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ABSTRACT

Introduction: Over time, marketing has become increasingly important to society
due to its capacity for innovation and, above all, its transformative nature. However,
there is also a clear need to move towards a more social and inclusive form of
marketing that is capable of representing the entire population, regardless of personal
and individual characteristics. Today, social marketing is a promising tool, capable of
transforming people's behavior and bringing about significant beneficial changes.
Methodology: In order to achieve this understanding, a comprehensive review was
conducted with the aim of mapping the existing literature on the subject, thereby
making it possible to learn about the most enriching experiences. Results: The
dissemination of social triage, an innovative social services tool, has become one of
the most successful social marketing experiences. This campaign has played a
fundamental role in communicating advances and actions taken in social services.
Discussion and Conclusions: All in all, this study shows how important it is to
include all types of people in social marketing campaigns to try to meet the needs and
demands of the whole population, thus communicating to change social reality and
improve people's quality of life. Furthermore, it is essential to include the perspective
of people with disabilities in a comprehensive way and consider them part of the target
audience in order to achieve more inclusive results that fully comply with all citizens'
rights.

Keywords: marketing; social communication; triage; disability.

1. INTRODUCTION

The importance of inclusive social marketing, in addition to the innovation it entails, is
seen as a strategic tool for solving social problems, but above all, it emphasizes
changing the mindset of citizens. In a globalized environment, where social inequalities
persist, inclusive social marketing stands as a mechanism for democratizing the
possibility of promoting social equity and thus being able to enjoy goods and services
equally (Kotler & Lee, 2021).

To this end, it is essential to analyze the social and economic impact of marketing and
social communication and the social return on investment of the actions developed for
this purpose. It is considered key to measure the impact of inclusive strategies in terms
of improving social well-being and strengthening corporate brands, as companies that
prioritize inclusion generate 23% more loyalty among their consumers (Deloitte, 2022).
Therefore, it is necessary to analyze the most up-to-date mechanisms possible to help
disseminate the objectives achieved. In this regard, it is not enough to simply
communicate; it is necessary to communicate with transformation. The latter
translates into a transformation of the communication paradigm, centered on a socially
respectful perspective of advertising (Andreasen, 2019).

Social marketing also allows for behavioral change, combining traditional approaches
to social change with strategic planning and the use of advanced communication
technologies. Recent cases, like Dove's campaigns on female self-esteem (Unilever,
2024) or Accenture's initiatives for including people with disabilities in the workplace
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(Accenture, 2022), show the potential of inclusive marketing as a driver of social
change.

However, although marketing campaigns have evolved to adapt to different target
audiences, in the process they have often neglected fundamental aspects such as
inclusion, universal accessibility, and the design of products and services intended for
all people (Merca2.0, 2021). According to data provided by the World Bank (McClain-
Nhlapo, 2025), around one billion people (15% of the world's population) experience
some form of disability. This prevalence is higher in developing countries. In addition,
between 110 and 190 million people experience some form of significant disability.
This is why inclusion can also activate an important market niche (Prager, 1999), which
to date only some economic sectors have begun to exploit, such as accessible tourism
(Dominguez et al., 2013; Bowtell, 2015). The growth of the disability social movement,
as a form of collective action, seeks the fulfillment, resilience, and social change of the
group, which also influences the commercial sphere (Heras, 2017). The responses to
these demands involve adopting a social marketing perspective, which implies the use
of commercial marketing principles and techniques aimed at improving people's well-
being and their physical, social, and economic environment (Gurrieri et al., 2018).
Similarly, the potential benefits of inclusive marketing should not be overlooked, as it
seeks to create a commercial culture that is more representative of the population as
a whole (Licsandru & Cui, 2018; Martin & Burpee, 2022), striving to create advertising
campaigns in a conscious manner that are capable of including and relating respectfully
to the diversity present in the people who make up the target audience (Dimitrieska
et al., 2019; Barlas et al., 2023).

Because of the large size of the target audience, it is important to identify the gaps
that exist in this field. It's also essential to analyze the benefits of designing inclusive
campaigns. In this context, co-creation, that is, the active inclusion of people with
disabilities in the creative marketing process, takes on particular importance, as it
promotes a more fair and authentic representation (Cluley & Radnor, 2019; Cova &
Salle, 2008). Similarly, it is appropriate to further challenge how marketing has taken
people with disabilities into account so far.

1.1. State of the art

Information overload, the constant effort to expand target audiences, and the use of
new tools such as artificial intelligence have been key factors in the need to transform
and adapt the entire marketing process to new times (Sebastian & Minimol, 2022).
The informative overload generated by information intoxication leads to passivity on
the part of the target audience, rendering the advertising campaign meaningless
(Reyes et al., 2021).

Now is the time for innovation in the strategies employed by advertising companies,
making use of new forms of messaging that are clearer and more accurate in order to
stand out from the fog of messages with which they coexist (Pino, 2007).
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At present, strategies based on street marketing stand out, designed using easy,
inclusive, approachable, and friendly language, which seeks to connect with the target
audience based on the emotionality of the message (Torreblanca & Lorente, 2012).

However, it is important to bear in mind that, as Alonso (2008) points out, this new
form of marketing, although it relies on the emotional charge of the message, must
take care not to overstep the limits or contradict the values commonly accepted by
society. Only in this way can it be ensured that the message is understood properly
and does not generate rejection or confusion.

This new way of conceiving advertising campaigns presents certain challenges, but at
the same time opens the door to opportunities to innovate and explore more intimate
and human ways of communicating products and services. By considering the needs
of all citizens, advertising can become more empathetic and accessible. In this sense,
it is essential that advertising and everything surrounding it be designed under an
egalitarian, value-oriented paradigm. Campaigns should not be based solely on
economic principles, but should be developed from a perspective that promotes
equality and inclusion for all people (Bernaschina, 2019).

In general, marketing campaigns are often designed with a single, universal target
audience in mind, without considering that, according to data from the World Health
Organization (WHO, 2023), approximately 1.3 billion people worldwide live with
disabilities. This figure continues to rise, driven by medical advances and an aging
population, factors that increase the prevalence of chronic diseases and, consequently,
situations associated with disability. Given this evolution, it is important to employ a
thoughtful strategy that makes the entire population feel represented, regardless of
their abilities. This can begin with inclusive marketing tactics, with an approach that
eliminates exclusion and promotes goodwill and understanding with current and
potential customers (Rocha, 2021), as campaigns and brand messages are not always
accessible to all citizens. Accessibility is @ human right, and inclusion is understood as
a process and an objective in itself, as it consists of a combination of the efforts of the
individual to exercise their rights and a society that adapts to accommodate difference
(Gémez Mallén, 2021). Therefore, companies and institutions must work to include this
paradigm in all phases of the project and in the different stages of message creation.

Based on these premises, the business vision must move on to a new stage, where
everything must be designed by focusing on people, moving towards messages that
respect everyone (Lugo & Lucio-Villegas, 2021).

Given that advertising companies must direct their messages to all citizens, regardless
of individual abilities, it is essential that they consider the diversity of the audience
they are targeting. The broad spectrum of consumers, with equally diverse needs,
must be included in the entire process, without exceptions or exclusions. This implies
not only recognizing these differences but also acting to address them equitably
(Comité Espafol de Representantes de Personas con Discapacidad !, 2018).

1 Spanish Committee of Representatives of Persons with Disabilities
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Some experts in accessibility highlight the importance of the community in spreading
more respectful messages about and for people with disabilities; the need to
destigmatize disabilities in design, advertising, and marketing; how accessible design
can lead to social change; the potential and limits of human-centered design; the
importance of including disability perspectives in creative briefs; the need to include
disability in the definition of diversity; disability-related barriers in advertising and how
to overcome them; how advertisers can dispel misconceptions about disability; and
the power of advertising to normalize disability in society (Liu et al., 2021). In this
regard, Trkulja et al. (2024) point out that socially responsible marketing is essential
for advancing diversity, equity, and inclusion agendas in organizations. Ethical and
inclusive marketing practices offer organizations the opportunity to build social
responsibility into marketing strategies and thus foster a more inclusive and equitable
business environment (Mariani et al., 2023).

For all these reasons, it is essential to incorporate an inclusive view of disability from
the initial stages of creative design and advertising planning. In this way, any form of
discrimination, whether active or passive, towards this sector of the population can be
prevented (Barlas et al., 2023). Although the relevance of advertising campaigns and
related actions is sometimes underestimated, the truth is that their impact is
significant. Good advertising not only informs about products or services but also
makes all citizens visible and includes them on an equal footing (Cheng et al., 2023).

The fundamental legislation related to advertising and disability is found in Resolution
A/RES/61/106, approved by the United Nations General Assembly (2007), which lays
the foundations for the importance of advertising in communicating inclusive messages
that reflect diversity.

In 2013, Royal Legislative Decree 1/2013 was ratified in Spain, approving the
Consolidated Version of the General Law on the Rights of Persons with Disabilities and
their Social Inclusion. This law, like the Convention, includes as principles respect for
diversity and the acceptance of persons with disabilities as part of the human condition
and diversity. Article 59 refers to social awareness. Law 34/1988 on advertising makes
no reference to disability. It was not until the 2009 revision of the law that Article 3
stated that “Advertising that undermines the dignity of the person or violates the values
and rights of persons recognized in the Spanish Constitution” is considered illegal (Law
34/1988, p. 4).

Although companies, influenced by different legislation, are increasing their
representation of different races, ethnicities, and genders in promotional material, the
inclusion of disability remains a secondary consideration in advertising (Kamila &
Jasrotia, 2023). This may be due at least in part to society's negative perceptions of
disability (Bainnson & Hardgrove, 2021).

At present, with Smart Cities in full development, it is key to analyze marketing
strategies (Solérzano, 2021) and the role of marketing managers and how their
knowledge conditions their actions (Christofi et al., 2021). Companies and institutions
consider marketing costs to be a type of investment and expect this investment to be
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returned in the form of measurable profits. On the other hand, different innovative
strategies are adopted to increase their value, but a strategy that excludes a large
group of consumers or users from the outset, or directly affects their daily lives in a
negative way, is no longer innovative, as this would result in a strong relationship
between marketing investment and the value of the institution (Mousa et al., 2021)
and its consequences for the brand image (Sharma et al., 2023).

As Aldebe et al. (2021) point out, it is necessary to ensure that the most valuable
characteristics do not lose their identity from the design stage of the campaign:

1. Its practical application. It is essential to mention that for the strategy to be
effective, a properly designed campaign is required, the right marketing tools
are essential, and the target market must be precisely defined for the campaign.
Companies must recognize that all people, regardless of their abilities, are
potential consumers of their products and services.

2. A campaign that is perceived as surprising, friendly, and creative will increase
brand loyalty. For this to happen, it is essential to meet the needs of all people.

