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Marketing #neurodiversity for well-being

Abstract

Purpose — To develop a bottom-up segmentation of people affected by neurodiversity using
Twitter data.

Design/methodology/approach — This exploratory study uses content analysis of information
shared by Twitter users over a three-month period.

Findings — Cultural currents affect how the label of ‘neurodiversity’ is perceived by individuals,
marketplace actors and society. The extent to which neurodiversity provides a positive or
negative alternative to stigmatizing labels for mental disorders is shaped by differentiated
experiences of neurodiversity. We identify five neurodiversity segments according to
identifiable concerns and contextual dynamics that affect mental well-being. Analysing
Twitter data enables a bottom-up typology of stigmatized groups toward improving market
salience.

Originality — To our knowledge, this research is the first to investigate neurodiversity using
Twitter data to segment stigmatized consumers into prospective customers from the bottom-

up.
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Introduction
Mental illness represents a burgeoning market, with one in four people estimated to

experience a mental condition in their lifetime (United Nations, 2015). The stigma associated
with mental health leads people to avoid treatment or delay help-seeking, and as a result,
70% of people with mental illnesses go untreated (Henderson et al., 2013). Effectively
targeting products and services to help these consumers cope with mental disorders (Machin
et al., 2019) will require understanding how mental health-related stigma (Scambler, 2009,
2017) occurs through everyday use of stigmatizing labels and stereotypes (Link and Phelan,
2001).

In this paper we focus on the example of neurodiversity (Singer, 1998), a lay term for
neurodevelopmental disorders, as well as a social movement to replace use of stigmatizing
clinical labels e.g., autism, dyslexia and attention-deficit/hyperactivity disorders (ADHD)
(Armstrong, 2011; Rothstein, 2012). Neurodiversity refers to the most prevalent and
misunderstood area of mental disorders meriting further research (Asherson et al., 2012;
Moncrieff et al., 2010; Smith, 2017). Studying neurodiversity is relevant to transformative
consumer research (Davis et al., 2016) because it represents a large, under-served market,
relates to market exclusion of marginalized groups, and is focused on positive cultural shifts
enabling consumer well-being.

Marginalized consumers with mental disorders have little say in how they want to be
perceived. What little research there has been has looked at how stigmatizers categorize the
stigmatized (Yeh et al., 2017). Our novel approach is to segment the stigmatized group to
address issues linking marketplace exclusion and consumer well-being, and thereby help firms
improve the salience of their offer to excluded consumers using our bottom-up segmentation.

By contributing a bottom-up approach to segmenting stigmatized neurodiverse consumers,
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we argue that market orientation should include marginalized groups (Dolbec and Fischer,
2015; Scaraboto and Fischer, 2013). In showing an emic categorization, we can engender true
marketplace diversity.

Our theoretical contribution leverages segmentation theory to argue that current
approaches underpin the systematic exclusion of marginalized consumers. We offer a
segmentation-based solution to identify what these long-ignored consumers want and need
so that they can more effectively find marketplace solutions (Machin et al., 2019). We
analyzed the evolving public discourse about neurodiversity on Twitter, a popular platform
increasingly used for monitoring health-related topics (Chew and Eysenbach, 2010). This
enabled us to privilege marginalized voices and their concerns (Hutton and Lystor, 2020) to
generate a typology.

The paper is organised to first review segmentation literature and extant marketing
studies focusing on mental disorders. Then we briefly explain the neurodiversity and
stigmatization concepts before outlining our methodological procedures and the findings
from our content analysis of Twitter data. We conclude with a discussion of the marketing

implications, limitations and suggestions for future research.

Segmentation
Market segmentation is a fundamental marketing technique that divides the market ‘into

distinct and meaningful groups of buyers who might merit separate products or marketing
mixes’ (Beane & Ennis, 1987, p. 20). Segmentation is the means of classifying consumers into
recognizable categories so that firms may select the most profitable segments, and target
them based on the proposed benefits derived from or desired in a product (Dibb, 1998). A

dark side of segmentation is that it entrenches social disparities (Mirabito et al., 2016;
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Newton et al., 2013) by encouraging firms to divert resources away from unprofitable
consumers (Hunt and Arnett, 2004).

Traditional segmentation approaches have tended to be commercially focused and
managerially driven from the top down on the basis of geodemographic or psychographic
variables, or data linked to sales and customer lifetime value (Kumar and Reinartz, 2016;
Yankelovich and Meer, 2006). As segmentation has evolved from focusing on attracting
prospective customers to maximizing value from existing customers (Snellman, 2000), it
systematically excludes disadvantaged consumer groups over time. In suggesting current
segmentation approaches are unethical because of their effects on market exclusion and
consumer well-being, we acknowledge examples of good segmentation practice exist, such
as utilities firms that, when pushed by policymakers to address consumer vulnerability
(Ofgem, 2017), tend to consult more with these groups about their needs. However, more
work is needed to encourage firms to invest in high quality and diverse insights, data and
measurement to improve the relevance of their brands to increasingly diverse marketplaces
(Sahagun, 2019). We suggest developing ethical segmentation can improve a firm’s market
salience to diverse groups.

This is different to social marketing techniques that use consumer insight,
segmentation and targeting of interventions for individual behavior change (Andreasen,
1994). For example, Yeh et al.’s (2017) study considers the well-being of marginalized
consumers by segmenting people who negatively stereotype mental illness. By identifying
five segments of stigmatizers (adversaries, blamers, ambivalents, shamers, and allies), they
show how these five segments focus on and exacerbate stigma dimensions differently. They
recommend targeting social marketing communications to counteract the specific ways these

segments stigmatize mental illness. By offering a typology of attitudes and behaviors and their
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effect size, they identify segments of human actors socializing stigma (Goffman, 1963).
Extending this work, we suggest firms are stigmatizers when they use traditional
segmentation approaches to stigmatize and exclude disadvantaged consumers. Our solution
is to use bottom-up segmentation for market inclusion by segmenting the group that is the
target of the stigma to highlight new marketing opportunities for well-being.

By advancing the accountability of segmentation to marginalized groups, we also
address the notoriously difficult challenge of linking marketing spend on segmentation with
performance (Dibb and Simkin, 2009). This challenge is partially due to the ubiquity of
segmentation as a culturally embedded practice, i.e., people do it without knowing if or how
it is effective (Beane and Ennis, 1987). According to Diaz Ruiz and Kjellberg (2020), when
creating their segmentation, firms either invest in expensive ad hoc approaches tailored to
their commercial activities or pay less for third-party segmentation insights from agencies
offering the same insights to multiple firms. A third option is attending to cultural
intermediaries (e.g., content creators, vloggers, bloggers, journalists, influencers) who
perform market segmentation in the wild without mediation from marketing experts. Such
‘feral segmentation’ (Diaz Ruiz and Kjellberg, 2020) identifies and explains the emergence of
novel market segments (e.g., ‘lumbersexuals’) and their characteristics.

An implication of their study is to suggest that the hierarchy of expertise in market
segmentation has evolved from top down (marketing academics and marketing agencies
informing firms) to a horizontal orientation as cultural intermediaries become savvy
predictors and shapers of market dynamics by identifying novel segments, emergent trends,
and unmet demand (Scaraboto and Fischer, 2013). We suggest further research is needed to
understand how segmentation occurs from the bottom-up, a critical move for identifying

needs of systematically ignored groups due to traditional segmentation practices and cultural
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biases. One way to achieve this is by using social media data. For example, Twitter enables
users to find mass audiences to whom they can broadcast their opinions and experiences
without mediation (Mcquarrie et al., 2013). We asked: How can Twitter be used to identify
novel segments? Can bottom-up segmentation address the limitations of traditional

segmentation approaches that systematically ignore the needs of marginalized consumers?

Neurodiversity
In addressing these questions, we focused on the case of neurodiversity, an increasingly

visible term and social initiative to destigmatize neurodevelopmental disorders (Armstrong,
2011) classified in the American Psychiatric Association’s diagnostic and statistical manual of
mental disorders (DSM-V) (Clark et al., 2017). The term ‘neurodiversity’ was coined by
Australian sociologist Judith Singer (1998) in her study on autism, and popularized by US
journalist Harvey Blume (Armstrong, 2011), to refer to variation in the human brain regarding
learning, sociability, mood, attention and other mental functions in a non-pathological sense
(Rothstein, 2012). Often described as an activist social movement, neurodiversity challenges
disabling attitudes towards mental disorders by displacing clinical labels that create barriers
to well-being (Casanova and Widman, 2021). Although the emergence of a neurodiversity
social movement is highly nuanced and shaped by passionate advocates and detractors
(Jurgens, 2020), a useful distinction is to see neurodiversity as a strengths-based social
identity, which is distinguished from deficit-focused concepts of neurological disabilities and
the lack of social opportunities due to stigma (Baker, 2006). Given increasing visibility of the
neurodiversity term, we believe there is an opportunity for marketers use it to destigmatize
mental disorders.

