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' e Personal Imperative: From
Digital Noise to a Call for Inclusion

| recall a moment in my living room, overwhelmed by digital
noise... | saw my younger sister in the corner, hands over her
ears and visibly distressed. My sister, who has Angelman
Syndrome—a neuro-genetic disorder affecting communication
and sensory processing—feels the impact of such
overstimulation.

atching her struggle prompted me to question how modern
digital marketing tactics might alienate her and many other
neurodivergent individuals.

This personal realization...ignited my passion for ethical and
iInclusive communication.
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The Problem: Digital Environments
Disable, Not Just Annoy

Problem Statement

To achieve equity, dignity, and business effectiveness, digital campaigns must
pivot from maximizing stimulation for neurotypical users to providing a calm,
clear, and controlled experience for all.

The Social Model of Disability

Exclusion arises when digital environments don’t accommodate neurological
differences. A user with ADHD struggling with pop-ups is disabled by poor
design, not by ADHD itself.

The Core Question
We must shift our mindset and ask, “How many people does our design disable?”

An estimated 15-20% of the global population is
heurodivergent, representing a significant user
segment often excluded by default design choices.
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The Anatomy of Overstimulation: Common
Offenders in Digital Marketing

Flashing or Strobing Visuals

Can trigger migraines or seizures; causes discomfort
and distraction.

Auto-playing Videos and Audio

Violates user control and consent; can startle users and
induce anxiety. Autistic users and those with PTSD are
especially vulnerable.

Excessive Motion & Animation
(Parallax, GIFs)

Increases cognitive load, can cause dizziness, and

makes it hard for users with attention differences to
concentrate.
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Cluttered Layouts & Information
Overload

Exceeds memory and processing limits, leading to
frustration or abandonment.
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Urgency & Fear Appeals
(Countdown timers)

Heightens anxiety in vulnerable users and can erode
long-term trust.
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The Solution: The Calm-First Neuro-
Inclusive Communication Framework
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A mindset shift from “attention at all costs” to “respect and inclusion by design.”
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The Five Pillars of

Calm-First Communication

&

Control

Give users as much autonomy as
possible over their experience.
Provide controls to pause, mute, or
opt out of sensory content.

@)

Sensory Load

Manage the intensity and amount of
sensory stimuli. Avoid unnecessary
clutter and use intense elements
deliberately, not by default.

1

Consent

Do not force content onto users.
Avoid unexpected triggers like
surprise audio or intrusive pop-ups.
Ask, don't assume.

Clarity

Present information clearly and
straightforwardly. Use plain language,
legible text, and a clear visual
hierarchy to reduce mental effort.

S

Continuity

Ensure consistency and predictability
across the user's journey. Use stable
layouts, repeated themes, and a
uniform tone of voice to reduce
cognitive load.
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Framework in Action: A Case Study Analysis

Methodology Overview

Approach: A qualitative, case-based methodology evaluating publicly available digital content (ads, websites, social
media) from 2020-2025 against the five Calm-First pillars.

Case Selection Rationale

— N 17
Tesla: Explores the tension between Calm: Serves as a benchmark for Apple: Represents a mainstream tech
futuristic innovation and minimalist, intentionally calm communication, leader balancing polished, dynamic
low-sensory-load branding. proving its commercial viability. marketing with a strong commitment

to accessibility and consistency.
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Patterns of Success: Neuro-Inclusive
Principles at Work

Tesla: Minimalism
Markets Calm Luxury

v/ Low Sensory Load:
Restrained visuals, focus on a
single product, and slower
video pacing.

v/ Clarity of Focus: Strong
visual hierarchy and minimal,
direct messaging on web
pages.

Calm: Advertising as a
Moment of Relief

v/ Reduced Sensory Load:
Deliberate sensory curation
with soft voices, ambient
sounds, and serene visuals.

v/ High Clarity: Simple, literal
copy like “Take a deep breath.’

v/ Emotional Safety: Nurturing
and non-judgmental tone
creates trust.

