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Abstract
This paper examines how India’s regional products protected under Geographical Indication (GI) tags can become powerful instruments for strengthening the country’s position in the emerging world trade order. The study explores the intersection of legal protection, agricultural development, branding potential, and cultural promotion associated with GI products. It highlights how regional goods such as Basmati rice, Darjeeling tea, Banarasi sarees, and Pashmina shawls represent both economic assets and expressions of India’s rich heritage. The paper analyses the opportunities created by digital globalization, international trade agreements, and tourism-driven branding, alongside challenges such as weak enforcement, limited awareness, and inadequate marketing strategies. Using secondary data and a SWOT-based analytical framework, the study evaluates the export performance of key GI-tagged commodities to understand their contribution to trade competitiveness and rural empowerment. The findings suggest that with effective policy reforms, digital marketing initiatives, and global recognition frameworks, India’s regional products can evolve from locally valued goods into globally competitive brands, supporting inclusive growth and sustainable trade in the modern global economy.
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Introduction:
India, one of the world’s oldest civilizations, is home to communities whose cultural and social histories extend back thousands of years. These indigenous populations possess a deep repository of traditional knowledge that has been passed down through generations. When this knowledge is applied in production, it gives rise to products that are unique, authentic, and culturally significant. Across the country, numerous regional goods exhibit exceptional potential to achieve global distinction because of their quality, craftsmanship, and heritage value. India’s indigenous brands—if effectively promoted and strategically branded—can capture international markets and showcase the country’s creative excellence. Well-known examples such as Darjeeling tea, Banarasi brocades and sarees, Kashmiri saffron, and Makrana marble illustrate how global consumers have already recognized and rewarded Indian craftsmanship. The nation’s abundance of culturally rooted and high-quality products demonstrates immense potential for sustainable trade expansion. However, maintaining consistency in quality and adapting to international standards remain vital for global competitiveness. Addressing global requirements for authenticity and certification calls for innovative institutional mechanisms. In this context, Geographical Indications (GIs) provide a transformative framework that not only safeguards traditional knowledge but also enhances the international visibility and marketability of India’s regional products. (Sunny & Patel, 2024)
Global trade in the twenty-first century is witnessing a paradigm shift toward authenticity, sustainability, and cultural identity. Within this evolving context, Geographical Indications (GIs) have become an essential form of intellectual property that links a product’s quality and reputation to its specific region of origin. A GI tag serves as a certification that a product possesses unique characteristics or a reputation attributable to its geographical environment, including natural and human factors. Such protection not only preserves traditional knowledge but also provides producers with legal and commercial advantages in the global marketplace (Singh, Kumar, Singh, & Pandey)
India, endowed with vast agricultural and artisanal diversity, has increasingly recognized the economic and cultural potential of GIs. Since the enactment of the Geographical Indications of Goods (Registration and Protection) Act, 1999, the country has registered hundreds of products—from agricultural goods like Basmati rice and Darjeeling tea to handicrafts such as Banarasi sarees and Pashmina shawls. However, the success of these registrations has been mixed. The studies note that while the Act strengthened intellectual property protection, weak enforcement mechanisms, limited global awareness, and fragmented producer networks have restricted the full realization of GI benefits (Walia & Kumar, 2020)
Recent studies indicate that GIs can serve as more than legal tools; they can also be leveraged for sustainable marketing and export growth and emphasize that agricultural GIs face marketing and cooperative challenges, urging capacity building and collective promotion for global visibility (Nirosha & Mansingh, 2024). Similarly, studies argue that GI tags can function as powerful branding instruments, creating authenticity-based market differentiation for Indian products in the globalized economy (Sunny & Patel, 2024). Beyond trade, GI-labelled foods linked with gastronomic tourism, showing how these products contribute to cultural diplomacy and local development. (Piramanayagam & Seal, 2022)
From an international perspective, China’s bilateral GI agreement with the European Union significantly enhanced its agricultural exports, underscoring the importance of global recognition frameworks (Hu, 2025). Drawing insights from such experiences, this paper explores how India can position its GI products more strategically in the emerging world trade order. By analyzing secondary data, including DGCI&S export statistics and sectoral reports, and applying a SWOT-based analytical framework, the study seeks to evaluate the opportunities and challenges for India’s regional products in achieving sustainable global competitiveness.
Literature Review 
1. Singh et al. provide an important legal foundation for understanding the relevance of Geographical Indications in the Indian agricultural context. Their work emphasizes that GI protection serves not merely as a legal safeguard but as a strategic economic tool for rural development and trade competitiveness. The authors explain that GI registration authenticates the origin and quality of regional agricultural goods, ensuring that producers benefit from intellectual property rights while preventing market imitation. The study underlines how effective implementation of GI laws can enhance farmers’ income, encourage sustainable agricultural practices, and promote brand differentiation in international markets. This legal dimension is crucial to India’s trade strategy, as it integrates traditional production systems with the formal frameworks of the global economy. (Singh, Kumar, Singh, & Pandey)
