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Abstract

Despite developments in inclusive practices, individuals with intellectual disabilities are still exposed
to stigma, underrepresentation, and lack of inclusion. With the rise in popularity of digital
technologies, there have emerged possibilities to combat this problem through social media
marketing strategies. Unfortunately, little research has been devoted to the combined impact of
such strategies, storytelling, and audience involvement on the effectiveness of inclusion. This paper
suggests the use of a mixed-method approach to study the effect of strategic social media
marketing on the process of inclusion. Quantitative data were gathered through questionnaires from
450 social media users, encompassing the general public, caregivers, advocacy staff, and 35
individuals with intellectual disabilities. Qualitative data were gathered via semi-structured
interviews with 30 distinct informants, including individuals with intellectual disabilities, their
relatives, and advocacy professionals. Quantitative analysis included descriptive statistics,
correlation analysis, and regression analysis, while qualitative data was subjected to thematic
analysis. It is apparent from the results that social media campaigns greatly increase awareness
(M = 4.21) and diminish stigma (M = 3.95) and that personal stories create the most engagement
(M = 4.34). Simple linear regression indicates that content exposure significantly predicts positive
attitude change (R"2=0.375, F(1,448) =268.40, p<.001, =0.612). The qualitative findings further
emphasize the significance of authentic representation, platform-specific approaches, and the
involvement of people with intellectual disabilities. The research offers strategic insights regarding
social media marketing as a means of turning digital communication into a tool of empowerment,
inclusion, and social support.

Keywords Strategic Social Media Marketing, Intellectual Disabilities, Digital Inclusion, Social
Acceptance, Disability Advocacy, Digital Storytelling, Community Engagement.
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Introduction

Individuals with intellectual disabilities usually face social barriers, lack of representation in
the public domain, stigma, and fewer opportunities for participation in society. Despite the
efforts made through awareness campaigns and inclusion programs to address these
problems, there is still a prevalence of negative attitudes and a lack of communication, which
impacts their social acceptance and empowerment. The fast evolution of digital
communication has opened new ways to create an environment conducive to disability
inclusion through the sharing of experiences and creation of awareness. Effective use of
social media marketing is one of the strategies that can be used to create a good
communication campaign that would foster positive attitudes and participation among
persons with intellectual disabilities.

Social media influencers and digital content creators with intellectual disabilities make
considerable contributions toward enhancing visibility and representation online. The
presence of people with intellectual disabilities in digital society opens opportunities for
challenging stereotypes, fostering acceptance, and creating inclusive stories, as people with
intellectual disabilities are allowed to speak for themselves instead of having someone else
speaking for them [1]. Moreover, it has been proven that the social marketing communication
approach may be used to advance the inclusion of people with disabilities by connecting
awareness campaigns to bigger goals of improving employment prospects, fighting
discrimination, and fostering community participation [2]. Finally, there are examples of
successful large-scale social media campaigns that address the issue of intellectual and
developmental disabilities, demonstrating the ability of online platforms to foster civic
participation, involvement, and social inclusion through interaction with relevant content [3].

The literature reviewed suggests that strategic management approach, organizational
capabilities, and adaptation are key factors contributing to the effectiveness of social
interventions and digital transformation efforts [4]. It has been established that social media
platforms are a great tool for facilitating communication and social inclusion of people
suffering from intellectual disabilities through the elimination of traditional limitations and
increasing accessibility [5]. An inclusive approach to social marketing involving authentic
representation, diversity, and engagement has a positive effect on public perception and is
able to foster equality in marginalized communities [6]. Moreover, a strategic management
and digital adaptation approach helps to develop sustainable organizational practices
through increasing organizational resilience and facilitating communication strategy [7]. The
recent analysis of social media platforms proves that visual storytelling, community
engagement, and communication approaches can be used successfully to increase
awareness and foster inclusion [8].

Social media marketing from a strategic perspective is not limited to awareness but helps
with the empowerment and social development of marginalized sections of society. An
inclusive marketing strategy in digital marketing may contribute to better visibility, building
relationships within communities, and increasing participation in socioeconomic activities.
Inclusive marketing strategies reveal how targeted digital communication can lead to
empowerment of marginalized groups through equality and social inclusion [9]. In an
educational setting, inclusive strategies using digital communication can contribute towards
creating a conducive environment for people with disabilities [10].

