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Abstract

In a crowded economic market, it is increasingly difficult for companies to reach consumers with
their offers. Commercial activities are also hindered by unforeseen phenomena, such as terrorism,
pandemics, inflation, war. In a situation of uncertainty, customers’ interest in shopping decreases
and they start purchasing only necessary products. This forces the need for continuous market
monitoring, operational flexibility and the search for new, innovative and effective ways of influencing
potential recipients of products or services. As a result, new trends in marketing communication with
consumers appear. Most of them concern new technologies, including the use of artificial intelligence,
but, importantly, there are also developing pro-social trends that fit into the concept of corporate
social responsibility (CSR) and the theory of sustainable development. These are promising, forward-
looking, and progressive activities. This article is of a review and theoretical nature. Its aim is to
describe inclusive marketing, which is the key to the success of companies, and to show its pro-social
importance in the context of Corporate Social Responsibility and sustainable development. The desk
research method was used to prepare the article. A library and internet search was conducted and a
critical analysis of the literature was performed.

Streszczenie

Na zattoczonym rynku gospodarczym firmom coraz trudniej jest dzi$ dotrzec z wtasnq ofertq do konsumentdéw.
Dziatalnos$¢ handlowq utrudniajq tez nieprzewidziane zjawiska, takie jak np.: terroryzm, pandemia, inflacja,
wojna. W sytuacji niepewnosci spada zainteresowanie klientow zakupami, ktorzy zaczynajg nabywac tylko nie-
zbedne produkty. Wymusza to potrzebe cigglego monitorowania rynku, elastycznosci dziatania oraz poszuki-
wania nowych, innowacyjnych i skutecznych sposobow oddziatywania na potencjalnych odbiorcéw produktow
czy ustug. W efekcie pojawiajg sie nowe trendy w komunikacji marketingowej z konsumentami. Wigkszos¢ z
nich dotyczy nowych technologii, w tym wykorzystania sztucznej inteligencji, ale rozwijajq sie takze, co wazne,
prospoteczne trendy, ktére wpisujq sie w koncepcje spolecznej odpowiedzialnosci biznesu (CSR) i w teorig zréw-
nowazonego rozwoju. Sq to dziatania obiecujqce, przysztosciowe, o charakterze progresywistycznym. Niniejszy
artykut ma charakter przegladowo-teoretyczny. Jego celem jest opis marketingu inkluzywnego (wlqczajgcego),
stanowiqcego klucz do sukcesu firm oraz ukazanie jego prospotecznego znaczenia w kontekscie Spotecznej Odpo-
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wiedzialnosci Biznesu i zrownowazonego rozwoju. Podczas opracowywaniu artykutu wykorzystano metode desk
research. Przeprowadzono kwerende biblioteczng i internetowq, dokonano krytycznej analizy pismiennictwa.

INTRODUCTION

Extensive discourse exists within the literature concerning strong competition in a currently crowded
economic market. Establishing companies” market presence becomes increasingly difficult. The situation is
further complicated by surprisingand hard to predict phenomenaoccurring in the company’senvironment.
In recent years, these unfavorable phenomena include the outbreak of the Covid-19 pandemic, the war in
Ukraine and inflation, and the most recent Hamas-Israel conflict. All these unforeseen events further
complicate the operations of companies. In the situation of uncertainty, customer interest in shopping,
especially in the offer of luxury goods, decreases. Research shows that customers tend to purchase only
necessary products. This is because “each person’s life is individualized by difficult situations occurring in it,
which pose threats to the needs of aspirations and values valued by the individual and cause the individual
to experience unpleasant emotional experiences and states of strong mental tension” [Krzesiriska-Zak,
2006, p. 13].

According to the Polish Institute of International Affairs, the Covid-19 pandemic has resulted in both
demand and supply crises. “Consumption has fallen (except for e.g. food purchases), with the service
sector suffering the most, including industries such as tourism, transport and gastronomy. Moreover,
the absence of employees in factories has caused disruptions in the functioning of global value chains
(GVC, i.e. the scattering of the production process in many places around the world, both within one
company and many sub-suppliers), making it difficult to maintain production even in places where
there were restrictions” [Wnukowski, Wasinski, 2020].

The turbulent environment, researchers emphasize, “forces organizations to constantly monitor
the changes taking place and to be highly flexible and respond quickly to emerging signals from the
environment” [Chajecki, Krzakiewicz, Chajecki, 2012, p. 9]. Companies are looking for new, innovative,
and effective ways to influence consumers. This, in turn, translates into the consolidation of new
marketing trends in marketing communication with consumers. Most of the innovative trends concern,
of course, the use of new technologies. The combination of new generation technologies (next tech), such as
artificial intelligence, natural language processing, sensor technology, robotics, augmented and virtual
reality, Internet of Things and blockchain, is an activator of the so-called marketing 5.0. [Kotler, Kartajaya,
Setiawan, 2021, p. 15].

