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Alexis	Dee	is	a	transwoman	living	in	North	Carolina.	She	is	
married	and	has	one	daughter,	Eryn,	and	one	granddaughter	
Victoria.	
		
Alexis	is	President	of	the	Southern	Comfort	Conference	
organiza&on	board	of	directors	and	has	worked	as	an	event	
planner	for	10	years.	She	ac&vely	works	with	the	trans	
community	on	various	issues,	consults	with	the	Greater	Fort	
Lauderdale	CVB	about	transgender	travel,	and	is	Chairman	of	
TGV	Holidays,	LLC,	a	cruise	booking	agent.	
	



•  San	Francisco-based,	LGBT	Owned/Operated	company	founded	in	1992	

•  Serves	corporate,	university,	organiza&on	and	government	ins&tu&on	
clients	throughout	the	USA,	Canada,	Europe,	Australia	and	China	

•  25	years	of	consumer	research,	strategic	consul&ng,	marke&ng	planning,	
communica&ons,	and	training	services	

•  Dedicated	research	panel	of	70,000+	LGBT	consumers		

•  Online	surveys,	focus	groups,	virtual	focus	groups,	in-depth	interviews,	
intercepts	and	other	methodologies	
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Research,	development,	communica4ons	and	marke4ng	strategies.	
Proudly	serving	industry	leaders	since	1992	

Some	of	CMI’s	LGBT	Research,	Educa@on	&	Marke@ng	Clients		
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@LGBTInsights	



Effec&vely	Reach,	A/ract	and	Serve	Transgender	Consumers	 Out	&	Equal		|		Orlando	FL		|		October	5,	2016	

7	

WHAT	WE’LL	TALK	ABOUT	TODAY	

SOCIAL	&	POLITICAL	TRENDS	

CASE	STUDIES	&	BEST	PRACTICES	

MARKET	RESEARCH	
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WHAT	WE’LL	TALK	ABOUT	TODAY	

SOCIAL	&	POLITICAL	TRENDS	
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Challenging	Gender	Roles	



Effec&vely	Reach,	A/ract	and	Serve	Transgender	Consumers	 Out	&	Equal		|		Orlando	FL		|		October	5,	2016	

17	

Challenging	Gender	Roles	



YAY!	 ugh.	
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The	Dreaded	
“Bathroom	Laws”	
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Over	the	past	12	months,	which	companies	or	brands	have	you	boycoaed	because	of	their	an@-LGBT	policies	or	
prac@ces?	You	can	write	up	to	5.		

Base:	Lesbian,	Gay,	Bisexual	Women	&	Bisexual	Men	n=7,159	

73%	

23%	

12%	

Chick-fil-A	

Hobby	Lobby	

Cracker	Barrel	

Nega@ve	Brand	Recall:	Every	year	CMI	asks	an	unaided	“write-in”	recall	ques&on	about	brands	that	par&cipants	are	
boycobng	because	of	their	an&-LGBT	policies	or	prac&ces.	Once	again	Chick-fil-A	and	Hobby	Lobby	lead	this	nega&ve	pack.	
Of	note	is	that	in	2016,	while	the	survey	did	not	ask	about	states	(the	ques&on	was	about	companies	and	brands),	a	
significant	number	reinterpreted	the	ques&on	and	wrote	the	states	of	North	Carolina	and	Mississippi.		These	percentages	
might	have	been	much	higher	if	the	ques&on	were	asked	in	a	different	format,	and	may	indicate	that	these	states	have	done	
harm	to	their	tourism	brands	through	recent	an&-LGBT	legisla&on.	

Also	of	Note..	
	State	of	North	Carolina		6%				State	of	Mississippi		6%	
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Discussion:	
SOCIAL	&	POLITICAL	TRENDS	

•  Have	these	and	other	commercials	and	
magazine	covers	effected	real	change?	

•  How	effec@ve	are	boycoas?		
•  Are	there	any	nega@ve	side-effects?	
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WHAT	WE’LL	TALK	ABOUT	TODAY	

SOCIAL	&	POLITICAL	TRENDS	

MARKET	RESEARCH	
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Community	Marke&ng	&	Insights		|		10th	Annual	LGBT	Community	Survey®		 U.S.	Overview	Report	2016	 		



Effec&vely	Reach,	A/ract	and	Serve	Transgender	Consumers	 Out	&	Equal		|		Orlando	FL		|		October	5,	2016	

33	LGBT	Community	Survey	is	a	trademark	of	Community	Marke&ng,	Inc.			
En&re	contents	©	Community	Marke&ng,	Inc.		Use	or	distribu&on	by	permission	only.	