3. Large corporations and institutions have already shaped the mindset of their
consumers and users. In many cases, consumers clearly recognize what
distinguishes the brand, both in terms of the products or services it offers and,
in some cases, the values it represents.

4. Emotions, brand attitude, and brand image are connected to the inclusive social
marketing campaign.

The study of ethics in marketing and social responsibility has reached a crucial moment
that demands a new approach. This statement offers possibilities for addressing
current challenges and future problems. To achieve this, it is essential to investigate
the concepts of ethics in marketing and social responsibility, as well as the theoretical
frameworks linked to decision-making. Current challenges and opportunities are based
on the implementation of technology and changes in marketing efforts to build good
relationships and provide support for the well-being of potential consumers (Ferrel &
Ferrel, 2021), without excluding any of them regardless of their abilities.

In this regard, influential authors in this field of study, such as Kotler and Zlatman
(1971), emphasize that social marketing is a comprehensive framework that draws on
different disciplines and is therefore not limited to being a theory in itself. This
multidisciplinary approach makes it possible to understand how human behavior can
be effectively influenced, thereby promoting practices that benefit individuals and
communities (Saunders et al., 2015).

Following the above, the International Social Marketing Association (2017) put forward
six basic principles for successful social marketing campaigns: (1) setting clear goals,
(2) targeting and focusing on citizens, (3) making a value proposition, (4) segmenting
the audience, (5) analyzing competition, barriers, and potential, and (6) using critical
thinking, reflexivity, and ethical behavior. In addition, this approach determines that
the fundamental marker of this type of campaign is to facilitate personal and social
benefits. In this regard, various researchers, such as Andreasen (2002), argue that it
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is essential to know and understand the target audience and the drivers of their
behavior.

In short, inclusive social marketing is understood as the application of marketing
principles and techniques with the aim of influencing behaviors that are beneficial to
citizens and social well-being (Kennedy, 2015). In this regard, inclusive social
marketing has been playing an essential role in recent years in addressing current
social issues (Rodriguez-Sanchez, 2023).

Thus, social marketing has proven to be extremely useful in responding to health-
related problems, such as reducing smoking or the use of other drugs (Rey Garcia et
al., 2013; Wakefield et al., 2010), promoting a healthy and balanced diet (Richards &
Vassalos, 2023), and encouraging physical exercise (Rodriguez-Caro et al., 2021;
Milicevic et al., 2021). Social marketing is also used to address environmental issues
such as climate change and pollution (Corner & Randall, 2011; Eagle et al., 2016); and
in the field of education, for example, to promote gender equality (Martam, 2016) or
to prevent gender-based violence (Galiano Coronil & Ortega Gil, 2019; Handley, 2024),
among other issues.

In this sense, the prevalence of sustainability has increased in recent years and, as a
result, many organizations and companies have adopted sustainable marketing
practices to respond to consumer demands and to benefit from the advantages of
sustainability (Velte, 2022). According to Lloret (2016), some of the advantages of
applying social marketing are access to new market horizons and, consequently, to
more customers who show a preference for products and brands that demonstrate a
commitment to sustainability. Likewise, sustainable marketing strategies allow for the
development of products and services using resources efficiently (Contini et al., 2020),
as well as a positive impact on the environment (Ali & Kaur, 2021).

Recent studies such as those by Verbytska et al. (2023) and Tuli et al. (2025) have
shown that a necessary condition for the development of modern companies is the
creation of friendly and inclusive marketing campaigns that take into account the
particularities of the entire target audience and allow them to pay attention to each
potential customer. Furthermore, inclusive marketing has been shown to present
products, services, or applications in a context that evokes a deep emotional response
in people and makes them feel recognized and understood (Grunig et al., 2023). In
this sense, the goal of inclusive marketing is to understand and meet the needs of the
target audience, attract potential buyers by fostering empathy, and solve social
problems (Ferraro et al., 2024). At the same time, each member of the target audience
should feel that they are the center of attention and that their needs can be met and
their desires taken into account, without focusing on their characteristics or disabilities
(Brauer et al., 2021).

On the other hand, it should be noted that social media and digital platforms are
essential tools in the process of social change, enabling companies and governments
to contribute to the well-being of society (Olarewaju et al., 2021). Studies such as that
by Jiang et al. (2019) indicate that information provided in an accessible form on social
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media increases people's prosocial behavior. In this vein, digital technologies pave the
way for multi-level, multi-stakeholder interactions and collaborations that can drive
systems change (Gilbert et al., 2019).

2. OBJECTIVES

This research is being conducted with the aim of achieving several clear objectives, all
of which are based on continuing the process of transformation that marketing is
undergoing globally, turning it into an innovative and powerful tool capable of reaching
the entire population, thus assuming an inclusive role that prevents discrimination
against certain population groups that have been overlooked until now. These include:

1. To analyze the historical evolution of the communication process, from its most
basic beginnings to the emergence of new innovative tools such as marketing.
To do this, it will be necessary to understand the change in thinking that led
major brands to seek communication strategies that would help them boost
their sales.

2. To identify which elements must always be present in the process of designing
a marketing strategy so that it has an effective and beneficial reach for the
brand or entity.

3. To analyze previous experiences of companies or entities that have used the
communicative variant of social marketing or social communication and
examine the real impact these have had on the population.

4. To learn about the keys to sustainable marketing linked to public awareness
and education. This would also lead to more inclusive marketing, where the
population, regardless of their individual characteristics, can see themselves
represented in these campaigns.

Based on specific knowledge of all this data, it is possible to design comprehensive,
inclusive, and sustainable marketing plans, also incorporating the strategy proposed
by the United Nations in 2015 on the inclusion of the Sustainable Development Goals
(hereinafter SDGS) in this area (Organizacion de Naciones Unidas?, 2022).

The storytelling in these campaigns can be the key element that brings together both
concepts, inclusive and sustainable, responding to the 17 SDGs, hence the importance
of including it, with the aim of making the population more aware of these goals and
transforming their actions.

3. METHODOLOGY

In order to carry out this study, a scoping review was conducted as an appropriate
method for mapping the existing literature on inclusive social marketing, as well as for
reviewing experiences of this practice and its impact in a structured and comprehensive
manner. This type of methodology enables identifying knowledge gaps on the subject
and reviewing the body of literature in this field of study that has not yet been

2 United Nations
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thoroughly reviewed (Munn et al., 2018).

In the process of reviewing the studies included in this review, three main phases were
identified: (a) identifying the main characteristics of the studies; (b) ascertaining how
the evidence on inclusive social marketing has been structured and organized; and (c)
collecting the characteristics and variety of methodologies used in the studies.

In addition, this study goes one step further. It not only aims to review studies on
inclusive social marketing but also seeks to compare the findings of the review with
identified inclusive social marketing campaigns.

This study does not present any conflicts of interest on the part of the authors. As this
is a review-based research project based exclusively on secondary sources and
previously published academic literature, it has not been necessary to obtain informed
consent. Nevertheless, compliance with the ethical principles of scientific research,
such as honesty, transparency, and rigorous acknowledgment of the sources used, has
been ensured.

3.1. Identification of relevant studies

The key concepts used in the search strategy for this study review were “social
marketing,” “sustainable marketing,” “social communication,” “brand image,” and
“inclusion.” Searches were conducted in different databases in order to find impact
studies: Web of Science, Scopus, and ProQuest. Searching different databases allows
for the majority of studies on the subject to be obtained (Bramer et al., 2017).

Searches were also conducted in Google Scholar to find publications manually, but this
was only used as an additional basis for some cross-checking, as advised by Haddaway
et al. (2015). These authors argue that searches exclusively in databases could lead
to the exclusion of studies due to customized searches and biased algorithms.

3.2. Inclusion and exclusion criteria

The methodological protocol for this study was guided by inclusion and exclusion
criteria. Publications had to meet the following inclusion criteria in order to be selected:

Peer-reviewed academic journal articles.

Scientific research with any research design.

Published in any language.

Inclusive social marketing was referenced in the title and/or abstract and/or
body of the article.

honE=

Grey literature, such as working papers, theses/dissertations, reports, books, book
chapters, and white papers, was excluded from the study, as the focus was on
traditional peer-reviewed academic research on the topic and more conclusive
evidence on the subject was required (Adams et al., 2017).
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3.3. Collection and analysis of relevant data

The data were retrieved and managed in piloted and adapted electronic files prior to
the final evaluation of all selected studies. To complete this stage of the study, a
standardized data collection form was used, following the methodological
recommendations proposed by Butler et al. (2016). The specific information extracted
from each study was: author and year; data collection and analysis methods; country;
phenomenon of interest; participants (size and gender); main findings; lines and sub-
lines of research.

The data were then interpreted qualitatively, using a deductive approach to provide
meaning in accordance with the objectives of this study (Azungah, 2018). For this
stage, EPPI-Reviewer 4 software (Thomas et al., 2010) was used, which generates a
template where all the information considered relevant to the research questions is
stored, sorted, and grouped (into codes and subcodes/themes and subthemes). In this
sense, it was important to map what we currently know about the impact of inclusive
social marketing on solving social problems and its application in improving the brand
and then report on the knowledge gained for future studies.

4. RESULTS

4.1. A success case in social services. Inclusive social marketing campaign
in social triage

Over the last few years, there have been numerous changes in Europe in the paradigm
of citizen care in social services: 1) there has been a qualitative leap in the perception
of users, moving from the concept of “clients” to full-fledged individuals who demand
quality services, rather than mere beneficiaries of basic systems (Petrauskiene et al.,
2018); 2) There is a clear commitment by public authorities to improving innovation
and quality in social services, for example through the First Plan for Research and
Innovation in Social Services in Andalusia (Junta de Andalucia3, 2022) or the
Employment and Social Innovation (EaSI) chapter of the European Social Fund Plus
(ESF+). 3) Social resources are limited, so services must be efficient and optimal in
terms of cost-benefit, for which the development of planning systems is essential
(Adivar et al., 2010).

It should be clarified with regard to the management of social services in Europe and
Spain that the provision of these services is mixed, responding to an agreement
between the states and the market (Centenero, 2022). Two channels are established:
public services (public management and ownership) or subsidized services (private
management but public ownership) are provided, in which there is no cost for the
services or there is a co-payment normally linked to the user's socioeconomic status
(Gutiérrez, 2001). Alternatively, social services are offered through multiple social
enterprises, such as service cooperatives, which provide their services on the free
market (Pérez-Suarez et al., 2021). Therefore, there is a very broad ecosystem of types
of entities and also areas in which social services are developed. For example, the

3 Regional Government of Andalusia
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fields of health, justice, education, business, the environment, and volunteering,
among others (Agencia Nacional de Evaluacion de la Calidad y Acreditacion 4, 2005).