However, apart from the latest technologies that are intended to imitate the competencies of human
marketers, it is worth pointing out other examples of marketing strategists’ creativity. What we mean
here is the so-called prankvertising, which is an example of a new type of marketing activity, drawing
on comedy and grotesque. It is based on strong emotions and fear. Advertising messages use even
unrefined situational humor and jokes, e.g. jumpcare. Another example is sensory marketing, in which
the idea is to engage, in addition to the senses of sight and hearing, other senses of consumers, e.g.
through a pleasant smell floating around, the exquisite taste of food, or pleasant tactile sensations felt
while using products or services. [Hulten, 2015, p. 150-200; Saint-Denis, 2018, p. 55-120].

An example of a pro-social and progressivist trend that fits both corporate social responsibility (CSR)
and, more broadly, the theory of sustainable development, may be inclusive marketing, described in this
article. The aim of this article is to describe inclusive marketing as the key to the success of companies
and to show its pro-social importance in the context of Corporate Social Responsibility and sustainable
development.

RESEARCHER’S METHODS

The desk research method was chosen for the purposes of this study. A critical analysis of the literature
on the subject and specialist press was carried out, and the method of descriptive analysis was used.
The research procedure consisted of searching for information, collecting and analyzing the obtained
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data. Secondary data analysis “has a rich intellectual tradition in the social sciences” [Frankfort-
Nachmias, 2001, p. 322]. This method was chosen due to the fact that the study was of a pilot nature
and necessitated the use of a wide range of materials. The currently obtained secondary data will be
used for comparative purposes in the next research period. Further, in-depth research on this issue is
planned. The content of documents supplemented on an ongoing basis was compared with previously
obtained materials. The query was of a library and internet nature. The research used domestic and
foreign literature on the subject.

THE ORIGINS AND ESSENCE OF INCLUSIVE MARKETING

The quality of relationships with customers, and thus maintaining or gaining market advantage, depends
on the ability of companies to adapt to the changing environment. Because companies want to maintain
lasting contact with customers, leaders often modify or change the direction of their activities, which
ultimately leads to the formation of new trends in marketing communication. Practitioners — marketing
strategists emphasize the importance of a long-term strategic approach, talk about the need to care about
the quality of activities carried out for the benefit of the consumer at the emotional and functional level,
and about the need to care about the way the offer (content) is presented [Lodyga, 2023].

In the literature, one can find many interesting studies on inclusive business, “also translated as
sustainable development” [Zelek, 2022, p. 8]. The authors agree that inclusive business is not only a source
of profits, but that its development also contributes to reducing poverty and the problem of exclusion.
The increase in enterprise income and the implementation of social goals are strongly interdependent.

The very genesis of inclusive business is related to two phenomena. The first is the evolution of the
concept of corporate social responsibility (CSR) towards the creation of shared value, and the second is
the increasing importance of emerging markets and the population at the base of the income pyramid.
Since 1990, the concept of Bottom of the pyramid/Base of the pyramid (BOP) has been developed. In
the BOP 1.0 concept, the poor were treated only as consumers, but in the BOP 2.0 concept, they were
treated as business partners who co-create the business model and participate in the production and
distribution of goods and services [Teneta-Skwiercz, 2016, 511].

So far, the concept of inclusiveness has referred to the deepening differences in the income and
assets of societies and individuals. According to the Organization for Economic Co-operation and
Development OECD: “Inclusive development is economic growth that is equitably distributed across
society and creates opportunities for all” [OECD]. In the current thinking about inclusive business, the
need to combat poverty came to the fore. “The demands to combat these inequalities were particularly
intense in the period after the financial crisis of 2008-10, but also currently due to the unprecedented
events in the global economy in 2020-21 related to the pandemic” [Zelek, 2022, p. 8].

The concept of inclusivity in marketing is broader and is related to the process of social change and
mentality change. Inclusive marketing is not only about counteracting poverty but also about reaching
various social groups with the offer. It is, to put it briefly, about seeing the potential in diversity and
respecting every person. This also applies to multicultural environments. According to researchers,
“multi-ethnic embedded marketing communications may represent an effective means to more inclusive
communication with ethnic individuals for the benefits of consumer well-being and marketing
effectiveness” [Liscandru, Chi Cui, 2018, p. 330].

