the creative scope for the 

whole team.  

 

So, perhaps a marketer from Latin America could 

bring a celebratory, emotional, community centered 

storytelling approach. A Middle Easterner might 

mention how modesty, hospitality, and tradition 

could be used in the story of beauty or home goods 

(Analogy Design, n.d.). These are not cultural 

considerations but narratives, products or experiences 

that are uniquely different for campaigns.  

 

Professionals globally have cultural diversity and 

travel experience, making them bespoke in regard to 

questioning standards. This mindset is quite 

uncommon and adds value when navigating 

challenges and complexities. As a result, they make 

great assets to any brainstorming session or meeting 

on brand strategy, innovation labs, and any other 

setting where differing perspectives are not only 

welcomed but sought after.   

 

Diversity is crucial in addressing the evolving U.S. 

consumers.  

Internally in the U.S., there is a clear sociocultural 

change, and the multicultural community is becoming 

the new norm and not the odd one out. There is a 

collective need for brands that represent their 

identity, culture, and values. This is most apparent in 

the younger generation who are coming of age to be 

bilingual, bicultural, and world-savvy.  

 

With the assistance of international marketing 

experts, companies can market their products using 

culture and engagement ethics. Such professionals 

will be needed in:  

Retail and beauty since cultural art catalyzes the 

market (Insights, 2024)  

Healthcare and wellness since culture accounts for a 

lot of beliefs regarding behavior (Insights, 2024)  

Technology, finance where Trust and Access 

determine adoption (Insights, 2024)  

Public Services where rich community representation 

determines active outreach (Insights, 2024).  

Bolstering the Employer Brand and Internal Culture  

Integrating international professionals doesn’t only 

boost strategic branding but also improves internal 

systems setup. Their presence helps diversify 

workplace culture. They inspire open-mindedness, 

foster inclusivity, and promote adaptability. Their 

presence enforces: ‘We don’t just talk about global 

business, we live it.’  

 

Forward thinking global companies are perceived to 

be well connected, innovative, and more intelligent. 

This helps boost employer brands, leading to greater 

competition with other companies to attract 

international talent. It fosters an excellence cycle 

where diverse talent becomes the new standard. This 

enhances team capability, reach, and impact.  

 

Meeting National and Global Priorities  

Taking a step back, the recruitment of foreign 

marketers meets the national concern of promoting 

economic growth in a socially inclusive manner, 

cultural diplomacy, and international and regional 

competitiveness. It demonstrates a country’s trust in 

innovation and (mercantilist) trade policy. It also 

seeks to accomplish public objectives of fair 

employment, international relations, and socially 

responsible commerce.  

 

Consequently, visa and immigration policy, the 

services of foreign marketing professionals do and 

ought to be regarded as important to American 

business and global market power. Their efforts 

enhance not only private brand value but public 

appreciation of diversity and intercultural dynamics 
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(KORTX, 2024). They help create not just a larger 

economy, but a better and more integrated economy.  

 

Chapter 4: Contributions of African Professionals in 

Shaping Consumer Narratives in Diaspora and U.S. 

Markets  

 

African marketers, media professionals, 

entrepreneurs, and culturists are single-handedly 

changing the brand engagement strategies on 

diaspora markets as well as in the U.S. mainstream 

markets (Marketing Analytics Africa, n.d.). Their 

experiences, combined with their rich cross-

continental perspective, enable them to tell 

comprehensive and layered stories that are nuanced, 

authentic, and true to the culture being marketed.   

 

Below is a summary of the most visible impact made 

by African marketers from different geographic and 

vertical boundaries:    

1. Redefining and Reclaiming the African Identity 

through Branding    

Stereotype busting:  These marketers have dealt with 

a narrow scope of portraying identity branding, and 

marketed Africa solely through narratives of poverty 

or struggle, largely oversimplifying themes of 

innovation, style, resilience, and creativity; hence 

they are propagating stories integrating creativity and 

style, strength, and innovation. (Marketing Analytics 

Africa, n.d.).    

 

Showcasing culture: Recently, there has been 

incremented demand to present identity in a nuanced 

way that pridefully portrays Africans and projects to 

the outside world. These marketers have also 

integrated Afro-centric themes, symbols, music, 

fashion and storytelling into brand campaigns 

(Stanford Graduate School of Business, n.d.).  

   

Pan-African narrative promotion: They aid to bridge 

regional differences, both across and within the 

diaspora canton, and create messaging appropriate for 

African Americans as well as African immigrants.   

 Illustration: Daily Paper and Mizizi are African-led 

fashion brands that merge heritage with global youth 

culture and are redefining streetwear through a pan-

African approach.  

 

 

2. Amplifying Diaspora Contributions to Marketing.  

Designing ads for Afro-diasporic audiences: These 

marketers can connect with audiences that have 

historically been sidelined or ignored by broader 

advertising (KORTX, 2024).  

 

With hyphenated vernacular: Many African 

professionals compose messages for those who reside 

at the interface of honoring their ancestors and 

engaging with modern Western society.  

 

Bridging the generational divide: They navigate 

between first gen immigrants and second gens, 

enabling brands to develop age inclusive targeted 

campaigns.  