2. Walia and Kumar offer a critical evaluation of India’s GI framework under the 1999 Act, identifying both achievements and structural shortcomings. They acknowledge that India has made significant progress in registering diverse GI products, ranging from agricultural commodities to handicrafts. However, the study reveals that registration alone does not guarantee economic success. Weak enforcement mechanisms, lack of producer awareness, and minimal global branding have limited the commercial benefits of GI tagging. The authors argue that the GI Act must evolve beyond legal recognition to include mechanisms for market linkage, digital promotion, and export facilitation. This critique highlights a gap between India’s legislative efforts and the practical realization of trade advantages, emphasizing the need for stronger institutional support to transform legal protection into measurable global competitiveness. (Walia & Kumar, 2020)
3. Nirosha and Mansingh analyze the operational and socio-economic challenges faced by GI-registered agricultural products in developing countries, with a focus on India. Their research identifies several barriers such as limited producer collaboration, weak marketing infrastructure, insufficient consumer awareness, and low levels of international recognition. The study advocates for capacity-building programs, improved cooperative structures, and enhanced promotion through global trade platforms. It also emphasizes the importance of integrating technology and e-commerce to expand the global reach of GI products. By addressing these operational constraints, the authors suggest that GI-tagged agricultural goods can become sustainable instruments for inclusive rural development and export diversification. Their recommendations directly align with India’s broader trade ambitions in the emerging world trade order. (Nirosha & Mansingh, 2024)
4. Hu’s study offers a valuable international perspective, examining the outcomes of the China–EU Geographical Indications Agreement. The research demonstrates that bilateral GI recognition can significantly enhance agricultural export performance by improving brand credibility, legal protection, and consumer trust in foreign markets. The paper further illustrates how state-supported GI frameworks and international cooperation contribute to higher export revenues and product differentiation. For India, this comparative analysis provides a policy model for strengthening its own GI diplomacy. Similar bilateral and multilateral agreements could help Indian GI products—such as tea, coffee, rice, and handicrafts—gain broader recognition and access to premium global markets. Hu’s findings highlight the potential of cross-border GI recognition as a catalyst for trade competitiveness and rural economic growth (Hu, 2025).
5. Sunny and Patel focus on the branding potential of GI-tagged products in a globalized economy. Their research conceptualizes GIs as instruments of marketing and brand identity rather than solely as legal protections. The authors argue that GI tags enhance product authenticity and consumer confidence, helping Indian goods stand out amid global competition. By linking traditional knowledge with modern branding strategies, GI registration can transform regional products into strong national and international brands. The paper calls for integrating GI promotion with digital marketing, tourism, and export policies to maximize visibility and value addition. This perspective aligns with India’s trade objectives of achieving greater cultural representation and market strength in the global trade ecosystem (Sunny & Patel, 2024).
The reviewed literature collectively emphasizes that while India has made notable progress in registering GI products and safeguarding regional identities, significant challenges persist in translating legal protection into trade success. Strengthening producer networks, improving international branding, leveraging digital tools, and pursuing global GI recognition agreements are recurring themes across studies. Together, these insights underline the necessity of combining legal, economic, and marketing approaches to enhance India’s competitiveness in the emerging world trade order.
Research Gap: 
Although several studies have examined the legal and agricultural dimensions of Geographical Indications (GIs) in India, limited research connects them directly with the country’s position in the emerging world trade order. Most existing work focuses on registration, protection, or branding in isolation, without assessing their combined impact on global competitiveness. There is also insufficient analysis of export performance and policy integration for GI-tagged products. Hence, a clear research gap exists in evaluating how India’s regional products, protected under GI tags, can be strategically leveraged through legal, economic, and marketing perspectives to strengthen the nation’s trade position globally.
Objectives of the Study
1. To analyze the significance of Geographical Indication (GI) tags in enhancing the recognition, authenticity, and global competitiveness of India’s regional products.
2. To examine the opportunities and challenges faced by GI-tagged products in contributing to India’s export growth and trade position within the emerging world trade order.
3. To evaluate the combined role of legal protection, branding, and marketing strategies in promoting sustainable development and international visibility of India’s indigenous products
Statement of the Problem: 
India possesses a rich diversity of regional products that reflect its cultural heritage and traditional craftsmanship. Although many of these products are protected under Geographical Indication (GI) tags, their global potential remains underutilized. The existing literature highlights the legal recognition of GIs but shows limited progress in converting this protection into tangible trade benefits. Challenges such as weak enforcement, inadequate global branding, limited market access, and lack of awareness among producers continue to restrict the international growth of GI-tagged products. In the evolving global trade environment, where authenticity and sustainable production are increasingly valued, India must leverage its regional strengths more effectively. Therefore, it becomes essential to evaluate how GI-tagged products can be transformed from locally valued commodities into globally competitive brands that contribute to India’s trade competitiveness and sustainable economic growth.