The use of social marketing techniques can help develop a systematic framework to design
interventions that would enhance positive public attitudes and promote inclusion behavior.
Through the integration of audience assessment, persuasion techniques, and community
engagement, social media campaigns can be used to shape perceptions and encourage
diversity-based behavior. Diversity-related interventions that make use of social marketing
techniques highlight the role of strategic communication as a tool to encourage acceptance
and address social biases against stigmatized minorities [11]. It is clear that strategic social
media marketing is one of the key mechanisms for leveraging digital communication as a
force for social change.

While the role of social media has become increasingly prominent in advocating for the
rights of people with disabilities, more research should be carried out to determine the
effects of strategic digital marketing techniques on the success of inclusion initiatives and
behavior change. Current research stresses the significance of the issues such as
authenticity, storytelling, accessibility, and engagement; nevertheless, little attention has
been paid to incorporating the results of the impact of social media into the experience of
the stakeholders. In light of this, the purpose of the present study is Strategic Social Media



Marketing in Promoting Inclusion and Support for Individuals with Intellectual Disabilities,
where the effects of digital marketing techniques on awareness, stigma reduction,
acceptance, empowerment, and sustainable inclusion will be analyzed.

Key Contribution

e The use of strategic social media campaigns helps to educate people on issues
related to intellectual disability by engaging in storytelling and inclusivity. This form of
communication ensures that there is increased awareness of intellectual disabilities.

e Social networking sites offer the chance for people with intellectual disability to share
their stories and participate actively in online communities. This will make the
experience more personal and enable people with intellectual disability to be
confident and participate socially.

e Effective use of social media for marketing purposes allows the networking of people,
families, advocates, and groups. The use of strategic communication and
engagement enables resource exchange, collaboration, and equality and inclusivity.

The rest of this research paper is structured as follows. Section Il provides a review of
literature, reviewing the prior research conducted on social media marketing, digital
inclusion, disability advocacy, storytelling tactics, community engagement, and finally, the
research gap and the significant contributions of the research proposal. Section Il highlights
the materials and methods used in this research, covering aspects of the research design,
qualitative and quantitative research method, sampling technique, data collection process,
data analysis methods, and the ethics used in conducting this research. The results and
analysis are provided in Section IV, which covers demographic analysis, descriptive
analysis, correlation and regression analysis, qualitative analysis, discussions, and
implications of the research. Lastly, Section V provides a conclusion of the research,
highlighting the objectives, methods, results, contributions, and limitations of the research.

Literature Survey

The growth of social media applications has changed the manner in which marginalized
populations interact and exchange information. Social media marketing is an effective tool
used for facilitating inclusiveness through designing a proper strategy of communication that
would increase awareness, enhance participation, and promote social networking. Digital
communication is an opportunity to spread an inclusive message and interact with a
community, thus giving empowerment to those people who have been socially excluded.
The use of social media strategies for marginalized populations proves that online
communication can be an instrument for empowering marginalized populations [12].

It has been shown that there is great potential in social media marketing techniques in terms
of creating visibility, engagement, and community building among various target groups.
Effective digital marketing involves the use of content targeted at audiences,
communication, and relationship building over the Internet. It shows the importance of
strategic planning, content personalization, and engagement in achieving social aims, which
can be applied in order to help people with intellectual disabilities to feel included [13].
Furthermore, social media-based communication techniques have been found to be among
the important ways of creating health and social awareness, offering information, and
engaging individuals [14].

For a social media campaign strategy for social inclusion, it will be determined by relevance,
timeliness, and emotional value of the message. Real-time and social media strategies
theories provide organizations knowledge on audience reactions, how messages can be
improved and how positive engagement outcomes can be achieved. The following
examples illustrate the importance of monitoring the engagement of the users and improving
the digital strategy of the campaign in order to achieve social outcomes, particularly in the
realms of awareness and behavioral change [15]. Likewise, social media campaigns for
community development have emphasized the importance of digital storytelling,
engagement, and participation [16].

Social inclusion is a process that requires constant interaction between individuals,
communities, and supporting organizations. There have emerged new opportunities for
reducing social disparities by connecting isolated communities with others and by making
support facilities available through digital media. Projects implemented by communities that
employ digital media allow one to understand how social media can help achieve greater
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participation, cooperation, and equality through creating an inclusive environment for
interaction and knowledge sharing [17]. This information may prove useful when addressing
the problem of including people with intellectual disabilities.