Studies focusing on neurodiversity are scant in marketing journals; however, this gap

is not mirrored in cognate areas of management, psychology, neuroscience, economics, and



Accepted for publication in Journal of Consumer Marketing published by Emerald.

sociology, in which the growing number of publications went from 1 in 2007 to 58 published
between 2012 and 2021, including a special issue in an organisational management journal in
2019.

The handful of marketing-related studies on neurodevelopmental disorders tend to
be critiques of marketing practice in the interest of consumer welfare. Examples include
studies of burgeoning pharmaceutical markets for children where the commodification of
mental illness for profit uses psychiatric labels for normal behavior, leading to the so-called
‘McDonaldization’ of childhood mental health (Timimi, 2010, 2011). Other examples relate to
new markets for brain hacking and neuroenhancement through nutritional supplementation
or transcranial electrical stimulation devices (Fuentes-Albero et al., 2019; Graf et al., 2014;
Waltz, 2019), new product development (e.g. interactive game designs for autistic children)
(Barakova et al., 2007), digital mental health services (Roland et al., 2020), fidget toys
(Javonillo, 2017) and use of other products and services to cope with stress of sensory
overload (Machin et al., 2019). Mason and Pavia’s (2006) study of families with disabilities
and Helkkula et al.’s (2020) study of parents with autistic children highlight the experience of
burdensome market interactions that force them to accommodate and adapt to situations
designed for ‘normal’ children and families.

Addressing the call for research examining mental health and the marketplace, we
problematize the key marketing process of segmentation as stigmatizing for certain groups;
we explore how and why top-down segmenting using neurodiversity inhibits well-being for
neurodiverse individuals; and we elaborate a bottom-up segmentation by asking: how does
Twitter discourse on neurodiversity affect stigmatized consumers with neurodevelopmental

conditions?
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Stigmatization

To answer this question, we must explain the link between stigma and mental disorders.
Stigma is an ‘attribute that is deeply discrediting’ (Goffman, 1963, p. 3) and the outcome of a
four-step process of social stereotyping that entails: 1) distinguishing and labelling
differences; 2) linking those labelled human differences with negative attributes; which
results in 3) separating ‘us’ from ‘them’; and leads to 4) status loss for and discrimination
against the labelled person (Link and Phelan, 2001).

Stigma as a process depends on power relations, for example, which parties have the
ability to determine which labels become negative stereotypes and when, and how they are
activated in everyday acts of discrimination to engender or reverse status loss (Link and
Phelan, 2001). Emphasising power relations foregrounds the relationship between individuals
and environments, making it critical to identify socio-political conditions in which individuals
can reject stigmatizing labels and recover status for themselves.

Scholars also explain stigmatization in terms of cultural dynamics. Mirabito et al.’s
(2016) stigma turbine suggests cultural currents influence (de)stigmatization, linking
individual behaviours with markets and society. For example, stigmatization of mental illness
may be exacerbated by cultural neoliberalism, which prioritizes self-help through market-
based solutions over state provision to address social problems (Charmaz, 2019), whereas
human rights is a destigmatizing cultural current valuing all forms of human life (Fenton and
Krahn, 2007). Having conceptualized the research problem, we now explain our

methodological procedures.

Methods

We conducted an exploratory study using content analysis (Krippendorff, 2018) of unsolicited

and unstructured social media data from Twitter (Balducci and Marinova, 2018). Twitter has
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gained popularity and importance as a platform for broadcasting, and researchers have
investigated Twitter as a rapid, cost-effective tool for health and sentiment surveillance
(Chew and Eysenbach, 2010). Twitter limits the length of posts or tweets to 280 characters,
though users can create threads of extended links. Twitter facilitates sharing of information
to members in a network in two ways: by visibly signalling a liking for a tweet and the RT
(retweet) function. Retweeting is a way for users to share ideas with others by re-

broadcasting someone else’s tweet with attribution, so that their own followers can see it.

Data collection
We built a dataset of 71,553 tweets by collecting data from 17 October 2019 to 20 January

2020 spanning a period of around three months. We used the keyword ‘neurodiversity’ and
utilised the Twitter Archiving Google Sheet (TAGS v.6.1.9.1) tool, which has access to the
Twitter Search Application Programming Interface (API), to retrieve data. The project received
university ethical approval and applies Association of Internet Researchers principles to
continuously appraise the ethics of internet research as it evolves (Whiting and Pritchard,
2021). We quote tweets without anonymization (Ciechanowski et al., 2020) to retain the
original meaning of messages and in the format approved by Twitter for quoting content,
including identifiers. Furthermore, those who used a hashtag in their tweets (most of our
dataset) may have done so with the awareness that their tweets would be visible to a new
audience and to increase the visibility of their messages.

In total, we retrieved 71,553 tweets containing 68,882 unique tweets. The metadata
include a unique identification number, time, date, profile image, the Twitter user who posted
the tweet, whether the tweet was in reply to another identified user, technical source (e.g.,
Twitter for iPhone, Twitter web app), number of followers and friends, and user location

provided in their profile (e.g., Nashville, TN; the bottom of the ocean; Always on-location
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somewhere; Here). Also included were a downloaded copy of the text and images; GIFs,
including weblinks that direct readers to offsite content; emoticons (e.g., coloured hearts;
winking, smiling, crying, and laughing faces; heart-eyes; clockface; pointing finger; star;
rainbows; umbrella in the rain; a muscular bicep), which editorialized the content; and
networked Twitter accounts that were connected to the post. When retrieved through an API
and stored in a spreadsheet, Twitter data do not include threads that include links and images
visible on the platform interface; however, it is possible to access the original data on Twitter
to recover those attributes and include them in the analysis. Respecting Twitter’s terms and
conditions, we paraphrase the content of automatically retrieved tweets whenever the

original tweets could not be retrieved due to their deletion or changed privacy settings.

Data analysis
Our systematic analysis provides a cross-sectional glimpse into activity across a fixed period

(three months). We analysed the dataset using MAXQDA to provide a systematic overview of
the content of the tweets. MAXQDA is a software application designed to support the analysis
of qualitative data (Kuckartz and Radiker, 2019). A wealth of previous studies across several
different fields have made use of MAXQDA (Gizzi and Radiker, 2021). It is a useful application
for generating qualitative insights into different types of data sources. We used word
combinations and the MAXDictio’s Interactive Word Tree feature to find patterns in words
and phrases from tweets. Our content analysis was inductive to identify the issues that matter
to participants in online discussions about neurodiversity (Reid and Duffy, 2018).

We first analyzed the entire dataset (individual unique tweets) using MAXQDA to
generate an overview of three-word associations in individual tweets (Table I).

[INSERT Table | HERE]

10
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We discussed the most frequent word combinations and used these as the basis for further
gueries using interactive word trees. These were ‘neurodiversity in the workplace’, ‘the
neurodiversity movement’, ‘parenting’, ‘childhood’, ‘competitive advantage’, ‘asperger’,
‘anxiety’ and ‘depression’. Using these key words to find the full tweets created a subset of
8394 tweets. The first author gathered, read and open-coded 90% of this subset. By removing
duplicate RTs, we were able to analyse the remainder of the dataset by hand, including
viewing the content shared in the Twitter thread or off the Twitter platform, when necessary,
to reduce ambiguity. Coding stopped after 461 individual tweets (5.5% of the sample) were
retrieved and coded in a separate document and themes began to repeat themselves,
evidencing theoretical saturation (Tweed and Charmaz, 2012). Iterative analysis included
identifying the role of different contexts in shaping positive or negative experiences of the
neurodiversity label. Using abductive reasoning (Timmermans and Tavory, 2012) meant going
from inductively coding differences into five conditions where neurodiversity was helpful or
harmful (Charmaz, 2006) toward considering the neurodiversity phenomenon in the wider
cultural context of marketing theory and practice (Belk and Sobh, 2018). The resulting
neurodiversity segmentation advances a theoretical framework indicating how marketing can
destigmatize mental disorders.

Findings

We begin by showing illustrative tweets that support a grounded definition of neurodiversity
(and relatedly neurodivergence) as a label and a destigmatizing movement (Figure 1).

[INSERT Figure 1 HERE]

The neurodiversity label is based on assumptions about its prevalence (estimated to be 20%

of the population) to assert that neurodiversity describes normal human variation. Our

11
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findings confirm neurodiversity is a case of destigmatization because it defuses the
connection between negative stereotypes of abnormality and mental disorder, and redefines
‘normal’ as inclusive of neurological difference, with neurodiversity advocates uniting rather
than segregating ‘us’ and ‘them’ (Link and Phelan, 2001). However, we find people lack clarity
about what neurodiversity means (Figure 2):

[INSERT Figure 2 HERE]

Some tweets define neurodiversity paradoxically, focusing on differentiating neurodivergent
from neurotypical (Figure 3):

[INSERT Figure 3 HERE]
Tweets could be divided according to their belief that advocating for neurodiversity involved
drawing attention to important neurological differences and their effects on relationships
(othering) or whether neurological differences should be de-emphasised and treated as
normal human variation (uniting).

