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1. INTRODUCTION

The Rise of LGBTQ+ Inclusive Branding Practices:

Inclusive branding practices have emerged as a pivotal strategy for marketers aiming to authentically
represent and include diverse and marginalized communities in their advertising campaigns (McDonald et
al., 2020; Licsandru & Cui, 2018). These practices go beyond mere tokenism or surface-level
representation; they aim to foster societal inclusiveness, reduce prejudice, and potentially enhance
consumers' brand attitudes by creating a more inclusive brand image (McDonald et al., 2020; Licsandru
& Cui, 2018). The increasing visibility and acceptance of LGBTQ+ individuals in mainstream media have
prompted brands to adopt LGBTQ+ inclusive strategies as a means to connect with a broader audience
and reflect the diversity of their customer base (McDonald et al., 2020; Bond & Farrell, 2020).

Understanding Generation Z (Gen-Z):

Generation Z, commonly referred to as Gen-Z, represents a unique and influential demographic cohort
born between 1997 and 2012 (Seemiller & Grace, 2016; Wolff, 2022). With an estimated global
population of 2 billion, Gen-Z is projected to account for 40% of global consumers by 2025, underscoring
their substantial economic power and influence in the marketplace (Seemiller & Grace, 2016; Wolff,
2022). This generation is characterized by its diversity, digital savviness, and unique identities, making
them a challenging yet rewarding demographic for marketers to engage with (Chen et al., 2020;
Konstantinou & Jones, 2022). Gen-Z is a socially-conscious generation that views brand choices as an
extension of their values and beliefs, which makes them particularly receptive to brands that embrace

inclusivity and authenticity (Chen et al., 2020; Konstantinou & Jones, 2022).
LGBTQ+ Representation and Gen-Z: A Symbiotic Relationship:

The relationship between LGBTQ+ representation and Gen-Z is symbiotic in nature, with each

influencing the other in significant ways. A 2022 Gallup poll revealed that 21% of Gen- Z self-identified
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as LGBT, which is a substantially higher percentage compared to previous generations (Porterfield, 2022).
Moreover, a substantial portion of Gen-Z views gender and sexuality as fluid constructs, further
emphasizing the importance of inclusivity and representation in advertising (Chen et al., 2020). This
unique characteristic of Gen-Z presents an unprecedented opportunity for brands to engage with this
demographic through LGBTQ+ inclusive branding practices. Authentic and inclusive representation not
only resonates with Gen-Z's values but also fosters a sense of belonging and community, thereby
strengthening their brand loyalty and buying intentions (McDonald et al., 2020; Bond & Farrell, 2020).

Market Size and Economic Influence of Gen-Z:

The economic significance of Gen-Z cannot be overstated, given their projected impact on global
consumer spending and market trends. Accounting for an estimated 40% of global consumers by 2025
and projected to represent a quarter of global income by 2030, Gen-Z's economic influence is undeniable
(Seemiller & Grace, 2016; Wolff, 2022). This generation's purchasing power and consumer behavior
significantly impact market trends, making it crucial for brands to understand and cater to their preferences
and values (Fromm, 2022; Chen et al., 2020; Konstantinou & Jones, 2022). As consumers who value
authenticity, inclusivity, and social responsibility, Gen-Z is more likely to support brands that align with
their values, thereby influencing their buying intentions and brand loyalty (Cheung et al., 2017; Chen et
al., 2020).

Research Objectives and Central Question:

Given the economic significance and unique characteristics of Gen-Z, understanding the impact of
LGBTQ+ inclusive branding practices on their buying intentions is crucial for brands aiming to succeed
in the evolving marketplace (Seemiller & Grace, 2016). Therefore, this research study seeks to empirically
investigate the impact of different types of LGBTQ+ inclusive ads, namely authentic inclusive ads and
non-inclusive ads, on consumers' brand attitudes among Gen-Z (McDonald et al., 2020; Bond & Farrell,
2020). Furthermore, the study aims to explore the mediating role of consumers' advertising attitudes and
the influence of identification with the LGBTQ+ community on these effects (Chen et al., 2020; Licsandru
& Cui, 2018). The central research question guiding this study is: To what extent do representations of
LGBTQ+ inclusivity in advertising affect consumers' brand attitudes among Gen-Z, and are these effects

mediated by consumers' advertising attitudes and community identification?
Significance of the Study:

By addressing this research question, the study aims to provide valuable insights and critical implications

for advertising professionals striving to develop more effective and authentic LGBTQ+ inclusive branding
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practices tailored to engage and resonate with Gen-Z, thereby fostering positive brand perceptions and

enhancing buying intentions within this influential consumer segment.

