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Abstract 

India's youthful population represents a potentially important force in the transformation of consumer markets. 

Demographic change, increasing digital connectivity, social media engagement, evolving lifestyles, and 

aspirations for improved quality of life are influencing how young consumers discover, evaluate, and purchase 

products and services. However, the influence of youth on consumer preferences cannot be explained by age 

alone. Income, financial independence, geographical location, cultural background, brand trust, price sensitivity, 

and digital literacy may significantly affect purchasing decisions. 

This paper examines the relationship between India's youthful population and consumer preferences through a 

systematic, theory-informed review of literature published between 2020 and 2026, supplemented by 

foundational consumer behaviour theories and official Indian market reports. The review focuses on five 

thematic areas: digital commerce adoption, social media and influencer marketing, price and value 

consciousness, brand trust and lifestyle aspirations, and demographic and geographical heterogeneity. The 

synthesis draws on research concerning mobile commerce adoption, emerging digital consumer behaviour, and 

recent reviews of influencer marketing. It identifies an important research opportunity: integrating digital and 

social influences with economic constraints and regional differences in a single empirical framework. 

An integrated conceptual model in which digital exposure, social influence, price-value perceptions, and brand 

trust influence consumer preferences and purchase intention. Perceived value and brand trust are proposed as 

mediating mechanisms, while income, financial independence, and geographical location are potential 

moderators. A quantitative, cross-sectional survey of young Indian consumers is proposed, with a target sample 

of approximately 500 respondents, subject to formal power analysis. The paper contributes a research 

framework, operational definitions, testable hypotheses, a draft questionnaire, and an empirical analysis plan. 

Keywords: youthful population, consumer preferences, India, emerging markets, Generation Z, digital 

commerce, influencer marketing, brand trust, price sensitivity, consumer behaviour. 

1. Introduction 

India represents a significant emerging market characterized by demographic diversity, expanding consumer 

aspirations, rapid digital transformation, and increasing integration with global markets. Its large youth 

population has the potential to influence consumption patterns across industries, including fashion, food and 

beverages, education, consumer electronics, entertainment, financial services, travel, and personal care.  Young 

consumers are particularly important because their preferences can influence household purchasing decisions, 

encourage the adoption of new products, and shape emerging market trends. Their consumption choices are 

increasingly influenced by digital access, online reviews, social media content, influencer recommendations, 

and interactions with brands through digital platforms. 

The relationship between demographic structure and consumer behaviour is especially relevant in India, where 

traditional purchasing practices coexist with modern retail formats, e-commerce, digital payments, and 

personalized advertising. Young consumers in metropolitan cities may prioritize convenience, premium 

experiences, and international brands, whereas consumers in smaller cities and rural areas may place greater 

emphasis on affordability, durability, accessibility, and value for money. These patterns vary considerably 

across income groups and individual circumstances. The influence of youth on consumer preferences therefore 

extends beyond age-related differences. It reflects the interaction of demographic characteristics, economic 
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opportunities, technological change, cultural values, and social influence. Understanding these relationships is 

essential for businesses seeking to develop effective marketing strategies in India's increasingly competitive 

consumer market. 

A youthful population refers to a demographic structure in which young people constitute a substantial 

proportion of the total population. In consumer research, the youth segment may be operationally defined as 

individuals aged 15–29 years, consistent with India's National Youth Policy framework. However, the 

appropriate age range depends on the research question and the purchasing category being investigated. For 

marketing purposes, the youth segment may include school and college students, early-career professionals, 

young entrepreneurs, and other young adults. These groups differ in their financial independence, disposable 

income, purchasing authority, and consumption priorities. 

2. Background : Major Factors Influencing Youth Consumer Preferences in India 

Digitalization and e-commerce : The expansion of smartphones, internet connectivity, online marketplaces, and 

digital payment systems has increased the range of shopping options available to young consumers. Digital 

platforms enable product comparison, price discovery, access to customer reviews, and purchases beyond local 

geographical boundaries. Young consumers may use online channels for electronics, clothing, books, food 

delivery, beauty products, and entertainment subscriptions. However, the relative importance of online and 

offline channels depends on product characteristics, trust, delivery infrastructure, and personal preferences. 

Businesses must therefore develop consistent shopping experiences across digital and physical channels. 