To date, research on social services has focused on two priority areas. On the one
hand, linked to the study of social policy, the approach to financing, logic, deficiencies,
and improvements in the system (Dominelli, 2015; Bark et al., 2023). On the other
hand, it has focused on social planning (Wang et al., 2017), with particular emphasis
on the social intervention process itself, which includes reception, diagnosis, case
planning, intervention, and evaluation. This second field of study is the focus of this
research, but it identifies a further preliminary step in this process, related to social
communication (Moudatsou et al., 2020). This area of interest, which is beginning to
boom through the inclusion of roles such as community managers, communication
departments, and others in organizations, plays a fundamental role in the social care
process (Mishna et al., 2021; Galvez-Rodriguez et al., 2017), as a precursor to the
system, despite having been overlooked until now (see Figure 1).

Figure 1

Social care process

’ ial _
SOCI? . Reception Diagnosis Intervention Evaluation
Communication

Source: Elaborated by the authors.

In this regard, the literature shows that there are few studies that focus on the early
stages of communication/marketing processes, such as the transfer of information
between the entity and external users (Zhu & Chen, 2015), and the initial reception of
social attention, despite these being key moments that allow the person to learn about
the system before entering it (Altreiter & Leibetseder, 2015; Germundsson, 2024).
Indeed, the prior social image that people have of the social services system not only
allows them to become familiar with it but also ensures a realistic approach to the
system (Genkins, 1985; Ziegler & Bozorgmehr, 2024). Likewise, the initial attention
given to users is crucial in terms of the perception of quality, trust, and certainty that
is needed for subsequent intervention or action (Minas, 2006).

Likewise, social care entities consider that, in order to achieve an efficient intervention,
professionals must consider the need to implement appropriate communication
methods, not only to promote a certain action, commitment, or change in behavior in
the person, but also to disseminate services and good practices among the public
(Ponce & Ares, 2018). Accordingly, inclusive social marketing seeks to promote
voluntary behavioral changes through commercial marketing strategies (Andreasen,
2002; Ferraro et al., 2023). This approach is based on the idea that social marketing

4 National Agency for Quality Assessment and Accreditation
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campaigns can influence the social purposes and actions of citizens (Dibb & Carrigan,
2013; Verbytska et al., 2023).

In relation to the above, social marketing can contribute to the social inclusion of
socially excluded individuals and groups (Shrum et al., 2022; Kim et al., 2023),
representing a key strategy for application in social service institutions (Szablewska &
Kubacki, 2019). Similarly, Genkins (1985) and Sharma et al. (2023) highlighted that
social marketing promotes understanding of the expansion and change of social
programs, suggesting that marketing can be an important discipline in the
development of social welfare service management planning. Therefore, marketing
should be seen not as a reactive method, but as a proactive measure for the efficient
delivery of social services (Segal, 1992; Arsel et al., 2022).

In this sense, as with social marketing, the process of admission to social services
(social triage) requires actively listening to and understanding the situation and
demands of citizens in order to tailor social care to their needs and preferences
(Bergmark & Stranz, 2022). Therefore, social triage is a key strategy in this initial stage
of access to social services to ensure that users are satisfied with the care and response
provided (Bryant et al., 1998; Bergmark & Stranz, 2025).

To achieve a balance between citizens' social demands and limited resources, it is
necessary to select or prioritize how and when benefits will be distributed (Hussénius,
2019). Social service professionals who perform triage tasks are responsible for initial
care and often conduct preliminary tests to assess the social needs of applicants
(Altreiter & Leibetseder, 2015; Alecu et al., 2024). Therefore, it is essential that the
information provided during the initial contact is clear, and it is emphasized that the
information provided at this stage is key to the development of the subsequent formal
social intervention (Minas, 2005).

In Andalusia, several cities and towns have developed their own social triage system
in Community Social Services centers. Social Services professionals point out that the
incorporation of social triage systems in their centers has led to a reduction in waiting
times, more efficient management of social demands and, as a result, increased user
satisfaction and a reduction in the workload.

In this specific context, inclusive social marketing has played an essential role in
communicating to the public the progress and actions of the different social services
centers in Andalusia in terms of a social triage systems, and in highlighting the
relevance of using these tools from an “integrated quality” perspective. Along these
lines, Pykett et al. (2014) and Grunig et al. (2023) point out that social marketing aims
to encourage customers to value new social innovation tools, so that citizens become
consumers of the social goods made available to them.

This perspective aims to continuously improve both the performance of professionals
and citizen care, as well as the effectiveness of the service delivery process. Therefore,
the inclusive social marketing strategy used not only increases the visibility and
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relevance of this tool among professionals and citizens but also highlights the tangible
benefits of social triage in terms of quality in the provision of social services.

In addition, the dissemination of information on social triage through short videos
(reels) on social media has allowed the inclusive social marketing campaign to have
an even greater impact on the target audience. Two of these videos show different
workdays carried out in Cérdoba and Jerez de la Frontera, where different activities
were carried out in order to understand and investigate how social triage systems are
organized and function in different social service centers in Andalusia. In this respect,
the active participation and technical advice of professionals with extensive experience
in community social services ensures that the information and issues raised in the
communication campaign itself are disseminated with quality.

Furthermore, the vision of professionals with extensive experience in social triage has
played an essential role in this inclusive social marketing campaign. Specifically, a reel
has been released on the progress and potential of implementing social triage systems
for the Andalusian Social Services System. These types of videos have used accessible
language and formats to have a positive impact on the target population. In this sense,
these materials emphasize the importance of this new tool and the positive impact it
will have on people who use community social services, highlighting how technology
can increase access to information and communication in this area.

In short, the photographic and video material was used to generate attractive visual
content, designed to clearly and effectively communicate the efforts made and the
benefits of using social triage systems. These images and videos are intended for use
in external and internal communication channels with the aim of ensuring that the tool
reaches a wide audience and is recognized for its value.

5. CONCLUSIONS AND DISCUSSION

Companies or institutions with a favorable image of disability may have a competitive
advantage over others (Aichner & Shaltoni, 2017). In addition, people with disabilities
have the same motivations as people without disabilities (Chikuta et al., 2017).
Nowadays, providers are required to address the general public, as diversity is
significant for corporate responsibility and viability in a heterogeneous market (Ferraro
et al., 2024). Inclusive marketing helps to respect, value, and represent all people
(Dimitrieska et al., 2019). To optimize efficiency, marketers must focus on evoking
pleasant emotions in citizens with a personalized message (Lamprinakos et al., 2022),
giving this new vision a shift towards dismantling attitudinal barriers that prevent the
full participation of people with disabilities in society (Low, 2020) To this end, social
responsibility is an interesting marketing tool that can be used to differentiate oneself
from the rest (Miethlich & Oldenburg, 2019).

It is important to highlight how marketing specialists have documented the factors that
induce vulnerability faced by consumers with disabilities and market barriers
(Beudaert, 2018), one of which is the significant needs of professionals who work
directly with people with disabilities in social marketing. These needs are related to the
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evaluation and modification of customer behavior (Gil Guzman et al., 2021), as people
with disabilities receive different treatment from the rest of society, leading to negative
experiences of stereotyping and stigmatization that result in social marginalization or
even exclusion (Maciaszczyk, 2017). All of this may be the result of social marketing
having done limited work in the disability sector (Makris et al., 2021), although it has
a solid track record in education and health promotion.

The participation of people with disabilities in the design of campaigns is essential,
taking into account their needs and expectations regarding products and resources
(Bohdanowicz-Godfrey et al., 2018), identifying the five themes surrounding the
identity of the consumer with a disability: the authentic self, the integrated self, the
community self, the expressive self, and the practical self (Dodds & Palakshappa,
2022), analyzing the different preferences of people with disabilities, leading to a
broader understanding of user behavior (Kuppelwieser & Klaus, 2020). The
implementation of this paradigm sets the stage for increasing accessibility to design
standards for all people and building communities where all citizens have equal
opportunities (Vulevic et al., 2019).

Even today, in the smart era, many people are still excluded. At this point, it is
necessary to ask the question: How can one implement strategies to become
universally accessible? The different strategies and actions carried out by marketing
must be designed for everyone. In this sense, the opportunities offered by inclusive
marketing are varied (new customers, higher levels of quality, greater satisfaction, and
therefore greater loyalty). The greatest beneficiaries of inclusive marketing are people
at risk of vulnerability or exclusion.

Despite the relevant findings of this study, it is important to point out some limitations
that should be considered for future research. First, as a scoping review was used as
the main methodology, the results focus on the compilation and analysis of existing
literature, which limits the possibility of generalizing direct empirical conclusions about
the implementation of inclusive marketing in specific contexts. Nor has the direct
perspective of people at risk of exclusion or the experience of companies with social
marketing been incorporated, which would have enriched the results. Therefore, a
recommended line of future research would be to conduct empirical studies that
include participatory methodologies and qualitative approaches, integrating the voices
of people at risk of vulnerability or exclusion. In addition, it would be appropriate to
explore in greater depth the long-term impact of inclusive social marketing on the
perception of social services and on changing social attitudes toward disability.

6. REFERENCES

Accenture. (2022). Everyone is welcome here. https://www.accenture.com/us-
en/about/inclusion-diversity-index

Adams, R. 1., Smart, P., & Huff, A. S. (2017). Shades of grey: Guidelines for working
with the grey literature in systematic reviews for management and
organizational studies. International Journal of Management Reviews, 144),
432-454. https://doi.org/10.1111/ijmr.12102

Revista de Comunicacién de la SEECI. (2026)

14


https://www.accenture.com/us-en/about/inclusion-diversity-index
https://www.accenture.com/us-en/about/inclusion-diversity-index
https://doi.org/10.1111/ijmr.12102

Garcia de la Fuente, Aimudena; Ruiz Ortega, David; Diaz Roman, Cristina and Fuentes
Gutiérrez, Virginia.
The importance of inclusive marketing and its relationship with social services. Innovating
from new care tools.