Social media communities can also help promote participation and enhance user
experience through creating an environment that facilitates information sharing and support.
It has been proven that social and health-oriented online communities based on interactive
communication and user engagement, as well as tailored content, have potential in
increasing participation levels and improving relationships between organizations and users
[18]. As applied to the inclusion of people with intellectual disabilities, the same techniques
can be used in promoting awareness initiatives, facilitating access to various materials, and
encouraging people with intellectual disabilities and their families to take part in the process.
Emotional storytelling can serve as an efficient technique for improving social media
participation and shaping audience perceptions. It is evident that stories and messages that
are more emotional and talk about actual experiences and feelings can resonate with
audiences better than standard informative content. Examples from digital storytelling show
that using emotionally resonant content contributes to higher participation rates and
interaction with social causes [19].

For individuals with intellectual disability to be socially included, support systems should be
actively involved in the process. The support system is essential in ensuring that people with
intellectual disabilities are given the opportunity to interact socially through facilitating
participation and independence. Social inclusion programs focus on cooperation among
people with intellectual disabilities and support service providers in order to reduce the social
barriers and increase community involvement [20]. Social inclusion programs have also
shown that community integration programs provide the needed support services and
awareness to enable people with intellectual disabilities to participate in society [21].

Even though there have been improvements made towards inclusion in the case of people
with disabilities, there are still several barriers that prevent individuals with intellectual
disabilities from fully participating in society. These barriers include social stigmatization,
non-accessibility, difficulties in communicating, and low community awareness that all
impact social inclusion. It is important to be aware of these barriers to develop effective
social media marketing strategies that will challenge the misconceptions and create an
enabling digital environment for people with intellectual disabilities [22]. Long-term research
on social inclusion emphasizes the importance of a comprehensive approach towards
achieving this goal [23].

In summary, the literature reviewed shows that there is great potential for the use of strategic
social media marketing to foster inclusion and provide support for people living with
intellectual disabilities. The previous studies have emphasized the need for engagement,
storytelling, accessibility of information, and participation in order to develop an effective
inclusion campaign. Nevertheless, there is very little evidence on how the integration of
social media marketing strategies influences the awareness level of people with intellectual
disabilities and their experiences in real life. It means that this research aims to fill this gap
in the research area.

Research Gap

Even though past studies have noted the importance of social media platforms in raising
awareness and representation, as well as engaging communities in the support of
marginalized people, very few scholarly works have been done in the area of strategic social
media marketing and the promotion of inclusion for people with intellectual disabilities. Past
studies have only concentrated on the areas of digital participation, barriers to digital access,
or the experiences of individuals. Very little scholarly work has been conducted in the areas
of planning and marketing techniques, storytelling and engagement tactics of audiences,
and digital campaigns in promoting social acceptance and support for people with
intellectual disabilities. There is very little work that has combined both quantitative
measurements of effectiveness as well as experiences of stakeholders to determine the
effectiveness of social media-based inclusion strategies. This study attempts to bridge that
gap through the use of a mixed-methods approach.

Research Hypothesis

H1: Strategic social media campaigns have a significant positive association with
awareness and knowledge about intellectual disabilities.



H2: Inclusive storytelling and representation through social media platforms significantly
enhance social acceptance and engagement toward individuals with intellectual disabilities.

H3: Strategic social media marketing and community engagement significantly improve
supportive intentions and collaborative participation among families, advocates, and social
groups.

Research Questions

RQ1: How do strategic social media campaigns influence awareness and knowledge about
intellectual disabilities among social media users?

RQ2: How does inclusive storytelling and representation through social media platforms
contribute to social acceptance and engagement toward individuals with intellectual
disabilities?

RQ3: How does strategic social media marketing and community engagement support
collaborative participation and supportive intentions among families, advocates, and social
groups?

Materials and Methods

Research Design

The present research involves a combination of both qualitative and quantitative research
techniques in order to evaluate the significance of strategic social media marketing in
making people with intellectual disabilities inclusive and providing support to them. It is
decided to go for a combination of both types of research in order to meet the requirements
of measuring the influence of social media on one hand and to explore individual
experiences and perception about disability inclusion on the other hand. The study involves
the use of a convergent mixed-method research design in which both quantitative and
qualitative data are gathered and analyzed separately to form a holistic understanding.