By dividing the tweets into two groups according to differences of opinion about
whether the neurodiversity label was helpful or harmful, we find variation related to whether
the tweet concerned work or family contexts and their power relations. Table Il shows how
the effects of stigmatization as a process (Link and Phelan, 2001) helped differentiating
between conditions that influence the neurodiversity label’s capacity to help or harm.

[INSERT Table Il HERE]

Neurodiversity as helpful
Table Il shows stages in the destigmatization process and conditions under which

neurodiversity counters stigma. For example, when progressive corporate brands make
positive associations between neurodiversity and success, it creates novel stereotypes like

abnormally efficient, enterprising, creative, and productive. These tweets show companies

12
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seeking to reposition themselves as progressive employers by hiring neurodiverse people

(Figure 4).

[INSERT Figure 4 HERE]
A cultural shift toward accommodating neurodiversity is visible through demand for products
and services, e.g., purchasing specialist equipment, training and spaces that minimize
distraction (Figure 5).

[INSERT Figure 5 HERE]
Although progressive corporate brands pushing the use of #neurodiversity in their
communications associate neurodiversity with positive attributes, their motivation can be
less about the ethics of promoting well-being (Sirgy and Lee, 2008) than showcasing their

expertise in extracting value from neurodiverse people (Figure 6):

[INSERT Figure 6 HERE]

Such tweets evidence marketing to include stigmatized groups through the neurodiversity
label. They draw attention to extraordinary skills and characteristics associated with
neurodiversity, showing businesses disengaging from deficit-models of disability and
refocusing on this market’s potential value. This shift suggests that an increased demand from
corporate customers for neurodiversity-relevant products and services may stimulate
alternative market formation (Scaraboto and Fischer, 2013) catering to overlooked
consumers.

However, unrealistic expectations of superhero-like performance risks
misrepresenting neurodiversity. Misrepresentation advances perspectives of already
empowered groups to highlight what matters to them, and entrenches stigma by silencing

the voices of the misrepresented (Kearney et al., 2019). With potentially well-intended tweets

13
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stressing ontological difference, thinking of and treating those with mental disorders as
different, and focusing on extraordinary capabilities exacerbates the potential for distancing
and othering that underpins stigmatization (Yeh et al., 2017). For example, although tweets
celebrate companies assigning neurodivergent managers to oversee neurodiverse teams can
create opportunities for this group’s improved financial and psychological well-being (Machin
et al., 2019) they could in fact be interpreted as engaging discriminatory attitudes like: ‘it
takes one to know how to manage one’. Despite the paradox of differentiating for inclusion,
we see a cultural shift toward inclusion as businesses actively disassociate their brands from
stigmatizing neurodevelopmental disorders. Focusing on neurodiversity’s business
advantages could destigmatize practices in male-dominated industries (Catalyst, 2021) and
encourage change among men with the most stigmatizing attitudes to mental disorders (Yeh
et al., 2017). Destigmatizing workplace behaviours may also spill over into non-commercial
spaces and places (Verfuerth et al., 2019).

Despite evidence of a cultural shift from tweets about national politics and equal
opportunities for neurodiverse people (Error! Reference source not found.) most tweets
suggest the cultural currents supporting destigmatization are in their infancy, with tweets
indicating large, hidden populations of neurodiverse people compelled to mask their
neurodiversity (Error! Reference source not found.).

[INSERT Error! Reference source not found. and Error! Reference source not found. HERE]

The cost of masking from fear of exposure to stigmatizing attitudes is great (Figure 9). Fear is
disabling and may result in mutual distancing and withdrawal of and from opportunities (Yeh
etal., 2017). These tweets also indicate that neurodiversity manifests in non-conformance to

cultural standards of pace and motivation, which is relevant for mapping how neurodiversity

14
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affects benefit realization in consumer coproduction journeys (Azzari et al., 2021; Hamilton
and Price, 2019).

[INSERT Figure 9]

Neurodiversity as harmful
Some consumers find the neurodiversity label itself stigmatizing. We were not able to retrieve

this group of original tweets because they were deleted or hidden from public access, perhaps
because controversial opinions attract harassment from online trolls (Golf-Papez and Veer,
2017). For example, these paraphrased tweets highlight parents with autism and/or caring
for children with autism engaging in heated exchanges about the practical value of the
neurodiversity concept:

Honestly, I’'m not 100% sure how acceptance, inclusion and a positive outlook
integrating neurodiversity will help teach my son not to bite people’s faces. #Autism

Marketers considering the use of neurodiversity labelling will need to consider the
neurodiversity movement’s failure to obtain buy-in from parents. Some feel neither included
nor represented as caregivers in the neurodiversity movement, instead feeling unsupported
and defensive about their opinions and actions:
Calling out the language of “autistic liberation” as twisted to bash autism parents who
have a hard time and even to frame them as “oppressors”. It's one of the most
sickening aspects of neurodiversity advocacy IMO.
It’s really nice seeing so many people standing up against the neurodiversity
movement lately. Parents of autistic children matter, their feelings matter. Autism
isn’t a gift for everyone.
Parents are framed as oppressors and their feelings about the prospects of life with mental

and behavioral differences are ignored by neurodiversity activists. This stems from two

divisive beliefs: 1) that parents’ opinions are misguided, and 2) that parents fail to grasp the

15
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revolutionary purpose of using the neurodiversity label to overturn the status quo by
normalizing stigmatized conditions (Figure 10).

[INSERT Figure 10]
Such tweets broadly suggest that parents are duped by predatory actors profiteering from
parental fear of autism. These insinuations trigger defensive anti-neurodiversity reactions
(Figure 11).

[INSERT Figure 11]
‘Mum-bashing’ refers to parents’ burden of being harshly judged because they are observed
failing to control their children’s behavior. Thus, parents feel alienated, beleaguered, or
attacked by society and neurodiversity activists who object to their adoption of potentially
dehumanizing diagnosis and treatment.

Parental tweets also suggest that neurodiversity should be more clearly used to refer
to moderately rather than severely disabled people with autism, who require more specialist
support:

The problem is they try to sell us the notion that “neurodiversity” is a gift. It ignores

the agonising reality of the worst nightmare for every parent who is faced with

handing off the care of their special needs child. Caretaker arrested, charged with
beating disabled teen to death https://t.co/Jtf44QBx6V

Severe neurodiversity is a major concern for parents and neurodiversity activists who
denigrate treatments that entail forcible modification of individual behaviors; marginalization
and institutionalization rather than social integration; pharmaceutical treatment; or rigorous
applied behavior analysis that may involve violent forms of bodily restraint. Our analysis of
linked content shared in tweets reveals that this position is rooted in a history of
dehumanizing psychiatric treatments and, in a frequently mentioned theme, use of physical

restraint of people with severe autism. Several threads memorialize avoidable deaths of

16
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young and minority ethnic people due to overuse of restraints. This includes using an electric

shock system to control behavior in a well-known educational centre® (Figure 12).

[INSERT Figure 12]
However, we find positive indications that neurodiversity activism is improving practices
among civil protection agencies through training on communicating and de-escalating

situations with neurodiverse people to avoid misuse of physical restraint (Figure 13).

[INSERT Figure 13]
We also find a subset of parents using the neurodiversity label to emancipate themselves
from stigmatizing mental frames, including rejecting unhelpful models of ‘good’ parenting
and family relationships (Figure 14).

[INSERT Figure 14]
This tweet shows a mother coming to terms with institutional support for her son. For her,
neurodiversity also means accepting diversity in the concept of family—in this case, caring for
a child who lives externally but is still considered part of the family unit. Several tweets
problematize conventional family structures and occasions culturally associated with well-
being by showing how inaccessible that well-being can be (Figure 15). For example, negative
stereotyping of neurodiverse family members as ‘difficult’ or ‘high maintenance’ leads them

to mask intrinsic traits and behaviors during family get-togethers which diminishes their well-

L The Judge Rotenberg Educational Center in Canton [Ohio], a privately operated, taxpayer-funded school
that serves children and adults, is the only school in the country using an electric shock system to control
students’ behaviors. Many of the students struggle with profound disorders that can cause severe aggressive
and self-injurious behavior, like head-banging and biting. Some family members of Rotenberg students say the
shocks are the only way to keep their loved ones safe. But critics call the system torture. An FDA [Food and
Drug Administration] report found the short-term benefits of the shock device include a reduction of
unhealthy behaviors, but risks involve burns to the skin, anxiety, fear and pain’ (McKim, 2020).

17
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being. Such tweets highlight opportunities for marketers to help restructure family
relationships to be less stigmatizing by advancing positive portrayals of atypical families
affected by neurodiversity.

[INSERT Figure 15]
Segmenting stigmatized groups
Drawing on the analysis above, we identify five neurodiverse segments (including estimated
effect size based on prevalence of tweets (see Table I) as an artifact of who is most vocal):
scouted talents (.15%), masked crusaders (.14%), activism-inclineds (.08%), castaways (.04%),
and healthists (.04%). The relative effect size of castaways and healthists in the dataset may
be due to unfamiliarity with the term and purposeful avoidance of neurodiversity activists’
adversarial reactions.

