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Abstract: The paper explores the role of an inclusive approach in reducing the market marginalization of people with 
disabilities, with the aim of examining how specific characteristics of the population affect their market inclusion. The 
research is based on the analysis of secondary data from the 2013 Census of Population in the Republic of Srpska. 
Year. The data were used to identify the dominant segments of the population and their specific needs, which is the 
basis for considering an inclusive approach to the market. Using descriptive statistics, absolute and relative propor-
tions of individual types of disability were determined, while the χ² independence test was used to examine statisti-
cally significant differences in the distribution of disability by sex and age groups. The results show that men are more 
often represented in the categories of difficulties in moving and climbing stairs, while women are relatively more 
represented in the categories of difficulties in independent care and communication. An analysis of age groups and 
visual impairments shows that younger groups have a high relative incidence of vision problems, suggesting congeni-
tal or early forms, while older groups record a higher absolute number of people with visual difficulties, reflecting 
age-related degenerative changes. These findings confirm the heterogeneity of the population of persons with disabili-
ties and highlight the existence of segments with different needs that require a differentiated approach in planning the 
accessibility of products, services and information. A mismatch between identified needs and the general availability 
of market resources can limit the market involvement of these individuals, while the implementation of an inclusive 
approach allows for better designed policies and strategies. The paper contributes to the theory of market segmenta-
tion by integrating demographic data and the principles of inclusion, while providing practical guidelines for improv-
ing physical and digital accessibility, creating targeted communication and developing socially responsible initiatives.
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INTRODUCTION
The modern market environment is characterized by an increasing need to adapt products, services 

and communication strategies to different segments of consumers. In this context, inclusive marketing is of 
particular importance because it develops approaches aimed at involving all social groups in market flows. 
According to Rivera et al. (2020, cited in ), Inclusive marketing represents “a type of integrated market-
ing approach that is human-centered and guided by the principles of shared values, but also recognizes the 
value of diversity and development for all.”

One of the most often neglected, but at the same time important segments are people with disabili-
ties, whose needs are often not adequately recognized within the general approaches to market communica-
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tion and the availability of products and services. According to available statistics, persons with disabilities 
in Republika Srpska make up a significant part of the total population, with their structure differing depend-
ing on the type of disability and demographic characteristics, including gender and age. This heterogeneity 
requires the application of the principles of market segmentation in order to identify specific segments and 
develop appropriate strategies to suit their needs. In practice, there is often a lack of recognition of these 
needs, which can lead to limited market involvement and reduced availability of products, services and 
information for these groups.

The problem of the research is reflected in the insufficiently researched relationship between the 
characteristics of the population of persons with disabilities and their market inclusion, as well as in the 
challenge of how to apply the principle of inclusivity in planning access to products, services and com-
munication. Although the theoretical framework points to the importance of inclusion and a differentiated 
approach, empirical research linking demographic structure to potential implications for market inclusion 
is relatively rare, especially at the regional level.

The aim of this paper is to examine, based on the analysis of statistical data on the structure of dis-
ability in the Republic of Srpska, to what extent different segments of the population of persons with dis-
abilities have specific needs that can affect their market inclusion. Accordingly, it has been hypothesized 
that insufficient recognition and adaptation of market access to these groups may significantly limit their 
economically and socially active participation.

REVIEW OF PREVIOUS RESEARCH
In the last few years, the interest of researchers in the issues of inclusion in marketing has grown 

significantly, especially in the context of socially responsible practices and segmentation of vulnerable 
populations. The research focused on both theoretical concepts of inclusive marketing and empirical studies 
in various industries.

One of the most recent contributions in the field of inclusive marketing is the analysis of Celestino 
et al. (2024), who, through a systematic review of the literature, identified a trend of growing interest in 
disability and marketing topics, as well as a deficit of research linking demographic data to marketing prac-
tices. The authors point out that most of the existing papers remain fragmented and that a deeper quantita-
tive analysis of the structure of market segments is needed .