10th	Annual	LGBT	Community	Survey®	
Supplemental	Report:	Gender	Expansive		
Community	Member	Focus	

A	special	thank	you	to	these	organiza4ons	for	their	assistance	in	recrui4ng	
transgender	par4cipants	to	the	study:	Fantasia	Fair,	Fort	Worth	Trans-
Cendence,	Knox	Boyz	of	East	Tennessee,	Los	Angeles	Gender	Center,	River	
City	Gems,	San	Antonio	Gender	Associa4on,	South	Bay	Trans	Day	of	Visibility,	
Southern	Comfort	Conference,	Inc.,	Texas	Transgender	Nondiscrimina4on	
Summit,	TG	Forum,	TILTT,	Inc.,	Trans-E-Mo4on,	Transgender	American	
Veterans	Associa4on,	TransTech	Social	Enterprises	and	Unity	Banquet.	

A	special	sub-report	on	the	opinions	and	mo@va@ons	of	
the	1,278	LGBT	Community	Survey	par@cipants	who	
iden@fy	as	transgender,	trans	women,	trans	men,	non-
binary,	genderqueer,	gender	fluid	and/or	intersex.		
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CMI’s	comprehensive,	inclusive	approach:	
Do	you	iden@fy	within	the	LGBT	Community...?		(Please	mark	all	that	apply.)	
•  Lesbian	or	Gay	Woman	
•  Gay	man	
•  Bisexual	woman	
•  Bisexual	man	
•  Pansexual	
•  Asexual	
•  Non-binary	sexual	orienta@on	
•  Same	Gender	loving	
•  Heterosexual	/	Straight	man	
•  Heterosexual	/	Straight	woman	
•  Ques@oning	
•  Other:	Please	tell	us	

Response	to	Common	Terms	in	Consumer	Research	

•  Female	
•  Male	
•  Transgender	
•  Transsexual	
•  Trans	Man	
•  Trans	Woman	
•  Intersex	
•  Non-binary	gender	iden@ty	
•  Genderqueer	
•  Gender	Fluid	
•  Agender	
•  Ques@oning	
•  Other:	Please	tell	us	

•  Queer	
•  Straight	Ally		
•  Other:	Please	tell	us	
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Base:	Gender	Expansive	n=1,278;	Transgender	+	Trans	Men	+		
Trans	Women	n=802;	Non-binary	+	Genderqueer	+	Gender	Fluid	n=701		

Note:	Respondents	were	allowed	to	choose	mul4ple	iden44es,	so	the	total	percentage	might	exceed	100.	

Gender	Expansive	Iden@ty	of	Par@cipants	
Only	53%	of	group	iden&fied	as	transgender	
33%	of	those	who	iden&fied	as	non-binary,	gender	fluid,	or	genderqueer	also	iden&fied	as	transgender,	trans	man	or	
trans	woman.		
29%	who	iden&fy	as	transgender,	trans	man	or	trans	woman	also	iden&fied	as	non-binary,	gender	fluid,	or	
genderqueer.			
A	18%	were	both	transgender	and	non-binary	iden&fied	among	all	the	gender	expansive	par&cipants.	

Among	All	Gender	Expansive	
Transgender	 53%	
Trans	Woman	 23%	
Trans	Man	 19%	
Non-binary	 29%	
Genderqueer	 29%	
Gender	Fluid	 23%	
Intersex	 4%	
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Iden@ty	
All	Gender	
Expansive	
Par@cipants	

All	Gender	Expansive	Iden@@es	 100%	
Transgender	 53%	
Trans	Woman	 23%	
Trans	Man	 19%	
Non-binary	 29%	
Genderqueer	 29%	
Gender	Fluid	 23%	

44%	

42%	

18%	

58%	

64%	

59%	

47%	

25%	

25%	

28%	

26%	

20%	

21%	

28%	

30%	

32%	

54%	

16%	

15%	

20%	

25%	

Millennials	 Genera&on	X	 Baby	Boomer+	

Gender	Expansive	Iden@ty	by	Genera@on:	The	chart	below	begins	to	demonstrate	how	gender	
expansive	iden&&es	are	influenced	by	genera&on.		

