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Video link.

http://www.youtube.com/watch?v=0sbil Xu8sL4
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www.LGBT2020.com

www.OutNowConsulting.com
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LGBT2020 Study

Multi-country
Comparative data set

Six continents
Ten languages
25 countries










It Starts With The Letter L

Putting the L into LGBT. How to market
effectively to the lesbian community

LGBT2020 Report

Communications — Research — Strategy — Training
info@outnowconsulting.com - www.OutNowGlobal.com






We live everywhere.

Argentina Ireland

Australia Japan

Austria Mexico

Brazil Netherlands
Canada - English Peru

Canada - French Poland

Chile United Kingdom
Ecuador United States
France Uruguay

Germany
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2011 Out Now Global LGBT2020 Study

Q5. Relationship status

Just under half of all respondents (49%) are
currently single

Just under half of all respondents (47%) are in
a relationship

Three in ten respondents (31%) live with their
partner

4% of respondents selected “Other” for this
question

January 2011

Executive report

Single
With partner, live separately
With partner, live together

Other
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2011 Out Now Global LGBT2020 Study

Q5A. Relationship duration

Most common response for those in
relationships was “3-5 years”

More than 1 in 10 respondents (11%) are in a
relationship of more than 10 years duration

Not in relationship < 6 mths

3-5 yrs

6-10 yrs

January 2011

Executive report

6-12 mths
11-20 yrs

1-2 yrs
> 20 yrs
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2011 Out Now Global LGBT2020 Study Executive report

Q5B. Civil partnership / marriage

Seven out of ten respondents are either already
in a Civil Partnership or marriage (13%) or hope
to enter one in the future (57 %)

Fewer than one in four respondents (23%)
have no interest in entering a Civil Partnership
or marrying

Hope to enter civil partnership, or marriage, in the future
Don’t intend civil partnership or marriage

Have already entered civil partnsership, marriage

Other

January 2011




2011 Out Now Global LGBT2020 Study

Q5C. What about parenting?

Current parenting levels are low

Four in ten respondents (41%) would like to
become parents in the future

Executive report

Already have child/ren - live with me

Have child/ren - not living with me

Not yet parent, plan to become one

Not a parent and do not plan to become one

January 2011
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Executive report

MEN compared to WOMEN - What about parenting?

16% of women respondents are already parents

47% of women and 37% of men plan to
become parents

Already have child/ren - live with me

Have child/ren - not living with me

Not yet parent, plan to become one

Not a parent and do not plan to become one

January 2011
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2011 Out Now Global LGBT2020 Study

Q6. Highest level of education completed to date?

Respondents had generally strong levels of
completed education

Four in ten (41%) had either high school or a
trades/technical qualification

Up to 4 yrs high school
Technical/trades course
Postgraduate degree

Executive report

High school graduate
University degree postgraduate degree
Other postgrad or professional qualification

January 2011
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Think different.

IIIIIIIIIIIII

a range of gay holidays

Ask in store for more details or visit Thomson.co.uk/freedom




Diversity sells. 2010.

http://www.youtube.com/watch?v=NjUReHgbiRM
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Argentina.

“This commercial was like
looking into the future.”




Respect.




http://www.youtube.com/watch?v=|ZZvpzsVVkpE
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Video links.

BBC Fast Track:
http://www.youtube.com/watch?v=jwGXdKloiDY

AFP - FITUR LGBT Madrid:
http://www.youtube.com/watch?v=Kcad 6PHtIE



http://www.youtube.com/watch?v=jwGXdKIoiDY
http://www.youtube.com/watch?v=jwGXdKIoiDY
http://www.youtube.com/watch?v=Kcad_6PHtIE
http://www.youtube.com/watch?v=Kcad_6PHtIE

FProduct.

The thing is the staff. They need to be accommodating to
same-sex couples.

Even here in the UK - we can still get a funny look from staff.

That’s where I'd like to feel comfortable - within the actual hotel.




Copyright: 2011 Out Now
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Video link.

http://www.youtube.com/watch?v=Izbri4_5tyY



http://www.youtube.com/watch?v=IzbrI4_5tyY
http://www.youtube.com/watch?v=IzbrI4_5tyY
















Training leads to accreditation




Practical
advice




Key gay
travel

concerns




Avoliding
mistakes




Do’s and
Don’ts




Myths and
stereotypes




Language advice




Knowledge
quiz




“GayComfort is a major step forward
for the global travel industry when
marketing to gay customers.”




“If the consumer senses that it's nothing
more than a quick 'pink dollar grab' then
the cynicism will kick in immediately and
those hotels, airlines and destinations will
find they will not get the returns on their
investments.” - AFP, January 20 2011,




http://www.youtube.com/watch?v=Kcad 6PHtIE
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The world’s LGBT marketing agency.

All concepts, data, materials, strategies & forms of expression remain at all times property of Out Now Consulting.