Social media and influencer marketing: Social media platforms have become important channels for product 

discovery, brand communication, and lifestyle expression. Short-form videos, product demonstrations, creator 

reviews, and user-generated content can introduce consumers to new products and influence their perceptions. 

Influencer marketing can be effective when recommendations are credible, relevant, and aligned with audience 

interests. Its effectiveness may decline when endorsements appear artificial or overly commercial. For Indian 

marketers, the challenge is to distinguish between attention and actual purchase behaviour. High engagement 

does not necessarily translate into sales, satisfaction, or long-term loyalty. 

Price sensitivity and value consciousness: Although many young consumers aspire to purchase premium 

products, their purchasing capacity often depends on household income, employment status, educational 

expenses, and financial independence. Students and first-time earners may be particularly attentive to discounts, 

cashback offers, bundled products, and affordable alternatives. Some young professionals may demonstrate 

greater willingness to pay for convenience, reliability, technology, or differentiated experiences. Consequently, 

businesses should avoid assuming that all young consumers are either price-sensitive or premium-oriented. 

Segmentation based on income, lifestyle, product involvement, and purchasing power can produce more 

effective marketing decisions. 

Brand consciousness and self-expression: Brands can communicate identity, lifestyle, belonging, and social 

aspirations. Clothing, footwear, smartphones, cosmetics, and personal accessories may serve both functional and 

symbolic purposes. Young consumers may use brands to express individuality or associate themselves with 

particular communities and lifestyles. At the same time, local brands and less expensive alternatives may appeal 

to consumers who prioritize authenticity, functionality, and value. Brand loyalty is therefore influenced not only 

by awareness but also by product performance, trust, customer service, affordability, and perceived relevance. 

Peer groups and family influence: Friends and peer groups can shape preferences by introducing new products, 

sharing experiences, and establishing informal consumption norms. Family influence remains important in India, 

particularly for high-value purchases such as vehicles, education, electronics, and household products. Young 

people may independently choose everyday products while consulting family members for major financial 

commitments. Consumer preferences consequently emerge through interactions between personal aspirations, 

peer influence, and family expectations. 

Sustainability and ethical consumption: Environmental awareness, responsible sourcing, cruelty-free products, 

and ethical business practices may influence the preferences of some young consumers. These considerations 

can be relevant to fashion, food, personal care, transport, and consumer electronics. However, favourable 
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attitudes towards sustainability do not always lead to sustainable purchases. Higher prices, limited availability, 

uncertainty about product claims, and convenience constraints can create an attitude–behaviour gap. Businesses 

should support sustainability claims with transparent evidence rather than relying solely on promotional 

language. 

Urbanization and regional diversity: India's consumer market includes metropolitan, urban, semi-urban, and 

rural populations. Differences in infrastructure, income, education, language, retail access, and cultural practices 

affect consumer choices. Young consumers in smaller towns may increasingly access brands and products 

previously concentrated in metropolitan markets. Regional-language advertising, affordable product formats, 

local distribution networks, and culturally relevant communication can help firms reach these consumers. 

Market expansion must nevertheless account for differences in purchasing power and access rather than treating 

digital connectivity as evidence of uniform consumption patterns. 

 Financial inclusion and changing aspirations: Access to bank accounts, digital payments, and formal financial 

services can make purchasing more convenient and broaden participation in consumer markets. At the same 

time, credit-based purchasing and buy-now-pay-later arrangements may expose inexperienced consumers to 

repayment difficulties. Financial literacy, transparent pricing, responsible lending, and consumer education are 

therefore important complements to youth-oriented marketing. 

3. Systematic Literature Revie 

Research on digital consumer behaviour highlights the growing importance of technology-enabled shopping 

experiences. An Indian study by Singh and colleagues' research stream on Generation Z mobile commerce, 

represented by *From physical to digital: What drives Generation Z for mobile commerce adoption?*, examined 

mobile-commerce adoption using a modified Theory of Planned Behaviour. The study surveyed 245 students 

from a private university in northern India and reported positive relationships between the model's three 

principal constructs and mobile-commerce adoption intention (see the published article, 2021). The study is 

particularly relevant because it provides India-specific evidence linking psychological and behavioural factors to 

young consumers' adoption of digital purchasing. However, its student sample limits generalization to young 

people who are not enrolled in higher education, and adoption intention is not equivalent to completed purchases. 