Research Methodology:
1. Nature of the Study
The present study is descriptive and analytical in nature. It relies on secondary data to examine the role of Geographical Indication (GI) tags in enhancing the trade potential and global competitiveness of India’s regional products. The study integrates both qualitative and quantitative analysis, focusing on export performance and strategic positioning of GI-tagged goods within the emerging world trade order.
2. Data Sources
The study is based entirely on secondary data collected from authentic and credible sources such as:
· Directorate General of Commercial Intelligence and Statistics (DGCI&S) trade reports (2023–24).
· Ministry of Commerce and Industry and Department for Promotion of Industry and Internal Trade (DPIIT).
· Export Promotion Councils including APEDA, Tea Board, Coffee Board, Spices Board, and the Export Promotion Council for Handicrafts.
· WTO and UNCTAD trade statistics.
· Published journal articles, books, and reports related to GI laws, global marketing, and export trends.
A data table on the export performance of major GI-tagged products (2023–24) was compiled using these secondary sources to present their export value, global market share, and key destinations.
3. Analytical Framework
The collected data were analyzed using a SWOT (Strengths, Weaknesses, Opportunities, and Threats) framework to evaluate internal and external factors influencing India’s GI-based exports.
· Quantitative analysis focused on trade value and export share to identify sectoral performance trends.
· Qualitative analysis emphasized branding, marketing, and policy challenges derived from the literature.
This combination of trade data and SWOT analysis provides a comprehensive understanding of how India’s regional products can be strengthened in global markets.
4. Scope and Coverage
The study covers selected GI-tagged products from agriculture, textiles, handicrafts, and processed food sectors — including Basmati rice, Darjeeling tea, Assam tea, Alphonso mango, Banarasi sarees, Mysore silk, Pashmina shawls, Kolhapuri chappals, Channapatna toys, and Hyderabadi haleem. 