Figure1 | Study design flow diagram for Social Media marketing in Promoting Inclusion

and Support for Individuals with Intellectual Disabilities

WORKFLOW: STRATEGIC SOCIAL MEDIA MARKETING
IN PROMOTING INCLUSION AND SUPPORT FOR INDIVIDUALS WITH INTELLECTUAL DISABILITIES

1. STRATEGIC
PLANNING

2. SOCIAL MEDIA Social Media Platforms Used
PLATFORM
DEPLOYMENT Facebook | | Twitter | | YouTube | | Others
’ v v
4A. QUANTITATIVE DATA 4B. QUALITATIVE DATA
COLLECTION COLLECTION
. AUDIENCE . . .
AU o Online questionnaire survey - Semi-structured interviews
INTERACTION S .
450 participants conducted - 30 participants
5A. QUANTITATIVE DATA ANALYSIS
« Descriptive statistics SB. QUALITATIVE DATAANALYSIS
« Reliability analysis (Cronbach's alpha) X .
« Correlation analysis * Thematic analysis
» Regression analysis *
| 6. INTEGRATION OF FINDINGS |

| 7. OUTCOMES: PROMOTING INCLUSION AND SUPPORT |

Figure 1 shows the step-by-step approach in executing strategic social media marketing for
promoting inclusion and support for people with intellectual disabilities. Strategic planning
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involves setting objectives, target groups, and communication strategies by way of
awareness campaigns, storytelling, education, inclusive representation, and advocacy
strategies. Strategies are then implemented in appropriate social media channels such as
Facebook, Instagram, YouTube, LinkedIn, X (Twitter), and online communities. Interaction
with target groups involves content exposure, user engagement, discussions, feedback, and
information exchange, which enables the building of connections and involvement in the
community. The research methods applied here involve both quantitative and qualitative
research designs. Survey data obtained from 450 participants is analyzed statistically, while
interview data gathered from 30 participants is analyzed using thematic analysis. The
analysis of the findings from both sources provides an opportunity to get an entire
understanding of the efficiency of social media marketing. The analysis has revealed that
strategic digital communication approaches could be used to increase awareness, decrease
stigma, encourage social acceptance, and empower individuals with intellectual disabilities.

Quantitative Research Approach

The quantitative research is concentrated on the effect of strategic social media marketing
interventions on the awareness, attitudes, digital engagement, and supporting behavior of
people with intellectual disabilities. The survey was developed based on the literature review
of social media marketing, disability advocacy, digital inclusion, and social support. The
survey was conducted among 450 social media users who are familiar with disability and
use Facebook, Instagram, YouTube, and LinkedIn. It includes various respondents, such as
students, professionals, community members, caregivers, and other social media users.
Thus, the opinions will be diverse regarding online disability awareness. Five variables were
used in the questionnaire: social media exposure, awareness and knowledge about
intellectual disabilities, social acceptance, digital engagement, and supportive behavior
intentions. The variables were measured using a five-point Likert scale, where 1 meant
"strongly disagree" and 5 meant "strongly agree". Descriptive statistics, Cronbach's alpha
reliability test, correlation analysis, and regression analysis were used to conduct the
research.

Qualitative Research Approach

The qualitative component of the research was used to learn more about the experiences
and opinions of stakeholders directly involved in the inclusion of people with intellectual
disabilities. In total, 30 interviewees were selected via purposive sampling. Three major
stakeholder groups were interviewed in the qualitative study: 12 family members/caregivers,
10 social media managers/representatives of disability support organizations, and 8
individuals with intellectual disabilities (self-advocates). The purpose of these interviews
was to analyze the effectiveness of social media campaigns, the representation of
individuals with intellectual disabilities in social media and their social participation online,
as well as problems related to accessibility of information. Interviews were analyzed by
means of thematic analysis, which involves several steps, such as data familiarization,
coding, pattern recognition, and theme formation.

Sampling Strategy

The study employed a two-phased sampling approach. For the first phase, the researcher
made use of convenience sampling in carrying out the quantitative research, where 450
social media users were sampled via disability-related social media platforms. Out of this
group, 35 were individuals living with intellectual disabilities. For the second phase, the
purposive sampling strategy was employed to sample participants for the qualitative part of
the study. The second sample consisted of 30 people who had direct experience working or
dealing with intellectual disability inclusion. Of the qualitative participants, 12 were
caregivers/ family members, 10 were social media managers or representatives of disability
organizations, while 8 were self-advocates living with intellectual disabilities.