This bottom-up segmentation can help companies support consumer well-being by
identifying how cultural currents dynamically affect the reception and response to
neurodiversity as a label among marginalized groups. Figure 16 provides a visual overview of
the five neurodiversity segments identified in this study as a continuum.

[INSERT Figure 16]

Scouted talents: These consumers are hot property, with a rising status and economic
empowerment due to progressive corporate brands promoting their value. As firms and
cultural currents increase tolerance of neurodivergent attributes, attractive products and
services designed for neurodiverse customers may attract others to willingly promote
neurodiversity’s aspirational, positive associations with competitive advantages.

Masked crusaders: These consumers are a largely hidden, under-served market. Critical of
the status quo, they struggle against exposure of neurodiversity within unsupportive

environments to avoid status loss and negative discrimination. Part of the neurodiversity
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movement, they seek opportunities to self-advocate and destigmatize neurodiversity when it
is safe to do so. They require discreet ways to effectively manage their needs in resistant or
slow-to-change cultures. Firms should innovate products and services that help this segment
maintain employment. Gaining their loyalty involves developing relationships across life
stages and career progression.

Activism-inclineds: These consumers are parents of high-functioning neurodivergent
children. Awakened to self-advocate and advocate for others due to their experience of social
injustices like negative stereotyping, they seek recognition of their children’s (or their own)
gifts due to high-functioning or moderate neurodiversity. Vocally sharing experiences of
stigma and marginalization, they need support advancing transformative, positive
stereotypes in work roles and family relationships for improved well-being.

Castaways: These consumers are isolated by unsupportive family contexts. Disconnected
from the neurodiversity label and movement, they are least aware of the potential
opportunities afforded by positive cultural shifts. Marginalized due to (self-) stigmatizing
mental disorders with clinical labels, e.g., persons with Autism, ADHD, dyslexia, Asperger’s,
and associated negative stereotypes, these self-blamers gravitate toward identifiable
solutions using familiar labels.

Healthists: Similar to castaways, these consumers conflate biomedical classifications of
mental health and iliness with subjective indicators of well-being (Silchenko and Askegaard,
2021) and find campaigning for social change an unnecessary distraction. They depend on
specialist assistance to cope with severe conditions. A barrier to their identifying with the
neurodiversity label is fear that the neurodiversity movement exclusively promotes the
interests of moderately severe cases. Converting consumers affected by severe cases to view

neurodiversity positively and campaign for shift to inclusive cultures depends on
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communicating the practical advantages of wider choice and opportunities afforded by
neurodiversity labelling to improve well-being. Critically, neurodiversity activists must stop
stigmatizing healthists’ reliance upon medical, behavioral and institutional treatment in the

absence of viable alternatives.

Discussion
Our findings explain how segmenting stigmatized groups can help firms position

themselves to address a serious public health issue, mental disorders, by identifying
opportunities to market well-being. We demonstrate how bottom-up segmentation clarifies
when and why alternative labels for people with mental disorders are helpful or harmful. We
show how heterogeneous groups endorse or reject labels depending on perceived severity
and perception of support in the environment. Although the neurodiversity movement aims
to destigmatize neurodevelopmental disorders by making neoliberal market-based societies
more accommodating of mental differences, our findings indicate that such a unitary
categorization of the neurodiverse limits the effectiveness of dynamic destigmatization
processes. We show how differentiating between conditions when labels help, or harm,
enables identification of segments for improved targeting. We suggest that destigmatizing
different types of mental disorders (e.g., bipolar depression, anxiety, schizophrenia) using
alternative labelling can be achieved using our segmentation approach.

Bottom-up segmentation can help develop marketable solutions that address stigma
in everyday interactions. Developing universally attractive products (e.g., noise-cancelling
headphones, soft, seam-and-label-free clothing, brain-hacking nutritional supplements) to
benefit diverse segments can reduce social distance through engagement in shared symbolic
consumption (Elliott and Davies, 2006). The emergence of positive role models at the level of

corporate brands, and differentiation between traditional and growth industries (e.g.,
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technology, creative, financial) that value neurodiverse individuals may inspire firms to be
inclusive and profitable.

Marketers should address uncertainty about when to utilise the neurodiversity label
(e.g., in relation to employment and training) or when clinical terms to emphasize their child’s
(and their own) deficits are better for accessing appropriately paternalistic services (Baker,
2006). Flexibility and acceptance that pro- and anti-neurodiversity labels and identities relate
to particular times and places for differentially affected groups will be critical to foster
enabling rather than disabling marketplace interactions. Effective segmentation helps
identify shifting well-being needs according to how cultural currents and the market context
affect consumers (Mirabito et al., 2016).

Using Twitter as a marketing tool provides insights into experiences of potentially non-
verbal, misunderstood consumers, and can help identify new markets for specialist products
and services (e.g., Spectra’s autism-friendly non-scratchy, seam- and label-free clothing and
Target’s low stimulus store atmospherics catering to neurodiverse shoppers) and wider social
change. Social listening techniques (Reid and Duffy, 2018) are useful for gathering insights
about mental conditions that cause deviations from the standard pace and motivation of
consumer journeys (Azzari et al., 2021; Hamilton and Price, 2019).

Finally, this study faced some limitations. Providing thick descriptions of the
neurodiversity phenomenon was constrained by the limitations of Twitter data. Marketing
scholars should focus on understanding the journeys of stigmatized mental health consumers
using qualitative and quantitative approaches. Future research is needed to develop and test
market solutions using neurodiversity-based segmentation approaches, as well as seeking to
capture longitudinal data and the use of content analysis and/or machine learning to

determine the size of segments.

21



Accepted for publication in Journal of Consumer Marketing published by Emerald.

References

Andreasen, A.R. (1994), “Social Marketing: Its Definition and Domain”, Journal of Public
Policy & Marketing, SAGE Publications, Vol. 13 No. 1, pp. 108-114.

Armstrong, T. (2011), The Power of Neurodiversity : Unleashing the Advantages of Your
Differently Wired Brain, Da Capo Press, Philadelphia, PA.

Asherson, P., Akehurst, R., Kooij, J.J.S., Huss, M., Beusterien, K., Sasané, R., Gholizadeh, S., et
al. (2012), “Under Diagnosis of Adult ADHD: Cultural Influences and Societal Burden”,
Journal of Attention Disorders, SAGE PublicationsSage CA: Los Angeles, CA, Vol. 16 No.
5 SUPPL., pp. 20S-38S.

Azzari, C.N., Anderson, L., Mende, M., Go Jefferies, J., Downey, H., Ostrom, A.L. and Spanjol,
J. (2021), “Consumers on the Job: Contextualization Crafting in Expert Services”,
Journal of Service Research, Vol. 24 No. 4, pp. 520-541.

Baker, D.L. (2006), “Neurodiversity, neurological disability and the public sector: Notes on
the autism spectrum”, Disability and Society, 16 January.

Balducci, B. and Marinova, D. (2018), “Unstructured data in marketing”, Journal of the
Academy of Marketing Science, Springer New York LLC, Vol. 46 No. 4, pp. 557-590.

Barakova, E., Van Wanrooij, G., Van Limpt, R. and Menting, M. (2007), “Using an emergent
system concept in designing interactive games for autistic children”, Proceedings of the
6th International Conference on Interaction Design And Children, IDC 2007, pp. 73-76.

Beane, T.P. and Ennis, D.M. (1987), “Market Segmentation: A Review”, European Journal of
Marketing, Vol. 21 No. 5, pp. 20-42.

Belk, R. and Sobh, R. (2018), “No assemblage required: On pursuing original consumer
culture theory”, Marketing Theory, pp. 1-19.

Casanova, E.L. and Widman, C.J. (2021), “A sociological treatment exploring the medical
model in relation to the neurodiversity movement with reference to policy and
practice”, Evidence and Policy, Policy Press, Vol. 17 No. 2, pp. 363—-381.

Catalyst. (2021), “Women in Male-Dominated Industries and Occupations (Quick Take) 29
Oct 2021”, Catalyst.Org, available at: https://www.catalyst.org/research/women-in-
male-dominated-industries-and-occupations/ (accessed 4 November 2021).

Charmaz, K. (2006), Constructing Grounded Theory: A Practical Guide through Qualitative
Analysis, SAGE Publications, Thousand Oaks, CA.

Charmaz, K. (2019), “Experiencing Stigma and Exclusion: The Influence of Neoliberal
Perspectives, Practices, and Policies on Living with Chronic lliness and Disability”,
Symbolic Interaction, pp. 1-27.

Chew, C. and Eysenbach, G. (2010), “Pandemics in the age of Twitter: Content analysis of
tweets during the 2009 H1N1 outbreak”, PLoS ONE, Vol. 5 No. 11, available
at:https://doi.org/10.1371/journal.pone.0014118.