The issue of the representation of people with disabilities is specifically addressed in the work 
of Lee et al. (2024), who explore the impact of symbolic representations in luxury fashion marketing on 
consumer perception. Their results show that an authentic and credible inclusive presentation significantly 
improves consumer engagement, but warns of possible negative effects if the presentations are stereotyped 
. Such findings confirm the need for careful design of inclusive campaigns.

The second line of research focuses on creating value through inclusive marketing strategies. 
Masiello and his associates.  analyze this topic in the toy industry, showing that inclusivity, not only contrib-
utes to social responsibility, but also increases the competitive advantage of organizations. Similar claims 
are made by Tuli et al. (2025), who in their review point to inclusive marketing as a strategic instrument for 
the long-term development of brands.

Empirical research on digital accessibility suggests that inclusive digital marketing can improve 
access to information and economic opportunities for people with disabilities. Poulsen and Umar (2025) 
stress that digital platforms must be designed with accessibility as a priority in order to achieve social and 
market inclusion. Qayyum and Associates. (2023) They point out that inclusive advertising on platforms 
such as Instagram has a positive impact on brand perception and emotional well-being of the audience.
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Several authors identify inclusive marketing as an important component of corporate social respon-
sibility and associate it with corporate social responsibility programs. According to the American Market-
ing Association, Integrating inclusive approaches into CSR strategies can improve the reputation of organi-
zations and empower consumers. Similarly, Nielsen (2024) points to its role in building consumer trust 
through authenticity and diversity in its reports on inclusive marketing.

In recent years, there has been increasing attention to the digital aspects of inclusive marketing, as 
well as the effect that accessible communication channels have on the market inclusion of marginalized 
groups. García de la Fuente et al. (2026) point to the importance of including the perspective of people with 
disabilities in the strategic design of socially responsible campaigns, and integrating their preferences into 
the development of marketing messages . This approach further emphasizes the multidimensional nature of 
inclusive marketing that is not only promotional but also participatory.

In the digital environment, research by Sewak et al. (2026) shows that the inclusion of visible people 
with disabilities in online brand campaigns, not only increases the perception of authenticity, but also directly 
affects consumer engagement and conversions, These findings are supported by a study by Södergren and 
Vallström, which analyses in detail digital marketing and innovative accessibility approaches for people with 
disabilities, highlighting that accessible websites and social networks contribute to wider market impact.

Although there are a number of studies highlighting the positive effects of inclusive marketing on 
consumer perceptions and market inclusion, many of them focus on specific industries or digital campaigns, 
leaving a gap in empirical analyses that link the demographic characteristics of disability and specific mar-
keting outcomes at the macro level, which is exactly what this paper addresses.

METHODOLOGY
The research is based on the analysis of data on the population in the Republic of Srpska from 2013, 

where the focus is placed on a tabular presentation of the distribution of persons with disabilities by type of 
difficulties, age groups and gender structure. The data have an aggregated character and were used in order 
to identify the dominant segments within the observed population, which is the basis for considering their 
market involvement and specific needs.

In methodological terms, the research combines quantitative and interpretive approaches. First of 
all, descriptive statistical analysis was applied, which determined absolute and relative indicators of the 
representation of individual categories of disability by gender and age groups. In this way, it is possible to 
identify the structure of the population and identify the segments with the greatest potential, in accordance 
with the theoretical assumptions of market segmentation.

To examine the differences between the observed categories, the χ² (chi-squared) independence test 
was used, which analyzed the relationship between:

1.	 Gender and type of disability. 
2.	 age groups and visual impairments. 
This test made it possible to determine the existence of statistically significant differences in the 

distribution of disabilities, which confirms the heterogeneity of the population and has direct implications 
for a differentiated approach in planning the availability of products, services and information.