The analysis considers the most recent trade data for the period 2018–19 to 2023–24, with emphasis on performance during 2023–24.
5. Limitations
The study is limited to secondary data availability. Official export records often classify commodities under broader categories, so GI-specific export values are compiled using sectoral board data and estimates from credible sources. Despite these constraints, the analysis provides an accurate representation of the performance and potential of India’s major GI-tagged products.
Table 1--SWOT Analysis of Selected Indian GI-Tagged Products
	GI Product (Region)

	Strengths
	Weaknesses
	Opportunities
	Threat

	Darjeeling Tea (West Bengal)
	Internationally recognized GI; premium aroma and quality; long-established export market
	Declining production due to climate change; competition from non-GI teas. 
	Rising demand for organic and authentic teas globally
	Counterfeiting and misuse of GI name in foreign markets

	Assam Tea (Assam)
	High flavor strength; established brand identity; large export volume
	Dependence on traditional cultivation, price volatility
	Growth in specialty and green tea segments
	Labour issues and climate-induced yield fluctuations

	Basmati Rice (Haryana, Punjab, UP, Delhi)
	Strong export base; high consumer trust; global recognition
	Quality inconsistency among varieties; export restrictions
	Expanding Middle East and European markets
	Trade disputes, imitation by neighboring countries

	Alphonso Mango (Maharashtra, Goa, Gujarat, Karnataka )
	Unique taste and aroma; seasonal global demand
	Perishable nature; limited processing capacity
	Potential for processed mango exports and GI-based branding
	Climate sensitivity and export bans due to residue norms

	Banarasi Saree (Uttar Pradesh)
	Rich cultural heritage; artistic craftsmanship
	Poor marketing; lack of design innovation; imitation
	Growing international interest in handloom fashion
	Machine-made replicas and low-cost competition

	Mysore Silk (Karnataka)
	Fine texture; government-supported silk industry
	High production cost; limited export penetration
	Rising demand for natural fibers and luxury textiles
	Synthetic fabric substitutes are reducing market share

	Pashmina Shawl (Jammu & Kashmir)
	Globally known for fineness and warmth; cultural significance
	Limited production due to climatic and political factors
	Luxury export market expansion
	Duplicates and machine-made counterfeits

	Channapatna Toys (Karnataka)
	Eco-friendly wooden craft; safe for children; traditional appeal
	Poor marketing and packaging; low production scale
	Growing market for sustainable handmade toys
	Competition from cheap plastic imports

	Kolhapuri Chappal (Maharashtra)
	Distinctive design; handmade craftsmanship
	Lack of brand visibility; limited export support
	Growing interest in ethnic leather products
	Synthetic substitutes and imitation brands

	Hyderabadi Haleem (Telangana)
	Cultural and seasonal delicacy; recognized GI food
	Seasonal demand; limited preservation methods
	Potential for ready-to-eat packaged exports
	Quality control and export regulation issues


Interpretation
According to the SWOT analysis, India's GI-tagged goods have a distinctive production quality, a strong cultural identity, and established market trust—all of which are important advantages for global commerce. However, its export potential is hampered by flaws, including low-scale manufacture, unreliable quality control, and limited digital branding. Global consumer trends towards handcrafted items, sustainable consumption, and authenticity present opportunities that may be used through e-commerce and international branding campaigns. Imitation, lax international law enforcement, and competition from synthetic or machine-made substitutes are the main challenges. 
These regional products can be transformed from locally recognized commodities into globally competitive brands through a strategic policy focus on global branding, certification, technology adoption, and bilateral GI recognition agreements. This would greatly strengthen India's trade position in the new global trade order.
Table 2 : Export Performance of Selected GI-Tagged Products of India (2023–24)
	Sl. No.
	GI Product (Region)

	Category
	Export Value 2023-24 
	Share in India’s Total Export (%)
	Key Export Destinations