Ciechanowski, L., Jemielniak, D. and Gloor, P.A. (2020), “TUTORIAL: Al research without
coding: The art of fighting without fighting: Data science for qualitative researchers”,
Journal of Business Research, Elsevier Inc., Vol. 117, pp. 322-330.

Clark, L.A., Cuthbert, B., Lewis-Fernandez, R., Narrow, W.E. and Reed, G.M. (2017), “Three
Approaches to Understanding and Classifying Mental Disorder: ICD-11, DSM-5, and the
National Institute of Mental Health’s Research Domain Criteria (RDoC)”, Psychological
Science in the Public Interest, Vol. 18 No. 2, pp. 72-145.

Davis, B., Ozanne, J.L. and Hill, R.P. (2016), “The Transformative Consumer Research
Movement”, Vol. 35 No. 2, pp. 159-169.

Diaz Ruiz, C.A. and Kjellberg, H. (2020), “Feral segmentation: How cultural intermediaries

22



Accepted for publication in Journal of Consumer Marketing published by Emerald.

perform market segmentation in the wild”, Marketing Theory, Vol. 20 No. 4, pp. 429—
457.

Dibb, S. (1998), “Market segmentation : strategies for success”, Marketing Intelligence &
Planning, Vol. 16 No. 7, pp. 394-406.

Dibb, S. and Simkin, L. (2009), “Bridging the segmentation theory/practice divide”, Journal of
Marketing Management, Vol. 25 No. 3—4, pp. 219-225.

Dolbec, P.Y. and Fischer, E. (2015), “Refashioning a field? Connected consumers and
institutional dynamics in markets”, Journal of Consumer Research, The University of
Chicago Press, Vol. 41 No. 6, pp. 1447-1468.

Elliott, R. and Davies, A. (2006), “Symbolic brands and authenticity of identity performance”,
Brand Culture, Taylor & Francis, pp. 155-170.

Fenton, A. and Krahn, T. (2007), “Autism, neurodiversity and equality beyond the ‘normal’”,
Journal of Ethics in Mental Health, Vol. 2 No. November, pp. 1-6.

Fuentes-Albero, M., Martinez-Martinez, M.l. and Cauli, O. (2019), “Omega-3 Long-Chain
Polyunsaturated Fatty Acids Intake in Children with Attention Deficit and Hyperactivity
Disorder”, Brain Sciences , Multidisciplinary Digital Publishing Institute, Vol. 9 No. 5, p.
120.

Gizzi, M.C. and Réadiker, S. (2021), The Practice of Qualitative Data Analysis: Research
Examples Using MAXQDA, Maxqda Press, Maxqda Press, available
at:https://doi.org/10.36192/978-3-948768058.

Goffman, E. (1963), Stigma, Prentice-Hall, available at:https://doi.org/10.1007/978-3-476-
05728-0_9208-1.

Golf-Papez, M. and Veer, E. (2017), “Don’t feed the trolling: rethinking how online trolling is
being defined and combated”, Journal of Marketing Management, Routledge, Vol. 33
No. 15-16, pp. 1336—-1354.

Graf, W.D., Miller, G. and Nagel, S.K. (2014), “Addressing the problem of ADHD medication
as neuroenhancements”, Expert Review of Neurotherapeutics, Taylor & Francis, Vol. 14
No. 5, pp. 569-581.

Hamilton, R. and Price, L.L. (2019), “Consumer journeys: developing consumer-based
strategy”, Journal of the Academy of Marketing Science, Vol. 47 No. 2, pp. 187-191.

Helkkula, A., Buoye, A.J., Choi, H., Lee, M.K., Liu, S.Q. and Keiningham, T.L. (2020), “Parents’
burdens of service for children with ASD — implications for service providers”, Journal
of Service Management, Emerald Publishing, Vol. 31 No. 5, pp. 1015-1039.

Henderson, C., Evans-Lacko, S. and Thornicroft, G. (2013), “Mental lliness Stigma, Help
Seeking, and Public Health Programs”, American Journal of Public Health, Vol. 103, pp.
777-780.

Hunt, S.D. and Arnett, D.B. (2004), “Market segmentation strategy, competitive advantage,
and public policy: Grounding segmentation strategy in resource-advantage theory”,
Australasian Marketing Journal, Elsevier, Vol. 12 No. 1, pp. 7-25.

Hutton, M. and Lystor, C. (2020), “The listening guide: voice-centred-relational analysis of
private subjectivities”, Qualitative Market Research, Vol. 24 No. 1, pp. 14-31.

Javonillo, D. (2017), “Fidget Toys: The Craze, the Pushback, and the Therapy ”, Morning Sign
Out at University of California Irvine, 13 November, available at:
https://sites.uci.edu/morningsignout/2017/11/13/fidget-toys-the-craze-the-pushback-
and-the-therapy/ (accessed 23 August 2021).

Jurgens, A. (2020), “Neurodiversity in a neurotypical world: an enactive framework for
investigating autism and social institutions”, Neurodiversity Studies: A New Critical

23



Accepted for publication in Journal of Consumer Marketing published by Emerald.

Paradigm, pp. 73-88.

Kearney, S., Brittain, I. and Kipnis, E. (2019), ““Superdisabilities’ vs ‘disabilities’? Theorizing
the role of ableism in (mis)representational mythology of disability in the
marketplace”, Consumption Markets and Culture, Taylor & Francis, Vol. 22 No. 5-6, pp.
545-567.

Krippendorff, K. (2018), Content Analysis: An Introduction to Its Methodology, 2nd ed., Sage,
Thousand Oaks, CA.

Kuckartz, U. and Radiker, S. (2019), Analyzing Qualitative Data with MAXQDA, Springer
International Publishing, available at: https://doi.org/10.1007/978-3-030-15671-8.

Kumar, V. and Reinartz, W. (2016), “Creating Enduring Customer Value”, Journal of
Marketing, Vol. 80 No. 6, pp. 36—68.

Link, B.G. and Phelan, J.C. (2001), “Conceptualizing Stigma”, Annual Review of Sociology,
Vol. 27, pp. 363-85.

Machin, J.E., Adkins, N.R., Crosby, E., Farrell, J.R. and Mirabito, A.M. (2019), “The
marketplace, mental well-being, and me: Exploring self-efficacy, self-esteem, and self-
compassion in consumer coping”, Journal of Business Research, Elsevier, Vol. 100 No.
December 2018, pp. 410—420.

Mason, M. and Pavia, T. (2006), “When the family system includes disability: Adaptation in
the marketplace, roles and identity”, Journal of Marketing Management, Vol. 22 No. 9—
10, pp. 1009-1030.

McKim, J.B. (2020), “FDA misses its deadline to ban shocks at Canton school for students
with disabilities”, WGBH.Org, available at: https://www.wgbh.org/news/local-
news/2020/01/03/fda-misses-its-deadline-to-ban-shocks-at-canton-school-for-
students-with-disabilities.

Mcquarrie, E.F., Miller, J. and Phillips, B.J. (2013), “The megaphone effect: Taste and
audience in fashion blogging”, Journal of Consumer Research, Vol. 40 No. 1, pp. 136—
158.

Mirabito, A.M., Otnes, C.C., Crosby, E., Wooten, D.B., Machin, J.E., Pullig, C., Adkins, N.R., et
al. (2016), “The Stigma Turbine: A Theoretical Framework for Conceptualizing and
Contextualizing Marketplace Stigma”, Journal of Public Policy & Marketing, Vol. 35 No.
2, pp. 170-184.

Moncrieff, J., Timimi, S., Asherson, P., Adamou, M., Bolea, B., Muller, U., Morua, S.D., et al.
(2010), “Head To Head: Is ADHD a valid diagnosis in adults? Yes and No”, BMJ, Vol. 340
No. c549, available at: http://www.bmj.com/cgi/doi/10.1136/bmj.c549 (accessed 18
March 2020).

Newton, J.D., Newton, F.J., Turk, T. and Ewing, M.T. (2013), “Ethical evaluation of audience
segmentation in social marketing”, edited by Dibb and Marylyn Carrigan, S.European
Journal of Marketing, Vol. 47 No. 9, pp. 1421-1438.

Ofgem. (2017), Vulnerable Consumers in the Retail Energy Market: 2017, available
at:https://doi.org/10.4018/978-1-4666-7518-6.ch005.

Reid, E. and Duffy, K. (2018), “A netnographic sensibility: developing the netnographic/social
listening boundaries”, Journal of Marketing Management, Routledge, Vol. 34 No. 3—4,
pp. 1-24.

Roland, J., Lawrance, E., Insel, T. and Christensen, H. (2020), THE DIGITAL MENTAL HEALTH
REVOLUTION: TRANSFORMING CARE THROUGH INNOVATION AND SCALE-UP, Doha,
Qatar.

Rothstein, A. (2012), “Review: Mental Disorder or Neurodiversity? ”, The New Atlantis, Vol.