2. Review of Literature

In recent years, the recognition of diversity and inclusion has become increasingly central to corporate
branding strategies, with businesses recognizing the importance of appealing to diverse consumer
segments. Among these segments, the lesbian, gay, bisexual, and transgender (LGBT) community
represents a significant and influential market demographic. As such, businesses are increasingly adopting
LGBT-inclusive branding practices as a means of not only demonstrating their commitment to diversity
and equality but also tapping into a lucrative consumer base. This review of literature explores key aspects
of LGBT-inclusive branding, focusing on the use of inclusive language, diverse representation, support
for LGBT causes, employee inclusivity, and collaboration with LGBT influencers. By examining
scholarly research and theoretical frameworks, this paper aims to provide a comprehensive

understanding of the strategies employed by businesses to create inclusive brand identities and engage
effectively with LGBT consumers. Through this exploration, insights into the impact of LGBT-inclusive
branding practices on consumer perceptions, brand loyalty, and organizational culture will be elucidated,
contributing to both academic discourse and practical applications within the realm of marketing and
branding.

2.1 Inclusive Language

Inclusive language refers to the conscious use of vocabulary and communication strategies that avoid
assumptions about gender or sexual orientation, thereby fostering an environment of acceptance and
respect for individuals across the LGBT spectrum. Scholars such as K. Davis (2018) emphasize that
inclusive language is pivotal in marketing efforts, as it not only reflects a brand's commitment to diversity

and equality but also directly influences consumer perceptions and brand image (Tavits & Pérez, 2019).

Davis (2018) underscores the importance of gender-neutral language in marketing materials and
communications, arguing that it promotes inclusivity and avoids alienating potential customers. By
utilizing inclusive language, brands can signal their openness and acceptance of diverse identities, thus

resonating positively with LGBT audiences (Chae et al., 2016).
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Similarly, research by R. L. Rankin (2003) emphasizes the broader societal implications of language use
within organizations. Rankin suggests that language plays a crucial role in shaping perceptions of
inclusivity and acceptance, both within the workplace and in society at large. Therefore, adopting inclusive
language practices not only benefits individual brands but also contributes to broader social change by
challenging heteronormative norms and fostering a more inclusive culture (Cheng et al., 2023;
Cunningham et al., 2014)

2.2 Diverse Representation

Diverse representation in advertising and branding encompasses the portrayal of individuals from various
gender identities and sexual orientations in marketing materials. Scholars such as
S. M. Smith (2016) argue that seeing positive representations of LGBT individuals in media and

advertising can have profound effects on self-esteem and well-being among LGBT audiences.

Research highlights the significance of visibility and representation in shaping perceptions of belonging

and acceptance within society. Positive portrayals of LGBT individuals in

advertising can serve as powerful affirmations of identity, validating the experiences of LGBT consumers
and fostering a sense of inclusion (Rodriguez Montelongo, 2020; No6lke, 2018).

Furthermore, studies by J. L. Blaylock and K. N. Pancer (2018) suggest that diverse representation can
enhance perceptions of authenticity and credibility for brands, particularly among younger and socially
conscious consumers (Grilo et al., 2022). Blaylock and Pancer argue that by featuring diverse identities in
their marketing campaigns, brands can demonstrate a genuine commitment to diversity and inclusivity,

thereby strengthening consumer trust and loyalty (Lopes, 2022; Boyd et al., 2020).
2.3 Support for LGBT Causes

Corporate support for LGBT causes refers to actions taken by businesses to advocate for and contribute
to initiatives that promote LGBT rights and equality. Scholars highlight the positive impact of such support
on consumer perceptions and brand loyalty (Szyndlar & Wasikiewicz- Firlej, 2019; Hensley et al., 2019).

