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Inclusive marketing is an approach focused on addressing the needs of 

different population groups, ensuring equal opportunities for everyone, 

regardless of social, cultural, physical, or other factors. In the context of 

education, this means creating an environment where every learner, regardless 

of their background, physical or psychological characteristics, feels part of the 

educational community. To analyze the tools of inclusive marketing and their 

application in the field of education, methods and methodologies from 

scientific works of domestic and foreign scholars, as well as experiments and 

information from other open sources [1–9], were reviewed. 

Inclusive marketing is an approach focused on addressing the needs of 

different population groups, ensuring equal opportunities for everyone, 

regardless of social, cultural, physical, or other factors. In the context of 

education, this means creating an environment where every learner, regardless 

of their background, physical or psychological characteristics, feels part of the 

educational community. 

Current problems of Ukrainian society, such as war, temporary occupation 

of territories, significant migration, and demographic changes, not only create 

new challenges but also provide opportunities for the education system. 

Educational institutions must adapt their marketing and communication 

strategies to be open to all. 

The use of inclusive marketing tools will allow educational institutions to 

communicate with a broader audience. Educational institutions implementing 

inclusive marketing demonstrate their commitment to the principles of equality, 

fairness, and respect for all members of society. 

Inclusive marketing can help educational institutions build a positive image 

and attract students, their families, and society in general. For example, creating 

programs to support war veterans, people with physical disabilities, orphans, 

and children from temporarily occupied territories will demonstrate the 

institution’s social responsibility. For these individuals, education can become 

a tool for professional retraining and psychological rehabilitation. 

War veterans need support in transitioning back to civilian life. In this 

regard, education can serve as an important tool for rehabilitation and 

retraining. Educational institutions can communicate with war veterans by 

offering specialized programs and support, such as psychological events, 
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adaptation courses, and professional training aimed at helping veterans find 

new opportunities in civilian life. 

An inclusive approach to attracting prospective students also contributes to 

the economic sustainability of educational institutions, expanding their target 

audience and increasing competitiveness in both the local and global 

educational services market. Engaging foreign students and students from 

various social groups will allow educational institutions to increase their 

revenue and invest in the further development of infrastructure and educational 

programs. 

Let’s outline some specific marketing tools and strategies that could 

contribute to the implementation of an inclusive approach in the marketing and 

positioning of educational institutions: 

• Development of inclusive advertising campaigns and creation of 

creatives reflecting the diversity of the student body, including people with 

physical disabilities, various ethnic backgrounds, ages, etc.; 

• Adaptation of websites and online resources for people with different 

needs, implementation of technologies to facilitate navigation for visually 

impaired people, subtitles for videos for hearing-impaired individuals, etc.; 

• Creation of informational materials in accessible formats, such as 

brochures, booklets, and other materials in Braille, as well as creation and 

distribution of audio versions of informational materials; 

• Organization of inclusive events and open days for all categories of 

potential students, taking into account various physical needs. 

It should be noted that migration issues and population decline also lead to 

the necessity for educational institutions to broaden their audience search 

horizons. Educational institutions should consider the possibility of attracting 

foreign students. In this process, inclusive marketing will play a key role, as 

this approach helps create an attractive image of an educational institution that 

cares about diversity and inclusion. The development of multilingual materials, 

adaptation of educational programs to international standards, and provision of 

support to foreign students become an integral element of positioning 

educational institutions. 

 

References: 
1. Alzahrani, N. (2020). The development of inclusive education practice: A review of 

the literature. International Journal of Early Childhood Special Education, 12 (1), 68–83. 

doi:10.20489/intjecse.722380. 

2. Arsel Z., Crockett D., Scott M. L. Diversity, Equity, and Inclusion (DEI) in the 

Journal of Consumer Research: A Curation and Research Agenda // Journal of Consumer 

Research. 2022. Vol. 48, Issue 5. P. 920–933. https://doi.org/10.1093/jcr/ucab057. 

3. Bennett R., Vijaygopal R., Kottasz R. Attitudes towards autonomous vehicles among 

people with physical disabilities // Transportation Research Part A: Policy and Practice. 

2019. Vol. 127. P. 1–17. https://doi.org/10.1016/j.tra.2019.07.002. 

4. Boyle, C., & Anderson, J. (2020). The justification for inclusive education in 

Australia. Springer. https://doi.org/10.1007/s11125-020-09494-x  



152 

5. Crittenden, V., Davis, C., & Perren, R. (2020). Embracing diversity in marketing 

education. Journal of Marketing Education, 42(1), 3–6. doi:10.1177/0273475319897230. 

6.  Haug, P. (2017). Understanding inclusive education: Ideals and reality. 

Scandinavian Journal of Disability Research, 19 (3), 206–217. 

https://doi.org/10.1080/15017419.2016.1224778. 

7. Inclusive Marketing Guide: Definition, Strategy & Examples - Apiary Digital.  

URL: https://apiarydigital.com/resources/inclusive-marketing/. 

8. Description of the Current State of Affairs, Trends, and Identification of Key Issues 

that Led to the Adoption of the National Strategy for the Development of Inclusive 

Education for the Period up to 2029. https://www.kmu.gov.ua/storage/app/ 

uploads/public/666/708/6b4/6667086b45e39610646063.pdf. 

9.  ORDER from June 7, 2024, No. 527-р on the Approval of the National Strategy for 

the Development of Inclusive Education for the Period up to 2029 and the Approval of the 

Operational Plan of Measures for Its Implementation for 2024–2026. 

https://www.kmu.gov.ua/npas/pro-skhvalennia-natsionalnoi-stratehii-rozvytku-

inkliuzyvnoho-navchannia-na-period-do-2029-roku-ta-zatverdzhennia-operatsiinoho-

planu-zakhodiv-z-ii-realizatsii-na-20242026-roky-527r-070624. 

  