Base:	Transgender	n=681;	Trans	Woman	n=299;	Trans	Man	n=243;	Non-binary		n=369;	Genderqueer	
n=367;	Gender	Fluid	n=290;	Intersex	n=54	(base	too	low	to	run	a	comparison);	Queer	n=1,618	
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70%	
67%	

63%	
58%	
56%	
55%	

48%	
43%	
42%	

30%	
28%	

21%	

LGBT	
LGBT-friendly	
Gay-friendly	

Rainbow	(the	image	/	graphic)	
Lesbian	&	Gay	

LGBT-welcoming	
LGBTQ	
LGBT+	
GLBT	

LGBTIQ	
"Rainbow"	(the	word)	

Queer	

77%	
77%	

53%	
66%	

56%	
63%	
65%	

58%	
34%	

43%	
34%	
35%	

68%	
70%	

37%	
57%	

33%	
61%	
67%	

60%	
35%	

53%	
31%	

42%	

Gay	/	Bisexual	Men	 Lesbian	/	Bisexual	Women	 Gender	Expansive	

Percent	
Favorable	

The	following	terms	are	ooen	used	in	corporate	marke@ng	to	describe	or	refer	to	the	community.	Please	rate	how	you	feel	
about	each,	when	you	see	them	used	by	corpora@ons.	My	opinion	of	the	use	of	the	term	in	corporate	adver@sing	is…)	

Base:	Varies	
		

Favorability	of	Community	Terms	
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Base:	All	Gender	Expansive	n=1,278;	Transgender	+	Trans	Men	+	Trans	Women	n=802	
Non-binary	+	Genderqueer	+	Gender	Fluid	n=701;		
Lesbian	+	Gay	+	Bisexual	Women	+	Bisexual	Men	n=12,610	

44%	

19%	

17%	

12%	

11%	

10%	

10%	

1%	

Employed	full-&me	

Employed	part	&me	(one	or	more	
jobs)	

Student	

Disabled	

Self-employed	or	business	owner	

Unemployed	

Re&red	

Other	/	none	of	above	

All	Gender	Expansive	

Employment:	We	found	differences	in	employment	status	between	gender	expansive	
par&cipants	and	lesbian,	gay	and	bisexual	par&cipants,	which	may	indicate	employment	
discrimina&on.	

58%	

11%	

9%	

6%	

11%	

5%	

11%	

1%	

Lesbian	+	Gay	+	Bisexual	
Women	+	Bisexual	Men	
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Base:	All	Gender	Expansive	n=1,278;		
Millennials	n=564;	Gen	X	n=321;	Boomers+	n=385	

On	a	5-point	scale,	how	would	you	rate	your	current	financial	situa@on?	

5	–	Very	Posi@ve	
I’m	doing	great	financially 9% 

4	–	Posi@ve	
Financially	doing	be/er	than	most 29% 

3	–	Neutral	
I’m	doing	alright	financially	but	just	breaking	even 38% 

2	–	Nega@ve	
I’m	falling	behind	financially 13% 

1	–	Very	Nega@ve	
I	am	struggling	to	make	financial	ends	meet 10% 

LGBT	Economic	Outlook:	Gender	expansive	par&cipants	have	a	neutral	to	slightly	posi&ve	
economic	outlook.	38%	of	gender	expansive	par&cipants	expressed	a	posi&ve	outlook,	but	that	is	
compared	to	57%	of	gay	and	bisexual	men	and	52%	of	lesbian	and	bisexual	women.	
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Iden@fies	as	
Gender		

Expansive	

Iden@fies	as	
Gay	or		

Bisexual	Man	

Iden@fies	as		
Lesbian	&		

Bisexual	Woman	
Single	/	not	in	a	rela@onship 38% 45% 28% 

In	a	rela@onship	and	living	with	partner	
(no	legal	status) 15% 18% 19% 

In	a	rela@onship	but	not	living	with	
partner	(da@ng) 14% 10% 12% 

Legally	married 28% 22% 35% 

Engaged 4% 3% 4% 
Civil	union	or	registered	domes@c	

partner 2% 2% 3% 

Widow	/	Widower 2% 2% 1% 

Divorced	from	same-sex	spouse 3% 1% 3% 

Divorced	from	opposite-sex	spouse 9% 2% 4% 

Rela@onship	Status:	Most	community	members	with	a	gender	expansive	iden&ty	define	their	
rela&onship	status	as	non-single.	Most	gender	expansive	par&cipants	are	coupled,	and	marketers	
should	recognize	these	family	structures	in	their	outreach	and	communica&ons.		