Research suggests that consumers view brands more favorably when they demonstrate support for LGBT
causes, viewing them as socially responsible and aligned with progressive values. This alignment can lead
to increased brand trust and positive word-of-mouth recommendations, particularly among LGBT-

identified consumers and their allies (Kaur, 2016).

Moreover, M. M. Webb et al. (2017) found that corporate support for LGBT causes can enhance brand image

and differentiate businesses from competitors. By actively engaging with LGBT communities and
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advocating for change, brands can position themselves as allies and leaders in the fight for equality,

thereby strengthening their appeal to socially conscious consumers (Cachay-Marin ET AL., 2022).
2.4 Employee Inclusivity

Employee inclusivity refers to the creation of workplace environments that are supportive and welcoming
to individuals of all sexual orientations and gender identities. Scholars such as Huang, (2020) emphasizes
the importance of organizational policies and practices in fostering inclusive workplaces for LGBT

employees.

Woodford et al. highlight the role of non-discrimination policies, diversity training, and inclusive benefits
packages in creating supportive environments where LGBT employees feel valued and respected. By
implementing such policies, organizations can signal their commitment to diversity and equality,

attracting top talent and enhancing employee morale and productivity (Kaplan & Berkley, 2021).

Additionally, research suggests that LGBT employee resource groups (ERGSs) can play a critical role in
promoting inclusivity and providing support within the workplace. ERGs offer a platform for networking,
advocacy, and education, allowing LGBT employees to connect with peers and allies, share experiences,

and influence organizational policies and practices (Rahman et al., 2023)
2.5 Collaboration with LGBT Influencers

Collaboration with LGBT influencers involves partnering with individuals who identify as LGBT and
have a significant following on social media platforms to promote products or services. Scholars such as
J. L. Lafferty and R. Goldsmith (2019) argue that such collaborations can enhance brand credibility and

authenticity, particularly when done in an organic and respectful manner.

Research emphasizes the importance of authenticity in influencer marketing, noting that consumers are
increasingly skeptical of traditional advertising tactics. By partnering with LGBT influencers who have
established credibility and trust within their communities, brands can reach target audiences in a more

genuine and relatable way, thereby enhancing brand perception and engagement (Crystal, 2018)

Furthermore, research suggests that LGBT influencers can serve as effective advocates for brands within
the LGBT community, helping to build trust and loyalty among their followers. By aligning with
influencers who share their values and priorities, brands can leverage their influence to amplify their

message and connect with LGBT consumers on a deeper level (Morikawa, 2023).
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In conclusion, the literature highlights the multifaceted benefits of inclusive language, diverse
representation, support for LGBT causes, employee inclusivity, and collaboration with LGBT influencers
in fostering LGBT-inclusive branding practices (Sabala, 2020). These strategies not only contribute to a
more equitable and inclusive society but also have the potential to enhance brand perception, loyalty, and

engagement among LGBT consumers and their allies (Li, 2022).

3. Research Methodology
The study was conducted in two phases. In phase-1, an in-depth review of literature was conducted to

understand the LGBT-inclusive branding practices that influence buying behaviour of buyers. The factors
identified in ROL were used to generate items for the questionnaire. In order to evaluate the face validity
of the questionnaire, which contained a total of 30 items, a panel of five academic experts was constituted
and tasked to evaluate the items. The final questionnaire included a total of 25 questions as five questions
were eliminated as per the recommendations of panel while a few were modified for easy understanding
of the respondents. Fifty Gen Zs from two private Universities in Punjab were asked to fill out the
questionnaire for pilot testing. After gaining an understanding of the component structure through the
application of EFA and determining the internal consistency of the questionnaire, the questionnaire was
distributed to a new sample consisting of 300 Gen Zs from three private universities located in the state of

Punjab. Sample was selected using judgemental sampling wherein the respondents were asked informally

about:

a) If they have/had friends/family/relatives belonging to LGBT community

b) How do they view brands supporting or ignoring the

4. Objectives

4.1 To explore the LGBT-inclusive branding practices impacting buying intention of Gen Z
4.2 To identify the factors most predictive of Gen Z’s buying intentions