Data Collection Procedure

Collection of data involved using questionnaires and interviews via the internet. The
quantitative questionnaire was electronically sent to 450 respondents via social media sites
and communities dealing with disability issues and inclusion. The qualitative interviews
involved conducting interviews on 30 selected respondents in order to get information about
their experience on the use of social media campaigns and inclusion. The use of both the
survey data and the interview data made it possible for the study to analyze the effect and
efficiency of strategic social media marketing. Whereas, the accessible design was used for



the completion of the quantitative questionnaire by the participants having intellectual
disabilities to allow for ethical and valid involvement. This involved simplification of the
language used in the questionnaire through the use of short sentences and the exclusion of
difficult terms and abstract ideas. The questionnaire contained clear questions based on the
Likert scale with standardized response choices. The participants received extra help where
needed, through completion with the help of caregivers or researchers without any biasing
their responses. Sufficient time was given to the participants to complete the questionnaire.

Data Analysis

The quantitative data obtained from 450 participants was statistically analyzed to discover
the patterns and connections between research variables. Descriptive statistics was used
to summarize demographics and patterns of responses, whereas Cronbach’s alpha was
employed to estimate the reliability of constructs used in measurement. Analysis based on
correlation and regression was conducted in order to assess the effect of the social media
marketing strategy on awareness, social acceptance and support among the target
population. Thematic analysis was conducted for the qualitative data collected from 30
interviews in order to identify the main ideas and experiences related to the problem of digital
inclusion. All these pieces of information were integrated in order to provide the holistic
understanding of the social media marketing strategy in terms of raising awareness and
support.

Ethical Considerations

The entire research process adhered to ethical considerations. All the subjects in the study
were made aware of the objectives of the study and their consent was obtained before
conducting the research. The privacy of all subjects was ensured, especially those with
intellectual disabilities and their families. The subjects were told that participation was
voluntary and that could withdraw from the study at any time without suffering any
consequences. The study was conducted in a manner that respected the subjects with
intellectual disabilities and did not discriminate against them. Special consideration was
given to participants with intellectual disabilities by ensuring accessible communication,
voluntary participation, and appropriate support during data collection while maintaining
participant autonomy and confidentiality

Results and Analysis

The results of this study on Strategic Social Media Marketing in Promoting Inclusion and
Support for Individuals with Intellectual Disabilities are provided in this chapter through
findings from the quantitative survey (n = 450) as well as the qualitative interviews (n = 30).
The results have been discussed through two main parts; first is the quantitative analysis
followed by the qualitative analysis.

PART A: Quantitative Results and Analysis

Demographic Profile of Respondents

Demographic Variable Category Frequency Percentage
(n=450) (%)
Gender Male 189 42.0
Female 243 54.0
Prefer not to say 18 4.0
Age Group 18-25 112 24.9
26-35 145 32.2
36-45 98 21.8
46 and above 95 211
Relationship to Disability Caregiver/Family Member 158 35.1
Community Advocacy Organization Staff 92 20.4
General Public/Follower 165 36.7
Individual with Intellectual 35 7.8
Disability
Social Media Platform Used Facebook 178 39.6
Most Instagram 132 29.3
TikTok 89 19.8
Other 51 11.3

Table 1 provides information on the demographic analysis of 450 respondents and helps to
learn more about the diversity of respondents who participated in the research on strategic
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social media marketing for promoting inclusion and support of people with intellectual
disabilities. In terms of gender representation, it can be seen that the largest portion of
respondents was female (54.0%, n=243), followed by males (42.0%, n=189), and a smaller
number of respondents did not want to disclose their gender (4.0%, n=18). When looking at
the age distribution of respondents, it is clear that the largest number of participants was in
the 26-35 years old age group (32.2%, n=145), then aged 18-25 (24.9%, n=112), 36-45
years old (21.8%, n=98), and 46 years and above (21.1%, n=95). With regards to
membership in the community of individuals with disability, the most respondents belonged
to the category of the general public/ social media followers (36.7%, n=165) and
caregivers/family members (35.1%, n=158). The rest of the respondents were staff
members of the advocacy organizations (20.4%, n=92) and people with intellectual
disabilities (7.8%, n=35). As for the popular social networks used, Facebook was ranked
firstamong them as a leading social network (39.6%, n=178), followed by Instagram (29.3%,
n=132), TikTok (19.8%, n=89) and others (11.3%, n=51). In all, the demographic data shows
that the research has included a diversified sample in terms of their involvement in the
disability networks and social media usage. Note that the 35 individuals with intellectual
disabilities listed in table 1 represent quantitative survey respondents (n = 35, 7.8% of N =
450). These respondents are entirely distinct from the 8 self-advocates interviewed in the
subsequent qualitative phase (N = 30).