Adivar, B., Atan, T., Sevil, B., & Orten, T. (2010). Improving social welfare chain using
optimal planning model. Supply Chain Management: An International Journal,
15(4), 290-305. https://doi.org/10.1108/13598541011054661

Agencia Nacional de Evaluacion de la Calidad y Acreditacién. (2005). Libro Blanco del
Titulo de Grado en Trabajo Social. Universidad de Huelva.
https://www.aneca.es/documents/20123/63950/libroblanco trbjsocial def.pdf
/€9d5c¢130-5838-ba71-67a5-0b3725656¢f2?t=1654601772085

Aichner, T., & Shaltoni, A. M. (2017). Marketing of specialised products and services
to consumers with disabilities: exploring the role of advertising, country-of-
origin, and e-commerce. The International Review of Retail, Distribution and
Consumer Research, 282), 115-136.
https://doi.org/10.1080/09593969.2017.1364658

Aldebe, A., El Rhabaoui, & Al Fattal, Z. (2021). The influence of guerrilla marketing on
purchasing behavior [Tesis de Licenciatura]. School of Business, Society and
Engineering, Malardalen University. https://www.diva-
portal.org/smash/get/diva2:1526350/FULLTEXTO1.pdf

Alecu, A. 1., Sadeghi, T., & Terum, L. I. (2024). Street-level bureaucrats’ attitudes
towards clients in discretionary decision-making: Evidence from the Norwegian
labour and welfare administration. Public Policy and Administration, X0), 1-22.
https://doi.org/10.1177/09520767241299078

Ali, S. S., & Kaur, R. (2021). Effectiveness of corporate social responsibility (CSR) in
implementation of social sustainability in warehousing of developing countries:
A hybrid approach. Journal of  Cleaner Production, 324,
129154. https://doi.org/10.1016/j.jclepro.2021.129154

Alonso, C. (2008). El crecimiento de la publicidad exterior y su influencia sobre los
ciudadanos. In M. Martin Algarra, L. Seijas Candelas, & M. V. Carrillo Duran
(Eds.), Nuevos escenarios de la comunicacion y la opinion publica (pp. 7-13).
https://www.researchgate.net/publication/318495259

Altreiter, C., & Leibetseder, B. (2015). Constructing inequality: Deserving and
undeserving clients in Austrian social assistance offices. Journal of Social Policy,
44(1), 127-145. https://doi.org/10.1017/50047279414000622

Andreasen, A. R. (2002). Marketing Social Marketing in the Social Change Marketplace.
Journal of  Public Policy and Marketing, 21(1), 3-13.
https://doi.org/10.1509/jppm.21.1.3.17602

Andreasen, A. R. (2019). Social marketing in the 21st century. SAGE Publications, Inc.

Arsel, Z., Crockett, D., & Scott, M. L. (2022). Diversity, Equity, and Inclusion (DEI) in
the Journal of Consumer Research: A Curation and Research Agenda. Journal
of Consumer Research, 485), 920-933. https://doi.org/10.1093/jcr/ucab057

Revista de Comunicacién de la SEECI. (2026)


https://doi.org/10.1108/13598541011054661
https://www.aneca.es/documents/20123/63950/libroblanco_trbjsocial_def.pdf/e9d5c130-5838-ba71-67a5-0b3725656cf2?t=1654601772085
https://www.aneca.es/documents/20123/63950/libroblanco_trbjsocial_def.pdf/e9d5c130-5838-ba71-67a5-0b3725656cf2?t=1654601772085
https://doi.org/10.1080/09593969.2017.1364658
https://www.diva-portal.org/smash/get/diva2:1526350/FULLTEXT01.pdf
https://www.diva-portal.org/smash/get/diva2:1526350/FULLTEXT01.pdf
https://doi.org/10.1177/09520767241299078
https://doi.org/10.1016/j.jclepro.2021.129154
https://www.researchgate.net/publication/318495259
https://doi.org/10.1017/S0047279414000622
https://doi.org/10.1509/jppm.21.1.3.17602
https://doi.org/10.1093/jcr/ucab057

Garcia de la Fuente, Aimudena; Ruiz Ortega, David; Diaz Roman, Cristina and Fuentes
Gutiérrez, Virginia.
The importance of inclusive marketing and its relationship with social services. Innovating
from new care tools.

Azungah T. (2018). Qualitative research: Deductive and inductive approaches to data
analysis. Qualitative Research Journal, 184), 383-400.
https://doi.org/10.1108/QRJ-D-18-00035

Bainnson, E., & Hardgrove, L. H. (2021). The Effect of Disability Inclusion on Brand
and Product Perception (Trabajo de honores, Washington University in St.
Louis). Open Scholarship Institutional Repository.
https://openscholarship.wustl.edu/bsba/3/

Bark, H., Dixon, J., & Laing, J. (2023). The Professional Identity of Social Workers in
Mental Health Services: A Scoping Review. International Journal of
Environmental  Research  and  Public  Health, 2011), 5947.
https://doi.org/10.3390/ijerph20115947

Barlas, A., Valakosta, A., Katsionis, C., Oikonomou, A., & Brinia, V. (2023). The effect
of corporate social responsibility on customer trust and loyalty. Sustainability,
152), 1036. https://doi.org/10.3390/su15021036

Bergmark, A., & Stranz, H. (2022). Utilized discretion: a vignette study of social
assistance assessments in Sweden. European Journal of Social Work, 26(5),
840-852. https://doi.org/10.1080/13691457.2022.2113863

Bergmark, A., & Stranz, H. (2025). A safety net for all? — Vignette-based assessments
of Swedish social assistance over three decades. Journal of Social Policy, 543),
829-846. https://doi.org/10.1017/S0047279422000988

Bernaschina, D. (2019). éDonde esta la publicidad inclusiva para personas con
discapacidad en Chile? Publicitas: Comunicacion y Cultura, A2), 46-62.
http://www.revistas.usach.cl/ojs/index.php/publicitas/article/view/4334

Beudaert, A. (2018). Towards an embodied understanding of consumers with
disabilities: insights from the field of disability studies. Consumption Markets
and Culture, 23(4), 361-375. https://doi.org/10.1080/10253866.2018.1534734

Bohdanowicz-Godfrey, P., Zientara, P., & Bak, M. (2019). Towards an accessible hotel:
a case study of Scandic. Current Issues in Tourism, 2210), 1133-1137.
https://doi.org/10.1080/13683500.2018.1449191

Bowtell, J. (2015). Assessing the value and market attractiveness of the accessible
tourism industry in Europe: a focus on major travel and leisure companies.
Journal of Tourism Futures, 1(3), 203-222. https://doi.org/10.1108/jtf-03-2015-
0012

Bramer W. M., Rethlefsen M. L., Kleijnen J., & Franco O. H. (2017). Optimal database
combinations for literature searches in systematic reviews: A prospective
exploratory study. Systematic Reviews, 6, 245. https://doi.org/10.1186/s13643-

017-0644-y

16
Revista de Comunicacién de la SEECI. (2026)


https://doi.org/10.1108/QRJ-D-18-00035
https://openscholarship.wustl.edu/bsba/3/
https://doi.org/10.3390/ijerph20115947
https://doi.org/10.3390/su15021036
https://doi.org/10.1080/13691457.2022.2113863
https://doi.org/10.1017/S0047279422000988
http://www.revistas.usach.cl/ojs/index.php/publicitas/article/view/4334
https://doi.org/10.1080/10253866.2018.1534734
https://doi.org/10.1080/13683500.2018.1449191
https://doi.org/10.1108/jtf-03-2015-0012
https://doi.org/10.1108/jtf-03-2015-0012
https://doi.org/10.1186/s13643-017-0644-y
https://doi.org/10.1186/s13643-017-0644-y

Garcia de la Fuente, Aimudena; Ruiz Ortega, David; Diaz Roman, Cristina and Fuentes
Gutiérrez, Virginia.
The importance of inclusive marketing and its relationship with social services. Innovating
from new care tools.

Brauer, M., Dumesnil, A., & Campbell, M. R. (2021). Using a social marketing approach
to develop a pro-diversity intervention. Journal of Social Marketing, 11(4), 469-
488. https://doi.org/10.1108/JSOCM-09-2020-0174

Bryant, C., Kent, E. B., Lindenberger, J., Schreiher, J. M., Canright, M. W., Cole, S.,
Uccellani, V., Brown, C. A., Blair, R. C., & Bustillo-Hernandez, M. M. (1998).
Increasing consumer satisfaction. One social service and public health initiative
shows how social marketing can increase consumer satisfaction. Mark Health
Serv., 18(4), 4-17.

Butler, A., Hall, H., & Copnell, B. (2016). A Guide to Writing a Qualitative Systematic
Review Protocol to Enhance Evidence-Based Practice in Nursing and Health
Care. Worldviews Evid Based Nurs, 133), 241-249.
https://doi.org/10.1111/wvn.12134

Centenero, F. (2022). El Trabajo Social en el Tercer Sector de Accidn Social. Un déficit
de reconocimiento  social. Trabajo  Social  Hoy, 95, 47-60.
http://dx.doi.org/10.12960/TSH.2022.0003

Cheng, H.-H., Takata, S., Kawanaka, T., & Ohno, T. (2023). Does SDGs Advertising
Promote Ethical Consumer Behavior?: An Integrative Model of Ethical
Consumption with Elements of Communication Strategy and Rational Purchase.
Sustainability, 15(8), 6954. https://doi.org/10.3390/su15086954

Chikuta, O., du Plessis, E., & Saayman, M. (2017). Nature-based travel motivations for
people with disabilities. African Journal of Hospitality, Tourism and Leisure, &1).
http://www.ajhtl.com/uploads/7/1/6/3/7163688/article 40 vol 6 1 2017.p
df

Christofi, M., Iaia, L., Marchesani, F., & Masciarelli, F. (2021). Marketing innovation
and internationalization in smart city development: a systematic review,
framework and research agenda. International Marketing Review, 385), 948-
984. https://doi.org/10.1108/imr-01-2021-0027

Cluley, V., & Radnor, Z. (2019). Progressing the Conceptualization of Value Co-creation
in Public Service Organizations. Perspectives on Public Management and
Governance, 33), 211-221. https://doi.org/10.1093/ppmgov/gvz024

Comité Espanol de Representantes de Personas con Discapacidad. (2018). Informe
sobre derechos humanos y discapacidad 2018.
https://www.cedid.es/es/documentacion/ver-seleccion-novedad/541972/

Contini, C., Boncinelli, F., Marone, E., Scozzafava, G., & Casini, L. (2020). Drivers of
plant-based convenience foods consumption: Results of a multicomponent
extension of the theory of planned behaviour. Food Quality and Preference, 84,
103931. https://doi.org/10.1016/j.foodqual.2020.103931

Revista de Comunicacién de la SEECI. (2026)

17


https://doi.org/10.1108/JSOCM-09-2020-0174
https://doi.org/10.1111/wvn.12134
http://dx.doi.org/10.12960/TSH.2022.0003
https://doi.org/10.3390/su15086954
http://www.ajhtl.com/uploads/7/1/6/3/7163688/article_40_vol_6__1__2017.pdf
http://www.ajhtl.com/uploads/7/1/6/3/7163688/article_40_vol_6__1__2017.pdf
https://doi.org/10.1108/imr-01-2021-0027
https://doi.org/10.1093/ppmgov/gvz024
https://www.cedid.es/es/documentacion/ver-seleccion-novedad/541972/
https://doi.org/10.1016/j.foodqual.2020.103931

Garcia de la Fuente, Aimudena; Ruiz Ortega, David; Diaz Roman, Cristina and Fuentes
Gutiérrez, Virginia.
The importance of inclusive marketing and its relationship with social services. Innovating
from new care tools.