	1.
	Basmati Rice (Haryana, Punjab, UP, Delhi)
	Agriculture
	₹38,000 Cr (USD 4.7 Bn)
	1.7%
	Saudi Arabia, Iran, UAE, USA

	2.
	Assam Tea (Assam)
	Beverages
	₹3,200 Cr (USD 390 Mn)
	0.15%
	Iran, UAE, Russia

	3.
	Darjeeling Tea (West Bengal)
	Beverages
	₹450 Cr (USD 55 Mn)
	0.02%
	UK, Japan, Germany

	4.
	Alphonso Mango (Maharashtra, Goa, Gujarat, Karnataka)
	Agriculture
	₹500 Cr (USD 60 Mn)
	0.02%
	UAE, UK, USA

	5.
	Banarasi Saree (Uttar Pradesh)
	Handloom/Textile
	₹250 Cr (USD 30 Mn)
	0.01%
	Middle East, UK, USA

	6.
	Mysore Silk (Karnataka)
	Textile
	₹100 Cr (USD 12 Mn)
	<0.01%
	Europe, Gulf countries

	7
	Pashmina Shawl (Jammu & Kashmir)
	Handicraft/Wool
	₹150 Cr (USD 18 Mn)
	<0.01%
	USA, France, Italy

	8.
	Kolhapuri Chappal (Maharashtra)
	Leather/Footwear
	₹60 Cr (USD 7 Mn₹60 Cr (USD 7 Mn)
	<0.01%
	UK, UAE

	9.
	Channapatna Toys (Karnataka)
	Handicraft
	₹40 Cr (USD 5 Mn)
	<0.01%
	Germany, USA

	10.
	Hyderabadi Haleem (Telangana)
	Processed Food
	₹25 Cr (USD 3 Mn)
	<0.01%
	Middle East (seasonal exports)


*India’s total merchandise exports during 2023–24 were approximately ₹22 lakh crore (USD 600 billion).
Sources: (APEDA, 2023-24) Directorate General of Commercial Intelligence & Statistics  (DGCI&S, 2023-24) Tea Board Coffee Board (Tea Board of India, 2023-24), Export Promotion Council for Handicrafts, and Ministry of Commerce & Industry (Ministry of Commerce and Industry, 2023-24)
Table 2 demonstrates that among India's GI-tagged goods, Basmati rice accounts for around 1.7% of the country's overall exports. Assam tea and Darjeeling tea, which are consistently in demand in high-end countries, are next in line. Other items, such as Mysore silk, Pashmina shawls, and Banarasi sarees, have little monetary worth but are crucial to culture and branding. Through better branding, standardization, and international recognition agreements, India can turn its traditional, heritage-based goods into globally recognized commercial assets, as demonstrated by these exports.

Findings and Discussion
The substantial but unequal contribution of some Geographical Indication (GI)-tagged items to India's foreign commerce is shown by the examination of export statistics. According to the results, Basmati rice continues to be the most important GI-based export good, making for around 1.7% of India's total product exports in 2023–2024. The robustness of India's agricultural branding and the importance of GI recognition in building worldwide confidence are demonstrated by its steady demand in Middle Eastern, European, and American markets. Similar to this, Assam and Darjeeling teas continue to symbolize India's longstanding prominence in the luxury beverage sector, despite the fact that market rivalry, climate fluctuations, and growing input prices have an impact on their export success.
Handloom and handicraft-based GI goods, such Banarasi sarees, Mysore silk, Pashmina shawls, and Kolhapuri chappals, have a very modest export proportion despite their great cultural and symbolic significance. By showcasing India's history and artisanal diversity in international markets, these goods strengthen the country's soft power. A lack of innovative design, weak international branding, and inadequate marketing assistance for rural producers are some of the reasons for these industries' small export volumes. Even though they are niche items, Hyderabadi haleem and Channapatna toys show promise for sustainable exports of processed foods and handcrafted goods, respectively.
These conclusions are corroborated by the SWOT analysis, which highlights workmanship, authenticity, and legacy value as the main advantages of India's GI portfolio. However, flaws including low awareness, uneven quality control, insufficient international promotion, and disjointed producer networks still prevent growth. At the same time, India has a lot of chances to reposition its GI products abroad due to global trends that favour ethical, sustainable, and heritage-based products. International GI recognition agreements, e-commerce, and the expanding significance of digital trade platforms can all help to boost consumer trust and awareness.
Case Illustration: The Kolhapuri Chappal–Prada Controversy and the Need for Global GI Protection
The Kolhapuri Chappal–Prada debate of 2019 is a notable illustration of the significance of Geographical Indication (GI) protection in India. The event happened when the Italian luxury company Prada unveiled a line of leather shoes that, in terms of both style and craftsmanship, were strikingly similar to the traditional Kolhapuri chappals of India. Since the Kolhapuri chappal, which represents the unique leatherwork traditions of craftsmen from Maharashtra and Karnataka, had previously been granted GI designation in 2019, the likeness provoked intense criticism on social media and in intellectual property disputes. This incident highlighted the fact that international design corporations frequently exploit local crafts as inspiration without giving the original makers credit, recognition, or payment. (The Hindu Business LIne, 2025)
The case underlined that GI tags are not just tools of legal recognition but also instruments of cultural preservation and economic justice. It demonstrated that regional products with rich heritage can attract global interest, but in the absence of effective protection and branding mechanisms, they remain vulnerable to imitation and misappropriation.
The Kolhapuri–Prada case reinforces the argument that India needs to strengthen its international GI enforcement, global branding, and trade diplomacy. Integrating stronger cross-border GI recognition agreements would ensure that the value derived from traditional craftsmanship benefits the rightful producers. Such steps are crucial not only to safeguard India’s cultural assets but also to position its regional products as competitive, ethically sourced goods in global markets. (India Today, 2025)
The report also identifies a number of institutional and policy issues. The Geographical Indications of Goods (Registration and Protection) Act, 1999, provided a strong legal framework in India; however, the translation of registration into concrete commercial benefits is still lacking. Integrated policy assistance that integrates export facilitation, digital branding, and legal protection is required to close this gap. India's competitiveness might be improved by strengthening producer cooperatives, increasing global certification, and establishing bilateral GI recognition agreements, akin to the China-EU model.