Descriptive Statistics on Key Variables

Statement Mean (M) Std. Dev (SD) Interpretation

Social Media Exposure 4.21 0.68 Strongly Agree
Awareness and Knowledge 4.05 0.74 Agree

Digital Storytelling Engagement 4.34 0.61 Strongly Agree
Social Acceptance 3.95 0.79 Agree
Supportive Behaviour Intention 3.42 0.97 Agree

As can be observed from table 2, all the measurement constructs have gained positive
reactions from participants. Digital storytelling engagement was rated the highest among all
the variables with a mean value of M = 4.34, followed by social media exposure with M =
4.21. It means that the use of inclusive content on social media can help raise awareness
and engage people. Social acceptance with M = 3.95 and supportive behaviour intention
with M = 3.42 have also gained positive reactions.

Reliability Analysis
Construct Number of Cronbach’s Reliability
Items Alpha (a) Interpretation
Social Media Exposure 3 0.82 Good Reliability
Awareness and Knowledge about 3 0.86 Good Reliability
Intellectual Disabilities
Social Acceptance 3 0.84 Good Reliability
Digital Engagement 3 0.81 Good Reliability
Supportive Behaviour Intention 3 0.85 Good Reliability

Table 3 describes the Reliability testing of the survey instrument has been performed on the
basis of Cronbach’s alpha coefficient in order to measure the consistency of the
measurement constructs. Survey questions have been classified under five latent
constructs, including social media exposure, intellectual disability awareness and
knowledge, social acceptability, digital engagement, and supportive behavior intention.
Values of Cronbach’s alpha ranging between 0.81 and 0.86 have been received, which is
higher than the recommended threshold value of 0.70. Thus, all measurement constructs
are reliable for further analysis.

Inferential Statistics

Correlation Analysis

Pearson correlation was done to test the association between frequency of exposure to
inclusive social media content and positive attitude change towards people with intellectual
disabilities.
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Table 4 Correlation Analysis

Variables r —value p—value Interpretation

Content exposure frequency x Attitude 0.612 < .001 Strong positive
change correlation

Personal storytelling content x 0.578 <.001 Strong positive

Engagement (likes/shares) correlation (or

Moderate-to-strong
positive correlation)

Campaign frequency x Willingness to 0.443 .002 Moderate positive
support/donate correlation
Variables r —value  p—value Interpretation
Content exposure frequency x Attitude 0.612 <.001 Strong positive
change correlation

Table 4 describes the correlation analysis; there exist statistically significant positive
correlations between the research variables. The frequency of content exposure exhibits a
high positive correlation with attitude change (r = 0.612, p < .001), implying that frequent
content exposure leads to more attitude changes. In turn, personal storytelling content
exhibits a high positive correlation with engagement (r = 0.578, p < .001). This is one more
confirmation of its capacity for fostering engagement in an audience. Finally, the frequency
of campaigns is found to exhibit a moderate positive correlation with willingness to
support/donate (r = 0.443, p = .002).

Regression Analysis

Assimple linear regression was conducted to determine whether content exposure frequency
predicts attitude change.

Predictor Model B SE B t p-value R2 F (df1, df2)
(Constant) 1.52 0.14 — 10.86 <.001 — —
Content 0.58 0.035 .612 16.38 <.001 375 F(1,448)
Exposure = 2684

Table 5 shows the results of simple linear regression analysis carried out to determine
whether the content exposure frequency is a significant predictor of attitude change toward
people with intellectual disabilities. The regression analysis proved to be statistically
significant, F (1, 448) = 268.40, p < .001, and explained 37.5% of the variance in attitude
change (R? = .375, adjusted R? = .374) Content exposure frequency proved to be a
statistically significant positive predictor (8 = 0.612,B = 0.58,SE = 0.035,t = 16.38,p <
0.001). Because this is a simple bivariate regression model with a single predictor, the
standardized regression coefficient (8 = 0.612) equals the Pearson correlation coefficient
(r =0.612), where R? =r2?=0.375. These findings indicate that content exposure
frequency is significantly associated with attitude change and explains a substantial
proportion of variance in the observed responses. However, because the analysis is based
on cross-sectional survey data, the findings should be interpreted as statistical associations
rather than evidence of direct causal effects.

