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Abstract 

In contemporary global markets characterized by 

increasing cultural heterogeneity and heightened 

social consciousness, organizations are compelled to 

align internal diversity practices with externally 

communicated brand values. This study investigates 

the strategic relationship between workforce diversity 

and inclusive branding and examines their influence 

on consumer perceptions, brand authenticity, 

purchase intentions, and customer loyalty. Drawing 

upon Social Identity Theory and Signaling Theory, 

the research conceptualizes Diversity, Equity, and 

Inclusion (DEI) initiatives as strategic organizational 

capabilities that contribute to competitive advantage, 

market expansion, and sustainable brand 

development. 

Primary data were collected from 100 respondents 

using a structured questionnaire based on five-point 

Likert scale measures. Statistical techniques, 

including Pearson correlation and multiple regression 

analyses, were employed to evaluate the relationships 

among workforce diversity, inclusive branding, brand 

authenticity, and purchase intentions.  

The findings reveal that workforce diversity exerts a 

significant positive influence on consumer purchase 

intentions and brand awareness. However, inclusive 

branding alone does not significantly influence 

consumer behavior unless supported by authentic and 

internally consistent organizational practices. The 

study further demonstrates that consumers exhibit 

stronger engagement with brands perceived as 

genuinely inclusive rather than symbolically 

representative. 

The research contributes to the growing literature on 

DEI-oriented branding by integrating organizational 

behavior and consumer psychology perspectives 

within a unified conceptual framework. The findings 

provide important managerial implications for 

organizations seeking to strengthen brand credibility, 

improve consumer trust, and expand into diverse 

market segments through authentic inclusion 

strategies. 

Keywords: Workforce Diversity, Inclusive 

Branding, Purchase Intentions, DEI Strategy, 

Brand Equity. 

 

1. Introduction 

The contemporary business environment is 

increasingly shaped by globalization, 

demographic diversification, and rising societal 

expectations regarding ethical and inclusive 

organizational behavior. In response to these 

transformations, organizations are progressively 

redefining their strategic priorities to incorporate 

Diversity, Equity, and Inclusion (DEI) as central 

components of organizational and branding 

practices. Once regarded primarily as ethical 

obligations or compliance requirements, DEI 

initiatives are now recognized as strategic 

instruments capable of enhancing innovation, 

organizational adaptability, consumer 

engagement, and long-term competitive 
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advantage. 

The increasing heterogeneity of consumer 

markets characterized by diversity in culture, 

ethnicity, gender identity, language, religion, 

and social values has intensified the need for 

organizations to develop inclusive approaches 

that resonate with broader audiences. Within this 

context, inclusive branding has emerged as a 

significant strategic mechanism through which 

organizations communicate representation, 

cultural sensitivity, and social responsibility. 

Inclusive branding refers to the intentional 

incorporation of diverse identities, perspectives, 

and lived experiences into brand 

communication, advertising narratives, product 

positioning, and customer engagement 

strategies. 

Simultaneously, workforce diversity plays a 

critical role in enabling organizations to 

understand and respond effectively to the needs 

of diverse consumer groups. A heterogeneous 

workforce contributes to enhanced creativity, 

cultural intelligence, innovation capability, and 

decision-making effectiveness, thereby 

improving organizational adaptability and 

market responsiveness (Cox & Blake, 1991; Ely 

& Thomas, 2001). Diverse organizational 

environments further facilitate the development 

of culturally sensitive and authentic brand 

communication strategies, strengthening 

emotional connections between brands and 

consumers (Herring, 2009; Khan & George, 

2022). 

Despite the growing scholarly interest in 

workforce diversity and inclusive branding, 

these constructs have largely been examined 

independently within the literature. Existing 

research has predominantly focused either on 

internal organizational diversity practices or on 

external inclusivity in advertising and marketing 

communication, with limited attention devoted 

to the strategic interrelationship between the 

two. In particular, insufficient empirical 

evidence exists regarding how workforce 

diversity enhances the credibility and 

effectiveness of inclusive branding initiatives 

through perceptions of authenticity and 

organizational legitimacy. 

