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Abstract

developing association between LGBTQ-friendly marketing g,
countries, which treats inclusion not as a social imperqj,,
the growth trends of globalization, digitalization and socj,

consciousness transforming the consumer behaviour. the concept of ir.1clusive marketing is starting 1,
bear objective economic and reputational benefits to both the business and the country. It is 1),
ability of the firms to identify and involve LGBTQ consumers as market players that can open ney
demand, improve brand equity, and sustain development. The article conclude; that LGBTO-focuse
marketing enhances economic diversification, entrepreneurship, and innovation, and, at the same
time, improves human capital and enhances social stability, which are essential sources of economi
development in developing countries. Not only does inclusive campaigns imply ethical branding, bu
also formalization of informal markets, foreign investment, tourism and talent mobility. Nevertheles:
the cultural stigma, legal limitations, and data deficiencies are the major complications in the way 1o
disclose this potential. The findings will be used by policymakers, corporate executives, an
development professionals to develop approaches that will integrate social inclusion with econonmic
progress in a way that will help ensure that the gains of growth are enjoyed by all groups within
society irrespective of gender attachment.

This paper examines the newly
economic development in the developing
but as a more economic opportunity. With

Keywords: LGBTQ- marketing, economic development, economic growth, authenticity
Paper type: Research Paper
1.1 Introduction

Twenty-first century marketing, inclusivity, and social justice are more closely interrelated.
Businesses are not considered as only profit-driven entities, but they are also considered strong socla!
actors, which can affect the attitude, facilitate equality, and lead to sustainable development. In this
changing environment, marketing to LGBTQ has become a responsive ethical imperative and 2
business opportunity to effect economic change (Craig et al., 2015). It is a gradual and conscious
change in the traditional methods of marketing to the approaches that include and honour diversity in
gender identity. In most less developed nations, the LGBTQ community is under expressed.
economically marginalized and frequently excluded in the mainstream market systems because of
cultural customs, discrimination, or the absence of institutional support (Ciszek & Pounders, 2020).
Howevq, it is the same community that represents a very important and dynamic market segment
that has its unique likes, brand loyalty, and buying capabilities. When they can recognize their needs
based on inclusive ma'rlfetm.g, it can open the untapped markets, improve brand competitiveness, and
trigger economic participation. In addition, inclusivity is also a contributor to nation branding tha
enhances a country image in the eyes of the world and gains foreign investment and tourisim:
particularly the socially progressive markets (Srivastava et al,, 2024).
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of equality and humap rights (Jakubik et al,, 2025), L
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gal and social incorporation
anced economic performance
and human capital formation. (Achyldurdyyeva
ent correlations between LGBTQ inclusion and

lesbian, gay, bisexual and transgender individuals has led to enh
o lowered labour productivity, entrepreneurship,
, 2023), macro-level studies can discover consist

macroeconomic indicators, including the loss of GDP and reduced growth in the country
exclusion is prevalent. (Srivastava et al., 2024). Inclusive marketing enhances brand equity,
attracts a loyal group of consumers in the firm and market, and indicates progressive values of
rkplace, which combine to increase firm competitiveness and innovation in terms of recruiting
ing talent. (Craig et al., 2015) reports that inclusion can be used to increase market size,
livity, and entrepreneurial ecosystems-effects that are particularly helpful to developing
ies aiming to find new growth niches. (Srivastava et al., 2024) the legal and social enmity of
nations implies that inclusive marketing may have reputational, regulatory, or safety risks on the
ers and employees. (Singh, 2020) the information on the purchasing power of the LGBTQ
ities, as well as on ownership and management of businesses, is limited in most low- apd
lle-income nations, which makes it hard to conduct market analysis. The researchers emphaszge
marketing should be accompanied by significant internal policies and community engagement in
10 achieve economic benefits.
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Figure 1: Conceptual framework