 

For example: There is a noticeable increase of 

African immigrant perspectives during campaigns for 

Black History Month or Juneteenth, in addition to 

African American perspectives, courtesy of strategy 

inclusivity teams.    

 

3. Fostering Cultural Impact in Music, Beauty, and 

Fashion  

African professionals are also telling the narratives 

from the back offices of the trend-leading industries.   

In Music:  

Marketing and promoting Afrobeats: African 

marketers, promoters, and producers have propelled 

artists such as Burna Boy, Tems, and Wizkid to 

global prominence.   

Cross-culture collaborations: African marketers are 

facilitating the collaboration of U.S. and African 

artists, broadening the market and redefining the 

sound of global music (Hasan & Nasir, 2020).   

In Beauty:  

Inclusion in skincare and makeup: African 

professionals have fought for greater availability of 

products serving darker skin tones and skin health 

fortified with nourishing ingredients.  

Lines of products with the heritage angle: Ingredients 

such as shea butter, baobab oil, and black soap are 

being reintroduced to U.S. consumers as premium 

goods that are ethically sourced and there is geared 

storytelling embedded stemming from Africa.  

In Fashion:    
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Promoting African textiles and patterns: 

Professionals have been using kente, ankara, 

bogolanfini and other fabrics to influence global 

fashion design to modern styles (Enthof., n.d.).  

Consulting for global brands: African creatives and 

consultants have assisted major brands with avoiding 

cultural blunders while creating authentically Africa-

inspired collections (Enthof., n.d.).   

 

Example: African creativity and input through 

partnerships in product development and branding 

has been witnessed with Lush, Fenty Beauty and 

Shea Moisture (Wild Lab., 2018).  

 

4. Leading and building a brand centered on the 

diaspora    

African professionals do not only consult for big 

companies, but they are also shifting the narrative to 

reflect diasporic concepts, values, and aesthetics, 

driving their very own brands (Bakhtiari, 2024).  

Startups owned by the diaspora: African 

entrepreneurs are leading purpose-imprinted and 

culturally relevant based food products, tech 

platform, fashion line and content studio (Bakhtiari, 

2024).    

 

Culturally authentic narrative: Many of these brand's 

center on social worths, heritage, global connection 

and community pride, offering something other than 

mass-produced culturally bland products (Bakhtiari, 

2024).   

 

Acting as cultural representatives: These brands aid 

consumers, primarily from the West, move away 

from the idea of Africa as a singular narrative and 

toward regarding it as a diverse, innovative hub 

(Bakhtiari, 2024).  

 

Thanks to the digital marketing efforts of culture 

savvy professionals, African ancestry services, 

diaspora investment platforms, as well as pan-African 

eCommerce systems are on the rise.  

 

5. Mentoring and Opening Doors for Future Voices  

Influencing industry culture: There is a growing 

advocacy by African professionals to have equity, 

inclusion, and representation within agencies, 

corporations, and creative services (PDG Insights, 

n.d.).   

Cultivating Possibilities: Through mentorship, 

speaking engagements, or community partnerships, 

they are supporting emerging African and diaspora 

marketing talents.  

  

Facilitating enduring alterations: With decision-

making authority, they enable changes regarding the 

strategy, implementation, and evaluation of 

marketing campaigns.  

 

For example: African marketing firms based in New 

York, Atlanta, London, and Lagos are now the 

preferred partners for brands seeking reliable cultural 

understanding and authentic multicultural 

implementation.  

 

6. Expanding the Definition of “Multicultural” in 

U.S. Marketing  

Shifting to African viewpoints: The American 

concept of “multicultural marketing” mostly 

examined the African American and Latino, as well 

as Asian American, demographics (Explore FCG, 

2024). Now, there is a broader vision from African 

professionals that incorporates the experiences of 

African immigrants as well as those of the pan-

African diaspora.  

 

Brand education: Some of them assist U.S. 

companies to realize that there is no single group 

referred to as African. Differences in dialects, 

religion, level of education, and social class are 

important factors to consider (Mensah, 2021).  

 

Promotion of global awareness: Their presence 

encourages teams and theorists to consider that the 

multicultural strategy goes far beyond U.S. 

demographics; it is about the international landscape, 

diaspora, and active interaction with developing 

economies.  

 

CONCLUSION 

 

In a marketplace characterized by the cultural mosaic 

of the world, businesses can no longer afford to use 

one-size-fits-all strategies. Achieving success in the 

present needs more than great products or clever 

advertising; it requires cultural understanding. 

Appreciating how people from different cultures 

think, feel, and make decisions differentiates brands 
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that are simply present in the market versus those that 

actively engage with consumers.  

  

In previous sections, we examined the distinct ways 

in which cultural fluency strengthens the product 

market fit, deepens emotional bonds, avoids 

significant blunders, and aids in the development of 

inclusive design. Moreover, we advanced the 

arguments about international and African marketing 

professionals and their identity-based, traditional 

narratives, which appeal to trust both in diaspora and 

U.S. markets.   

 

Cultural understanding goes beyond just setting 

sights on new markets. It shifts to the people behind 

targeted communities, fulfilling the essence of being 

humane and increasing the chances for brands to 

flourish over time. The marketing landscape is 

already personal, global, inclusive, and its future is 

here.  
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