This research addresses this gap by examining 

the combined influence of workforce diversity 

and inclusive branding on consumer perceptions, 

brand authenticity, and purchase intentions. 

Drawing upon Social Identity Theory and 

Signaling Theory, the study conceptualizes DEI 

initiatives as strategic organizational assets 

capable of enhancing consumer trust, 

strengthening brand equity, and facilitating 

access to previously underserved consumer 

segments. By integrating perspectives from 

organizational behavior, branding, and 

consumer psychology, the study contributes to a 

deeper understanding of how authentic inclusion 

practices influence consumer engagement and 

sustainable market growth. 

 

2. Literature Review 

The growing importance of Diversity, Equity, 

and Inclusion (DEI) within contemporary 

business environments has generated 

substantial scholarly interest across the 

disciplines of organizational behavior, 

marketing, human resource management, and 

consumer psychology. As organizations 

increasingly operate within multicultural and 
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socially conscious marketplaces, diversity-

oriented strategies are no longer viewed solely 

as ethical responsibilities but as significant 

drivers of innovation, competitiveness, and 

brand value. Existing literature suggests that 

workforce diversity enhances organizational 

adaptability and creativity, while inclusive 

branding strengthens emotional connection, 

representation, and consumer trust. The 

following review synthesizes prior theoretical 

and empirical contributions relevant to 

workforce diversity, inclusive branding, brand 

authenticity, and DEI-driven consumer 

engagement. 

 

2.1 Workforce Diversity and Inclusive 

Branding 

The relationship between workforce diversity 

and inclusive branding has emerged as an 

important area of inquiry within contemporary 

marketing and organizational research. 

Workforce diversity contributes significantly to 

organizational cultural competence, thereby 

enabling firms to design and implement 

authentic inclusive branding strategies (Avery, 

2011; Priyadarshini & Banerjee, 2022). Diverse 

employees bring varied cultural experiences, 

perspectives, and social understandings that 

enhance the organization’s ability to create 

culturally sensitive and socially relevant brand 

communication. 

Prior studies have demonstrated that 

organizations characterized by higher levels of 

workforce diversity are more capable of 

identifying the preferences and expectations of 

heterogeneous consumer groups (Robinson & 

Dechant, 1997). Such organizations are better 

positioned to develop inclusive advertising 

campaigns, representative product offerings, and 

culturally adaptive communication strategies 

that resonate with broader market segments. 

Furthermore, the interaction between workforce 

diversity and inclusive branding creates a 

reinforcing strategic cycle. Internal diversity 

strengthens the authenticity of external brand 

representation, while inclusive branding 

enhances organizational attractiveness among 

diverse talent pools, thereby further 

strengthening workforce diversity (Ramasamy et 

al., 2010). Empirical evidence suggests that 

organizations perceived as both diverse and 

inclusive benefit from higher levels of consumer 

trust, customer loyalty, and market penetration 

(Hossain et al., 2021; Malik & Singh, 2023). 

Nevertheless, the mechanisms through which 

workforce diversity influences consumer 

behavior through inclusive branding and brand 

authenticity remain insufficiently explored. 

Existing literature provides limited 

understanding of how consumers evaluate the 

alignment between internal organizational 

practices and external brand communication. 

This conceptual gap forms the central 

foundation for the present study. 

 

2.2 Inclusive Branding and Consumer 

Perception 

Inclusive branding is a new-era brand strategy 

that signals a move in brand markets for 

consumer orientation, representation, and 

societal responsibility. Incepted from brand 

identity theory (Aaker, 1996), and signaling 

theory (Spence, 1973), inclusive branding 

signals a brand's intentions to reflect diverse 



International Journal of Commerce and Management Studies (IJCAMS) 

ISSN 2456-3684, Vol.11, Issue 2, 2026 

www.ijcams.com 

Paper ID: 4063 

P
ag

e3
0

 

societal groups and values. Inclusive branding 

strategies promote brand authenticity and 

emotional connections with previously 

underserved consumer groups (Holmes & 

Dredge, 2020; Hanson & Dolfsma, 2022). 