1.3 Instraments and development of hypothesis

1.3.1  Inclusive Representation

One of the pillars of LGBTQ-inclusive marketing is the inclusivg rcp‘ref;?m’auon. _h s;m;:,,fsgr the f4ir
and clear representation of various sexual orientations and gender identity in advertisement, brandiy,
and promotion campaigns (Mariadoss et al., 2011). Instead of cliched stcrcotypcz and symbolic
gestures, the idea of inclusive representation aims at that of' normalizing the prcsencc’of LGBTO
individuals as full-fledged members of society and consumers in the markct ( Dayanfmda, 2019), Suct
a strategy makes brands human, as the current communities arg’dwerse, and thxff strategy makes
consumers feel that they are viewed, respected and valued. In addition, the presentation of inc/.. . -
in the media and marketing will also help to create social perceptions that lead to behavioura) 2n¢
cultural transformation (Mukonza & Swarts, 2020). Authentic representation not only help brand.
build a positive image but also open potential markets and create long-term loyalty 1o custorer
which eventually leads to inclusive economic development (Srivastava et al., 2024).

H,a: There is a relationship between inclusive representation and Customer Engagement.

H;b: Inclusive representation positively impacts Brand image.

1.3.2  Authenticity

There is one important determinant of success in LGBTQ-inclusive marketing, which is authentcr
because it determines the difference between the sincere intentions and performative acts (Craiz o
al., 2015). It is the genuineness, integrity, and the extent to which a brand supports the LGBTQ rights
a{ld nyclusxon, both in iFs marketing content and corporate behaviour, Authenticity is depicted in the
situation when the' pubhc.advoc'acy of a company conforms to its internal culture, employee policics.
and in long-term interaction with the LGBTQ community (Ciszek & Pounders, 2020). Authenticity

foster' s consumer trust .in developing countries, where the problem of representation and equality is 2
sensitive issue, protecting the brand against the charge of opportunism (Achyldurdyyeva et al., 2023

Hza: Authenticity positively impact Customer Engagement.

H:b: There is a positive association between Authenticity and Brand image.
1.3.3  Cultural Sensitivity

mco.ncept 01_. cultura! sensitiv'ity has a critical role to play in the success of LGBTQ-inclusiv¢
eting, particularly in emerging economies where social perceptions of gender deeply ingraine
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: There is a positive relationship between Cultural Sensitivity and Customer Engagement
There is a positive association between Cultural Sensitivity and Brand image

Customer Engagement

"

volvement of c_ustome‘rs in LGBTQ-inclusive marketing is an important aspect of su
s the level of interaction and emotional attachment between the brands and the v
) ers. Inclusive engagement is more than visible—-it is focused on an acme ‘
vement, and relationship building with LGBTQ customers and allies (Tyson & Zysman
can provide consumers with a sense of being heard, represemed‘ and empoaevec ‘through
| media platforms, community events, influencer partnerships and advocacy parmerships. In less
loped nations, where the LGBTQ community is frequently not represented in the mamstream
interaction offers attention and builds a sense of belonging (Roumate, 2024). It is also through
ngful interaction that brands can find out the needs, likes, and difficulties of LGBTQ
ers which results into more inclusive products and services (Merola, 2022). In addition,
smer interaction turns the consumers into advocates of the brand that enhance inclusiveness by

ing an atmosphere of word-of-mouth and digital network.
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There is a positive relationship between Customer Engagement and Economic growth.

Brand image
tomers develop with a company

al feeling and emotional connection that cus : a
: unications. The framework of creating 2 positive br:dd
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i i it can make the company
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m modern, progressive, and globally oriented-

There is a positive relationship
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ding their values,
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1.6 Economic growth

The final product of suecessful LGRTQ-inclusive marketing is‘ccmmmic growth, Which is indicative
of the economic advantages at a greater scale that will be achieved as a result of adopting diversity
and inclusion in the market systems (Galaz et al,, 2021). When the brands are _thc true embodiments
of LGBTQ communities and foster equal engagement, they im:rv:gse entry points to new consumer
groups, encourage innovations, and improve market competitiveness. Inclusion promotes th
inclusion of the maginalized communities in formal economic endgnvourst_ enhanced consumption
entreprencurship and employment. In the developing world, this wide-ranging strategy can fuel the
development of the pink economy, the fast-growing industry that serves as the huyu_qg power of
LGBTQ buyers and supporters (Abbas Khan et al,, 2025). Moreover, inclusive marketing will also
attract foreign investment and enhance the global economic image of a country as a progressive and
socially responsible country. When marketing activities are in line with the principles of equality, the
businesses will not only boost their profitability but also work towards achieving sustainable
development objectives concerning inequalities and decent employment (Della Torre et al., 2020).
Therefore, the idea of marketing that is LGBTQ friendly is not only the moral obligation but also a
strategic boost in the long-term and inclusive economic development.