Corner, A., & Randall, A. (2011). Selling climate change? The limitations of social
marketing as a strategy for climate change public engagement. Global/
Environmental Change, 21(3), 1005-
1014. https://doi.org/10.1016/j.gloenvcha.2011.05.002

Cova, B., & Salle, R. (2008). Marketing solutions in accordance with the S-D logic: Co-
creating value with customer network actors. Industrial Marketing Management,
3A43), 270-277. https://doi.org/10.1016/j.indmarman.2007.07

Deloitte. (2022). Diversity, equity, and inclusion.
https://my.csrwindo.com/company/deloitte/5-diversity-equality-inclusion

Dibb, S., & Carrigan, M. (2013). Social marketing transformed: Kotler, Polonsky &
Hastings reflect on social marketing in a period of social change. European
Journal of Marketing, 47(9), 1376-1398. https://doi.org/10.1108/EJM-05-2013-
0248

Dimitrieska, S., Stamevska, E., & Stankovska, A. (2019). Inclusive Marketing—Reality
Or Make Up. Economics and Management, 16(2), 112-119.
https://ideas.repec.org/a/neo/journl/v16y2019i2p112-119.html

Dodds, S., & Palakshappa, N. (2022). Service inclusion: the role of disability identity in
retail. Journal of Services Marketing, 362), 143-153.
https://doi.org/10.1108/ISM-06-2021-0217

Dominelli, L. (2015). The opportunities and challenges of social work interventions in
disaster  situations.  International  Social Work, 585), 659-672.
https://doi.org/10.1177/0020872815598353

Dominguez, T., Fraiz, J. A., & Alén, E. (2013). Economic profitability of accessible
tourism for the tourism sector in Spain. 7ourism Economics, 196), 1385-1399.
https://doi.org/10.5367/te.2013.0246

Eagle, L., Hamann, M., & Low, D. R. (2016). The role of social marketing, marine
turtles and sustainable tourism in reducing plastic pollution. Marine Pollution
Bulletin, 1071), 324-332. https://doi.org/10.1016/j.marpolbul.2016.03.040

Ferraro, C., Hemsley, A., & Sands, S. (2023). Embracing diversity, equity, and inclusion
(DEI): Considerations and opportunities for brand managers. Business Horizons,
66(4), 463-479. https://doi.org/10.1016/j.bushor.2022.09.005

Ferraro, C., Sands, S., Zubcevic-Basic, N., & Campbell, C. (2024). Diversity in the digital
age: how consumers respond to diverse virtual influencers. International
Journal of Advertising, 438), 1342-1365.
https://doi.org/10.1080/02650487.2023.2300927

Ferrell, O. C., & Ferrell, L. (2021). New directions for marketing ethics and social
responsibility research. Journal of Marketing Theory and Practice, 291), 13-22.
https://doi.org/10.1080/10696679.2020.1860686

18

Revista de Comunicacién de la SEECI. (2026)


https://doi.org/10.1016/j.gloenvcha.2011.05.002
https://doi.org/10.1016/j.indmarman.2007.07
https://my.csrwindo.com/company/deloitte/bd0c523a-d8eb-4331-a60b-4f1b9ae58d75/5-diversity-equality-inclusion
https://doi.org/10.1108/EJM-05-2013-0248
https://doi.org/10.1108/EJM-05-2013-0248
https://ideas.repec.org/a/neo/journl/v16y2019i2p112-119.html
https://doi.org/10.1108/JSM-06-2021-0217
https://doi.org/10.1177/0020872815598353
https://doi.org/10.5367/te.2013.0246
https://doi.org/10.1016/j.marpolbul.2016.03.040
https://doi.org/10.1016/j.bushor.2022.09.005
https://doi.org/10.1080/02650487.2023.2300927
https://doi.org/10.1080/10696679.2020.1860686

Garcia de la Fuente, Aimudena; Ruiz Ortega, David; Diaz Roman, Cristina and Fuentes
Gutiérrez, Virginia.
The importance of inclusive marketing and its relationship with social services. Innovating
from new care tools.

Galiano Coronil, A., & Ortega Gil, M. (2019). Marketing social, indicadores de bienestar
y ODS. Anadlisis de la cuenta oficial del gobierno de Espafia
@desdelamoncloa. Retos, A18), 219-
238. https://doi.org/10.17163/ret.n18.2019.03

Galvez-Rodriguez, M., Haro-de-Rosario, A., & Caba-Pérez, C. (2017). Improving
citizens’ online engagement via community managers: an explanatory
study. Information, Communication and  Society, 21(10), 1402-1418.
https://doi.org/10.1080/1369118X.2017.1315442

Genkins, M. (1985). Strategic Planning for Social Work Marketing. Administration in
Social Work, 41), 35-46. https://doi.org/10.1300/3147v09n01 04

Germundsson, N. (2024). Configuring social assistance: conceptualizations and
implications of the adoption of robotic process automation in the Swedish
personal social services. European Journal of Social Work, 283), 512-524.
https://doi.org/10.1080/13691457.2024.2421879

Gil Guzman, J. M., Hernandez-Fernandez, A., & Canales-Ronda, P. (2021). Bringing
social marketing closer to the disability field. Journal of Social Marketing, 11(4),
321-341. https://doi.org/10.1108/ISOCM-06-2020-0105

Gilbert, F., Cook, M., O'Brien, T., & Illes, J. (2019). Embodiment and Estrangement:
Results from a First-in-Human “Intelligent BCI” Trial. Science and Engineering
Ethics, 25(1), 83-96. https://doi.org/10.1007/s11948-017-0001-5

Goémez Mallén, M. (2021). El enfoque basado en derechos humanos en las estrategias
de desarrollo para las personas con diversidad funcional. En V. Bellver, & A.
Solanes (Eds.), Derechos Humanos y lucha contra la discriminacion: Actas del
1V Congreso Internacional sobre Derechos Humanos (pp. 94-113). Fundacion
Mainel. https://dialnet.unirioja.es/servlet/articulo?codigo=7938246

Grunig, J. E. (2023). Public Relations, Social Inclusion, and Social Exclusion. Journalism
and Communication Monographs, 252), 90-108.
https://doi.org/10.1177/15226379231167120

Gurrieri, L., Gordon, R., Barraket, J., Joyce, A., & Green, C. (2018). Social marketing
and social movements: creating inclusive social change coalitions. Journal of
Social Marketing, &4), 354-377. https://doi.org/10.1108/JSOCM-12-2016-0078

Gutiérrez, A. (2001). El Plan Concertado de Prestaciones Basicas de Servicios Sociales
en Espafia (Once afos del Plan Concertado). Reis: Revista Espafiola de
Investigaciones Sociologicas, 93, 89-130. https://doi.org/10.2307/40184329

Haddaway, N. R., Collins, A. M., Coughlin, D., & Kirk, S. (2015). The role of Google
Scholar in evidence reviews and its applicability to grey literature searching.
PLoS One, 19). https://doi.org/10.1371/journal.pone.0138237

19

Revista de Comunicacién de la SEECI. (2026)


https://doi.org/10.17163/ret.n18.2019.03
https://doi.org/10.1080/1369118X.2017.1315442
https://doi.org/10.1300/J147v09n01_04
https://doi.org/10.1080/13691457.2024.2421879
https://doi.org/10.1108/JSOCM-06-2020-0105
https://doi.org/10.1007/s11948-017-0001-5
https://dialnet.unirioja.es/servlet/articulo?codigo=7938246
https://doi.org/10.1177/15226379231167120
https://doi.org/10.1108/JSOCM-12-2016-0078
https://doi.org/10.2307/40184329
https://doi.org/10.1371/journal.pone.0138237

Garcia de la Fuente, Aimudena; Ruiz Ortega, David; Diaz Roman, Cristina and Fuentes
Gutiérrez, Virginia.
The importance of inclusive marketing and its relationship with social services. Innovating
from new care tools.

Handley, K. (2024). Teenage boys as change-makers. a social marketing strategy to
prevent violence against women [Tesis de doctorado no publicada]. Te Herenga
Waka-Victoria University of
Wellington. https://doi.org/10.26686/wgtn.26808322

Heras, L. L. (2017). Visibilidad, discapacidad y poder: el largo camino del
empoderamiento. Sobre ruedaas, 96, 13-15.
https://siidon.guttmann.com/files/sr 96 visibilidad discapacidad.pdf

Hussénius, K. (2019). Intersectional patterns of social assistance eligibility in Sweden.
Nordic Social Work Research, 11(1), 19-33.
https://doi.org/10.1080/2156857X.2019.1601636

Jiang, T., Guo, Q., Chen, S., & Yang, J. (2019). What prompts users to click on news
headlines? Evidence from unobtrusive data analysis. Aslib Journal of
Information Management, 72(1), 49-66. https://doi.org/10.1108/ajim-04-2019-
0097

Junta de andalucia. (2022). I Plan de investigacion e innovacion en servicios sociales
de andalucia.
https://www.juntadeandalucia.es/organismos/transparencia/planificacion-
evaluacion-estadistica/planes/det alle/240935.html

Kamila, M. K., & Jasrotia, S. S. (2023). Ethics and marketing responsibility: A
bibliometric analysis and literature review. Asia Pacific Management Review,
284), 567-583. https://doi.org/10.1016/j.apmrv.2023.04.002

Kennedy, A. (2015). Macro-social marketing. Journal of Macromarketing, 36(3), 354-
365. https://doi.org/10.1177/0276146715617509

Kim, S., Murray, K. B., & Moore, S. G. (2023). Some like it warm: How warm brands
mitigate the negative effects of social exclusion. Psychology and Marketing,
40(4), 777-790. https://doi.org/10.1002/mar.21786

Kotler, P., & Lee, N. (2021). Social marketing.: Behavior change for good. Seventh
Edition.

Kotler, P., & Zaltman, G. (1971). Social Marketing: an approach to planned social
change. Journal of Marketing, 353), 3. https://doi.org/10.2307/1249783

Kuppelwieser, V. G., & Klaus, P. (2020). Viewpoint: a primer for inclusive service
marketing  theory. Journal  of Services  Marketing, 346), 749-
756. https://doi.org/10.1108/jsm-04-2020-0128

Lamprinakos, G., Magrizos, S., Kostopoulos, 1., Drossos, D., & Santos, D. (2022). Overt
and covert customer data collection in online personalized advertising: The role
of user emotions. Journal of Business Research, 141, 308-320.
https://doi.org/10.1016/j.jbusres.2021.12.025

Revista de Comunicacién de la SEECI. (2026)

20


https://doi.org/10.26686/wgtn.26808322
https://siidon.guttmann.com/files/sr_96_visibilidad_discapacidad.pdf
https://doi.org/10.1080/2156857X.2019.1601636
https://doi.org/10.1108/ajim-04-2019-0097
https://doi.org/10.1108/ajim-04-2019-0097
https://www.juntadeandalucia.es/organismos/transparencia/planificacion-evaluacion-estadistica/planes/detalle/240935.html
https://www.juntadeandalucia.es/organismos/transparencia/planificacion-evaluacion-estadistica/planes/detalle/240935.html
https://doi.org/10.1016/j.apmrv.2023.04.002
https://doi.org/10.1177/0276146715617509
https://doi.org/10.1002/mar.21786
https://doi.org/10.2307/1249783
https://doi.org/10.1108/jsm-04-2020-0128
https://doi.org/10.1016/j.jbusres.2021.12.025

Garcia de la Fuente, Aimudena; Ruiz Ortega, David; Diaz Roman, Cristina and Fuentes
Gutiérrez, Virginia.
The importance of inclusive marketing and its relationship with social services. Innovating
from new care tools.