Consumers also expect brands to reflect the 

demographic, cultural, and social diversity of 

the markets in which they operate. 

Representation in advertising, product design, 

and brand communication enhances consumer 

identification, trust, and perceived credibility 

(Pérez & Rodríguez del Bosque, 2015). 

Previous studies indicate that inclusive brand 

messages positively influence purchase 

intentions and customer loyalty when 

consumers perceive consistency between 

internal diversity initiatives and external brand 

representation (Morhart et al., 2015; Michel, 

2017). However, symbolic or superficial 

inclusivity efforts may generate consumer 

skepticism and reputational backlash when 

organizational practices lack authenticity 

(Vredenburg et al., 2020). Consequently, the 

effectiveness of inclusive branding depends 

substantially on alignment between 

organizational DEI practices and external 

communication strategies. 

 

2.3 DEI as a Strategic Vehicle for 

Market Growth 

Recent research increasingly positions 

Diversity, Equity, and Inclusion (DEI) not only 

as an ethical responsibility but also as a strategic 

driver of innovation, organizational 

competitiveness, and market expansion (Shore et 

al., 2018; Nishii, 2019). In multicultural and 

socially conscious markets, consumers are more 

likely to support brands that demonstrate 

inclusive values and social responsibility 

through both internal practices and external 

communication (Accenture, 2019; Deloitte, 

2021). Workforce diversity enables 

organizations to better understand 

heterogeneous consumer needs, while inclusive 

branding communicates these values to broader 

audiences, thereby facilitating access to 

previously underserved market segments 

(Garcia & Patel, 2023). As a result, the 

integration of DEI into organizational systems 

and branding strategies has emerged as a 

significant mechanism for strengthening market 

reach, consumer trust, and long-term brand 

equity. 
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Figure 1. Theoretical Framework Depicting the Relationship between Workforce Diversity, Inclusive 

Branding, Brand Authenticity, and Purchase Intentions 

 

Source: Developed by the author based on Social Identity Theory and Signaling Theory. 

 

3. Research Gap 

Existing literature has extensively examined 

workforce diversity from the perspective of 

organizational performance and human 

resource management, while inclusive 

branding has largely been studied within the 

domains of advertising effectiveness and 

consumer behavior. However, these two 

streams of research have often remained 

conceptually disconnected. Previous studies 

have predominantly focused either on internal 

diversity practices or on external 

representations of inclusivity, with limited 

attention given to the strategic relationship 

between organizational diversity and brand 

authenticity. 

Additionally, previous studies have rarely 

integrated organizational behavior theories 

with consumer perception frameworks to 

explain how diversity-driven strategies 

contribute to long-term brand equity and 

customer acquisition. 

Therefore, the present study addresses this gap 

by developing an integrated framework that 

examines the combined influence of 

workforce diversity and inclusive branding on 

consumer perceptions and purchase 

intensions. The study contributes to the 

literature by positioning DEI initiatives not 

merely as ethical obligations, but as strategic 

tools for enhancing brand authenticity, 

expanding market reach, and strengthening 

competitive advantage. 
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Table 1: Profiles of Brands Emphasizing Diversity and Inclusion across Product, Marketing, and 

Workforce Dimensions 

 

NO 

Brand 

Name 

Region Inclusion 

Focus 

Inclusive Practice 

Description 

Source Type of 

Diversity 

Emphasized 

 

 

 

1 

 

 

Tata 

Motors 

 

 

 

India 

 

 

Workforce + 

Marketing 

Represents diverse Indian 

consumers and promotes 

regional workforce 

diversity through inclusive 

advertising. 

 

 

Kantar Brand 

Inclusion 

Index 2024 

 

 

Regional + 

Workforce 

 

 

 

2 

 

 

 

Meesho 

 

 

 

India 

Marketing + 

Language 

Inclusion 

Multilingual identity and 

inclusive campaigns aimed at 

entrepreneurs and small- town 

customers. 

 

Times of India 

2024 

 

Language + 

Regional 

 

4 

Joy 

Personal 

Care 

 

India 

Product + 

Social 

Inclusion 

Developed skincare for acid 

attack survivors and 

marginalized consumers. 