The broader implication is that the availability of digital infrastructure is only one component of consumer 

change. Attitudes, social expectations, and perceived control over transactions may also be important. 

IAMAI and Kantar's *Internet in India 2024 report, published in January 2025, documents the size and 

characteristics of India's internet-user and online-consumer environment. The report distinguishes between 

internet users, online shoppers, and social-media shoppers, illustrating why these categories should not be 

treated as interchangeable (IAMAI & Kantar, 2025). For the present study, this distinction has methodological 

importance. Being connected to the internet does not necessarily imply frequent online purchasing, and using 

social media does not necessarily imply a preference for social commerce. Empirical research should measure 

these behaviours separately. The report also supports the inclusion of rural and urban respondents rather than 

treating digital consumer behaviour as exclusively metropolitan. Nevertheless, national internet-use statistics 

cannot independently establish the causal influence of internet access on individual consumer preferences. 

Social media provides opportunities for product discovery, brand communication, peer recommendations, and 

creator-led promotion. Recent research has increasingly examined how influencer credibility, perceived 

authenticity, and online interactions shape young consumers' purchase intentions. 

A 2026 study by Muthulingam and Amirtharaj examines influencer-related factors and Generation Z purchase 

intentions in India through a structural equation modelling approach. Its research focus is directly relevant to 

integrating influencer characteristics and content attributes within an emerging-market framework. A 2026 

review by Upreti and Bisht, *Influencing young minds: A hybrid review and research agenda on influencer 

marketing and young consumer behaviour*, further identifies influencer marketing and young consumers' 

decision-making as a developing area of research. These studies indicate that social influence should not be 

measured merely by frequency of social media use. Researchers should distinguish exposure to content from 

perceived credibility, perceived authenticity, social approval, and trust in recommendations. The implications 
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also require caution. Influencer exposure may improve awareness without producing a purchase, while 

sponsored or misleading content may reduce trust. The relationship between social media activity and consumer 

preferences is therefore likely to depend on content characteristics, product category, and individual 

circumstances. 

Lu, Ding, and Lin's 2026 systematic review in the  International Journal of Consumer Studies examines how 

TikTok influences Generation Z consumer decisions. Its synthesis identifies cognitive trust and affective trust as 

two important pathways through which platform content may influence product discovery, brand awareness, and 

purchasing. Although TikTok-specific evidence cannot be transferred directly to every Indian platform, the 

review provides a useful theoretical distinction between evaluating information and responding emotionally to 

digital content. Indian studies can adapt this distinction to locally relevant platforms, subject to platform 

availability and usage patterns. This literature also suggests that the effects of digital marketing may vary across 

routine purchases, high-involvement products, and experience-oriented consumption. 

Young consumers vary substantially in disposable income, financial independence, and household 

responsibilities. Consequently, their preferences may reflect a balance between desired product attributes and 

financial constraints. Perceived value is broader than low price. It can incorporate product quality, convenience, 

durability, service reliability, social benefits, and the total cost of ownership. A product may be considered good 

value even when it is not the cheapest available option. The proposed study treats perceived value and price 

sensitivity as distinct constructs. This distinction makes it possible to examine whether a consumer prefers an 

inexpensive product because of a limited budget or chooses a more expensive product because its perceived 

benefits justify the price. The reviewed evidence provides a rationale for investigating these relationships, but it 

does not establish a single universal price-sensitivity effect for all Indian youth segments. 

India's youth market is heterogeneous in income, educational participation, occupation, language, location, and 

access to retail infrastructure. These differences can influence the relative importance of price, convenience, 

product availability, brand reputation, and social recommendations. An urban consumer with independent 

income may place greater emphasis on delivery speed or premium features, while a student or rural consumer 

may place greater weight on affordability, durability, or access to reliable distribution. These are hypotheses to 

be tested, not fixed descriptions of either group. A well-designed study should therefore compare geographical 

and socioeconomic groups and test whether the relationships among marketing influences and purchase 

intention differ between them. 

4. Research gap 

First, digital exposure, social influence, price-value perceptions, and brand trust are often studied as separate 

predictors. An integrated model can examine their relative contributions within the same sample. Second, 

consumer research must distinguish product preference and purchase intention from actual purchase behaviour. 