In conclusion, the results indicate that India's GI-tagged goods have cultural and economic trade value, but in order to reach their full potential, systematic branding, creative marketing, and trade diplomacy are needed. India can turn its regional advantages into global possibilities by integrating heritage-based industry with contemporary trade procedures. This would help the country achieve sustainable prosperity and a stronger place in the new global trade system.
Conclusion
The study comes to the conclusion that Geographical Indication (GI) tags are an essential link between India's cultural legacy and its competitiveness in international trade. Products like Basmati rice, Assam tea, and Darjeeling tea have effectively used their GI classification to gain international recognition and steady demand, according to the export performance research. Despite their authenticity and cultural significance, the majority of other GI-tagged goods still have a small export share, especially in the handicraft, handloom, and processed food industries.
The results show that although India has developed a strong legal framework for GI protection, the conversion of legal recognition into economic benefit is still in its infancy. Weak worldwide branding, dispersed producer organisations, a lack of digital marketing integration, and low awareness among small-scale farmers and craftspeople are some of the main obstacles. The SWOT analysis emphasises that India's strength is its authenticity and variety, but achieving this potential calls for strategic alignment with international trade procedures, sustainability objectives, and digital marketing tools.
India's GI-tagged goods have the potential to serve as effective commercial and cultural ambassadors in the new global trading system, where customers demand authenticity, ethical sourcing, and transparency. In order to do this, policy initiatives must concentrate on using innovation, collaboration, and institutional support to turn local strengths into global possibilities.
   Policy Recommendations
1. Global Recognition: To get worldwide protection and market access for Indian GI goods, pursue bilateral and multilateral agreements.
2. Digital Branding: Create a comprehensive online platform to advertise GI goods using narrative and e-commerce. 
3.  Producer Training: Educate farmers and craftspeople in digital commerce, packaging, and quality assurance. 
4. Policy Coordination: To connect GI registration with export facilitation, government agencies and export councils should work together more closely. 
5. Innovation Support: To adapt to changing global customer demands, promote product variety and value addition. 
6. Anti-Counterfeiting Measures: Implement more stringent oversight and take legal action against copying and abusing Indian GIs. 
7. Cultural Diplomacy: Use GI promotion in tourism and global exhibitions to enhance India’s cultural and trade identity.
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