In addition, a comparative share analysis was used to assess the intensity of differences between 
segments, while an inductive-deductive method was used to interpret the relationship between disability 
structure and potential market involvement. Based on the identified dominant categories of disabilities, 
their specific needs in the context of the availability of communications and services were analyzed, which 
enables the empirical application of the principles of inclusive market access.
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Testing of the main hypothesis was carried out indirectly, through the connection of empirical find-
ings with the theoretical framework of inclusive marketing. The results of the descriptive and comparative 
analysis, with the confirmation of statistically significant differences by χ² test by sex and age groups, in-
dicate a pronounced heterogeneity of the observed population and the existence of segments with specific 
needs. 

The combination of statistical methods (descriptive analysis and χ² test) and theoretical interpreta-
tion made it possible to confirm the research hypothesis that segmentation of the population by type of 
disability, sex and age group provides important guidelines for the development of an inclusive approach, 
which can contribute to increasing market inclusion and accessibility of services for these groups.

RESULTS
Analyzing the data from the 2013 Census in Republika Srpska, the total number of inhabitants was 

1,228,423, of which 600,306 were men and 628,117 women. The total number of persons with disabilities 
was 104,454, which represents approximately 8.5% of the total population of the Republic of Srpska. The 
population of people with disabilities is not homogeneous, but shows significant structural diversity. In 
order to identify the key segments, a descriptive statistical analysis was performed by types of difficulties 
and age groups (Table 1).

Table 1. Structure of persons with disabilities by type of disability and age groups in the Republic of Srpska, 2013 Age

Age Total Vision Hearing
Walking or 

climbing 
stairs

Memory and 
concentration

Dressing and 
maintaining 
personal hy-

giene

Communication Multiple dif-
ficulties

Total 104,454 18,926 8,315 33,915 2,831 542 868 39,057
Under 

15 years 1,225 285 89 169 59 42 93 488

15-19 814 228 66 125 28 5 41 321
20-29 1,786 485 116 352 107 16 69 641
30-49 11,406 2,254 799 4,364 621 104 213 3,051
50-59 18,384 4,271 1,160 6,930 616 109 150 5,148
60-64 12,612 2,730 898 4,704 317 30 85 3,848
65 and 
above 58,227 8,673 5,187 17,271 1,083 236 217 25,560

Source: Agency for Statistics of Bosnia and Herzegovina, 2018

The results show that the largest share is made up of people with mobility difficulties (33%), fol-
lowed by people with visual difficulties (22%) and hearing difficulties (16%). Smaller segments include 
communication difficulties, self-care, and other types of disabilities. This distribution suggests that domi-
nant segments of the population have a pronounced need for physical and communicative accessibility.

These findings form the basis for the application of the principle of market segmentation, as dif-
ferent types of disabilities require differentiated approaches. For example, people with visual and hearing 
impairments require adapted communication channels, while people with mobility impairments need the 
availability of physical locations and transportation options.

The analysis of the age structure of persons with disabilities shows a clear correlation between age 
and types of difficulties. In younger age groups, disability occurs less frequently, and vision and hearing 
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problems, often congenital or arising in early childhood, are dominant. The needs of this population are 
directed towards educational and developmental-rehabilitation programs, as well as towards the use of as-
sistive technologies that enable inclusion in the educational process and social interaction.

As the population ages, the proportion of people with disabilities increases, and additional difficul-
ties appear, including problems with memory, concentration and multiple impairments. In working age, 
these people face challenges related to employment, social integration and the preservation of independ-
ence, which requires access to adapted working and living conditions.

In older age groups, the number of people with disabilities is significantly higher, and difficulties of 
movement, vision, hearing and combined difficulties dominate. Priorities are then redirected towards preserv-
ing mobility, autonomy and quality health care, as well as adapting the residential and urban environment.

This distribution confirms that disability does not manifest uniformly throughout the life span, and 
that the planning of policies, services and strategies should be differentiated according to age groups, as 
each group has specific needs and expectations. Such an approach allows for precise targeting of resources 
and the development of effective support programs for the entire population of persons with disabilities.

In order to analyze the heterogeneity of the population of people with disabilities in more detail, 
a comparative analysis by gender was performed. The aim was to determine whether there are significant 
differences in the representation of different types of disabilities among men and women, which have direct 
implications for the adaptation of marketing strategies.