These outcomes are related but not interchangeable. Third, demographic and regional differences require 

explicit measurement. Results from a single university or metropolitan sample may not represent the diversity of 

Indian youth. Fourth, mediation and moderation mechanisms deserve closer examination. Perceived value and 

brand trust may help explain how digital and social influences affect purchase intention, while income, financial 

independence, and location may alter the strength of those relationships. 

5. Research objectives 

1. To examine the influence of India's youthful population on consumer preferences. 

2. To assess the relationship between digital exposure, social media influence, and product or brand preferences. 

3. To investigate the roles of price sensitivity, brand image, and income in youth purchasing decisions. 

4. To examine whether consumer preferences differ across urban, semi-urban, and rural settings. 

5. To identify the implications of youth consumption patterns for marketing strategy and responsible business 

practices. 
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6. Research hypotheses 

H1:Digital exposure is positively associated with online purchase intention among young Indian consumers. 

H2:Social media and peer influence are significantly associated with brand preferences among young consumers. 

H3:Perceived value for money is positively associated with purchase intention. 

H4:Brand trust is positively associated with purchase intention and repeat-purchase intention. 

H5: Income and financial independence moderate the relationship between brand preference and willingness to 

pay. 

H6:Consumer preferences differ significantly across urban, semi-urban, and rural youth. 

H7: Sustainability awareness is positively associated with preference for products perceived as environmentally 

responsible, although affordability may influence the strength of this relationship. 

7. Research Methodology for Empirical Investigation 

A cross-sectional survey design may be used to collect data from young consumers in selected Indian states. A 

mixed-method approach combining surveys with focus-group discussions could provide a deeper understanding 

of the motivations underlying purchasing decisions. The target population may comprise Indian consumers aged 

15–29 years. Researchers should obtain appropriate consent and apply additional safeguards when collecting 

information from participants under 18. A stratified sampling approach may be used to represent different age 

groups, income categories, educational backgrounds, and geographical locations. A proposed sample of 

approximately 400–600 respondents could support a reasonably developed multivariable analysis, subject to a 

formal power analysis and the complexity of the model. This is a suggested design, not an actual sample 

collected for this article. 

Primary data may be collected through a structured questionnaire covering: Demographic and socioeconomic 

characteristics. Frequency of online and offline purchases. Exposure to social media and influencer content. 

Price sensitivity and perceived value. Brand trust and brand preference. Sustainability awareness. Purchase 

intention and repeat-purchase behaviour.  Five-point Likert scales ranging from “strongly disagree” to “strongly 

agree” may be used for attitudinal measures. Wherever possible, researchers should adapt validated scales from 

established studies and pilot-test the questionnaire before the main survey. 

8. Empirical analysis and results 

The Comprehensive Modular Survey: Telecom, 2025 provides nationally relevant evidence about digital access 

among people aged 15–29 years. The survey covered 34,950 households and 142,065 individuals.  

Table 1. Digital access among young people in India, 2025 

Indicator Rural Urban All India 

Mobile phone use in the previous three months 96.8% 97.6% 97.1% 

Internet use in the previous three months 92.7% 95.7% 94.3% 

Smartphone ownership among mobile-phone owners 95.5% 97.6% — 

 

The findings demonstrate that mobile and internet use are widespread among young people in both rural and 

urban India. First, internet use is high across both geographical settings. The estimated internet-use rate is 92.7% 

in rural areas and 95.7% in urban areas. The difference is 3.0 percentage points. Second, mobile phone use is 
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almost equally widespread. The rural–urban difference in reported mobile use is only 0.8 percentage points. 

Third, digital access does not imply identical consumer opportunities. Rural and urban consumers may differ in 

income, device ownership, delivery infrastructure, language preferences, payment confidence, and access to 

reliable product information. 

The observed gaps indicate that differences in basic digital access among young people are relatively small in 

these national estimates. This finding has an important marketing implication: firms seeking to reach young 

consumers should not restrict their digital strategies to metropolitan markets. Rural consumers may also be 

reachable through mobile-first marketing, regional-language content, and online shopping services. Nevertheless, 

access should not be confused with purchasing power. A consumer may have regular internet access but lack the 

financial resources, payment facilities, or delivery options needed to purchase a particular product. 