24



Accepted for publication in Journal of Consumer Marketing published by Emerald.

36 No. Summer, pp. 99-115.

Sahagun, N. (2019), “Diversity is good business: Transforming business and marketing
practices for growth”, Journal of Brand Strategy, Vol. 8 No. 2, available at:
https://www.ingentaconnect.com/content/hsp/jbs/2019/00000008/00000002/art000
02.

Scambler, G. (2009), “Health-related stigma”, Sociology of Health & lliness, Vol. 31 No. 3, pp.
441-55.

Scambler, G. (2017), “Understanding mental health: a critical realist exploration”, Journal of
Critical Realism, Vol. 16 No. 1, pp. 88-90.

Scaraboto, D. and Fischer, E. (2013), “Frustrated Fatshionistas: An Institutional Theory
Perspective on Consumer Quests for Greater Choice in Mainstream Markets”, Journal
of Consumer Research, Oxford University Press, Vol. 39 No. 6, pp. 1234-1257.

Silchenko, K. and Askegaard, S. (2021), “Powered by healthism? Marketing discourses of
food and health”, European Journal of Marketing, Vol. 55 No. 1, pp. 133-161.

Singer, J. (1998), Odd People In: The Birth of Community Amongst People on the Autism
Spectrum: A Personal Exploration of a New Social Movement Based on Neurological
Diversity, University of Technology, Sydney.

Sirgy, M.J. and Lee, D.-J. (2008), “Well-being marketing: An ethical business philosophy for
consumer goods firms”, Journal of Business Ethics, Vol. 77 No. 4, pp. 377-403.

Smith, M. (2017), “Hyperactive Around the World? the History of ADHD in Global
Perspective”, Social History of Medicine, Oxford University Press, Vol. 30 No. 4, pp.
767-787.

Snellman, K. (2000), From One Segment to a Segment of One - The Evolution of Market
Segmentation Theory, No. 416, Swedish School of Economics and Business
Administration Working Papers, Helsinki, FL, available at: http://urn.fi/URN:ISBN:951-
555-629-5.

Timimi, S. (2010), “The McDonaldization of Childhood: Children’s Mental Health in Neo-
liberal Market Cultures”, Transcultural Psychiatry, Vol. 47 No. 5, pp. 686—706.

Timimi, S. (2011), “Globalising mental health: A neo-liberal project”, Ethnicity and
Inequalities in Health and Social Care, Vol. 4 No. 3, pp. 155-160.

Timmermans, S. and Tavory, |. (2012), “Theory Construction in Qualitative Research : From
Grounded Theory to Abductive Analysis”, Sociological Theory , Vol. 30 No. 3, pp. 167-
186.

Tweed, A. and Charmaz, K. (2012), “Grounded Theory Methods for Mental Health
Practitioners”, in Harper, A.R. and Thompson, D. (Eds.), Qualitative Research Methods
in Mental Health and Psychotherapy: A Guide for Students and Practitioners, First., John
Wiley & Sons Ltd, West Sussex, pp. 131-146.

United Nations. (2015), “Mental Health and Development | United Nations Enable”,
available at: https://www.un.org/development/desa/disabilities/issues/mental-health-
and-development.html (accessed 14 July 2021).

Verfuerth, C., Jones, C.R., Gregory-Smith, D. and Oates, C. (2019), “Understanding
Contextual Spillover: Using Identity Process Theory as a Lens for Analyzing Behavioral
Responses to a Workplace Dietary Choice Intervention”, Frontiers in Psychology,
Frontiers, Vol. 0 No. MAR, p. 345.

Waltz, E. (2019), “The brain hackers”, Nature Biotechnology, NLM (Medline), Vol. 37 No. 9,
pp. 983-987.

Whiting, R. and Pritchard, K. (2021), Collecting Qualitative Data Using Digital Methods for

25



Accepted for publication in Journal of Consumer Marketing published by Emerald.

Business and Management Students, SAGE, London.

Yankelovich, D. and Meer, D. (2006), “Rediscovering market segmentation”, Harvard
Business Review, Vol. 84 No. 6, p. 141.

Yeh, M.A., Jewell, R.D. and Thomas, V.L. (2017), “The stigma of mental illness: Using

segmentation for social change”, Journal of Public Policy and Marketing, American
Marketing Association, Vol. 36 No. 1, pp. 97-116.

26



Accepted for publication in Journal of Consumer Marketing published by Emerald.

Table | Overview of the three-word associations on individual tweets

Rank | Word combination Words Frequency | % Occurrence | Percentage
1 in the workplace 3 256 0.15 254 2.96
2 neurodiversity in the 3 243 0.14 242 2.82
3 the neurodiversity movement 3 134 0.08 133 1.55
4 childhood parenting family 3 75 0.04 75 0.87
5 parenting family anxiety 3 75 0.04 75 0.87
6 adhd adhdacceptance 3 73 0.04 73 0.85
neurodiversity
7 neurodiversity 3 72 0.04 72 0.84
neurodiversityacceptance childhood
8 neurodiversityacceptance childhood | 3 72 0.04 72 0.84
parenting
9 adhdacceptance neurodiversity 3 71 0.04 71 0.83
neurodiversityacceptance
10 welcome to the 3 70 0.04 70 0.82
11 autism autismacceptance ambition 3 69 0.04 69 0.80
12 a competitive advantage 3 68 0.04 68 0.79
13 autistic aspergers autism 3 67 0.04 67 0.78
14 neurodiversity welcome to 3 67 0.04 67 0.78
15 anxiety depression sensory 3 66 0.04 66 0.77
16 autismacceptance ambition adhd 3 66 0.04 66 0.77
17 a lot of 3 65 0.04 63 0.73
18 ambition adhd adhdacceptance 3 65 0.04 65 0.76
19 family anxiety depression 3 65 0.04 65 0.76
20 neurodiversity is a 3 65 0.04 65 0.76
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Table Il When is neurodiversity helpful for destigmatization?

differences

disabling clinical labels

Destigmatization | Neurodiversity as a potentially destigmatizing force Neurodiversity as a potentially stigmatizing force

process

1. Eliminate e Offers a positive, strengths-based alternative label Neurodiversity is not an inclusive label when its use fails to

harmful labelling for human difference differentiate between high- functioning and more severe cases of

of human e Disconnects mental disorders from negative, neurodevelopmental disorders, assuming they merit equal treatment

rather than cases for positive discrimination and accommodation.
It is ineffectual as most people, marketplaces and societies are
unfamiliar with neurodiversity as a term or its political implications,
meaning it has questionable power to affect how stigmatizers think
about mental differences.

2. Defuse
stereotypes:
break
connections
between labels
and negative
attributes

Neurodiversity as a strength is connected with
progressive cultural views of social diversity and
human rights

Progressive firms enhance their corporate brand
by framing neurodiversity as essential for their
success/competitiveness by:

- Successfully marketizing neurodiversity as
valuable in terms of increased
productivity and competitive advantages

- Promoting well-being through improved
employability, self-worth, social inclusion,
and financial resources to participate in
markets

- Targeting attractive neurodiversity-
friendly products and services

When the label is exclusive; positive attributes (e.g., productive and
efficient) connect with high-functioning neurodiversity types

When minor cultural and environmental interventions (e.g., noise-
cancelling headphones, low sensory stimulation environments,
sensitive hiring and management) create unrealistic expectations of
moderate- and low-functioning types

Rejecting the use of clinical labels due to connection with negative
attributes, means people with more severe conditions may have
difficulty communicating legitimate need for diagnostically specific
solutions

Extreme neurodiversity activists create negative, inhumane
stereotypes of accepting medical and behavioral modification
treatments
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3. Unite rather
than segregate
‘us’ and ‘them’

Neurodiversity potentially unites people with mild
and more severe mental conditions

Firms valuing stigmatized people reduces social
distance with stigmatizers, which may convert
adversaries, blamers, ambivalents and shamers
into allies (Yeh et al., 2017).

Rather than focusing on individual-level
differences, neurodiversity critiques macro level
thinking about differential labels: neurodiversity
celebrates both neurodivergence and
neurotypical within a unified spectrum or
umbrella.

Neurodiversity that excludes or misrepresents consumers’ needs
alienates potential allies

Most businesses compel people to mask their neurodiversity to stay
employed

Schism between neurodivergent groups challenging or supporting
the aims of the neurodiversity movement

4. Reverse status
loss and
discrimination

Marketplace interactions normalizing
neurodivergence strengthen cultural currents
encouraging mutually helpful behaviors across
individual, market and society domains
Corporate brands promoting themselves as
neurodiversity champions shape markets to value
neurodiverse talent and customers

When people can reject discriminatory notions of
‘happy family’ social relationships, inclusive
interactions recover status for neurodivergent
family members who can forgo masking to fit in or
reinforce mutual need for social distancing

Viewing everyone as neurodiverse glosses over stark differences in
need, silencing consumers who need specialist resources; poor
access to market-based solutions exacerbates status loss,
discrimination, and marginalization

When people with severe conditions fail to see practical value from
neurodiversity labelling

When fighting between people who need clinical and
institutionalizing care and militant strands of the neurodiversity
movement undermine each other
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- ADHD Foundation v
@ADHDFoundation

Neurodiversity - recognising that if 1 in 5 human beings
have either ADHD, Autism, Dyslexia, Dyspraxia or
Dyscalculia - means we can not be ‘errors of genetics’. We
are not ‘disordered’ we are different. We are human. We
are intelligent. "We Bel "
&CommonsEd @BPSO!