Base:	Gender	Expansive	n=1,270;	Gay	&	Bisexual	Men	n=8,834;	
Lesbian	&	Bisexual	Women	n=3,454		
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Base:	All	Gender	Expansive	n=1,278;	Transgender	+	Trans	Men	+	Trans	Women	n=802;		
Non-binary	+	Genderqueer	+	Gender	Fluid	n=701;	Among	Gender		
Expansive:	Millennials	n=564;	Gen	X	n=321;		Boomers+	n=385	

Gender		
Expansive	
Millennials	

Gender		
Expansive	
Gen	X	

Gender		
Expansive	
Boomer+	

Have	children	under	age	18		
living	in	my	home.	 8%	 21%	 5%	

Have	children	under	age	18		
not	living	in	my	home.	 1%	 5%	 3%	

Have	children	over	age	18.	 0%	 13%	 46%	

No	 91%	 64%	 47%	

Children:	A	high	number	of	gender	expansive	par&cipants	have	children.	The	highest	
concentra&on	by	age	is	in	Genera&on	X.	Of	note	is	the	high	number	of	Baby	Boomer	and	
Transgender	par&cipants	with	children	over	age	18.			
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Iden@fies	as	
Gender	Expansive	

Iden@fies	as	
Gay	or	Bisexual	Men	

Iden@fies	as	
Lesbian	or	Bisexual	Women	

Urban	/	big	city	 30%	 46%	 33%	
Medium	sized	city	 27%	 23%	 27%	

Small	city	/	small	town	 18%	 11%	 16%	
Suburb	 17%	 14%	 18%	

Rural	area		 9%	 5%	 6%	

Base:	All	Gender	Expansive	n=1,270;	Gay	&	Bisexual	Men	n=8,834;		
Lesbian	&	Bisexual	Women	n=3,454	

Type	of	Community:	The	type	of	community	in	which	gender	expansive	par&cipants	live	
is	quite	dispersed	across	the	United	States,	and	where	gender	expansive	community	
members	call	home	is	more	varied	than	other	groups	within	the	LGBT	community.	This	
points	to	the	importance	of	laws	protec&ng	the	transgender	community	at	the	state	and	
local	levels,	not	just	in	large	ci&es	and	urban	centers.	
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Have	you	(or	you	and	your	partner)	purchased	any	of	the	following	major	items	during	the	past	12	months?		
(Please	mark	all	that	apply.)	

All	Gender	Expensive	

Audio	or	visual	electronics	for	home		
(U.S.	$500	or	more)	 20%	

Major	piece	of	furniture		
(U.S.	$500	or	more)	 16%	

Purchased	(or	leased)	a	new	automobile	 16%	
A	new	suit,	dress	or	expensive	clothing	item		

(U.S.	$500	or	more)	 12%	

Major	home	remodel	 6%	
Purchased	a	new	primary	home	or	condo	 4%	
Purchased	a	vaca@on	home	or	@meshare	 1%	

Major	Purchases:	The	study	asked	about	major	purchases	by	those	in	the	gender	expansive	community.	
The	2016	data	is	more	of	a	baseline	for	comparison	in	future	years.	Major	purchases	is	oren	an	indicator	of	
financial	confidence,	and	will	be	used	to	demonstrate	change	in	financial	confidence	in	the	future.	

Base:	All	Gender	Expansive	n=1,278	
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Have	you	purchased	any	of	the	following	experiences	during	the	past	12	months?	(Please	mark	all	that	apply.)	

All	Gender	Expansive	

Tickets	to	a	live	theater	produc&on	 36%	
Salon	services	or	spa	treatments	 34%	

Tickets	to	a	cultural	performance		
(e.g.	ballet,	opera,	symphony)	 33%	

Tickets	to	a	headliner	music	concert	 27%	
Tickets	to	a	non-profit	fundraising	event		

of	U.S.	$100	or	more	 14%	

Experience	Purchases:	The	2016	data	is	more	of	a	baseline	for	comparison	in	future	years.	Experience	
purchases	can	oren	be	seen	as	an	indicator	of	disposable	income	and	will	be	used	to	demonstrate	change	in	
financial	confidence	in	future	reports.	

Base:	All	Gender	Expansive	n=1,278	
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Base:	All	Gender	Expansive	n=1,278	

In	the	past	30	days,	have	you	read	any	of	the	following	print	media...?	(Please	mark	all	that	apply.)	

	 Gay	&		
Bisexual	Men	

Lesbian	&		
Bisexual	Women	

Gender	
Expansive	

LGBT	publica@ons/newspapers	for	my	city	or	region 51% 40% 43% 
LGBT	na@onal	magazines 35% 25% 26% 

Base:	Gay	&	Bisexual	Men	n=8,834;	Lesbian	&	Bisexual	Women	n=3,454;	Gender	Expansive	n=1,270;		
Millennials	(1981-1998)	n=3,504;	Gen	X	(1965-1980)	n=4,183;	Boomers+	(1942-1964)	n=5,871	

In	the	past	30	days,	have	you	viewed	or	listened	to	any	of	the	following...?	(Please	mark	all	that	apply.)	