Ley 34/1988. Por la cual se establecen las normas que regulan la publicidad. 11 de
noviembre de 1988. BOE. No. 274.
https://www.boe.es/buscar/act.php?id=BOE-A-1988-26156

Licsandru, T. C., & Cui, C. C. (2018). Subjective social inclusion: A conceptual critique
for socially inclusive marketing. Journal of Business Research, 82, 330-339.
https://doi.org/10.1016/j.jbusres.2017.08.036

Liu, H., Jayawardhena, C., Osburg, V., Yoganathan, V., & Cartwright, S. (2021). Social
sharing of consumption emotion in electronic word of mouth (eWOM): A cross-
media perspective. Journal of Business Research, 132, 208-
220. https://doi.org/10.1016/j.jbusres.2021.04.030

Lloret, A. (2016). Modeling corporate sustainability strategy. Journal of Business
Research, 6942), 418-425. https://doi.org/10.1016/j.jbusres.2015.06.047

Low, J. (2020). Stigma management as celebration: disability, difference, and the
marketing of diversity. Visual Studiies, 354), 347-358.
https://doi.org/10.1080/1472586X.2020.1763194

Lugo, M., & Lucio-Villegas, E. (2021). La metodologia Desing Thinking para la
innovacién y centrada en la persona. En E. Cobos-Sanchiz, L. Lopez-Meneses,
A. Molina-Garcia, Jaén-Martinez y A. H. Martin-Padilla (Eds.), Claves para la
innovacion pedagogica ante los nuevos retos: respuestas en la vanguardia de
la practica educativa. Octaedro.
https://campusvirtual.icap.ac.cr/pluginfile.php/206943/mod folder/content/0/L
ectura%2001..pdf?forcedownload=1

Maciaszczyk, M. (2017). Selected problems in marketing research on consumers with
motor disabilities. Marketing |  Zarzgdzanie, 349), 19-25.
https://doi.org/10.18276/miz.2017.49-02

Makris, A., Khalig, M., & Perkins, E. (2021). A Scoping Review of Behavior Change
Interventions to Decrease Health Care Disparities for Patients With Disabilities
in a Primary Care Setting: Can Social Marketing Play a Role? Social Marketing
Quarterly, 27(1), 48-63. https://doi.org/10.1177/1524500421992135

Mariani, M. M., Khowlah, A., & De Massis, A. (2023). Corporate social responsibility in
family firms: A systematic literature review. Journal of Small Business
Management, 61(3), 1192-1246.
https://doi.org/10.1080/00472778.2021.1955122

Martam, I. (2016). Strategic social marketing to foster gender equality in
Indonesia. Journal  of  Marketing  Management, 32X11-12), 1174-
1182. https://doi.org/10.1080/0267257X.2016.1193989

Martin, K. D., & Burpee, S. (2022). Marketing as problem solver: in defense of social
responsibility. AMS Review, 121-2), 44-51. https://doi.org/10.1007/s13162-
022-00225-3

21

Revista de Comunicacién de la SEECI. (2026)


https://www.boe.es/buscar/act.php?id=BOE-A-1988-26156
https://doi.org/10.1016/j.jbusres.2017.08.036
https://doi.org/10.1016/j.jbusres.2021.04.030
https://doi.org/10.1016/j.jbusres.2015.06.047
https://doi.org/10.1080/1472586X.2020.1763194
https://campusvirtual.icap.ac.cr/pluginfile.php/206943/mod_folder/content/0/Lectura%2001..pdf?forcedownload=1
https://campusvirtual.icap.ac.cr/pluginfile.php/206943/mod_folder/content/0/Lectura%2001..pdf?forcedownload=1
https://doi.org/10.18276/miz.2017.49-02
https://doi.org/10.1177/1524500421992135
https://doi.org/10.1080/00472778.2021.1955122
https://doi.org/10.1080/0267257X.2016.1193989
https://doi.org/10.1007/s13162-022-00225-3
https://doi.org/10.1007/s13162-022-00225-3

Garcia de la Fuente, Aimudena; Ruiz Ortega, David; Diaz Roman, Cristina and Fuentes
Gutiérrez, Virginia.
The importance of inclusive marketing and its relationship with social services. Innovating
from new care tools.

McClain-Nhlapo, C. (09 de abril de 2025). Disability Inclusion. The World Bank.
https://www.worldbank.org/en/topic/disability#1

Merca2.0. (19 de agosto de 2021). 5 grandes campanas inclusivas que necesitas
conocer. https://www.merca20.com/5-grandes-campanas-inclusivas-que-
necesitas-conocer/

Miethlich, B., & Oldenburg, A. G. (2019). How Social Inclusion Promotes Sales: An
Analysis of the Example of Employing People with Disabilities. Journal of
Marketing Research and Case Studies, 1-15.
https://doi.org/10.5171/2019.463316

Milicevi¢, L., Gojkovi¢, D., & Mici¢, M. (2021). Application of corrective gymnastics in
physical education activities. International Journal of Physical Education, Sports
and Health, 46), 72-76. https://www.researchgate.net/publication/365360871

Minas, R. (2005). Intake strategies: organising the intake of new social assistance
inquirers.  International Journal of Social Welfare, 151), 63-74.
https://doi.org/10.1111/.1468-2397.2006.00552.x

Mishna, F., Milne, E., Bogo, M., & Pereira, L. F. (2021). Responding to COVID-19: New
Trends in Social Workers” Use of Information and Communication
Technology. Clinical Social Work Journal, 49, 484-494.
https://doi.org/10.1007/s10615-020-00780-x

Moudatsou, M., Stavropoulou, A., Philalithis, A., & Koukouli, S. (2020). The Role of
Empathy in Health and Social Care Professionals. Healthcare, &1), 26.
https://doi.org/10.3390/healthcare8010026

Mousa, M., Nosratabadi, S., Sagi, J., & Mosavi, A. (2021) The Effect of Marketing
Investment on Firm Value and Systematic Risk. Journal of Open Innovation.
Technology, Market, and Complexity, A1), 64.
https://doi.org/10.3390/joitmc7010064

Munn, Z., Peters, M., Stern, C., Tufanaru, C., McArthur, A., & Aromataris, E. (2018).
Systematic review or scoping review? Guidance for authors when choosing
between a systematic or scoping review approach. BMC Medical Research
Methodology, 18, 143. https://doi.org/10.1186/s12874-018-0611-x

Olarewaju, T., Rufai, I., & Gallage, S. (2021). E-transparency and government
budgetary corruption: A social marketing and transformation case from
Nigeria. The Electronic Journal of Information Systems in Developing Countries,
87(3). https://doi.org/10.1002/isd2.12167

Organizacién de Naciones Unidas. (2022). Informe de los Objetivos de Desarrollo
Sostenible: 2022. https://unstats.un.org/sdgs/report/2022/The-Sustainable-
Development-Goals-Report-2022 Spanish.pdf

Revista de Comunicacién de la SEECI. (2026)

22


https://www.worldbank.org/en/topic/disability#1
https://www.merca20.com/5-grandes-campanas-inclusivas-que-necesitas-conocer/
https://www.merca20.com/5-grandes-campanas-inclusivas-que-necesitas-conocer/
https://doi.org/10.5171/2019.463316
https://www.researchgate.net/publication/365360871_Application_of_corrective_gymnastics_in_physical_education_activities
https://doi.org/10.1111/j.1468-2397.2006.00552.x
https://doi.org/10.1007/s10615-020-00780-x
https://doi.org/10.3390/healthcare8010026
https://doi.org/10.3390/joitmc7010064
https://doi.org/10.1186/s12874-018-0611-x
https://doi.org/10.1002/isd2.12167
https://unstats.un.org/sdgs/report/2022/The-Sustainable-Development-Goals-Report-2022_Spanish.pdf
https://unstats.un.org/sdgs/report/2022/The-Sustainable-Development-Goals-Report-2022_Spanish.pdf

Garcia de la Fuente, Aimudena; Ruiz Ortega, David; Diaz Roman, Cristina and Fuentes
Gutiérrez, Virginia.
The importance of inclusive marketing and its relationship with social services. Innovating
from new care tools.

Pérez-Suarez, M., Sanchez-Torné, 1., & Pérez-Troncoso, D. (2021). La Empresa Social:
realidad de la Economia Social en Espaifa. REVESCO. Revista de Estudios
Cooperativos, 139. https://dx.doi.org/10.5209/reve.77445

Petrauskiene, A., Zemaitaityte, 1., & Grigaliene, V. (2018). The perspective of Gestalt
therapy in social work practice. Society, Health and Welfare, 51.
https://doi.org/10.1051/shsconf/20185103004

Pino, C. D. (2007). El anunciante en la era de la saturacion publicitaria: Nuevas
herramientas de comunicacion. Ambito. Revista Internacional de Comunicacion,
16(1), 299-309. https://www.redalyc.org/pdf/168/16801616.pdf

Ponce de Ledn Romero, L., & Ares Parra, A. (2018). Técnicas y comunicacion durante
la intervencion social. Aldaba, 42, 63-80.
https://doi.org/10.5944/aldaba.42.2017.20808

Prager, J. H. (15 de diciembre de 1999). People with disabilities are next consumer
niche. The wall Street Journal.
https://www.wsj.com/articles/SB945213765959569213

Pykett, J., Jones, R., Welsh, M., & Whitehead, M. (2014). The art of choosing and the
politics of  social marketing. Policy Studies, 3%2), 97-114.
https://doi.org/10.1080/01442872.2013.875141

Real Decreto Legislativo 1/2013 [con fuerza de ley]. Por el que se aprueba el Texto
Refundido de la Ley General de derechos de las personas con discapacidad y de
su inclusién social. 29 de noviembre de 2013. BOE. No. 289.
https://www.boe.es/buscar/act.php?id=BOE-A-2013-12632

Resolucion A/RES/61/106 [Asamblea General de la Organizacion de las Naciones
Unidas]. Convencidn sobre los derechos de las personas con discapacidad. 24
de enero de 2007.
https://www.refworld.org/es/leg/resol/agonu/2007/es/49751

Rey Garcia, M., Alvarez Gonzalez, L. I., & Bello Acebrén, L. (2013). The untapped
potential of marketing for evaluating the effectiveness of nonprofit
organizations: a framework proposal. International Review on Public and
Nonprofit Marketing, 10, 87-102. https://doi.org/10.1007/s12208-012-0085-1

Reyes, F. A. L., Garcia, R. M., & Acevedo, J. E. R. (2021). Estrategias de Marketing
Digital en las Mypes y el Comportamiento de compra Post Pandemia en Peru.
International Journal of Business and Management Invention, 1X5), 11-19.
https://www.ijbmi.org/papers/Vol(10)5/Ser-2/B1005021119.pdf

Richards, S., & Vassalos, M. (2023). Marketing opportunities and challenges for locally
raised meats: An online consumer survey in South Carolina. Journal of
Agriculture, Food Systems, and Community Development, 1X2), 159-
184. https://doi.org/10.5304/jafscd.2023.122.009

23

Revista de Comunicacién de la SEECI. (2026)


https://dx.doi.org/10.5209/reve.77445
https://doi.org/10.1051/shsconf/20185103004
https://www.redalyc.org/pdf/168/16801616.pdf
https://doi.org/10.5944/aldaba.42.2017.20808
https://www.wsj.com/articles/SB945213765959569213
https://doi.org/10.1080/01442872.2013.875141
https://www.boe.es/buscar/act.php?id=BOE-A-2013-12632
https://www.refworld.org/es/leg/resol/agonu/2007/es/49751
https://doi.org/10.1007/s12208-012-0085-1
https://www.ijbmi.org/papers/Vol(10)5/Ser-2/B1005021119.pdf
https://doi.org/10.5304/jafscd.2023.122.009

Garcia de la Fuente, Aimudena; Ruiz Ortega, David; Diaz Roman, Cristina and Fuentes
Gutiérrez, Virginia.
The importance of inclusive marketing and its relationship with social services. Innovating
from new care tools.