Business 

Today 2024 

Disability + 

Social 

Inclusion 

 

 

5 

Cur8abilit 

y 

 

 

India 

Product Design 

+ Accessibility 

Adaptive fashion brand for 

people with disabilities and 

elderly consumers. 

Her Circle 

2024 

Disability + 

Age 

 

 

6 

 

 

Zyenika 

 

 

India 

Product + 

Social 

Inclusion 

Adaptive clothing for 

seniors and differently- 

abled individuals. 

Her Circle 

2024 

Disability + 

Age 

 

 

7 

 

 

Liva 

 

 

India 

 

Marketing + 

Representation 

‘#LiveYourFlow’ campaign 

featuring women of varied 

backgrounds and 

professions. 

 

Marketing 

Mind 2024 

 

Gender + 

Professional 

 

 

8 

 

 

Tanishq 

 

 

India 

Marketing + 

Cultural 

Inclusion 

Campaigns celebrating 

interfaith marriages and Indian 

cultural diversity. 

Campaign 

India 2023 

Religion + 

Culture 

 

9 

 

Indē Wild 

 

India 

Product + Co- 

creation 

Beauty brand co-created 

with diverse communities for 

inclusive skincare. 

Cosmopolitan 

India 2025 

Skin Tone + 

Community 

 

 

10 

Parachute 

Advansed 

 

 

India 

Marketing + 

Representatio n 

Campaigns highlighting 

diverse Indian women 

celebrating their roots. 

Exchange4Medi a 

2023 

Gender + 

Regional 

 

 

11 

 

 

Havells 

 

 

India 

Workforce + 

Marketing 

Promotes gender equality 

internally and through 

inclusive campaigns. 

Economic 

Times 2024 

Gender + 

Workforce 

 

12 

The 

Souled 

Store 

 

India 

Product + 

Representation 

Introduced inclusive sizing 

and body-positive 

campaigns. 

Fashion 

Network 2024 

Body Type + 

Youth 

 

 

13 

 

 

FabIndia 

 

 

India 

Cultural + 

Regional 

Inclusion 

Supports artisans from 

different Indian regions and 

cultural backgrounds. 

Hindustan 

Times 2023 

Cultural + 

Regional 

 

 

14 

 

Amazon 

India 

 

 

India 

 

Workforce + 

Accessibility 

Inclusive hiring for women and 

differently-abled 

employees; accessibility in 

platform design. 

 

ET Brand 

Equity 2024 

 

Gender + 

Disability 

 

 

15 

 

 

Nykaa 

 

 

India 

Marketing + 

Representatio n 

Showcases LGBTQ+ 

representation and diverse 

Indian beauty standards. 

Vogue India 

2024 

Gender + 

LGBTQ+ 
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16 

 

 

Godrej 

 

 

India 

Workforce + 

Policy 

Inclusion 

Implements diversity- friendly 

hiring and gender- neutral 

policies. 

Business 

Standard 2024 

Gender + 

LGBTQ+ 

 

17 

Asian 

Paints 

 

India 

Marketing + 

Regional 

Inclusion 

Campaigns representing 

different Indian states, 

languages, and homes. 

Exchange4Medi a 

2023 

Regional + 

Cultural 

 

 

 

18 

 

 

 

Titan 

 

 

 

India 

Marketing + 

Cultural 

Diversity 

Advertisements 

highlighting gender 

equality and inter- 

community stories. 

 

Economic 

Times 2024 

 

Gender + 

Religion 

 

 

19 

Nestlé 

India 

 

 

India 

Product + 

Representatio n 

Campaigns representing 

diverse Indian households and 

mother figures. 

Marketing 

India 2024 

Gender + 

Age 

 

20 

Hindustan 

Unilever 

 

India 

Workforce + 

Marketing 

Comprehensive DEI strategy 

across all brands 

and employee levels. 

HUL 

Sustainability 

Report 2024 

Gender + 

Workforce 

 

 

 

21 

 

Fenty 

Beauty 

 

 

 

Global 

 

Product + 

Marketing 

Introduced 40+ foundation 

shades and inclusive 

campaigns across races and 

genders. 