IAMAI and Kantar's Internet in India 2024 report estimates that India had 886 million active internet users in 

2024, including 488 million rural users and 397 million urban users. The rural and urban figures sum to 885 

million because of rounding. The data also demonstrate why internet use and online shopping must be treated as 

separate outcomes. The report estimates 886 million internet users but 332 million online shoppers for goods. 

The two figures refer to different behaviours and should not be interpreted as equivalent measures of consumer 

participation. 

The published figures can be used to calculate several descriptive indicators.The first indicator suggests that net 

commerce participation extends to a substantial portion of India's internet-user base. The second shows that the 

reported number of online shoppers for goods is considerably smaller than the total internet audience. The third 

indicates that social-media shopping represents one component of online purchasing rather than the entirety of 

digital commerce. 

 

First, digital exposure should be measured separately from shopping frequency.  Second, researchers should 

distinguish social media used for product discovery from social media used to complete a transaction. Third, 

online engagement metrics alone are insufficient to establish that a marketing campaign has changed purchasing 

behaviour. 

The IAMAI–Kantar report estimates 488 million active internet users in rural India compared with 397 million 

in urban India in 2024. Rural India therefore accounts for approximately 55% of the reported national total, 

subject to rounding. This finding is relevant to youth-oriented marketing because it challenges the assumption 

that digital consumer opportunities are concentrated exclusively in major cities. However, rural internet use can 

occur through shared devices. The report indicates that shared-device access has increased and that rural shared-

device users include substantial proportions of women and people younger than 19.  

For marketing researchers, this creates an important distinction between access to the internet and independent 

access to digital purchasing facilities.Young consumers who use a shared device may encounter advertisements 

and product information but have less control over accounts, payment methods, purchasing decisions, or 

transaction privacy. Future research should therefore include questions about personal device ownership, control 

over payment methods, and authority to make purchases. 

Boston Consulting Group's 2024 analysis, developed with Snap Inc. India, estimates that Generation Z 

contributes approximately 46% of consumer spending in India, equivalent to about US$860 billion. The report 

projects a substantial increase in this generation's future importance to consumer spending. These are estimates 

Indicator Calculation Result 

Net commerce users as a proportion of internet users \(480/886 \times 100\) 54.2% 

Online shoppers for goods as a proportion of internet users \(332/886 \times 100\) 37.5% 

Social media shoppers as a proportion of online shoppers for goods \(55/332 \times 100\) 16.6% 
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from an industry research report, not official national-account statistics or findings from the government telecom 

survey. Generation Z's age definition also differs from the 15–29-year group used in the government survey. 

Nevertheless, the report highlights the potential economic significance of young consumers. It supports the 

argument that youth-oriented marketing merits systematic study across product categories.The spending 

estimate should not be interpreted as evidence that every young consumer has high disposable income. 

Aggregate purchasing influence may coexist with substantial differences in income, financial dependence, and 

household purchasing authority. This distinction strengthens the case for including income, employment status, 

and financial independence in the proposed empirical model. 

9. Summary of empirical findings 

Table 3. Evidence and implications 

Empirical finding Interpretation Research implication 

94.3% of people aged 15–29 used 

the internet in 2025 

Digital exposure has broad potential 

reach 

Measure the intensity and type of 

digital exposure 

Rural–urban youth internet-use 

gap is 3 percentage points 

Basic access is widespread in both 

settings 

Test whether purchasing 

preferences differ beyond access 

India had 886 million active 

internet users in 2024 

The digital consumer environment is 

extensive 

Distinguish online audience size 

from actual shopping 

332 million online shoppers for 

goods were estimated in 2024 

Online shopping is a specific behaviour 

within the broader internet market 

Measure purchasing frequency and 

channel choice 

BCG estimated Generation Z's 

spending contribution at 46% 

Youth are economically significant at 

the aggregate market level 

Examine variation in purchasing 

power within the youth segment 

 

The combined evidence supports the relevance of youth as a consumer segment. It does not, by itself, establish 

that digital exposure, influencer marketing, or brand trust causes a particular purchasing preference. 

10.Discussion 

The empirical evidence suggests that the influence of India's youthful population should be understood through 

three connected dimensions. First, the high reported prevalence of internet use among young people provides a 

substantial foundation for digital product discovery and online communication. The relatively small rural–urban 

difference in youth internet use also suggests that consumer research should include smaller towns and rural 

settings. 