In line with the idea of a better world, inclusive marketing is intended to reflect the empathy of
advertising creators, their pro-social attitude, ethical behavior, and finally the willingness to respect
the needs of all customers regardless of their gender, age, race, appearance, sexual orientation, ethnic
origin, and health condition., religion, lifestyle, political and dietary beliefs, and other features (Human-
First). Inclusive marketing means well-understood tolerance, because companies respect the needs
and desires of social groups that have so far been downplayed and ignored. It means diversity, equity,
inclusion. In this understanding, the person is the most important, regardless of origin, appearance,
health condition, religion, orientation or material status.

Many companies have noticed the benefits that can result from adopting this approach in marketing
communications. Increasingly, senior and lower-level employees are beginning to realize that young
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people are increasingly demanding today. “Representatives of Generation Z require brands to demonstrate
their values, while specific groups and social movements expect true equality” [Kwiatkowska, 2023]. To meet
the challenges, there is a retreat from idealized images of celebrities and models in favor of showing the
real image of the world. This is important because research on the effects of inclusive advertising (including
disabled persons) on consumer well-being (both hedonic and eudaimonic), brand engagement, and
purchase intention shows that inclusive advertisements attract a more diverse customer base in addition
to existing customers [Qayyum, Shah, Lee, 2023, p. 1].
Currently, there are many examples of companies implementing the principles of inclusive marketing

into practice, including;:

1. quiet hours in retail chains for customers with autism spectrum disorder or sensory hypersensitivity

(dimming the lights, turning off sound messages, priority in queues),

2. using feminative and gender-neutral forms in advertisements,

3. collections of clothes for disabled people who use wheelchairs or prostheses,

4. fashion collections for women of various types and sizes [Kwiatkowska, 2023].

There are more examples of practical implementation of the idea of inclusive marketing. All
examples indicate the growing, almost universal interest of companies in this form of communication
with consumers. As can be estimated, this trend will remain with us for a long time.

INCLUSIVE MARKETING IN THE CONTEXT OF CORPORATE SOCIAL
RESPONSIBILITY AND THE THEORY OF SUSTAINABLE DEVELOPMENT

Marketing communication (diversity, equity, inclusion) takes into account the diversity of recipients,
their needs and preferences. No social group is belittled or treated as inferior. This operating philosophy
is consistent with marketing ethics and the concept of corporate social responsibility (CSR), which is
a tool for creating positive relationships with customers and is based on four basic pillars: sustainable
ecological practices, activities for the benefit of society, care for employees, and ethical conduct. The
concept of corporate social responsibility, which is an integrated approach to management, fits into the
theory of sustainable development.

Inclusive marketing activities are consistent with the UN world development strategy Agenda 2030,
distinguishing five aspects of key importance for humanity and our planet: People, Planet, Prosperity,
Peace, Partnership (5xP) [UNIC Warsaw]. As can be assessed, the 17 Sustainable Development Goals
are particularly clearly implemented in inclusive communication:

¢ Goal 3, which is to ensure healthy lives and well-being for all people at all ages,

* Goal 5, addressing the need for gender equality and the empowerment of women and girls,

¢ Goal §, indicating the need to promote stable, sustainable and inclusive economic growth,

¢ Goal 16, which states the need to promote a peaceful and inclusive society and to build effective,
accountable and inclusive institutions at all levels.

The implementation of the Sustainable Development Goals shows that companies today attach
great importance to corporate social responsibility. Therefore, the idea of sustainable development is
increasingly becoming an inspiring and key element of marketing strategies.

CONCLUSIONS

Emerging trends are a response to new consumer needs. These needs result from the process of mental
and intellectual changes, as well as social ones, as a result of which the view of the world has changed,
especially among the young generation. In the context of implementing the principles of corporate social
responsibility and sustainable development, the philosophy of inclusive marketing deserves attention.
It is the result of synergy between economic and social value. It brings not only benefits for companies but
is primarily a manifestation of managers’ social responsibility. Through inclusive marketing activities,
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one can also achieve educational goals by teaching the recipients of your messages a pro-social attitude.
If images of diversity, e.g. people with autism, people with physical disabilities, obese people, people
with different skin colors or facial features, do not outrage consumers, it means that the level of social
awareness and thinking in Human-First categories is increasing. This is important because, as research
conducted by Deloitte among a group of 1,015 marketing directors shows, although companies attach
great importance to the presentation of sustainable practices used in the organization, they “do not
attempt to influence customer behavior” [Deloitte]. Inclusive communication can facilitate this while
bringing image benefits to companies and the favor of consumers, especially representatives of the
younger generation. This article is part of research on marketing aimed at people in various, often
unfavorable situations. This has implications for future research, practice, and social policy.
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