5. Discussion On Results and Findings

51 To explore the LGBT-inclusive branding practices impacting buying intention of Gen Z

The purpose of this study was to explore the LGBT-inclusive branding practices impacting buying
intention of Gen Z. Hence, an initial step was to conduct an exploratory factor analysis. The results showed

the presence of five dimensions of LGBT-Inclusive branding practices that motivate Gen Z to have an
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intention to buy. A reliability test (Cronbach Alpha) was performed to show that the utilized model was
consistent within itself. The tabulated results of the tests are as follows in Table 1:
Table 1: Cronbach Alpha Scores

Sr No Dimensions Cronbach Alpha
1 Diverse Representation .810
2 Support for LGBT Causes .804
3 Employee Inclusivity .801
4 Inclusive Language .843
5 Collaboration with LGBT Influencers 837

Data appropriateness for structure detection was evaluated using KMO and Bartlett's Test. Each dimension
has a -Cronbach alpha value greater than 0.7, showing that it is a reliable one and that items associated
with it can be used to measure the dimensions/constructs. The outcomes are summarised in the table

below. 2

Table 2: KMO and Bartlett's Test

KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .861
Bartlett's Test of Sphericity Approx. Chi-Square 7249.472
Df 199
Sig. .000

Source: Primary Study

In order to conduct an accurate factor analysis, the sample sufficiency of the KMO measurements should
be somewhat close to 0.5. (i.e., whether or not the response of the sample is adequate). A KMO score of
0.861 gave significant support for the notion that it was fair to condense a high number of variables into
a smaller number of components. Because the significance value of the Bartlett test of sphericity was
0.000, the correlations in the data set were also eligible for EFA. This is because of how sphericity was
tested.

Factor Extraction and Total VVariance Explained

The eigenvalues and the percentage of the total variance that can be assigned to each of the components
are tabulated and displayed in Table 3 of the output provided by SPSS. In addition to that, the eigenvalue

was presented in the table in the form of a percentage of the overall amount of variance. In this instance,
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the first component was responsible for 21.18% of the total variation, followed by factors 2-4, which were
responsible for 11.367, 7.909%, and factors 4-5, which were responsible for 14.459% of the total variation.
The exploratory factor analysis resulted in 25 assertions, which were clustered into 5 factors that accounted

for approximately 68.108% of the variation. Table 3 demonstrates how these factors were formed.

Table 3: Total Variance Explained

Rotation Sums

of Squared
Initial Eigenvalues Extraction Sums of Squared Loadings |Loadings
Factor [Total % of Variance |[Cumulative % ([Total % of Variance Cumulative % [Total
1 6.000 [23.002 23.002 5.547 [21.187 21.187 4.423
2 4.220 (15.878 38.880 3.865 [14.459 35.646 3.789
3 3.437 |13.747 52.627 3.047 [11.187 47.833 4.017
4 3.083 [12.332 64.959 3.092 [11.367 60.200 4.221
5 2.283 9.130 74.089 1.977 [7.908 68.108 3.279

Extraction Method: Maximum Likelihood.

a. When factors are correlated, sums of squared loadings cannot be added to obtain a total variance.

Source: Primary study
Rotated Component Matrix (Pattern Matrix)

The rotation of the component matrix reveals the relationship between each variable (column) and the
many factors (columns). Each variable must be associated with the most pertinent component. If a variable
has identical correlation values with several factors, this may indicate that the variable is nearly equally
applicable to multiple factors, indicating that the variable is not well-defined and can therefore be
eliminated from the model. There is no such variable in the rotated component matrix. The result of rotating

the component matrix (Pattern matrix) was five factors.

The rotated component matrix is shown below in table 4:

Table 4: Pattern Matrix?

Factor

1 2 3 4 5
DR18 .790
DR16 779
DR20 .765
DR19 762
DR17 735
LGBT_Causes24 814
LGBT_Causes23 .808
LGBT_Causes22 753
LGBT_Causes21 707
LGBT_Causes25 .709
EI3 734
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El2 125

Ell 122

El4 721

EI5 .630

IL7 734

IL10 .709

IL8 .705

IL6 683

IL9 674

Influencer_collaboration13 727

Influencer_collaboration12 715

Influencer_collaboration14 .700

Influencer_collaboration11 673

Influencer_collaboration15 .655

Extraction Method: Maximum Likelihood.
Rotation Method: Promax with Kaiser Normalization.”

a. Rotation converged in 5 iterations.