 

 

 

Forbes 2024 

 

Skin Tone + 

Gender 

 

22 

 

Dove 

 

Global 

Marketing + 

Representatio n 

Real Beauty campaign 

showcasing women of all ages, 

shapes, and colours. 

 

Unilever 2024 

Body Type + 

Age 

 

 

23 

 

 

Nike 

 

 

Global 

Product + 

Marketing 

Nike Pro Hijab and campaigns 

spotlighting under represented 

athletes. 

Nike News 

2024 

Religion + 

Gender 

 

 

24 

 

 

Google 

 

 

Global 

Workforce + 

Accessibility 

Inclusive hiring, 

accessibility tech, and 

multilingual initiatives. 

 

 

Kantar 2024 

Disability + 

Language 

 

25 

 

Apple 

 

Global 

Workforce + 

Product 

Accessibility 

Accessibility-first design and 

global DEI initiatives. 

Apple 

Diversity 

Report 2024 

Disability + 

Workforce 

Source: Compiled by the author using secondary sources including Kantar (2024), Business Today 

(2024), Vogue India (2024), and ET Brand Equity (2024) 

 

4. Objectives of the Study 

1. To examine the relationship between 

workforce diversity and inclusive 

branding in shaping consumer perceptions 

of authenticity, trust, and brand equity. 

2. To analyze the individual and combined 

effects of workforce diversity and 

inclusive branding on customer acquisition 

and brand loyalty across diverse consumer 

segments. 

3. To identify and clarify the strategic 

pathways through which DEI initiatives 

contribute to market expansion and the 

development of inclusive brand identities. 

5. Research Hypotheses 

H1a: Workforce diversity is positively and 

significantly associated with consumer brand 

awareness. 

H1b: Workforce diversity is positively and 

significantly associated with consumer 
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purchase intentions. 

H2a: Inclusive branding is positively and 

significantly associated with consumer 

purchase intentions. 

H2b: Inclusive branding is positively and 

significantly associated with brand 

authenticity as perceived by consumers. 

H3: Brand authenticity positively and 

significantly mediates the relationship between 

workforce diversity and consumer purchase 

intentions. 

H4: Consumer perception of identity 

representation positively and significantly 

influences purchase intentions. 

H5: The combined effect of workforce 

diversity and inclusive branding on consumer 

purchase intentions is stronger than the effect 

of either construct alone. 

6. Research Methodology 

The present study adopts a quantitative research 

design to examine the influence of workforce 

diversity and inclusive branding on consumer 

perceptions, brand authenticity, and purchase 

intentions. The study seeks to evaluate how 

Diversity, Equity, and Inclusion (DEI) initiatives 

contribute to consumer engagement and market 

expansion within increasingly heterogeneous 

consumer environments. 

Primary data were collected through a structured 

questionnaire administered to 100 respondents 

residing in Mysuru city, Karnataka, India. A 

stratified random sampling technique was 

employed to ensure representation across 

diverse demographic categories. The selected 

respondents represented socially aware and 

brand-conscious consumers capable of 

evaluating inclusivity-oriented organizational 

practices. 

The questionnaire instrument was developed 

based on validated constructs identified in prior 

literature relating to workforce diversity, 

inclusive branding, consumer trust, brand 

authenticity, and purchase intentions. All 

variables were measured using a five-point 

Likert scale ranging from 1 (“Strongly 

Disagree”) to 5 (“Strongly Agree”). 

To ensure reliability and internal consistency, 

Cronbach’s Alpha analysis was conducted prior 

to hypothesis testing. Content validity was 

established through an extensive review of 

relevant academic literature and expert 

evaluation of the measurement items. Statistical 

analyses were conducted using the Statistical 

Package for Social Sciences (SPSS). Pearson 

correlation analysis was employed to assess 

relationships among the major variables, while 

multiple regression analysis was used to 

determine the predictive influence of workforce 

diversity, inclusive branding, and brand 

authenticity on consumer purchase intentions. 