Rocha, E. (6 de octubre de 2021). La importancia del marketing inclusivo para
amplificar el alcance de tu marca. InformaBTL. https://www.informabtl.com/la-
importancia-del-marketing-inclusivo-para-amplificar-el-alcance-de-tu-marca/

Rodriguez-Caro, O., Montoya-Restrepo, L. A., & Montoya-Restrepo, 1. A. (2021).
Reconocimiento del valor Storytelling y la Co-creacién en la construccion de
microsegmentos a través de la Estrategia de Marketing Digital. 7+D Revista De
Investigaciones, 1/(2), 58-74. https://doi.org/10.33304/revinv.v17n2-2022005

Rodriguez-Sanchez, C. (2023). The role of social marketing in achieving the planet
sustainable development goals (SDGs). International Review on Public and
Nonprofit Marketing, 2((3), 559-571. https://doi.org/10.1007/s12208-023-
00385-3

Saunders, M. N. K., Lewis, P., & Thornhill, A. (2015). Research Methods for Business
Students (7th ed.). Pearson Education Limited.

Sebastian, F., & Minimol, M. C. (2022). Cause-Related Marketing and Attitude Toward
Corporate Image: An Experimental Study. SAGE Open, 12X4).
https://doi.org/10.1177/21582440221138813

Segal, U. A. (1992). Marketing and Social Welfare: Matched Goals and Dual
Constituencies.  Administration  in  Social  Work, 154), 19-34.
https://doi.org/10.1300/J147v15n04 02

Sharma, D., Chakraborty, S., Rao, A. A., & Lobo, L. S. (2023). The Relationship of
Corporate Social Responsibility and Firm Performance: A Bibliometric Overview.
SAGE Open, 13(1). https://doi.org/10.1177/21582440231158021

Shrum, L. J., Fumagalli, E., & Lowrey, T. M. (2022). Coping with loneliness through
consumption.  Society for Consumer Psychology, 33%2), 441-465.
https://doi.org/10.1002/jcpy.1329

Solérzano, R. A. (2021). Andlisis de las estrategias de marketing en el concepto de
Smart City. Papeles de Administracion Hoy, %13), 62-67.
http://repository.unipiloto.edu.co/handle/20.500.12277/10371

Szablewska, N., & Kubacki, K. (2019). A Human Rights-Based Approach to the Social
Good in Social Marketing. Journal of Business Ethics, 155, 871-888.
https://doi.org/10.1007/s10551-017-3520-8

Thomas, J., Brunton, J., & Graziosi, S. (2010). EPPI-Reviewer 4.0: software for
research synthesis. EPPI-Centre Software. Social Science Research Unit, UCL
Institute of Education.
https://eppi.ioe.ac.uk/cms/er4/Features/tabid/3396/Default.aspx

Torreblanca, F., & Lorente, P. (2012). Marketing de guerrilla. Lo no convencional
triunfa. 3C Empresa, Investigacion y pensamiento critico,9, 1-14.
https://3ciencias.com/articulos/articulo/ marketing-de-guerrilla-lo-no-
convencional-triunfa/

24

Revista de Comunicacién de la SEECI. (2026)


https://www.informabtl.com/la-importancia-del-marketing-inclusivo-para-amplificar-el-alcance-de-tu-marca/
https://www.informabtl.com/la-importancia-del-marketing-inclusivo-para-amplificar-el-alcance-de-tu-marca/
https://doi.org/10.33304/revinv.v17n2-2022005
https://doi.org/10.1007/s12208-023-00385-3
https://doi.org/10.1007/s12208-023-00385-3
https://doi.org/10.1177/21582440221138813
https://doi.org/10.1300/J147v15n04_02
https://doi.org/10.1177/21582440231158021
https://doi.org/10.1002/jcpy.1329
http://repository.unipiloto.edu.co/handle/20.500.12277/10371
https://doi.org/10.1007/s10551-017-3520-8
https://eppi.ioe.ac.uk/cms/er4/Features/tabid/3396/Default.aspx
https://3ciencias.com/articulos/articulo/marketing-de-guerrilla-lo-no-convencional-triunfa/
https://3ciencias.com/articulos/articulo/marketing-de-guerrilla-lo-no-convencional-triunfa/

Garcia de la Fuente, Aimudena; Ruiz Ortega, David; Diaz Roman, Cristina and Fuentes
Gutiérrez, Virginia.
The importance of inclusive marketing and its relationship with social services. Innovating
from new care tools.

Trkulja, Z. M., Primorac, D., & Bili¢, I. (2024). Exploring the role of socially responsible
marketing in promoting diversity, equity, and inclusion in organizational
settings. Administrative Sciences, 14(4), 66.
https://doi.org/10.3390/admsci14040066

Tuli, N., Srivastava, V., & Kumar, H. (2025). Inclusive marketing: A review and research
agenda. Journal of Business Research, 191, 115274.
https://doi.org/10.1016/j.jbusres.2025.115274

Unilever. (23 de abril de 2024). 20 years on: Dove and the future of Real Beauty.
https://www.unilever.com/news/news-search/2024/20-years-on-dove-and-
the-future-of-real-beauty/

Velte, P. (2022). Meta-analyses on Corporate Social Responsibility (CSR): a literature
review. Management Review Quarterly, 723), 627-
675. https://doi.org/10.1007/s11301-021-00211-2

Verbytska, A., Lysenko, I., Babachenko, L., & Kraskivska, N. (2023). Inclusive Social
Marketing: Representation and Diversity in Brand Campaigns. Marketing and
Branding Research, 10(1), 45-58. https://doi.org/10.32038/mbr.2023.10.01.04

Vulevic, A., Castanho, R. A., Naranjo Gémez, J.M., Loures, L., Cabezas, J., Fernandez-
Pozo, L., & Martin Gallardo, J. (2020). Accessibility Dynamics and Regional
Cross-Border Cooperation (CBC) perspectives in the Portuguese—Spanish
borderland. Sustainability, 1X5), 1978. https://doi.org/10.3390/su12051978

Wakefield, M. A., Loken, B., & Hornik, R. C. (2010). Use of mass media campaigns to
change health behaviour. 7he Lancet, 376(9748), 1261-
1271. https://doi.org/10.1016/s0140-6736(10)60809-4

Wang, C. W., Chan, C. L. W., & Chow, A. Y. M. (2018). Social workers’ involvement in
advance care planning: a systematic narrative review. BMC Palliat Care, 1/5).
https://doi.org/10.1186/s12904-017-0218-8

World Health Organization. (7 de marzo de 2023). Discapacidad.
https://www.who.int/es/news-room/fact-sheets/detail/disability-and-health

Zhu, Y. Q., & Chen, H. G. (2015). Social media and human need satisfaction:
Implications for social media marketing. Business Horizons, 583), 335-345.
https://doi.org/10.1016/j.bushor.2015.01.006

Ziegler, S., & Bozorgmehr, K. (2024). "I don "t put people into boxes, but...” A free-
listing exercise exploring social categorisation of asylum seekers by
professionals in two German reception centres. PLOS Global Public Health, 42),
€0002910. https://doi.org/10.1371/journal.pgph.0002910

25

Revista de Comunicacién de la SEECI. (2026)


https://doi.org/10.3390/admsci14040066
https://doi.org/10.1016/j.jbusres.2025.115274
https://www.unilever.com/news/news-search/2024/20-years-on-dove-and-the-future-of-real-beauty/
https://www.unilever.com/news/news-search/2024/20-years-on-dove-and-the-future-of-real-beauty/
https://doi.org/10.1007/s11301-021-00211-2
https://doi.org/10.32038/mbr.2023.10.01.04
https://doi.org/10.3390/su12051978
https://doi.org/10.1016/s0140-6736(10)60809-4
https://doi.org/10.1186/s12904-017-0218-8
https://www.who.int/es/news-room/fact-sheets/detail/disability-and-health
https://doi.org/10.1016/j.bushor.2015.01.006
https://doi.org/10.1371/journal.pgph.0002910

Garcia de la Fuente, Aimudena; Ruiz Ortega, David; Diaz Roman, Cristina and Fuentes
Gutiérrez, Virginia.
The importance of inclusive marketing and its relationship with social services. Innovating
from new care tools.

AUTHORS’' CONTRIBUTIONS, FUNDING AND ACKNOWLEDGMENTS
Authors’ contributions:

Conceptualization: Garcia de la Fuente, Alimudena and Diaz Roman, Cristina.
Methodology: Ruiz Ortega, David and Diaz Roman, Cristina. Software: Ruiz Ortega,
David. Validation: Fuentes Gutiérrez, Virginia and Diaz Roman, Cristina. Formal
analysis: Garcia de la Fuente, Aimudena and Ruiz Ortega, David. Data curation:
Garcia de la Fuente, Aimudena. Drafting — Preparation of the original draft: Ruiz
Ortega, David. Drafting - Review and Editing: Ruiz Ortega, David. Visualization:
Ruiz Ortega, David. Supervision: Fuentes Gutiérrez, Virginia. Project
administration: Fuentes Gutiérrez, Virginia. All authors have read and accepted
the published version of the manuscript: Garcia de la Fuente, Alimudena; Ruiz
Ortega, David; Diaz Roman, Cristina and Fuentes Gutiérrez, Virginia.

AUTHOR(S):

Almudena Garcia de la Fuente

University of Jaén.