Source: Primary study

In our investigation into the factors influencing Generation Z's purchasing decisions regarding LGBT-
inclusive branding, we employed Exploratory Factor Analysis (EFA) to uncover underlying dimensions
within the data. This statistical technique allowed us to identify distinct factors that capture the various

facets of LGBT inclusivity in branding strategies.
Diverse Representation (Factor 1):

This factor emphasizes the importance of diverse representation within branding efforts. It encompasses
variables related to the portrayal of individuals from diverse backgrounds, including varying sexual
orientations, gender identities, races, ethnicities, and cultural backgrounds. Brands that effectively
showcase diversity in their marketing materials and product imagery are likely to resonate more strongly

with Generation Z consumers, who value inclusivity and representation.
Participation in LGBT Causes (Factor 2):

Factor two signifies the extent to which brands actively engage in and support LGBT-related causes and
initiatives. Variables loading onto this factor may include involvement in Pride events, sponsorship of
LGBT organizations, or advocacy for LGBT rights. Brands that demonstrate genuine commitment to
LGBT causes are perceived more favorably by Generation Z consumers, who prioritize social responsibility

and ethical business practices.

© 2024, IJSREM | www.ijsrem.com DOI: 10.55041/IJ]SREM33166 | Page 9



http://www.ijsrem.com/

p27 \33
"gz;JSREM%Q
%}iﬁ !nternational Journal of Scientific Research in Engineering and Management (IJSREM)

olume: 08 Issue: 05 | May - 2024 SJIF Rating: 8.448 ISSN: 2582-3930

Employee Inclusivity (Factor 3):

The third factor, employee inclusivity, focuses on internal company policies and practices aimed at
creating an inclusive workplace environment for LGBT individuals. This factor encompasses variables

such as non-discriminatory hiring policies, diversity training programs,

and employee resource groups for LGBT staff. Brands that prioritize employee inclusivity are not only
better equipped to attract and retain diverse talent but also resonate more positively with socially-

conscious consumers.
Inclusive Language (Factor 4):

Factor four highlights the significance of using inclusive language in branding and communication
strategies. This includes the use of gender-neutral pronouns, avoiding heteronormative assumptions, and
incorporating inclusive terminology that acknowledges and respects diverse sexual orientations and gender
identities. Brands that adopt inclusive language practices demonstrate their commitment to diversity and

create a welcoming environment for all consumers, regardless of their identity.
Collaboration with LGBT Influencers (Factor 5):

The fifth factor underscores the impact of partnering with LGBT influencers across various platforms,
including social media, digital content creation, and community engagement initiatives. Collaborating
with influential figures within the LGBT community allows brands to reach a broader audience and
authentically connect with consumers who value representation and authenticity. These partnerships
facilitate genuine engagement and advocacy within the LGBT community, driving brand awareness and

loyalty among Generation Z consumers.

By elucidating these factors, our EFA offers valuable insights for brands seeking to enhance their LGBT-
inclusive branding strategies. Understanding the multifaceted nature of LGBT inclusivity allows brands
to tailor their marketing efforts more effectively, foster meaningful connections with Generation Z

consumers, and ultimately drive positive outcomes for both their business and the LGBT community.
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52 Objective 2: To identify the factors most predictive of Gen Z’s buying intentions

Regression:

Table 5: Model Summary®

Mode R R Square |Adjusted R [Std. Error of |Durbin-
I Square the Estimate  Watson
1 8292 172 71 16615 1.731

a. Predictors: (Constant), Perceived Expertise, Source Likeability,
Trustworthiness, Homophily, Social Advocacy

b. Dependent Variable: YouTube Celebrity Credibility
Source: Primary study

The "R" column of Model summary represents the value of R, which represents the multiple correlation

coefficient. R is a measure of the quality of the prediction of the dependent variable (Brand Avoidance). A
value of 0.829 indicates a good level of prediction. This is an overall measure of the strength of association
and does not reflect the extent to which any particular independent variable is associated with the
dependent variable. Model summary statistics also showed value of R square (coefficient of
determination) as .772 which indicates independent variables are capable of explaining/predicting 77.2%
of variance in dependent variable (Brand Avoidance). The adjusted R-squared is a modified version of R-
squared that is adjusted for the number of predictors in the model (Five in this case). Adjusted R square
value of .771 (almost same to R Square) again signals towards the predictive power of independent

variables.