Gay	&		
Bisexual	Men	

Lesbian	&		
Bisexual	Women	

Gender	
Expansive	

LGBT	websites	/	blogs	 69%	 63%	 79%	

LGBT	email	newsleaers	 45%	 42%	 49%	

LGBT-dedicated	TV	channel	 25%	 11%	 13%	

LGBT	mobile	apps	(non-da@ng)	 17%	 8%	 14%	

LGBT	Media	Consump@on	Paaerns	
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Base:	All	Gender	Expansive	n=1,278	

Base:	Gay	&	Bisexual	Men	n=8,834;	Lesbian	&	Bisexual	Women	n=3,454;	Gender	Expansive	n=1,270;		
Millennials	(1981-1998)	n=3,504;	Gen	X	(1965-1980)	n=4,183;	Boomers+	(1942-1964)	n=5,871	

Do	you	have,	and	have	ac@vely	used	(at	least	once	per	week),	any	of	these	social	media	and	da@ng	websites/apps	in	
the	past	30	days?	(Please	mark	all	that	apply.)	

Base:	Gay	&	Bisexual	Men	n=8,834;	Lesbian	&	Bisexual	Women	n=3,454;	Gender	Expansive	n=1,270;		
Millennials	(1981-1998)	n=3,504;	Gen	X	(1965-1980)	n=4,183;	Boomers+	(1942-1964)	n=5,871	

Gay	&		
Bisexual	Men	

Lesbian	&		
Bisexual	Women	

Gender	
Expansive	

Facebook	 86%	 87%	 86%	

YouTube	 70%	 65%	 70%	

Instagram	 41%	 38%	 34%	

Snapchat	 24%	 21%	 21%	

Tumblr	 39%	 18%	 32%	

Twiaer	 37%	 34%	 35%	

LinkedIn	 41%	 37%	 30%	

Pinterest	 17%	 30%	 23%	

Google+	 25%	 22%	 24%	

Vine	 5%	 3%	 3%	

Flickr	 4%	 4%	 5%	

LGBT	Media	Consump@on	Paaerns	
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Base:	All	Gender	Expansive	n=1,278	

Base:	Gay	&	Bisexual	Men	n=8,834;	Lesbian	&	Bisexual	Women	n=3,454;	Gender	Expansive	n=1,270;		
Millennials	(1981-1998)	n=3,504;	Gen	X	(1965-1980)	n=4,183;	Boomers+	(1942-1964)	n=5,871	

In	the	past	12	months,	have	you	viewed	or	par@cipated	in	any	of	the	following?	(Please	mark	all	that	apply.)	

Gay	&		
Bisexual	Men	

Lesbian	&		
Bisexual	Women	

Gender	
Expansive	

Watched	an	LGBT-inclusive	TV	show 67% 69% 66% 

Visited	a	bar	/	nightclub	for	the	LGBT	community 62% 41% 41% 

Aaended	LGBT	pride	event(s) 49% 49% 49% 

Donated	to	LGBT	organiza@on(s) 43% 40% 40% 

Aaended	an	LGBT	organiza@on	fund-raiser,gala,	etc. 31% 27% 32% 

Volunteered	at	LGBT	organiza@on(s) 23% 22% 32% 

Aaended	an	LGBT	film	fes@val 11% 10% 10% 

LGBT	Event,	Neighborhood	and	Community	Par@cipa@on		
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Discussion:	
MARKET	RESEARCH	
•  A	lot	of	aaen@on	has	been	given	to	the	“LGBT”	market,	

gay	market	and	lesbian	market;	but	less	on	the	
transgender	or	gender	expansive	market.	What	are	the	
differences	between	transgender	consumers	vs.	gay	or	
lesbian	consumers?	

•  What	are	the	most	effec@ve	ways	to	reach	the	
transgender	market?	
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WHAT	WE’LL	TALK	ABOUT	TODAY	

SOCIAL	&	POLITICAL	TRENDS	

CASE	STUDIES	&	BEST	PRACTICES	

MARKET	RESEARCH	
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LGBT	is	part	of	diversity.		
	

Diversity	is	part	of	LGBT.	
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Diversity	within	LGBT:	
Transgender		

Case	studies:	
•  Fort	Lauderdale:	Transgender	consumers	
•  Marrioa:	Transgender	inclusive	
•  Target:	Transgender	proac)ve	



FORT	LAUDERDALE		
CASE	STUDY:	
Transgender	Consumers	
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Case	Study:	Fort	Lauderdale	
A	seasoned	LGBT	des)na)on	constantly	working	to	reinvent	itself	



In	the	United	States,	CMI’s	panel	has	significant	numbers	in	
every	LGBT	segment	

•  20,000	lesbian	and	bisexual	women	
•  30,000	gay	and	bisexual	men	
•  5,000	bisexual	community	members	
•  3,000	transgender	community	members	
•  5,000	with	income	over	$150,000		
•  5,000	with	income	below	$25,000	
•  15,000	represen@ng	LGBT	communi@es	of	color	
•  15,000	LGBT	Millennials	
•  Par@cipants	in	all	50	states	with	zip	code-level	geographic	targe@ng	

capability	
•  10,000	with	a	Masters	degree	or	beaer	
•  4,000	LGBT	parents	with	a	child	under	18	living	at	home	
•  8,000	legally	married	same-sex	couples		

To	maximize	client	
opportunity	and	ROI,	
we	always	explore	the	
diversity	within	LGBT.	