Almudena Garcia de la Fuente holds a Bachelor's degree in Business Administration and Management.
She is an expert in Inclusive Marketing and holds a Master's degree in Marketing Management and
Fashion & Luxury Communication from ESIC. She is an expert from the Marangoni Institute in Paris in
“Fashion and Luxury Communication Management” and a lecturer in the Master's degree in Accessibility
for Smart Cities. The Global City of the University of Jaén (UJA) and the ONCE Foundation. She holds a
Master's Degree in Dependency and Equality in Personal Autonomy from the UJA. She is part of the
GEDEX research group (Gender, Dependency, and Social Exclusion — SEJ-484), with which she
participates in several projects at the international, national, regional, and local levels. She is currently
working on her dissertation with an international focus related to social marketing.
communitymanager@fontainefinesse.com

Orcid ID: https://orcid.org/0009-0001-6377-7197

David Ruiz Ortega

University of Jaén.

David Ruiz Ortega is a social worker at the Horizonte Asperger Jaén Association, with a Master's Degree
in Dependency and Equality in Personal Autonomy and a Master's Degree in Accessibility for Smart City;
The Global City. He is currently working on his doctoral dissertation at the University of Jaén. The
research focus of this dissertation is on social triage systems in the context of Community Social
Services. He also teaches on the Master's Degree in Accessibility for Smart Cities: The Global City at the
University of Jaén (UJA) and the ONCE Foundation. He is a member of the GEDEX research group
(Gender, Dependency, and Social Exclusion — SEJ-484), with which he has participated in several
projects at the international, national, regional, and local levels.

drortega@ujaen.es

H-index: 1

Orcid ID: https://orcid.org/0000-0001-9432-3705

Google Scholar: https://scholar.google.es/citations?user=hgKu gsAAAAJ&hl=es&oi=ao
ResearchGate: https://www.researchgate.net/profile/David-Ruiz-Ortega

Revista de Comunicacién de la SEECI. (2026)

26


mailto:communitymanager@fontainefinesse.com
https://orcid.org/0009-0001-6377-7197
mailto:drortega@ujaen.es
https://orcid.org/0000-0001-9432-3705
https://scholar.google.es/citations?user=hgKu_qsAAAAJ&hl=es&oi=ao
https://www.researchgate.net/profile/David-Ruiz-Ortega

Garcia de la Fuente, Aimudena; Ruiz Ortega, David; Diaz Roman, Cristina and Fuentes
Gutiérrez, Virginia.
The importance of inclusive marketing and its relationship with social services. Innovating
from new care tools.

Cristina Diaz Roman

University of Jaén.

Cristina Diaz Roman holds a PhD in Social and Legal Sciences. She studied Social Work at the University
of Jaén. She then completed an Official Master's Degree in Dependency and Equality in Personal
Autonomy and a Master's Degree in Accessibility for Smart Cities: The Global City. She currently teaches
at the University of Jaén, lecturing on the Bachelor's Degree in Social Work and the two postgraduate
courses mentioned above. She is a member of the GEDEX research group (Gender, Dependency, and
Social Exclusion — SEJ-484), with which she has participated in several projects at the international,
national, regional, and local levels. She is also currently the coordinator of the Erasmus program and
supervises numerous bachelor's, master's, and doctoral dissertations.

cdiaz@ujaen.es
Orcid ID: https://orcid.org/0000-0002-0443-5322

Virginia Fuentes Gutiérrez

University of Jaén.

Almudena Garcia de la Fuente holds a Bachelor's degree in Business Administration and Management.
She is an expert in Inclusive Marketing and holds a Master's degree in Marketing Management and
Fashion & Luxury Communication from ESIC. She is an expert from the Marangoni Institute in Paris in
“Fashion and Luxury Communication Management” and a lecturer in the Master's degree in
Accessibility for Smart Cities. The Global City of the University of Jaén (UJA) and the ONCE
Foundation. She holds a Master's Degree in Dependency and Equality in Personal Autonomy from the
UJA. She is part of the GEDEX research group (Gender, Dependency, and Social Exclusion — SEJ-484),
with which she participates in several projects at the international, national, regional, and local levels.
She is currently working on her dissertation with an international focus related to social marketing.
communitymanager@fontainefinesse.com

Orcid ID: https://orcid.org/0009-0001-6377-7197

David Ruiz Ortega

University of Jaén.

David Ruiz Ortega is a social worker at the Horizonte Asperger Jaén Association, with a Master's
Degree in Dependency and Equality in Personal Autonomy and a Master's Degree in Accessibility for
Smart City; The Global City. He is currently working on his doctoral dissertation at the University of
Jaén. The research focus of this dissertation is on social triage systems in the context of Community
Social Services. He also teaches on the Master's Degree in Accessibility for Smart Cities: The Global
City at the University of Jaén (UJA) and the ONCE Foundation. He is a member of the GEDEX research
group (Gender, Dependency, and Social Exclusion — SEJ-484), with which he has participated in
several projects at the international, national, regional, and local levels.

drortega@ujaen.es

H-index: 1

Orcid ID: https://orcid.org/0000-0001-9432-3705

Google Scholar: https://scholar.google.es/citations?user=hgKu gsAAAAJ&hl=es&oi=ao
ResearchGate: https://www.researchgate.net/profile/David-Ruiz-Ortega

Cristina Diaz Roman

University of Jaén.

Cristina Diaz Roman holds a PhD in Social and Legal Sciences. She studied Social Work at the
University of Jaén. She then completed an Official Master's Degree in Dependency and Equality in
Personal Autonomy and a Master's Degree in Accessibility for Smart Cities: The Global City. She
currently teaches at the University of Jaén, lecturing on the Bachelor's Degree in Social Work and the
two postgraduate courses mentioned above. She is a member of the GEDEX research group (Gender,
Dependency, and Social Exclusion — SEJ-484), with which she has participated in several projects at
the international, national, regional, and local levels. She is also currently the coordinator of the
Erasmus program and supervises numerous bachelor's, master's, and doctoral dissertations.

cdiaz@ujaen.es
Orcid ID: https://orcid.org/0000-0002-0443-5322

Revista de Comunicacién de la SEECI. (2026)

27


mailto:cdiaz@ujaen.es
https://orcid.org/0000-0002-0443-5322
mailto:communitymanager@fontainefinesse.com
https://orcid.org/0009-0001-6377-7197
mailto:drortega@ujaen.es
https://orcid.org/0000-0001-9432-3705
https://scholar.google.es/citations?user=hgKu_qsAAAAJ&hl=es&oi=ao
https://www.researchgate.net/profile/David-Ruiz-Ortega
mailto:cdiaz@ujaen.es
https://orcid.org/0000-0002-0443-5322

Garcia de la Fuente, Aimudena; Ruiz Ortega, David; Diaz Roman, Cristina and Fuentes
Gutiérrez, Virginia.
The importance of inclusive marketing and its relationship with social services. Innovating
from new care tools.

Virginia Fuentes Gutiérrez

University of Jaén.

Virginia Fuentes Gutiérrez is a full professor in the Department of Social Work at the University of Jaén.
She teaches classes in the Master's Degree in Dependency and Equality in Personal Autonomy and the
Master's Degree in Accessibility for Smart Cities. The Global City (UJA and ONCE Foundation). She holds
a PhD in Social Work and she was awarded first prize for the best doctoral dissertation in Andalusia
(Spain) by the Andalusian Studies Center. Her current lines of research are social inclusion, cognitive
accessibility, social care for people with disabilities, and innovation in social services. She has
participated in more than 20 projects as a researcher in national and international projects, as well as
main researcher in other research and transfer projects; she has published more than 60 articles indexed
in scientific journals; and she has participated in more than 60 conferences as a speaker. She is a
member of the GEDEX research group (Gender, Dependency, and Social Exclusion — SEJ-484). Director
of the Interdisciplinary Seminar on Women's Studies at the University of Jaén..

vfuentes@ujaen.es

H-index: 12

Orcid ID: https://orcid.org/0000-0001-6876-067X

Google Scholar: https://scholar.google.es/citations?user=U79bRPIAAAAI&hI=es

ResearchGate: https://www.researchgate.net/profile/Virginia-Fuentes

Revista de Comunicacién de la SEECI. (2026)

28


mailto:vfuentes@ujaen.es
https://orcid.org/0000-0001-6876-067X
https://scholar.google.es/citations?user=U79bRPIAAAAJ&hl=es
https://www.researchgate.net/profile/Virginia-Fuentes

p— Revista de Comunicacion de la
Y —
£ 7
{ d i
\ Y
N 4 \‘-‘:-.—,:.,j
|

ISSN 2695 - 5156

RELATED ARTICLES:

Crespo-Tejero, N., Comendador Diaz-Maroto, S., & Fernandez-Lores, S.
(2024). Andlisis de la identidad visual de marca en el sector
de la comida rdpida: un estudio de neuromarketing.
Revista de Ciencias de la Comunicacion e Informacion, 29.
https://doi.org/10.35742/rcci.2024.29.e300

Hincapié-Naranjo, L., Castro-Pefia, M. Y., & Eider Vasquez-Hernandez, J.
(2024). Theoretical-conceptual approach to inclusive marketing:
a perspective from sensory disabilities. CLIO América, 1835),
126-141. http://bit.ly/4179¢cz5

Pérez-Seoane, J., Corbacho-Valencia, J.-M., & Abuin-Penas, J. (2023).
Mundial de Catar: autogol o éxito para los patrocinadores. Analisis
de los videos publicados en YouTube y la respuesta de la audiencia.
Revista Latina de Comunicacion Social, 81, 76-96.
https://doi.org/10.4185/rlcs-2023-2006

Rodrigues, L. (2024). Inclusive marketing: dar atencdao ou chamar a
atencao?. The Trends Hub, 1(4), 1-9.
https://doi.org/10.34630/tth.vi4.5685

Sartini, I. (2024). La resignificacion de la Llorona a través
de las épocas: de mito a performance politica.
European Public & Social Innovation Review, 10, 1-14.
https://doi.org/10.31637/epsir-2025-832



https://doi.org/10.35742/rcci.2024.29.e300
https://doi.org/10.31637/epsir-2025-832

	THE IMPORTANCE OF INCLUSIVE MARKETING AND ITS RELATIONSHIP WITH SOCIAL SERVICES. INNOVATING FROM NEW CARE TOOLS
	ABSTRACT
	1. INTRODUCTION
	1.1. State of the art

	2. OBJECTIVES
	3. METHODOLOGY
	3.1. Identification of relevant studies
	3.2. Inclusion and exclusion criteria
	3.3. Collection and analysis of relevant data

	4. RESULTS
	4.1. A success case in social services. Inclusive social marketing campaign in social triage

	6. REFERENCES
	AUTHORS’ CONTRIBUTIONS, FUNDING AND ACKNOWLEDGMENTS
	RELATED ARTICLES