Q 21 O repy & Share

Read 8 replies

4% Dyspraxia UK L J
@DyspraxiaUK
#Dyspraxia affects 1in 10 children, and 5% of the world's
adult population. In this recent inspiring @TEDx talk, Farah
Nanji explains how she embraced the powers of
neurodiversity: bit.ly/2mtGSPP #TEDTalkTuesday
@TEDTalks

TED Talk Tuesday

‘Rewiring Dyspraxia From The Brain'
Farah Nanji

S—p———
1240 PM - Oct 29, 2019 ®
Q 15 O Reply 1 Share

Explore what's happening on Twitter

Ogilvy Health UK v
@0gilvyHealthUK

20%-22% of the population are #Neurodivergent - Mary
Colley #Neurodiversity @lucyk s @thefut d

3:28 PM - Nov 28, 2019 from Alphabeta @
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Read 1 reply

Figure 1 Example tweets defining neurodiversity. Authored by @OgilvyHealthUK, @DyspraxiaUK, and @ ADHDFoundation.

° BBC Radio 6 Music &
@BBC6Music

Neurodivergence - also known as neurodiversity - is a
term many people may not be familiar with. It refers to
the community of people who have dyslexia, dyspraxia,
ADHD, are on the autism spectrum, or have other
neurological functions. bbc.co.uk/news/uk-510140...

1:53 PM - Jan 17, 2020

Q 37 O Reply Iy Share

0]

Explore what's happening on Twitter
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Bogi Takacs PERSON | New hashtag #BogiReads L 4
@bogiperson

Reminder that people can have:

* A language disorder

* Anxiety speaking (mutism)

* Motor issues with speaking

* An auditory processing disorder
* ANY combination of these

| feel both neurodiversity advocates and, um, non-
neurodiversity advocates (what is the word) can miss
some

12:41 AM - Dec 16, 2019 ®

@ Read the full conversation on Twitter

© Reply M Share

Read 2 replies

Figure 2 Example tweets showing confusion about what neurodiversity means. Authored by @BBC6Music and

@bogiperson.
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} @thinkingautism

“On the whole, the more typical someone’s thinking style
is, the more they'll find the world set up to accommodate
them. Those whose brains work strikingly differently from
the norm run into all sorts of invisible barriers.” By
@MxOolong:

medium.com/@Oolong/neurod... #Neurodiversity
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®
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Figure 3 Example tweets distinguishing neurodivergent from neurotypical. Authored by @thinkingautism and
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Software giant #SAP is leading the way with their
#AutismAtWork program. Since it launched in 2013, they
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locations.
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highlighting importance of and issues around
neurodiversity. Great to see a record label leading (from
the top!) on such an important issue - not their usual kind
of PR, I'm sure! § #CreativeDifferences
bbc.co.uk/news/uk-510140...
8:34 AM - Jan 17, 2020 (0)

O 1 Q Reply X Share

Explore what's happening on Twitter

' Ruth Arnold w5
@RuthArnold

Neurodiverse colleagues bring “innovation from the
edges” - growing understanding that inclusive teams and
adapting to difference open the door to a wider range of
skills and fresh ways of thinking about problems.
#Neurodiversity @CivilServiceDI

» DifferentlyWired @DifferentlyMike

Don’t waste our superpowers: let's help managers support neurodiverse
civil servants | Civil Service World buffly/2LKWdGN

®

7:12 AM - Jan 13, 2020

Q41 O Reply Xy Share

Read 1 reply

Figure 4 Example tweets repositioning companies as progressive employers. Authored by @SpecinAus, @hannahpluthero,

and @RuthArnold.
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Dyspraxic Bee
@DyspraxicBee

Been asked to provide 2 things for work:
1) Noise cancelling headset recommendation
2) Neurodiversity eLearning recommendations

Can you recommend any | should be looking at?

10:28 PM - Jan 29, 2020

Q6 O Reply T

Share

Read 2 replies

o

Figure 5 Example tweet indicating demand for neurodiversity-relevant products and services. Authored by @DyxpraxicBee.

» ) Autism Unravelled v
@AUnravelled

Having a diverse workforce is beneficial to the company
brand, employees and the customer!

There are positive tangible benefits in terms of innovation
and out of the box thinkers as well as productivity gains -
which are key to competitive advantage!

#autism

#neurodiversity

#hr

11:50 AM - Nov 14, 2019 ®

Q1 O Reply & Share

Explore what's happening on Twitter

.|+ ASDF L 4
asdt @myASDForg

Procter & Gamble's effort to add people with autism to
the workforce has resulted in the hiring of four managers
on the spectrum. ow.ly/ulyY50wQcyM #autism #asd
#neurodiversity #autismatwork

bizjournals.com
P&(G boosts hiring of people with autism

Procter & Gamble's effort to add people with autism to the workforce has
resulted in the hiring of managers to work at the company’s global ...

7:30 PM - Oct 23, 2019 ®

Q3 O Reply I Share

Explore what's happening on Twitter

Gwen Moran & L J
@gwenmoran

As Workers Become Harder to Find, Microsoft and
Goldman Sachs Hope Neurodiverse Talent Can Be the
Missing Piece fortune.com/2019/12/07/aut...

1:37 AM - Dec 16, 2019 (0]
Q5 O Reply (1 Share
Read 2 replies

Police Autism UK & v
@npaa_uk

"After 3 to 6 months working in the Mortgage Banking
Technology division, autistic staff were doing the work of
people who took 3 years to ramp up —and were even
50% more productive.’ - James Mahoney, Head of
@jpmorgan Autism at Work Pogramme

chiorguk
Bb ‘normal and
Acas’ Susan Clews on how thinking differently about
neurodiversity in the workplace can deliver for both .

5:47 PM - Nov 4, 2019 6]

Q 32 O Reply M Share

Read 2 replies

A%, ANDisability L 4
@ANDisability

Superhero? Disabled? Both? Providing adjustments for
employees inspires loyalty, unleashes top performers and
costs less than rehiring #neurodiversity #disability
#potential #success
ow.ly/gAvw50x79bA
1030 PM - Nov 10, 2019 0]

Q2 © Reply & Share

Explore what's happening on Twitter

Figure 6 Examples of tweets associating neurodiversity with positive attributes. Authored by @AUnravelled, @myASDForg,
@gwenmoran, @npaa_uk, and @ANDisability.
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4 annie m
@amorris72103013

The Labour Party Autism & Neurodiversity Manifesto
ndlabour.co.uk/our-policies/

. Sam Neal @SamNeal74

As you are the only party to recognise the need for this you have my vote
i B4 twitter.com/EDalmayne/stat...

®

11:28 AM - Dec 2, 2019

O 1 © Reply T Share

Explore what's happening on Twitter

livingautismnow ’
@livingautismnow
Labour to appoint shadow minister for #neurodiversity
and develop #autism manifesto - ind.pn/22zUceM
3:08 PM - Jun 6, 2016 ®
Q7 O Reply I Share

Explore what's happening on Twitter

Figure 7 Example tweets showing a major UK political party advocating for the rights of neurodiverse people. Authored by

@amorris72013013 and @livingautismnow.

e Jorn Bettin ’
@jornbettin

The majority of the autistic population consists of
undercover autists. Organisations claiming to
appreciate #neurodiversity should start by creating
safe environments for their current staff if they want
their diversity programmes to be more than
misleading PR campaigns.

{7 Ann Memmott PGC# @AnnMemmott

Replying to @AnnMemmott

In #HR ? Running #Diversity programmes for #Business? Where
are the 1 in 30 autistic people you *already* employ, (but didn't
know this...).

Find out proper info, from autistic specialists and allies.

Make it clear we're already an important part of your work.

Be confident.

10:08 AM - Jan 24, 2020

° Read the full conversation on Twitter

Q 42 © Reply I Share

Read 1 reply

L

Scott Karp
@scottkarp

Companies are already employing autistic and other
neurodivergent people. They just don't know it,
because we're hiding it, as best we can, and at great
cost. Some of us are not even aware that we're
doing it. We're not counted in any of the
employment statistics. #neurodiversity

6:14 PM - Nov 7, 2019

‘ Read the full conversation on Twitter

Q 221 © Reply I Share

Read 6 replies

Figure 8 Example tweets indicating a largely undiscovered neurodiverse population due to masking. Authored by

@jornbettin and @scottkarp.
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Thinking Person’s Guide To Autism L 4
@thinkingautism

Lots of #autistic and other disabled people require
regeneration time. If this isn't you, then please do your
best to respect and accommodate those who, like
@neurowonderful's example, require 3 days of rest for
every 1 day of activity:

Northerly Rose L 4
¥ @NortherlyRose
“Respecting #neurodiversity means listening to #autistic
adults and taking them seriously when they tell us that the
psychological cost of fitting in usually outweighs the

benefits.” Late diagnosis meant | spent decades trying, but
not quite managing, to fit in. #AllAutistics

youtu.be/Q7bTTibNVQI #Neurodiversity

|, Adrienne L J
@AdrienneACox

Suppressing tics is insanely uncomfortable.