Anova Table:

Table 6: ANOVA?

Model Sum of Df Mean F Sig.
Squares Square
1 Regression  [139.805 9 29.981 1066.01  |000°
7
Residual 19.125 729 028
Total 169.030 724

a. Dependent Variable: YouTube Celebrity Credibility

b. Predictors:  (Constant), Perceived Expertise, Source Likeability,
Trustworthiness, Homophily, Social Advocacy

The F-ratio in the ANOVA table tests whether the overall regression model is a good fit for the data. The
table shows that the independent variables (statistically) significantly predict the dependent variable, F (5,
729) =1066.017, p <.0005 (i.e., the regression model is a good fit of the data).

Std. Error of Estimate (SEE), which is standard deviation of the residual SEE, is .16615. It means on
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average estimate of brand avoidance will get wrong by 16% which is negligible in context of brand
avoidance. As R square is close to 1 it reduces the SEE. Higher R Square indicates better fit which leads

to lesser estimation error.

Table 7: Coefficients?
Model Unstandardized Standardized |t Sig. Collinearity
Coefficients Coefficients Statistics
B Std. Error Beta Toleranc  |VIF
e
1 |(Constant) 419 .058 7.228 .000
Inclusive 651 017 814 49.956 .000 .612 1.634
Representatio n
Employee 135 .010 .058 3.692 .000 .652 1.533
Inclusivity
Support for |.203 013 137 8.427 .000 612 1.635
LGBT Causes
Inclusive .040 .007 075 5.463 .000 871 1.148
Language
Collaboration |.021 .007 041 2.995 .003 877 1.141
with LGBT
Influencers
a. Dependent Variable: BA_Mean

Source: Primary Data

Buying Intention = .418 +.651* Inclusive Representation + .135* Employee Inclusivity +
.203* Support for LGBT Causes + .040* Inclusive Language +.021* Collaboration with LGBT Influencers

To identify the factors most predictive of Gen Z’s buying intentions, regression model was applied by

taking “Factor 1 to Factor 5” as independent variables & “buying intention” as dependent variable.
The regression model produced:

R Square=0.782

F=1066.017

P< .0005

Value of all the factors (Independent variable) & (Dependent Variable) was 0.000 which indicates all the
factors contributes to the model and out of these factors. As visible from the multiple regression equation,
a unit change in ‘Iclusive representation leads to .652 units change in buying intention. This factor was

found to be the most significant predictor Gen Z’s buying intention. A unit change in “Support for LGBT
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Causes’ was found to bring a change of

.205 units in buying intention and was the second-best predictor. A unit change in ‘employee inclusivity’,
‘Inclusive language and ‘Collaboration with LGBT Influencers brought in a change of .135, .040 and .022
units respectively in the YouTube Celebrity’s Credibility.

Buying Intention = .418 +.651* Inclusive Representation + .135* S Employee Inclusivity +
.203* Support for LGBT Causes + .040* Inclusive Language +.021* Collaboration with LGBT Influencers

In order to find out the most predictive inclusive branding antecedent towards buying intention, regression
model was applied by taking “Factor 1 to Factor 5 as independent variables & “Buying intention” as the

dependent variable.

The regression model produced:

R Square=0.771

F=1066.015

P<.0005

As visible from the regression analysis, all five independent variables were found to be statistically

significant predictors of LGBT Brand authenticity
6. Discussion and Conclusion
6.1 Discussion

The study delved into the exploration of LGBT-inclusive branding practices and their impact on the
buying intentions of Generation Z (Gen Z). Through the utilization of exploratory factor analysis (EFA),
the researchers identified five key dimensions of LGBT-inclusive branding practices that influence Gen
Z's buying intentions: Diverse Representation, Support for LGBT Causes, Employee Inclusivity, Inclusive
Language, and Collaboration with LGBT Influencers.