The study is theoretically grounded in Social 

Identity Theory and Signaling Theory, which 

collectively explain how internal 

organizational diversity practices and external 

inclusivity signals influence consumer 

attitudes and behavioral intentions. 

7. Data Analysis Techniques 

The collected data were analyzed using the 

Statistical Package for Social Sciences 

(SPSS). Pearson correlation analysis was 

conducted to assess relationships among the 

major variables, including workforce 

diversity, inclusive branding, brand 

authenticity, and purchase intentions. Further, 
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multiple regression analysis was further 

employed to determine the predictive 

influence of workforce diversity, inclusive 

branding, and brand authenticity on consumer 

purchase intentions. 

The study utilizes Social Identity Theory and 

Signaling Theory as its conceptual foundation 

to explain how internal diversity practices and 

external inclusivity signals shape consumer 

attitudes and behavioral intentions

 

8. Data Analysis and Results 

Table 2: Demographic Profile 

Variable Category Count Percentage 

Age Below 20 years 20 20.0% 

20-30 years 47 47.0% 

30-40 years 17 17.0% 

40-50 years 10 10.0% 

Above 05 years 6 6.0% 

Gender Female 74 74.0% 

Male 26 26.0% 

Education Postgraduate degree 48 48.0% 

Undergraduate degree 31 31.0% 

High School or below 21 21.0% 

Occupation Homemaker 27 27.0% 

Private sector employee 26 26.0% 

 Student 18 18.0% 

 Self-employed/Business 11 11.0% 

 Government employee 10 10.0% 

 Student 18 18.0% 

Income Below ₹25,000 21 21.0% 

₹25,001-₹50,000 27 27.0% 

₹75,001-₹1,00,000 31 31.0% 

Above ₹1,00,000 21 21.0% 

Religion Hindu 78 78.0% 

Muslim 11 11.0% 

Christian 11 11.0% 

 

Interpretation 

The demographic results shows that most 

participants are young and educated. Nearly  

 

half of the participants (47%) fall in 20-30 age 
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group probably this reflects an attitude on 

inclusive branding and workforce diversity of 

the younger people in Mysuru. The sample is 

predominated by the female reflecting gendered 

perspectives could be influencing opinions on 

diversity focused marketing. 

Education wise the sample is quite qualified with 

many postgraduates (48%) evidencing an 

informed and awareness-oriented consumer 

segment. 

Homemakers and private sector workers make 

up the main occupations along with some 

students. It fits the socio-economic profile of a 

city like Mysuru. Income shows a moderate 

(48%) spread with under ₹50,000 indicating a 

moderate income mix in the sample. Religious 

composition is fairly homogeneous, with the 

majority being Hindus (78%). 

Table 3: Correlation matrix 

 Brand 

Awareness 

Workforce 

Diversity 

Inclusive 

Branding 

Brand 

Authenticity 

Purchase 

Intentions 

Influence 

Factors 

Representation 

Identity 

Brand 

Awareness 

1.000 0.643 0.139 0.118 0.506 0.569 0.506 

Workforce 

Diversity 

0.643 1.000 0.310 0.184 0.493 0.614 0.493 

Inclusive 

Branding 

0.139 0.310 1.000 -0.041 0.346 0.310 0.346 

Brand 

Authenticity 

0.118 0.184 -0.041 1.000 0.118 0.184 -0.041 

Purchase 

Intentions 

0.506 0.493 0.346 0.118 1.000 0.569 0.713 

Influence 

Factors 

0.569 0.614 0.310 0.184 0.569 1.000 0.665 

Representation 

Identity 

0.506 0.493 0.346 -0.041 0.713 0.6  

Interpretation: 

The above table depicts strongest positive 

correlation between representation identity 

and purchase intentions (r = 0.713), It indicates 

that consumers are more willing to purchase 

from brands that reflect their personal 

identities, values, and social experiences. 

Workforce diversity demonstrates a strong 

positive relationship with brand awareness (r 

= 0.643) and influence factors (r = 0.614), 

suggesting that organizations with diverse 

employee structures are perceived as more 

socially responsive and culturally relevant.  