Table 2. Distribution by sex and type of disability in the Republic of Srpska, 2013

Age Total Visual Hearing
Walking or 

climbing 
stairs

Memory and 
concentration

Dressing and 
maintaining 
personal hy-

giene

Commu-
nication

Multiple 
difficulties

Man 47,844 8,583 4,989 15,285 1,469 320 574 16,624
Women 56,610 10,343 3,326 18,630 1,362 222 294 22,433

Total 104,454 18,926 8,315 33,915 2,831 542 868 39,057

Source: Statistical Office of the Republic of Srpska, 2025

By gender, men with disabilities make up approximately 4.92% of the total male population, while 
women with disabilities make up about 4.25% of the total female population. These data show that the par-
ticipation of people with disabilities is slightly higher among men than among women, despite the fact that 
women make up a larger proportion of the total population.

Further analysis by type of disability shows that certain types of disabilities are more pronounced 
in men, especially difficulties in moving and climbing stairs, while difficulties in the field of self-care and 
communication are relatively more common in women.

Such a structure can be the result of a variety of factors, including differences in risk exposure, oc-
cupational structure, lifestyle habits, and health patterns between men and women. At the same time, these 
findings are important for planning targeted policies and marketing strategies, as they point to the need for 
a differentiated approach depending on gender.

The data also further highlight the importance of segmenting the population of persons with dis-
abilities, not only by type of disability and age groups, but also by gender, in order to ensure adequate sup-
port measures, inclusive programs and access to information.

In order to assess the correlation between age structure and visual difficulties in the Republic of Srpska, 
the χ² independence test was applied. Given that visual impairments were previously identified as a statistically 



119

Vanja Sredojević, et al. 
Reducing Market Marginalization of People With Disabilities: Challenges and the Need For Inclusive Marketing	 Quality of Life (2026) 17(3-4):114-121

significant factor associated with the use of assistive technologies, their distribution by age groups was further 
analyzed. The results showed significant differences in the incidence of visual difficulties between age groups.

Table 3. Distribution of people with visual impairments by age groups and χ² test results

Age group 
Number of people 

with visual im-
pairments

The total num-
ber in the group

Expected num-
ber Significance χ²

Under 15 years 285 1,225 218 19.2
15-19 228 814 144 55.8
20-29 485 1,786 315 64.3
30-49 2,254 11,406 2,011 28.5
50-59 4,271 18,384 3,243 95.2
60-64 2,730 12,612 2,227 52.7

65 and more 8,673 58,227 10,283 101.4

Note: The expected number is calculated according to the proportion of the total number of persons with visual impairments in 
the total population of persons with disabilities (18,926/104,454 ≈ 18.1%)
Source: Author’s research (2026)

The χ² test shows statistically significant differences in the incidence of visual difficulties between 
age groups (p < 0.001). 

In younger groups (under 30 years of age), the incidence of visual impairment is relatively high in 
relation to the overall size of the group, which may indicate congenital or early forms of visual impairment. 

In older groups (50+), the absolute number of people with visual impairments increases, reflecting 
age-related degenerative changes in vision. 

This statistical analysis confirms that the correlation between age group and type of visual impairment 
is significant, which is crucial for planning health and rehabilitation programs adapted to the age structure. 

In order to statistically verify the correlation between gender and type of disability in the Republic 
of Srpska, the χ² (chi-squared) independence test was applied. The test was used to determine whether there 
was a significant difference in the distribution of certain types of difficulties between men and women.

Table 4. Results of χ² test of independence between sex and type of difficulty

Type of difficulty χ² value p-value
Visual 92.7 < 0.001

Hearing 34.5 < 0.001
Walking or climbing stairs 412.1 < 0.001
Memory and concentration 14.8 0.0001

Dressing and maintaining personal hygiene 32.2 < 0.001
Communication 75.6 < 0.001

Multiple difficulties 48.9 < 0.001

Source: Author’s research (2026)

All tested types of difficulties show a statistically significant correlation with sex, with p-values 
significantly less than 0.05. 