Whenever I'm in a public space (even my open plan
office), I'm always somewhat suppressing the urge to tic. |
wish more people understood that what they see is never
the full extent of my TS.

youtube.com

Activity to rest ratios -2 Neurowonderviog #2

Hi friends! In this viog | discuss rest and recovery and
what it looks like for me as an #ActuallyAutistic and ...

9:42 PM - Dec 30, 2019 6]

@ Autvntg @autvntg

“Asking only autistic people to change how they socialize is like asking
minorities to speak and dress more like white people in order to be
accepted. That's a really bad way to combat prejudice, racial or
neurological.” @Lyzardcraft

blogs.scientificamerican.comy/abservations/c...

Scott Karp
@scottkarp

#TS #Tourettes #PhDLife #Neurodiversity

Q 100 O Reply I Share

@ Britney Wolf @cnsticatatime
youtu.be/VelN25vSQiA

Read 4 replies

1/3 This week's video is up! | talk about what it's like to suppress a tic &
¥y tried to come up w/a good comparison for these watching that don't live
with #tourettesyndrome. So many people get the wrong impression when

8:13 AM - Dec 5, 2019 (0] we tell them that we can suppress or
| have chosen to come out as autistic in order to .
Q 26 O Reply & Share lesda neurodiversity program at a |arge company 5:39 PM - Feb 4, 2020 from Liverpool, England @
Read 1 reply not because it's easy but because it's hard. None of O 57 O Reply N Share
the skills | need to be succeed are intuitive. | will R4 T

have to learn them all. #Neurodiversity #autism
621PM. Oct 16,2019 ®

‘ Read the full conversation on Twitter

Q 104

Q Reply

& Share

Read 8 replies

Figure 9 Example tweets showing the cost of hiding neurodiversity. Authored by @NortherlyRose, @thinkingautism,

@scottkarp, and @AdrienneACox.

v

4 N NeuroDivergent Rebel (they/them/Xe/Xem) & &
: ¥ @NeuroRebel

Many of the people who openly oppose neurodiversity
the loudest often are in positions where they stand to
profit, financially, off peddling the gloom & doom “autism
is the end of the world” narrative, preying on the fears of
parents with newly diagnosed autistic children.

# NeuroDivergent Rebel (they/them/Xe/Xem) @& & @NeuroRebel
Someone asked me what | think about the “anti-ND" fringe group:

Neurodiversity isn't something you can be for or against. It's a simple fact.
There are many different types of brains in the world.

Treating every human being with respect & dignity shouldn't be
controversial.

10:07 PM - Nov 15, 2019
Q 125

© Reply I Share

Read 6 replies

v

propaganda
@justpropa

They've been programmed to accept the diagnosis as it is,
with no cure-and become pharma customers for life
(behavioral meds). And celebrate it as "neurodiversity”.
Society/media/Hollywood is normalizing autism as well as
childhood cancer.

1:57 PM - Nov 25, 2019

O s

®
© Reply (T Share

Explore what's happening on Twitter

Figure 10 Example tweets showing neurodiversity is embroiled in debates about socio-political empowerment. Authored by

@NeuroRebel and @justpropa.
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ABrasLL ABA Access4All o
@ABA4ALL UK

Autistic mum whose more severely little autistic son really
benefits from ABA speaks up for the moderate autistic
voice, eschews the online group espousing neurodiversity
and mum-bashing

o Eileen Lamb @theautismcafe

| want the parents who've been bullied by the #ActuallyAutistic
community to know that there are many autistic adults, myself included,
who would never make a parent feel bad for feeling sad, angry, or
overwhelmed with their child’s diagnosis. theautismcafe.com/actually-
autis...

9:28 AM - Nov 6, 2019 ®

Q 14 O Reply I, Share

Explore what's happening on Twitter

Figure 11 Example of tweets showing defensive reaction to neurodiversity movement. Authored by @ABA4ALL_UK.

Thinking Person’s Guide To Autism .
} @thinkingautism

CN: Abuse, JRC

@US_FDA misses deadline to ban “incredibly painful, fall-
on-the-floor, screaming-in-agony level electric shock for
students” at the Judge Rotenberg Center.

"Why our government doesn't protect these people, |
don't know.”

wgbh.org/news/local-new...

#Neurodiversity
12:12 AM - Jan 4, 2020 ®

Q29 O Reply T Share

Read 2 replies

Figure 12 Example tweet authored by @thinkingautism showing sanctioned violence against people with neurodiversity.
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/- ADHD Foundation L J
" @ADHDFoundation

Neurodiversity Role Models 42019

James King of Scottish Prison Service
epale.ec.europa.eu/en/blog/prison...

1141 AM - Dec 30, 2019 0]

Q12 Orepy & Share
Explore what's happening on Twitter

Gayle Y. Fisher, M.Ed., Ed.Tech. v
@GayleFisher
Thanks to #Blackbelts @Cody Brooks and @Austin
i for their #brai ing the #i ion of best

practices #self #defense #martial #arts into #First
#Responder #Supports when dealing with #Neurodiversity
and #descalations.
A #NewApproach of #de...Inkd.in/etdGgXa
1:32 AM - Oct 22. 2019 (0]
QO O Repy & Share

Explore what's happening on Twitter
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Kaj Bartlett L 4
@ADHD_InspKaj

we need to d more how
Neurodiversity affects the public we serve, and to support
our Neurodiverse colleagues, | present to you the
@sussex_police plan. Thanks to @SusPolDiversity
@DCCJoShiner @EnableSusPol @npaa_uk
@geniuswithinCIC for your support.

&

Neurodwersity Equatity Delivery Plan 202022 &
o
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11:19 AM - Jan 23, 2020 (0]
Q 101 O Reply & Share
Read 8 replies

Figure 13 Example tweets authored by @ADHD_InspKaj, @ADHDFoundation, and @GayleFisher promoting civil protection
agencies' efforts to improve how they deal with neurodiversity. Photo edited for anonymity.
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% Thinking Person’s Guide To Autism ,
]

@thinkingautism

My #Autistic Son Needs 24/7 Support. And That's OK:
"We have a good life, because we stopped buying into
mainstream notions about what happy families look like.”
@shannonrosa, at @BuzzFeed @buzzfeeders:

buzzfeed.com/shannonrosa/my... #neurodiversity #autism
#parenting

buzzfeed.com
My Autistic Son Needs 24/7 Support. And That's OK.
We have a good life, because we stopped buying into mainstream notions

about what happy families look like.
1:06 PM - Nov 8, 2019 ©)
Q 230 O Reply T Share

Read 9 replies

Figure 14 Example tweet authored by @thinkingautism showing how liberation from traditional family structures fosters
well-being.
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Thinking Person’s Guide To Autism . 4 Thinking Person’s Guide To Autism L 4
@thinkingautism 1 } @thinkingautism
A collection of responses to that @nytimes article about "When poorly understood disabilities make a member of
tolerating "difficult” family members during the holidays— our family appear to be 'high maintenance,’ there's a
while not actually having any empathy for those family temptation to not take their needs and concerns
members, or considering how to accommodate them. seriously.” @AndrewPulrang, with advice on Making
From @SFdirewolf: Holidays Accessible:
wakelet.com/wake/0f4bca74-... #Neurodiversity forbes.com/sites/andrewpu... #disability #Neurodiversity

wakelet.com forbes.com
Thanksgiving with a heaping side of ableism How To Make Your Holidays More Accessible
Here is a sample of responses to an opinion piece published in the New Keep your disabled family and friends at the center of your holiday
York Times, "Make Room at the Table for Difficult People,” on November... planning, It's the best way to ensure that your celebrations are accessibl...
1:56 AM - Dec 2, 2019 ® 4:33 PM - Dec 22, 2019 ®
Q 28 O Reply I Share Q 66 © Reply T Share
Read 2 replies Read 2 replies

Figure 15 Example tweets authored by @thinkingautism showing demand for solutions to manage neurodiversity during
family holidays.



Accepted for publication in Journal of Consumer Marketing published by Emerald.

Destigmatizing Neoliberal

Scouted talents

o
g
pl Masked crusaders
2
(] . o . .
> Activism-inclineds
E
5 Castaways
pd
Healthists
Stigmatizing Paternalistic

Figure 16 How neurodiversity affects the stigmatization of consumer segments differentially depending on prevailing
cultural currents
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