1.4  Statement of the Problem

Although the world is becoming more focused on equality, inclusion, and corporate social
responsibility, LGBTQ-inclusive marketing is not evolved to its fullest and is barely exploited in
most developing nations. There is limited empirical studies and market data on the part of LGBTQ
consumers in developing areas and this means that businesses and policy makers do not know the
size, preferences, and economic contribution of such a population group. Lack of inclusive marketing
practice also propagates economic inequality and limits innovation, entrepreneurship and diversity in
employment. The research is aimed at examining how the aspect of inclusive marketing can be a
strategic force of inclusive economic growth, the obstacles that make it difficult to implement, and
some of the policies that might enable it to be included in the overall development agenda.

1.5 Methodology

The research design selected in this paper is a mixed-method study involving a quantitative and
qualitative analysis in order to fully explore the contribution of LGBTQ-inclusive marketing to the
economic growth of the developing nations. The mixed-method technique is adopted to address the
intricacy of the social, cultural, and economic contexts of inclusivity in marketing and its overall
impact on the economy. The combination of statistical data and human opinions will help the research
to contribute to the development of sustainable marketing by suggesting both empirical evidence and
contextual insight regarding the contribution of inclusive marketing to the sustainable development.

The questionnaire was sent to 130 LGBTQ customers to collect information related with LGBTQ-

inclusive mrketing factors on economic growth. Of these, 118 (91%) questionnaire received and
valid 111 (85%) valid responses were collected. Our sample features are presented in Table 1.
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Table 1
Sample respondents (N=111)
DiStnbu“On Frcquency 00 g e ————
Below 30 77 69.4
41-50 6 5 4
Above 50 0 0 s
Male 66 59.5
Female 45 40.5
Single 65 58.6
Married 46 414
ational Qualification UG 53 47.74
PG 32 28.82
Other 26 2342
of experience Less than 5 36 32.43
5-10 58 523
More than 10 17 15.3

Source: Author’s own creation
—

The demographic characteristics of the respondents show that most of them are young professionals
with 69.4 percent below the age of 30, 25.2 percent between the age of 30-40 years, and only 5.4
percent of the respondents are aged 41-50 showing that the workforce is dominated by youth.
Concerning the gender representation, 59.5 of the respondents are male, and 40.5 are female,
- implying the average gender representation. On marital status, 58.6% are single and 41.4% are

married indicating that the majority of the participants are still in the early years of their personal and
professional life.

A large percentage, 47.74 of the sample, has an undergraduate degree, 28.82 of the sample has
postgraduate qualifications and 23.42 of the sample has shown .other types of education, which means
that the sample is well educated. Concerning the work experience 52.3% have 5-_1 0' years of work
experience, 32.43% have less than 5 years, and 15.3% .have more than lQ years. This 1mphe.s tpat thef
: respondents are quite young and middle-aged prpfessmnals and they will present a great insight o
people with increasing experience in their respective fields.

1.6.1 Structural model

|

Culturd Sernlon®y
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Figure 2: Research model results

o iables are interconnected with each other, which gre the mogs

o o SEMﬁ‘d:;?i%im:cs(:::EZfi: Og\:o\::tillavbv]ith the use of LGBTQ-inclusive lpark‘e_l.ix.]g PrflCtiCQ,]j[(‘;:
significant in ir aies t hgat Inclusive Representation, Authenticity, and Cultural Sen_smvny represent the
Ic]::(t)l(tireallC:)er];]doirc]tsors that determine Customer Engagemen]taa“dﬁ rand hz;}age(.) l;:)m_s"’e Re(lj’fesemation is
associated with Customer Engagement (p = 0.37) and Brand Image 24) in a moderate pogjg;,,,
itive way, respectively, meaning that the dlv.erse and inclusive brand portray;)

::c]::mym?ggt: tsgn ::g?a;isng custo}ll;qerspand increasir}g brand perception to a smal(l ezt%n;.GAuthen_ncn;,
demonstrates a more favourable positive directlon. to Customer Engagement tﬁt. 46) and Hrm
Image (B = 0.34), which implies that authenticity and natural representation are Influentig)

contributors to customer loyalty and enhance brand image.