CMI’s	LGBT	RESEARCH	PANEL	
25	YEARS	OF	LGBT	INSIGHTS	
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Discussion:	
Fort	Lauderdale	Case	Study	
•  How	did	it	come	about	that	the	Southern	Comfort	

Conference	moved	from	Atlanta	to	Fort	Lauderdale?	
•  What	did	the	Fort	Lauderdale	CVB	do	to	aaract	the	

business?		
•  Why	were	they	interested?	
•  What	were	some	of	the	challenges	they	faced?	
•  What	were	some	of	the	challenges	that	SCC	faced?	



MARRIOTT	
CASE	STUDY:	
Transgender	Inclusive	
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Case	Study:	Marrioa		
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Top	Ranking	Hotels:	With	Marrio/’s	“Love	Travels”	campaign,	the	company	has	risen	to	the	top	hotel	brand	recognized	for	
their	LGBT	outreach	efforts.	Of	note	is	that	four	of	the	top	five	brands	had	be/er	numbers	in	2015,	compared	to	2014.	This	hotel	
brand	awareness	ques&on	has	been	asked	in	this	format	in	the	annual	survey	since	2009.		During	that	&me,	Marrioa	ranked	number	
five	in	2009	and	has	risen	to	number	one	through	their	considerable	focus	in	outreach	to	the	LGBT	community.		

Bases:	All	USA	LGBTs	(Provided	at	Least	1	Valid	Hotel	Name)	n=2,067	

35%	 35%	 16%	14%	 12%	

Of	all	the	hotel	brands	or	chains	in	the	world,	which	chains/brands	have	done	the	best	job	
outreaching	to	the	LGBT	community	in	the	past	12	months?				
Please	type	the	name	of	a	hotel	brand.	(List	up	to	three)	

2014	

41%	 39%	 13%	19%	 16%	
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Top	Ranking	Hotels:	With	Marrio/’s	“Love	Travels”	campaign,	the	company	has	risen	to	the	top	hotel	brand	recognized	for	
their	LGBT	outreach	efforts.	Of	note	is	that	four	of	the	top	five	brands	had	be/er	numbers	in	2015,	compared	to	2014.	This	hotel	
brand	awareness	ques&on	has	been	asked	in	this	format	in	the	annual	survey	since	2009.		During	that	&me,	Marrioa	ranked	number	
five	in	2009	and	has	risen	to	number	one	through	their	considerable	focus	in	outreach	to	the	LGBT	community.		

35%	 35%	 16%	14%	 12%	

Of	all	the	hotel	brands	or	chains	in	the	world,	which	chains/brands	have	done	the	best	job	
outreaching	to	the	LGBT	community	in	the	past	12	months?				
Please	type	the	name	of	a	hotel	brand.	(List	up	to	three)	

2014	

41%	 39%	 13%	19%	 16%	

Bases:	All	USA	LGBTs	(Provided	at	Least	1	Valid	Hotel	Name)	n=2,067	



TARGET	
CASE	STUDY:	
Transgender	Proac@ve	
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Case	Study:	Target	2015	
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Case	Study:	Target	2016	
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55%	

14%	

14%	

10%	

6%	

6%	

5%	

5%	

4%	

4%	

4%	

Target	

Apple	

Starbucks	

Amazon	

Home	Depot	

Nabisco	

Wells	Fargo	

JC	Penney	

Subaru	

Macy's	

Google	

Over	the	past	12	months,	which	companies	or	brands	have	you	made	a	conscious	decision	to	
purchase	from	because	of	their	pro-LGBT	policies	or	prac@ces?		You	can	write	up	to	10.	