Summary of Quantitative Findings

High levels of agreement are found with regard to the effects of social media campaigns on
raising awareness (M = 4.21) and reducing stigma (M = 3.95). Storytelling personal content
is seen as most engaging (M = 4.34). There is a statistically significant positive relationship
between the level of exposure to inclusion content and changes in attitude (r = 0.612, p <
0.001) accounting for 37.5% of variance in regression modeling. The level of behavioral
response is relatively low (M = 3.42).

Qualitative Results and Analysis

In the qualitative part, there were 30 semi-structured interviews conducted among three
different groups of participants: caregivers/relatives (N=12); social media managers working
for advocacy organizations (N=10); and people with ID or their advocates (N=8).

VOL. 17 NO. 22026 | JIDOB | PAGE 9



Thematic Analysis

Theme 1: Authentic Storytelling as a Strategic Driver

Participants repeatedly pointed out that the most successful campaigns were those that
employed real stories, rather than generic marketing content, to make the connection.
Advocacy organization staff members noted an intentional change from using statistics and
clinical language to using personal stories involving actual people and their families.

Theme 2: Platform-Specific Strategic Choices

The participants agreed that the platforms had specific strategic functions in that Facebook
was useful in reaching the carers and the elderly with informative material, whereas
Instagram and TikTok were more useful in reaching younger people with emotionally
appealing content.

Theme 3: Barriers to Effective Inclusion Messaging

Limited budget to create content was among the challenges that a number of the participants
noted. Another one was the unpredictability of the algorithms used making it hard for content
to go organic. It is also difficult to measure behavioral changes over time.

Theme 4: Empowerment Through Representation

Intellectually challenged people and advocates stressed the need to be included in the
campaign as active participants, not mere subjects. The participants felt a greater sense of
dignity and validation when there were co-creation and participation in the process of the
campaigns.

lllustrative Participant Perspectives

In order to maintain anonymity, participants were coded based on their role (i.e.,
CG1=Caregiver 1, SM1=Social Media Manager 1, SA1=Self-Advocate 1). Caregivers
reported changes in the way their community reacted towards their relatives since particular
organizations started using more storytelling posts instead of just informative posts. Social
media managers noted that campaigns created in collaboration with people with intellectual
disabilities always performed better than organizational campaigns. The self-advocates
stressed their preference for speaking on behalf of themselves rather than having others
speak about them in campaigns.

Hypothesis Development and Summary

Table 6 Hypothesis Development and Summary

Hypothesis Analysis Statistical Result Decision
Method
H1 Correlation Positive relationship observed between Supported
Analysis social media content exposure and

awareness/attitude change (r = 0.612, p <
0.001). Regression analysis also showed
significant prediction (B = 0.612, R? = 0.375,

p < 0.001).
H2 Correlation Personal storytelling content showed a Supported
Analysis and significant positive association with
Descriptive engagement (r = 0.578, p < 0.001). Story-
Analysis based campaigns achieved the highest
engagement score (M = 4.34, SD = 0.61).
H3 Correlation Campaign frequency demonstrated a Supported
Analysis significant positive association with
willingness to support/donate (r = 0.443, p =
0.002).

Table 6 describes the results obtained from the hypothesis testing; it is evident that all the
suggested hypotheses were confirmed. The results demonstrate that there is a positive link
between strategic social media campaigns and increased awareness as well as attitude
change towards intellectual disabilities. Strategic social media and community involvement
play a major role in encouraging supportive behaviors. It can be concluded that the strategic
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use of social media can have a positive impact on awareness as well as social inclusion of
people with intellectual disabilities.

Summary of Qualitative Findings

The qualitative findings support and supplement the quantitative findings, showing that
Authentic, story-based content is seen as the most strategically effective form. Platform
choice is an intentional strategic choice dependent upon the target audience. Resource and
organizational constraints prevent the scaling of inclusion-oriented campaigns. The
involvement of people with intellectual disabilities adds authenticity and credibility to the
content.

Triangulation was possible through the mixed-methods research design by comparing the
quantitative and qualitative results. It is evident from the quantitative data that inclusive
social media content has a considerable impact on the attitude of the people (r=0.612, p <
0.001). Qualitative data reveals why this happens, in that the reason was identified as
storytelling and representation being strategic considerations. Both types of data are in
agreement that personal narratives and representations are the key strategic
considerations, and at the same time, point out the difference between attitude formation
and behavioral changes, which the organization should consider in the future.