It is also observed a positive relationship 

between workforce diversity and purchase 

intentions (r = 0.493), as well as between 

inclusive branding and purchase intentions (r 

= 0.346). These findings indicate that both 

internal diversity practices and external 

inclusivity efforts contribute positively to 

consumer behavior.  

However, the relationship between inclusive 

branding and brand authenticity is weak and 

slightly negative (r = -0.041). This suggests 

that consumers may perceive certain 

inclusivity-focused branding campaigns as 
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symbolic when they are not supported by 

genuine organizational diversity practices. 

Consequently, authenticity emerges as a 

critical factor in determining the effectiveness 

of inclusive branding initiatives. 

The results emphasize that workforce diversity 

and other identity representation play 

significant roles in enhancing consumer 

engagement and expanding access to new 

market segments. At the same time, inclusive 

branding strategies are effective only when 

they are authentic and aligned with the 

organization’s internal values and practices. 

Table 4: Regression analysis — Predicting Purchase Intentions 

Predictor B 

(Unstandardized) 

SE β 

(Standardized) 

t p-value VIF 

Constant 0.643 0.312 — 2.061 0.185 — 

Workforce 

Diversity 

0.498 0.081 0.587 6.148 < 0.001 1.847 

Inclusive Branding -0.012 0.058 -0.015 - 

0.204 

0.839 1.312 

Brand 

Authenticity 

0.143 0.076 0.175 1.882 0.062 1.203 

 

Table 5: Model Summary 

R R² Adjusted R² F-statistic Model p-value 

0.631 0.398 0.379 20.847 < 0.001 

 

Interpretation: 

The regression analysis table shows that the 

overall model was statistically significant (F = 

20.847, p < 0.001), indicating that the 

predictive variables jointly explain purchase 

intentions effectively. The model produced an 

R value of 0.631, reflecting a moderate 

positive relationship between the independent 

variables and purchase intentions. The R² 

value of 0.398 indicates that 39.8% of the 

variance in purchase intentions is explained by 

the model. 

Among the predictive variables, workforce 

diversity is the strongest predictor of purchase 

intentions and also statistically significant (β = 

0.587, t = 6.148, p < 0.001). This shows that 

organizations with diverse workforce practices 

are more likely to positively influence 

consumer buying intentions in the 

heterogeneous markets. 

Inclusive branding has a negative and 

statistically insignificant relationship with 

purchase intentions (β = -0.015, t = -0.204, p = 

0.839), which indicates that inclusive branding 

alone does not significantly affect consumer 

behavior. 

Brand authenticity showed a positive but 

statistically insignificant effect on purchase 

intentions (β = 0.175, t = 1.882, p = 0.062), 

suggesting that perceived authenticity may 

contribute positively to consumer purchase 

decisions. 
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Table 6: Hypotheses Summary 

Hypothesis Relationship Expected 

Direction 

H1a Workforce Diversity → Brand Awareness Positive 

H1b Workforce Diversity → Purchase Intentions Positive 

H2a Inclusive Branding → Purchase Intentions Positive 

H2b Inclusive Branding → Brand Authenticity Positive 

H3 Brand Authenticity mediates Workforce Diversity → 

Purchase Intentions 

Positive 

H4 Representation Identity → Purchase Intentions Positive 

H5 Workforce Diversity + Inclusive Branding → Purchase 

Intentions (combined) 

Stronger than 

individual 

 

9. Findings and Discussion 

The findings of the study provide substantial 

evidence regarding the strategic significance of 

workforce diversity and inclusive branding in 

shaping consumer perceptions and behavioral 

intentions. The findings indicate that consumers 

increasingly evaluate organizations not solely on 

the basis of product quality or pricing, but also 

through perceptions of representation, 

inclusivity, and organizational authenticity. 

Workforce diversity appears to function not only 

as an internal organizational capability but also 

as an external signal of social legitimacy and 

cultural responsiveness (Spence, 1973). This 

finding supports the assumptions of Social 

Identity Theory, which suggests that consumers 

are more likely to identify with organizations 

that reflect their social values and identities 

(Tajfel & Turner, 1986). 

