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Abstract

Inclusivity is a major sociological trend. This article aims to
understand how this trend has been pre-empted by advertis-
ing into an inescapable paradigm. The concept of inclusivity
is duplicated in advertising without any reflection on its stra-
tegic relevance for the brands using it. Today, brands repeat
the word inclusivity ad nauseam, regardless of the product.
This woven patchwork of ideology, new aesthetics, and com-

merce, creates a context in which it is difficult to discern true
commitment from opportunism. We will question the core
nature of inclusivity in brand communication by identifying
three different typologies of inclusivity. We will conclude by
proposing a life-cycle diagram for sociological trends applied
to inclusivity. The paper is a contribution to the CONNEC-
TIVITY AND CREATIVITY IN TIMES OF CONFLICT conference
themes.