Base:	Gay	and	Bi	Men	n=3,500;	
	Lesbian	and	Bi	Women	n=1,405	

55%	

17%	

13%	

11%	

8%	

7%	

6%	

5%	

5%	

4%	

4%	

Target	

Apple	

Starbucks	

Amazon	

Macy's	

Wells	Fargo	

American	Airlines	

Home	Depot	

Delta	

Absolut	

Google	

Favorable	Brand	Recall:	Every	year,	CMI	asks	an	unaided	“write-in”	recall	ques&on	about	brands	that	par&cipants	make	a	conscious	decision	to	
purchase	from,	because	of	their	pro-LGBT	policies	or	prac&ces.	This	year	was	unusual	in	that	the	survey	fielded	at	the	&me	as	Target	was	making	
headlines	about	their	suppor&ve	transgender	policies.	While	Target	has	been	a	top-three	LGBT	brand	for	many	years,	their	brand	support	rocketed	from	
about	20%	of	the	LGBT	community	in	2015	to	over	50%	today.	The	2016	results	clearly	show	the	favorable	impact	gained	by	brands	taking	a	stand	for	
the	transgender	community	specifically,	and	for	the	LGBT	community	in	general.	
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Discussion:	
CASE	STUDIES	AND	BEST	PRACTICES	

•  What	are	some	other	case	studies?	
•  What	are	some	trans	marke@ng	and	

communica@ons	best	prac@ces	that	
companies	should	consider?	



Thank	you!	
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lgBt Market research:
There is a difference!

LGBT research is meant to help marketers understand the LGBT community, and make educated
decisions about strategies and tactics to reach them. Not all research is the same, however. At
Community Marketing &  Insights, we leverage unique experience, methodologies and our own
proprietary panel to generate the valid and actionable results that our clients depend on. 

CMI’s ProPrIetary Panel: who are you talkIng to?
Community Marketing & Insights (CMI) has recruited for our proprietary consumer panel over the past 25 years by partner-

ing with over 300 LGBT media, organizations, events and social media throughout the USA, Canada, the UK, Germany, Australia, China
and beyond. The panel is thus highly representative of LGBT consumers who interact with the LGBT community and media. 

CMI research is trusted by—and frequently quoted in—The New York Times, USA Today, The Wall Street Journal, Chicago
Tribune, Los Angeles Times, Miami Herald, Forbes, Ad Week, NPR, CNN, CBS News, Associated Press, etc.

Other research providers typically send out widely distributed panel invitations (via Yahoo, etc.), and then sort for those who
trust the researcher enough to indicate in a survey that they are gay or lesbian. They may also use lists from one or two LGBT publish-
ers, which is likely to skew results. 

If you are a marketer looking for valid LGBT consumer insights about products, services, or advertising creative and market-
ing strategies, “general market” panel development approaches are not likely to yield LGBT community members who interact with
the media where you are placing ads. 

CMI’s QuantItatIve surveys: sIze does Matter
CMI has conducted hundreds of LGBT-dedicated quantitative surveys since the early 1990s, covering a wide variety of top-

ics, industries and interests. Through these studies, we both observe and influence the trends of this market. 

Size does matter when it comes to surveys. Our panel has grown to over 70,000 qualified LGBT consumers—the largest of
its kind, by far. Our Annual LGBT Community Survey® study has attracted up to 45,000 survey participants representing 150 countries,
making it the largest such study in the world. We leverage our long history, experience and expertise to guide you, fine-tuning our
portfolio of research panels, methodologies and approaches to best match your market intelligence goals.

If your communications channels are via the LGBT media, you’ll want to depend on research that represents these con-
sumers’ interests, preferences, sensitivities and motivations. 

Without access to this enormous resource of qualified LGBT consumer panelists, other companies have to compromise on the
quality and demographic representation of their panel—or “reinvent the wheel” at your expense. 

It’s not possible to fathom the diversity and complexities within LGBT (see below) through a small sample. And with small
samples, you lose the opportunity to derive statistically-significant crosstabs based on gender, geographical location, age, income,
experience, product choice, etc. Can you really make the assumption that a Millennial lesbian couple in Seattle has the same purchas-
ing motivations and behaviors as a 67-year-old gay man in Atlanta? Generalities and sweeping statements about “the LGBT market”
based on comparatively small samples can distort the validity of research findings, wasting your investment of time and resources.

lgBt Panel dIversIty Is IMPeratIve, BeCause there Is no “lgBt Market”
Community Marketing & Insights emphasizes that there is no “gay market,” just as there is no single “Asian market.” The

LGBT communities represent a broad and dynamic spectrum of interests, sensitivities, preferences and priorities. Add to that varia-
tions in geographical location, age, income, relationship status, gender identity and more, and it becomes essential to discover which
opportunities within LGBT will help you achieve your goals. Fine-tuning your approaches based on highly refined, well-targeted
matches within LGBT will make your outreach initiatives more efficient and cost-effective, optimizing your marketing investment.