The analysis reveals that workforce diversity 

significantly influences consumer purchase 

intentions and brand awareness. This finding 

suggests that organizations characterized by 

inclusive workforce structures are perceived as 

more socially responsive, culturally relevant, 

and trustworthy within contemporary 

heterogeneous markets. Diverse organizational 

environments appear to strengthen emotional 

alignment between consumers and brands by 

fostering perceptions of representation and 

inclusivity. 

In contrast, inclusive branding alone did not 

demonstrate a statistically significant influence 

on purchase intentions. This finding indicates 

that symbolic inclusivity or superficial 

representation may be insufficient to influence 

consumer behavior meaningfully. Consumers 

increasingly scrutinize whether external 

inclusivity messages are supported by authentic 

internal organizational practices. Consequently, 

brand authenticity emerges as a critical 

mediating factor in determining the 
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effectiveness of inclusive branding initiatives. 

The findings strongly support the theoretical 

assumptions of Social Identity Theory and 

Signaling Theory. Consumers are more likely to 

identify with brands that reflect their social 

identities and values, while authentic diversity 

practices function as credible signals of 

organizational integrity and inclusiveness. The 

results further reinforce the strategic role of DEI 

initiatives as mechanisms for enhancing 

consumer trust, strengthening brand equity, and 

facilitating long-term market expansion. 

10. Managerial Implications 

The findings of the study offer several 

important implications for marketing 

professionals, brand strategists, and human 

resource practitioners. First, organizations 

should recognize workforce diversity not 

merely as a compliance requirement or ethical 

obligation, but as a strategic resource capable 

of enhancing brand image and consumer 

engagement. Diverse organizational 

environments contribute to stronger 

connections with heterogeneous consumer 

groups. 

Second, inclusive branding initiatives should 

be supported by authentic internal diversity 

practices in order to maintain consumer trust 

and long-term brand loyalty. Contemporary 

consumers are increasingly capable of 

distinguishing between genuine inclusivity 

and symbolic representation, making 

organizational authenticity a significant 

determinant of branding effectiveness 

(Morhart et al., 2015; Vredenburg et al., 2020). 

Third, organizations should adopt integrated 

DEI strategies that align workforce policies, 

leadership commitment, organizational 

culture, and external brand communication. 

Such alignment can strengthen consumer-

brand relationships, and facilitate expansion 

into new and underserved market segments. 

Finally, firms operating within competitive and 

socially conscious markets should position DEI 

as a long-term strategic investment that 

contributes not only to social responsibility but 

also to sustainable competitive advantage and 

competitive brand positioning. 

11. Limitations and Future Research 

The study's small sample size and regional 

sampling limit the generalizability of its 

findings. Subsequent studies can use larger, 

cross-cultural samples and investigate causal 

sequences with longitudinal approaches.  

12. Conclusion 

The study concludes that workforce diversity 

and inclusive branding collectively function as 

strategic organizational mechanisms capable of 

strengthening consumer trust, enhancing brand 

authenticity, and facilitating access to emerging 

consumer markets. The findings demonstrate 

that consumers increasingly prefer organizations 

that exhibit genuine commitment to diversity 

and inclusion across both internal organizational 

culture and external brand communication. 

Although inclusive branding contributes to 

social relevance and market visibility, its 

effectiveness depends substantially on the 

perceived authenticity of organizational 

practices. Symbolic or superficial inclusivity 

efforts may fail to generate meaningful 

consumer engagement if not supported by 

credible internal diversity initiatives. 

Consequently, organizations seeking sustainable 
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competitive advantage must integrate DEI 

principles comprehensively across workforce 

management, leadership philosophy, 

organizational culture, and branding strategies. 

In increasingly diverse and socially conscious 

markets, authentic inclusion has evolved beyond 

an ethical imperative to become a strategic 

determinant of long-term brand equity, 

consumer loyalty, and market success. 

Organizations that effectively align internal 

diversity practices with external inclusivity 

communication are more likely to establish 

stronger consumer relationships and achieve 

sustainable competitive positioning. 
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