The influence of Cultural Sensitivity on Brand Image (8 = 0.06) and _Cust.omer_ Engagem.em (B
0.02) is the least significant, which means that it is a vital factor, but' its direct lnﬂilenCCF is not
significant. Customer Engagement has a positive impact on 'Economlc Growth (8 2 0.15) b it the
impact is small in comparison with that of Brand Image, which has a s?ronger positive 'corre/:;n;»,i
with Economic Growth (B = 0.35). Also, the fact that the Ipcluswe Representanqn (0.65)
Authenticity (0.73) and Cultural Sensitivity (0.74) correlations are high reflects that these dimensiong
are connected and contribute to inclusive marketing achievement in a concerted effort.

The model shows that Authenticity and Inclusive Representation are paramount in their faciiitatf on of
Customer Engagement and Brand Image, which are key intermediates that result in Econom
Growth with the use of inclusive and culturally sensitive marketing approaches.

Table: 2

Path Analysis - Hypothesis testing

Hypothesis Path ' Estimate | S.E. CR. P |

!
Hia  There is a| f
relationship between '
inclusive representation
and Customer
Engagement

Customer Inclusive .
Engagement b Representation 387 | 137 2.821 | .005

H;b: Inclusive |

representation positively |Brand image | <-- glcluswe : L0107 | 125 134 | 893 Not
impact Brand image. cpresentation supported

zggtively Authcirr),t‘;:;g Customer . Authenticit o Yy Supported
-- nticity 5 128 317 FE
Customer Engagement. Engagement 3.374

s Bty g Sup )OILd l
association between : B Supj |
Authenticity and Brand |Brand image | <-- | Authenticity 58 | an 4525 | e |
image. !

Ha: There is a positive B

R !
relationship between | Customer Cultur !
Aoy al Not
Cultural Sensitivity and |En ement |~ Sensitivi 255 | .160 1.588 | .11 <l -d
C gag I'ISlthlty supporte
ustomer Engagement
Hsb: There is 4 positive e
association between :
Cultural Sensitivity gnq | Brand image |<.. | Cultural ool

o

suppmlcd

Brand image. Sensitivity 063 | 147 428 | 669
e ]
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:,C g ‘ t\l\_L 29 074 3939 s l
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gk Rgallow to see t Structurg) ONnectic

£¢€ and resem?hon uthem:iuty and C )lns ' aiables of fhe Study
> Se0nomic Groygy, The regy| vty ENSitiVity on Cyggor:.
With Customey Engagemen WIS indicate that | Neclusion Repregerto
g activities can help 1 attrict ent (Estimate - 0.387 = 0.003) and‘ “D; Sentation

a engage Custom . ¢ Means t}

L .Bra“g 1Image (Estimate = =0 ;gs Nelvhem;\ele}?’ ittt
antly correlateq vy; 3 i
0.001) angd Brand Image (Estimate = () 29, p = olg(l) i ogagement (Estimate

Customer Engagement coefficient, th, i :

1). Despite the negative va]
Bests that authenticis

Yy dOEﬁ") nave g

vluc'.if
ept of cultura] awareness is deemed 1

ustomer Engagement is not significantly connected with Economic Growth (Estimate = 0,126
10.098), which could be interpreted as the fact that engagement is Dot necessarily directly co
- with the economic outcomes. Nevertheless, Brand Image exhibits g very high and me
positive influence on Economic Growth (Estimate =

0292, p < 0.001), which is the indica
positive brand reputation is one of the major executives of economic progress.

£0,p=
1 3
ITClated
= o g
aningiul

tion that

Overall, the model highlights that Authenticity and Brand Image are critical attributes that s‘houl.d
facilitate Economic Growth by LGBTQ-inclusive marketing. Although Inclusive Representation is

designed to increase the engagement and preconditions inclusivity, gengine communication and good
brand image will eventually transform such actions into quality economic results.