Discussion

The findings obtained from this study have clearly shown that there is an important place of
strategic social media marketing in promoting the inclusion and empowerment of individuals
who have intellectual disabilities. In particular, the quantitative results showed that there
were strong perceptions of the effectiveness of social media campaigns as powerful means
for creating awareness and changing attitudes toward people with disabilities (M = 4.21)
and for decreasing stigma (M = 3.95), whereas personal stories content was found to have
the highest level of engagement (M = 4.34). Additionally, exposure to inclusive social media
content was strongly positively correlated with attitude change (r = 0.612, p < 0.001).
Content exposure significantly predicted attitude change (B = 0.612, R =0.375, p < 0.001).
These results suggest that consistent exposure to digital communication is associated with
more positive attitudes toward intellectual disability inclusion. However, the cross-sectional
nature of the survey does not allow definitive conclusions regarding causality. Other
influencing factors, such as prior contact with individuals with intellectual disabilities,
personal empathy levels, social background, or previous awareness of disability issues, may
also contribute to attitude differences. The results of this study coincide with previous studies
stressing that it is vital to have truthful representation, effective storytelling, and interactive
communication in order to increase disability awareness. The qualitative results provide
additional information about why the statistical results occur. The participants
acknowledged that co-creating content in which individuals with intellectual disabilities play
an active part in marketing campaigns adds authenticity, respectability, and credibility.
Nevertheless, some problems have been detected as well; are related to a lack of resources,
accessibility issues, and the discrepancy between greater awareness and actual behavior,
such as volunteering, making donations, and participating in community events. Thus,
although social media marketing works well in shaping attitudes and decreasing stigma,
further campaigns should aim to transform positive attitudes into social actions. In general,
the results obtained prove that social media marketing is a strong digital tool for empowering
people with intellectual disabilites and making them part of the community. Although
regression analysis identified content exposure as a significant predictor of attitude change
(B =0.612, R2=0.375, p < 0.001), this relationship should be interpreted cautiously. The
model includes a single predictor and does not account for potential confounding variables
that may influence attitudes toward disability inclusion

Implications

The results obtained from this study have implications for disability advocacy organizations,
policymakers, social marketers, and other interested parties because show how strategic
social media marketing can be used as a means to promote inclusivity of individuals with
intellectual disabilities. It is evident that awareness campaigns, authentic stories, and
inclusive representation can play a great role in influencing attitudes of people and
decreasing stigmatization of such individuals. Disability organizations can use various social
media websites to formulate their communication strategies and emphasize the strengths
of the individual and his/her accomplishments. In addition, this paper discusses the
significance of including people with intellectual disabilities in the process of conducting
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digital campaigns in order to make them more authentic, empowering, and socially visible.
Community organizations and policymakers can use these findings to develop digital
inclusion programs that will be aimed at increasing accessibility, participation, and support.
At the same time, the uncovered gap between attitude improvement and practical supportive
behavior indicates the necessity for designing strategies of translating social media activity
into real-life participation via volunteering, activism, resources exchange, and community
involvement. Thus, it can be concluded that carefully planned social media marketing
strategies may help to build an inclusive digital environment and support social inclusion of
people with intellectual disabilities.

Conclusion

This research seeks to examine the contribution of social media marketing to fostering
inclusiveness and empowering people with intellectual disabilities by analyzing how
communication strategies through digital channels can affect their awareness, social
acceptance, empowerment, and inclusive behavior. The uniqueness of this study is based
on the fact that it attempts to combine quantitative methods of measuring the influence of
social media with qualitative perspectives of individuals with intellectual disabilities,
caregivers, advocacy professionals, and educators. A mixed-methods research
methodology was used in this study, where 450 people participated in an online survey, and
30 stakeholders were interviewed through semi-structured interviews. The results proved
that a strategic social media campaign enhanced awareness (M = 4.21), decreased stigma
(M = 3.95), and promoted positive attitudes, while storytelling was more successful in
creating engagement (M = 4.34). The results demonstrated a significant association
between content exposure and attitude change (r = 0.612, p < 0.001), suggesting that
meaningful digital content is related to more positive public attitudes. However, further
longitudinal or experimental studies are required to establish causal relationships and
examine the influence of additional factors. Additionally, qualitative findings stressed the
importance of authenticity, active involvement, and specific communication on social media
platforms. To develop a successful digital strategy for the future, it is necessary to focus on
creating an artificial intelligence inclusion campaign, improving accessibility, conducting
longitudinal studies, and developing multilingual/cross-cultural digital strategies.
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