General market surveys that may include a small subset of “the gay community” just scratch the surface of the diverse and
varied of opportunities marketers can enjoy if properly explored and understood. 

584 Castro St.  #834 • San Francisco CA 94114 USA • Tel +1 415/437-3800 • Fax +1 415/552-5104
research@CommunityMarketingInc.com • www.CMI.info



get a deePer understandIng of the lgBt CoMMunIty: QualItatIve researCh

For over two decades, CMI has produced the most consistent, longest-running series of LGBT community surveys in the
world. But we don’t stop there. Quantitative (data) research is important, but it’s just one side of the coin. Our full range of  research
services uncover the rest of the story through qualitative research, most notably derived from focus groups. 

We pre-qualify our focus group participants from among our survey panelists, identifying the best candidates based on char-
acteristics such as age, gender, relationship status, geographical location, and even a propensity or history of using the client’s prod-
ucts or services. We maintain sufficient numbers of panelists to conduct groups in most major metro areas across the USA, Canada,
UK, Germany, Australia and China, as well as many other markets. Sometimes the same creative, tested in different regions, can yield
different perspectives. Isn’t it wise to know that—and adjust your plans—before investing in marketing campaigns?

CMI is the only LGBT-dedicated research provider that produces and facilitates qualitative research, including focus group
studies (both in-person and online), in-depth interviews, online communities and advisory boards, which can round out a comprehen-
sive market intelligence plan.

By producing online surveys only, other research companies are telling only half of the story…at best. Without actual con-
sumer interaction, they cannot fathom the deeper insights hiding behind the bar graphs and pie charts. Nor can they adequately advise
you on the sensitivities and complexities that can only be uncovered by qualitative research—extremely important considerations that
averages and assumptions extrapolated from survey statistics are likely to miss.

In-house everythIng. we don’t outsourCe!
Community Marketing & Insights maintains our own research panels and utilizes advanced, sophisticated research software.

We conduct all of our research in-house—because nobody knows this market segment as well as we do. 

Unlike many other firms, CMI will never sell or represent another research company’s services. Nor will we outsource your
projects and report on the results of a third party’s work. Without being intimately involved in every aspect of a project—discussing
client goals, designing the study, building and implementing the survey, and engaging directly with consumers in focus groups—it is
difficult to gain the insights that we regularly deliver. CMI’s hands-on LGBT research specialization spanning over two decades is
unmatched.

value for the InvestMent
You might think that with this kind of specialization and experience, you’d have to invest considerably more for Community

Marketing & Insights services than for research from other companies. With our specific focus on LGBT market intelligence, howev-
er, and the cumulative 60+ years of LGBT-dedicated experience among the CMI team, we’re able to keep your costs low. We don’t
spend your money locating qualified survey or focus group participants, and we won’t waste time trying to source comparative data
or case studies. We’ve already done all that, for your benefit, over the past 25 years. 

At CMI, we’re not running a large operation juggling many accounts and projects with varied focus. Our client dedication and
LGBT market specialization delivers you superior intelligence at a fraction of the cost. 

we are trusted. why thIs Is IMPortant:
Community Marketing, Inc., founded in 1992, pioneered LGBT consumer research. Because our company is LGBT-owned and

-operated, and well known in the community, we have earned the recognition and trust of our survey panelists. LGBT consumers rec-
ognize that we use research data to build corporate relationships that ultimately lead to social progress, better conditions for LGBT
employees, and more sensitive communications.

Proudly lgBt-owned and -oPerated
One of the questions in HRC’s Corporate Equality Index application is whether the applicant company includes LGBT-owned

suppliers when sourcing products and services. When you contract with Community Marketing & Insights, you not only gain the ben-
efit of our long-standing leadership in this field, you are working with one of the world’s only LGBT-owned market research providers.
Community Marketing, Inc. is an NGLCC Certified LGBT-Owned Business Enterprise.

and Proud of our CoMMunIty CItIzenshIP
CMI is involved in the LGBT community: We volunteer time, donate resources and raise funds for numerous community-

based organizations. We also participate in leading business and advocacy organizations, events and conferences within the commu-
nity, such as Out & Equal, HRC, National Gay & Lesbian Chamber of Commerce, GLAAD, NCLR and the International Gay & Lesbian
Travel Association. Our community connection is not only the right thing to do, it is essential for maintaining authentic community
relationships to benefit our clients.



Proud to serve these and other companies, organizations, universities, 
government institutions and researchers with

LGBT Community Research Studies,
Strategic Consulting and Corporate Training

since 1992  

584 Castro St.  #834 • San Francisco CA 94114 USA • Tel +1 415/437-3800
research@CommunityMarketingInc.com • www.CMI.info
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