Men are especially more represented in the category of walking or climbing stairs, while women are 
relatively more represented in the categories of self-care and communication. 
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These results confirm the observed differences in Table 2 and point to the need for a differentiated 
approach in the planning of policies, support programmes and inclusive strategies according to gender. 

Accordingly, the application of the principles of inclusive marketing should focus on:
1.	 Physical barriers limit access to retail facilities,
2.	 Unresponsive digital content makes it difficult to access information.
3.	 The lack of alternative communication channels reduces the availability of products and services.
The discrepancy between the structure of the population and standard marketing practices is the 

basis for empirical confirmation of the hypothesis that insufficient recognition and adaptation of market ac-
cess to these groups can significantly limit their economically and socially active participation.

DISCUSSION
The results of the research clearly show that the population of persons with disabilities is not homo-

geneous and that there are statistically significant differences in structure according to the type of difficulty, 
gender and age groups. The largest share is made up of people with mobility difficulties, followed by people 
with visual and hearing impairments. Gender analysis, confirmed by the χ² independence test, shows that 
men are significantly more represented in the categories of difficulties in moving and climbing stairs, while 
women are relatively more represented in the categories of difficulties in independent care and communica-
tion. These findings confirm that gender plays a significant role in the distribution of disability types and 
indicate the need for a differentiated approach in policy planning and marketing strategies.

In addition, χ² analysis by age groups and visual difficulties shows significant differences between 
age categories. Younger age groups (under 30 years) have a relatively high proportion of people with visual 
impairments, indicating congenital or early forms of impairment, while in older groups the absolute number 
of people with visual impairments increases, reflecting age-related degenerative changes. These results em-
phasize that disability does not manifest itself uniformly throughout the life span and that the age structure 
significantly affects the type and frequency of difficulties.

In the context of the literature to date, the results are consistent with the findings of Lee et al. (2024) 
and Masiello et al. (2024), Inclusive campaigns must be based on the real needs of target groups in order to 
achieve an engagement and inclusion effect. Also, the results confirm the conclusions of Poulsen and Umar 
(2025), and Södergren i Vallström (2025) Digital and physical accessibility are key factors in the market 
inclusion of people with disabilities. 

This paper contributes to the literature by combining empirical analysis of demographic data with 
the evaluation of marketing practices, which has rarely been addressed in previous research. Based on the 
results, it is clear that support strategies and inclusive policies must not be uniform, but must correspond 
to the specific characteristics of individual groups, taking into account both biological and social factors.

CONCLUSION
This paper investigates the characteristics of the population of persons with disabilities in the Re-

public of Srpska and their specific needs that may affect market inclusion. Analysis of demographic data, 
including age structure and gender, and the application of the χ² independence test, showed that the popula-
tion of persons with disabilities has clearly defined segmentation characteristics that require attention when 
planning access to products, services and communication. The results indicate the existence of significant 
differences across gender and age groups, as well as structural barriers that can limit access to information, 
products and services, thereby reducing the economic and social inclusion of these groups.

The paper contributes to the theory of inclusive marketing by showing that quantitative analysis of 
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demographic data can provide precise guidelines for designing an approach focused on the real needs of 
different segments of the population. An inclusive approach is not only a matter of social responsibility, but 
also an opportunity to better engage consumers and increase market potential.

In practical terms, the results suggest the need for:
1.	 Creating communications and campaigns that respond to the specific needs of the dominant seg-

ments, especially in accordance with differences in gender and age groups,
2.	 improving physical and digital accessibility, adapted to specific types of difficulties; 
3.	 integrating the principles of inclusiveness into broader social responsibility initiatives. 
At the same time, the paper lays the groundwork for future research that could use data over time 

and experimental methods to further assess the impact of an inclusive approach on the market inclusion of 
marginalized groups. Such an approach would enable the creation of policies and initiatives that are at the 
same time ethically responsible, effective and oriented to the real needs of all segments of the population, 
confirming the importance of empirical analysis in shaping inclusive strategies.
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