1.7 Discussion

i i i i ich means
i i is an inclusive Representation, which mear
st e Eﬂgagemem‘ ilint: h}gher Wlt]'en ﬂ:i;i reflect diversity and equality are effective in
e markegng pr":; 1(i:te sdoes not have a strong impact on Brand Image,
“ i ing customers. However, e ; e e
E B L in? 'enlgl?fiong is unlikely to be enough to create positive b.re}?;i 'perciet:ipct;?rilrsl me il
i plyiog tha. e i icity and emotional appeal. Authentici is crit i
. : syt i indi the relationship with both variable
[ bascing, SERES findings indicate that the [ el
R mont-sud Bt Imagfi- s whe%e the brands convey authentic messagzs. eil e
- Ve Bl f a more trusted customer and better brand image.
y lead to the development of a

significant and p iy
. mn

i otion, (he i t on Customer Engagement or Brand Image, so

gat impac

i le.
: i t easily measurab
its i this model is not eas .
gnificant, but its lmptict ;)cnted via other intervening factors lik
tly

b b !
. The Cultural Sensitivity has noisgs_1 |
1 the cultural awareness e e i
1 i imply that cultural sensitivity

. This can imp
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authenticity or inclusiveness. Brand Image is one of «lhc: ‘n.utwr:;:“vj:lh:('))!l';,‘;vzvl:f):“,:,’;vl;.wmum,, i
positive and significant with Economic (imwm: Whld‘l nl‘u‘,mm ; (vnl‘ (l"""”it(‘ :‘ “""" "?“H;“: has 4
significant contribution to the economic results, Customer ,"”V_'Hf,% ”t’} s ,'l u;n;w’:’n) "",""" correlation,
with Economic Growth, is not statistically significant, whlch’muu‘u‘s ha 'c;k'(';iinv :” ! lv)nu',‘, should
be accompanied by a good brand image in order (o becmnp fully (Zjun;“'m”] [M'd' :: "; Hm I,' Impactfy|
drivers in the LGBTQ-inclusive marketing are /\utl‘ncmlcit'y E",’., I rdn{ mage, W’u,,n,,:i, Inclusiye

el e e yment but not essential, The authentic diversity will ey,
Representation is a key factor of engagement ! oy B s
economic prosperity through improved brand equity and relationships with customers in the |,
term,

1.8 Recommendations

The governments must be proactive in providing an enabling environmcpt (ff l'nCl’I',).‘;lV(: economic
participation. These involve the implementation and enforcement of antn-dlscn.mmatmn legislations
the acknowledgment of LGBTQ rights in the context of emplogme‘nt 'and busmess system, and the
operations of the marketing and media industries under non-discriminatory laws and rc;§t11:z: ions
Inclusivity should also be incorporated into the national development agendas and economic refory
strategies, which should be aligned with the United Nations Sustainable Develo;?xjr]ent’{ y0als (SDGs)
and Goal 8 (Decent Work and Economic Growth) and Goal 10 (Reduced Ineqpalmes). There can als
be more incentives to get businesses to practice inclusive marketing by creating government-back.
programs of diversity certification, or by providing incentives to businesses that have alrc.,
implemented these programs.

The inclusion should be incorporated in the fundamental marketing and human resource strategic: o
business organizations. Firms must go beyond symbolic representation and concentrate on ro-
research-based campaigns that capture the lives and dreams of LGBTQ consumers. Fxicr.
marketing should be accompanied by internal policies that enhance diversity in employment, training
of employees and work ethics, where inclusivity is attained internally as well as externally
Companies also ought to collaborate with local LGBTQ advocacy movements and communit,
organizations to jointly develop marketing messages, which are respectful, culturally relevant and
empowering.

1.9 Conclusion

The study identifies that the inclusive marketing is not a mere symbolic act, but an effective
economic tool that can create quantifiable value to companies, consumers and to country economies.
The inclusion of LGBTQ in the market as a significant stakeholder will enable the developing nations
to access new demand, innovation, and entrepreneurship, which subsequently leads to the realization
of inclusive and sustainable growth. The results prove that LGBTQ-friendly marketing helps (0
increase the size of consumer markets, brand loyalty, and corporate reputation, which in turn
positively affect the business performance. At macroeconomic level, inclusion helps in formalization

of informal markets, growth in tax revenues, and in the process of creating jobs and foreign
investment.
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1 wmﬁons and Future Reseérch.

- alation size of LGBTQ, their buying patterns, and their role in the eco

ost developing coun’frie§ are poorly known because of the stigma, underreporting, and absence
ization. The avallf:nblllty 18 not disaggregated data, which complicates the process of
ng the true financial cost of inclusive marketing and the impact of it over the long

nomie development of

term on
y.