Second, the difference between the size of the internet audience and the number of online shoppers demonstrates 

that connectivity is not the same as purchasing activity. Product affordability, consumer confidence, payment 

access, delivery reliability, and household decision-making may affect whether online exposure leads to a 

transaction. Third, estimates of Generation Z's economic contribution indicate that the group is important to the 

broader consumer economy. However, aggregate spending influence should not be confused with equal 

purchasing power across all young consumers. 

Together, these findings support a multidimensional interpretation of youth consumer behaviour. Digital 

exposure creates opportunities for product awareness, while economic circumstances and consumer perceptions 

may determine which products are preferred and purchased. The regression would estimate the conditional 

associations between these variables. A separate interaction model could test whether income or financial 

independence changes the relationship between price sensitivity and purchase intention. No regression 

coefficients or significance tests are reported here, because the cited aggregate reports do not provide the linked 

respondent-level measures required for those analyses. 
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The youthful population can influence India's consumer market through demographic scale, changing 

aspirations, digital engagement, and the adoption of new products and services. Nevertheless, the relationship 

between youth and consumption is not uniform. Digital platforms can improve product discovery and 

comparison, but consumers differ in digital literacy, trust, and purchasing capacity. Social media may encourage 

experimentation and accelerate trends, yet peer pressure and commercial content can also distort perceptions. 

Brand preferences may reflect aspirations and identity, while affordability and product performance continue to 

constrain actual purchasing decisions. 

A central implication is that businesses should move beyond age-based assumptions. Youth-oriented marketing 

becomes more effective when it recognizes differences in financial independence, geography, lifestyle, product 

involvement, and household influence. Understanding the complete decision-making process—from awareness 

and evaluation to purchase and post-purchase satisfaction—is more useful than treating online engagement as a 

direct measure of demand. 

11. Managerial and Policy Implications 

Develop differentiated market segments.** Businesses should distinguish between students, first-time earners, 

young professionals, and other relevant groups according to purchasing power and needs. Adopt an integrated 

marketing approach.** Digital advertising, creator partnerships, physical retail, customer support, and online 

marketplaces should reinforce one another. Strengthen value communication.** Product quality, durability, 

service, transparent pricing, and affordability should be communicated alongside lifestyle benefits. Build trust 

through credible information.** Authentic reviews, clear return policies, transparent influencer disclosures, and 

reliable after-sales support can improve consumer confidence. Use regional and culturally relevant 

communication.** Local languages, locally appropriate product formats, and accessible distribution can help 

businesses engage diverse youth markets. Measure meaningful outcomes.** Conversion, satisfaction, repeat 

purchases, complaint resolution, and long-term trust are more informative than social media impressions alone. 

12. Conclusion 

The secondary-data analysis establishes three important findings. Internet use among India's youth is widespread; 

the rural–urban difference in basic digital access is relatively small; and India's overall online consumer market 

is extensive but distinct from its broader internet-user population. These findings provide empirical support for 

studying digital exposure, consumer preferences, and purchasing decisions among young Indians. They also 

show why a credible empirical paper must distinguish national market estimates from youth-specific behaviour 

and descriptive associations from causal effects. For a complete statistical research paper, the next step is to 

obtain a respondent-level dataset containing the variables required to test the hypotheses. The government's 

telecom survey provides an official microdata source with 142,065 individual records and indicators of mobile 

and internet use, but additional measures of brand trust, social influence, and price sensitivity would be needed 

to test the full proposed consumer-preference model.  

India's youthful population represents an important influence on consumer preferences and emerging market 

development. Digitalization, social media, peer networks, brand identity, price sensitivity, sustainability 

awareness, and changing aspirations can shape how young consumers discover, evaluate, and purchase products 

and services. However, the youth market is not homogeneous. Consumer preferences differ according to income, 

employment, education, geographical location, culture, financial independence, and product category. 

Businesses must therefore combine digital innovation with affordability, trust, customer experience, and 

inclusive market segmentation. For researchers, the relationship between youth demographics and consumer 

behaviour offers opportunities to examine how social, technological, and economic factors interact. For 

businesses and policymakers, the broader challenge is to respond to changing aspirations while promoting 

transparent marketing, informed decision-making, and responsible consumption. A more nuanced understanding 

of India's young consumers can contribute to stronger marketing strategies, improved consumer welfare, and 

more inclusive economic development. 
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