Apple: The Gold
Standard for Consistency

v/ Continuity: Instantly
recognizable design language
across all platforms.

v/ Clarity & Control: Concise
copy, structured layouts, and
user-centric features like
transcripts and ‘Reduce
Motion’ settings.
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Gaps and Opportunities: Where Even
Leading Brands Can Improve

Tesla’s Hype vs. Calm Tension The Inconsistency Trap
During product launches, “hype” A common pain point across
videos can spike sensory load with brands is the inconsistency
faster cuts and dramatic effects, Apple's Intensity Context between stated values (e.g.,
breaking from the usual calm tone. mental health awareness) and

Highly produced launch events can
be sensory-heavy. While context
matters (enthusiasts opt-in), it
highlights a contrast with their
generally calmer mass advertising.

marketing practices (e.g., anxiety-
inducing flashy ads).

Core Insight

Neuro-inclusive design must be an intentional choice for each campaign, not just a byproduct of brand aesthetic.

& NotebooklLM



A Toolkit for Practitioners: The 4-Step Calm-First Process

1: Discover

Understand your neurodivergent aud-
ience through empathy and research.
|dentify triggers and comfort factors.

4: |terate & Govern

Embed principles into brand guidelines,
train teams, and establish audits to
institutionalize the practice.

®
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2: Design

Systematically apply the five pillars to
craft campaign assets, from visuals
and audio to copy.

3: Deliver & Test

Use A/B testing and user feedback
to validate that calm-first choices are
resonating effectively.
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The Stop-Doing Checklist: Avoid These
Common Offenders

XX XX

Eliminate Forced Auto-Play: Do not start media automatically. Use click-to-
play with clear labeling.

Silence Unwanted Noise: Default all content to muted and provide clear
volume controls.

Be Mindful of Pop-Ups: Avoid unexpected interruptions that obscure
content and cause frustration.

Limit Excessive Motion: Keep animations smooth and purposeful. Avoid
rapid flashing or perpetual loops that can cause discomfort or seizures.



Application Playbook: Designing for the Future of Mobility

To illustrate the framework in action, we apply it to a futuristic context: an autonomous
robo-taxi service.

The challenge: How do you market a novel, potentially intimidating technology to
diverse users with varying needs?

Introducing the Personas:
We will explore campaign strategies for three key user segments:
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1. The Elderly Shopper: 2. The Parent of a Disabled 3. The Neurodivergent

Seeking safety and simplicity. Child: Needing predictability Professional: Valuing focus and
and control. quiet.
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The Playbook in Action: Tailored
Campaigns for Diverse Needs
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‘The Elderly Shopper ‘The Parent of a Disabled The Neurodivergent
Child' Professional’
'Independence with a Gentle 'Rides You Can Rely On, Care "Your Peaceful Commute, Your
Ride.’ You Can Trust. Way.'
Tactics: Tactics: Tactics:
 Gentle video pacing, large-text e Emphasize routine and * Highlight silence as a feature.
Ul demos, calm narration, and predictability in visuals. e Show a serene, private interior.
copy focused on safety and e Showcase app features for » Use copy focused on 'No Small
ease-of-use. caregiver control and sensory Talk, Guaranteed' and personal
customization (e.g., 'Quiet control over the environment.

Mode').
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The Imperative: Why Neuro-Inclusion is a Strategic Advantage

&

Ethical Imperative Strategic Imperative
o Aligns marketing with values of accessibility, o Market Opportunity: Taps into the 15-20% of the
equity, and well-being. population that is neurodivergent, plus aging

, : opulations and those with digital fatigue.
e Moves beyond compliance to actively remove Rl g 9

environmental barriers, honoring the social model o Brand Differentiator: In a noisy landscape, calm
of disability. communication builds trust and stands out.

e Reduces unintended harm and stress for e Long-Term Sustainability: Fosters voluntary, high-
vulnerable users. quality engagement over forced attention, leading

to greater customer loyalty and lifetime value.
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The Future of Marketing Isn't Louder. It's Clearer.

"The future of marketing lies not in who can yell the
loudest to capture attention, but in who can earn trust
by communicating thoughtfully and inclusively."

v
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e In a world overwhelmed by noise, the most radical and effective
thing a brand can do Is communicate with calm and clarity.

e This approach doesn't just include more people; it forges a deeper,
more sustainable connection with everyone.
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