Future studies should focus on data collection efforts that will record ethically and safely the
yement of the LGBTQ in markets and entrepreneurship.

2(30mparativé cross-country designs should be take
iral, institutional, and policy environments facilitate i
parison would show best practice and flexible model

n up in future research to establish what
nclusive marketing to flourish, T his form of
s to different levels of social acceptance.

Longitudinal studies on the effect of inclusive marketing on national com

petitiveness, foreign
estment, and innovation with time would also be of considerable contribution

to the field.
1Ce

Khan, M., Khan, H., Omer, M. F., Ullah, I., & Yasir, M. (2025). Impact of Artificial Intelligence on the Global Economy

Technology Advancements (pp. 147-180). https://doi.org/10. 1007/978-981-97-3222-7__7

Adurdyyeva, J., Wu, L.-F., & Datova, N. (2023). Understanding LGBT individuals’ employment environment in Taiwan: 2

tional framework perspective. Equality, Diversity and Inclusion: An International Journal, 42(5), 656-684.
/doi.org/10.1108/EDI-02-2020-0042

<hom, D. L., & MacKenzie, H. F. (Herb). (2017). Categorizing corporate social responsibility (CSR) initiatives in B2B
ets: the why, when and how. Journal of Business & Industrial Marketing, 32(8), 11721181
s://doi.org/10.1108/JBIM-02-2016-0036

- Ciszek, E. L., & Pounders, K. (2020). The bones are the same: an exploratory analysis of authentic communication with
LGBTQ publics. Journal of Communication Management, 24(2), 103-117. https://doi.org/10.1 108/JCOM-10-2019-0131

Craig, S L., Mclnroy, L., McCready, L. T., & Alaggia, R. (2015). Media: A Catalyst for Resilience in Lesbian, Gay, Bisexual.
; Transgender, and Queer Youth. Journal of LGBT Youth, 12(3), 254-275. https://doi.org/ 10.1080/19361653.2015. 1040193
Dayananda, J. , & J. K. N. (2019). Digital Marketing Strategies in the Indian Construction Sector: A Study of Trends and
- Practices. International Journal of Construction Management, 19(3), 237-247.
Della Torre, E., Salimi, M. & Giangreco, A. (2020). Crowding-out or crowding-in? Direct voice, performance-related pay, and
organizational innovation in European firms. Human Resource Management, 59(2), 185-199.
hitps://doi.org/10.1002/hrm 21987
Galaz, V.,'Centeno, M.A, Callahan, P. W., Causevic, A., Patterson, T,, Brass, 1., Baum, S., Farber, D, F

ass, [, | ! ) ischer, J., Garcia, D,
McPhearson, T, Jimenez, D. King, B, Larcey, P, & Levy, K. (2021). Antificial intelligence, systomi risks. ang Sustainability.
Technology in Society, 67, 101741 https://doi.org/10. 1016/ techsoc.2021.101741

Hazari, B, Lai, J. T, & Mohan, V. (2025). A Note on the Implications 91‘ Au;oratgi;ill%nzd Artificial Intelligence for

:lnlemational Trade. Arthaniti: Journal of Economic Theory and Practice, 24(1), 4
ps://doi.org/10.1177/09767479221129186 , ; e

Jakubik, Arijmmo L., & Saini, A. (2025). Foresee the unseen: Eval‘uatn'\g ‘hel :)mllz)alcé/?jpaor::rt}::ig (l)t;t:l&g;?? i

international trade. Journal of Policy Modeling, 47(4), 842-861. hnps'//d.o.l‘org/ : tion-based strategies fi ;

‘Mariadoss, B. ], Tansuhaj, P.S_, & Mouri, N. (2011). Marketing capabilities and innova gies for environmental

sustainability: An exploratory investigation of B2B firms. 5 i

ndustrial Marketing Management, 40(8), 1305-1318. https://doi.org/] 0.1016/j.indmar

, ation for Industry 4.0 (pp. |-28 )
Mathew. D , Brintha, N. C_, & Jappes, J. T. W. (2023). Artificial Intelligence Powered Autom
.~ hitps://doi.org/10.1007/978-3-031-20443-2 1

2235

G Scanned with OKEN Scanner