The reliability analysis conducted through Cronbach's alpha indicated strong internal consistency within
each dimension, ensuring the reliability of the measurement model. Moreover, the Kaiser-Meyer-Olkin

(KMO) measure and Bartlett's Test supported the adequacy of the sample for factor analysis.

The factor extraction process revealed that these five dimensions collectively accounted for approximately
68.108% of the total variance, indicating a substantial explanatory power of the identified factors in

understanding Gen Z's buying intentions regarding LGBT-inclusive brands.

Further analysis through regression modeling unveiled the predictive value of these dimensions on Gen Z's

buying intentions. The regression results indicated that all five dimensions significantly predicted buying
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intentions, with Diverse Representation being the most influential factor, followed by Support for

LGBT Causes, Employee Inclusivity, Inclusive Language, and Collaboration with LGBT Influencers.
6.2 Conclusion

In conclusion, this study provides valuable insights into the LGBT-inclusive branding practices that
influence the buying intentions of Generation Z. By identifying and analyzing the key dimensions of
LGBT inclusivity in branding strategies, the research offers practical implications for marketers and

brands seeking to engage effectively with this demographic segment.

The findings underscore the importance of embracing diversity, supporting LGBT causes, fostering
inclusive workplace environments, utilizing inclusive language, and collaborating with LGBT influencers
in branding initiatives targeting Generation Z consumers. These practices not only resonate with the values

and preferences of Gen Z but also contribute to enhancing brand authenticity and credibility.

Overall, this research contributes to advancing our understanding of LGBT-inclusive branding practices
and their impact on consumer behavior, particularly among Generation Z. By aligning branding strategies
with the identified dimensions, brands can cultivate stronger connections with Gen Z consumers and drive

positive outcomes for both their business and the LGBT community.
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Strongly Agree

Agree

Neither agree nor disagree
Disagree

Strongly disagree
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Inclusive Representation:

This brand's advertising includes individuals from diverse backgrounds,
including different sexual orientations and gender identities.

| feel represented and included in this brand's marketing materials.

This brand features a diverse range of people in its promotional campaigns.

The brand's advertisements accurately reflect the diversity of society,
including various ethnicities and cultures.

| appreciate the brand's efforts to showcase diversity in its branding and
advertising.

Employee Inclusivity:

This brand fosters a work environment where everyone feels accepted and
valued, regardless of their sexual orientation or gender identity.

The company has clear policies in place to prevent discrimination based on
sexual orientation or gender identity.

The brand actively promotes diversity and inclusion within its workforce.

Employees are encouraged to bring their authentic selves to work without]
fear of discrimination.

The company provides resources and support for LGBT employees, such as
employee resource groups or inclusive training programs.

Support for LGBT Causes:

This brand's support for LGBT causes influences my perception of the
company positively.

12

| appreciate when brands use their platform to advocate for LGBT rights and
equality.

13

Brands that actively support LGBT causes are more likely to earn my loyalty
as a consumer.

14

I am more inclined to support brands that align with my values, including
their support for LGBT causes.

15

Companies that support LGBT causes demonstrate their commitment to
social responsibility, which influences my purchasing decisions.

Inclusive Language:

16

I notice when brands use inclusive language that acknowledges diverse

sexual orientations and gender identities.
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It's important to me that brands avoid using language that reinforces
stereotypes or excludes certain groups.

Brands that use gender-neutral pronouns and inclusive terminology are more
appealing to me as a consumer.

Inclusive language in branding and communication makes me feel valued
and respected as a customer.

| prefer brands that make an effort to be inclusive in their language and
messaging.

Collaboration with LGBT Influencers:

I find it impactful when brands collaborate with LGBT influencers to
promote their products or services.

Brands that partner with LGBT influencers demonstrate their commitment to
diversity and representation.

Collaborating with LGBT influencers helps brands reach a wider audience
and connect with diverse communities.

I am more likely to trust brands that engage in authentic collaborations with
LGBT influencers.

The involvement of LGBT influencers in brand partnerships positively

influences my perception of the brand.
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