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Out Now.

The world’s leading provider of insight
through marketing solutions focused on
delivering Improved understanding and
enhancement to LGB T people’s lives -
wherever they may live.




Don't follow. Lead.

Next Level

1 hinkiNg




Next Level Thinking.

Research
Strategic consulting
Communications

Training



www.NextLevelThinking.com

www.LGBT2020.com

www.OutNowConsulting.com
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Fundamentals

Where we have been

The LGBT market progression
Last year Is already old news
What’s next?



NextlLevel [ hinking.

l[gnorance
lolerance



't was 20 years ago.

Little interest
‘Gay’ market underground
Alcohol was selling

Staff diversity - BGLAD

Out Now opens in Sydney



15 years ago.

Automotive enters

Market research begins

—arliest target marketing

BM first gay campaign

Qantas first gay ads




That was then. Ikea.



NextlLevel [ hinking.

lolerance
Acceptance



10 years ago.

‘Gay’ media grows up

Welcome online

Better research, better
tailored marketing

Staff diversity accelerates

BIg brands awake



O years ago.

Global markets opens for
buSsINESS

Consumers rebel

Stereotypes”? No thanks.

31g brands onboard



NextlLevel [ hinking.

Acceptance
INClusIon



NextlLevel [ hinking.

INclusion
Respect
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Case study 1: SAS Scandinavian Airlines

‘Love Is In The Air’

Most successful LGBT social media
campaign to date

Statistics extend the boundaries




Case study 1: SAS Scandinavian Airlines

1 September 2010: “SAS hopes to host
the first same sex marriage in the air”

65 minutes later 2 million people heard
about it on Twitter, via Stephen Fry

2 hours later - 5 entries submitted




Case study 1: SAS Scandinavian Airlines



Case study 1: SAS Scandinavian Airlines

First 24 hours - more than 1000 Facebook
people connected with campaign

550,000 unigue campaign visitors

390,000+ votes cast
Winners Shantu and Aleks received 81,000




Case study 1: SAS Scandinavian Airlines

Poland couple runners-up: 70,000 votes
Sales record for SAS in Poland
Sranding, not sales focused

All from one sentence on Twitter and
Facebook:

“SAS hopes to host the first same sex
marriage in the air’”



Love IS In the arr.

flysas.com/gay

Anders Lindstrom, PR Director
SAS Scandinavian Airlines
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Case study 2: Stockholm Visitors Board

Stockholm’s Leading Ladies
esbian-specific UK campaign

Stina Bengtsson



STOCKHOLM

Stina Bengtsson
Social Media Manager

Stockholm Gay & Lesbian Network
@gaystockholm @lesbiansthim

visitstockholm.com/gay-lesbian









“The Stockholm skyline is one of the most beautiful in the
world particularly by night. When the lights go on in the
evening, you should be standing on the heights of
Sodermalm to watch the beautiful phenomena.

Of course, it's best enjoyed with your arm around a
beautiful girl.

| love Stockholm after hours, but I'm never happier than |
am when DJing at Stockholm's hottest girls’ party Moxy
and the dance floor is pumping.”



“My Stockholm is all about enjoying fun activities with
friends - from in-line skating to a spontaneous get-
together on the grass at Ralambshovs parken by the sea.

| love getting together with other lesbians to play football
(I'm a former player and trainer for the a national team) or
rounders, which is always accompanied by a barbeque
and cold beer.

My ideal day would end at one of the great gay
restaurants or pubs on Soder with my friends. | love the
great mixture of people and things to do in Stockholm,
the pulsing city life and its position on the water.”









Relax. Feel comfortable.
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We are how many?

Yankelovich
MONITOR study
(US) 1993

= 6%

University of
Indiana (peer

reviewed report)
(US)

= 7% lesbian

= 8% gay male



Real people’s lives.

Gender Siglelejeligle Retirement

Age Leisure Legal

Career Travel Entertainment
Relationship Investing TV

Children Finances Aged care
Education Banking Media
Homophobia Insurance Discrimination
Equality Credit cards Harassment
Diversity Expenditure Pets

Inclusion Purchases Respect



4%

At work With family With friends

Copyright:201 | Out Now Source:: Out Now Global LGBT2020 Study



Argentina Australia Austria Brazil Canada Chile

Ecuador France Germany Ireland Japan Mexico

Netherlands Peru Poland United Kingdom United States Uruguay

B Out to all/ Out to some/ Not out

Copyright:201 | Out Now Source:: Out Now Global LGBT2020 Study



Go Global. LGBT12020.



We live everywhere.

Argentina
Australia

Austria

Brazil

Canada - English
Canada - French
Chile

Ecuador

France

Germany

reland
srael

taly

Japan
Mexico
Netherlands
Peru

Poland

Portugal

Spain

South Africa
United Kingdom
United States
Uruguay
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USD$165 billion

Copyright:2011 Out Now  Source: 2012 Out Now Global LGBT2020 Study



LGBT population (millions)
Total annual tourism spend (USD$BN)

Copyright:2011 Out Now  Source: 201 | Out Now Global LGBT2020 Study



Total value (USD$BN)

Copyright:2011 Out Now  Source: 201 | Out Now Global LGBT2020 Study



Per capita annual travel spend (USDS$)

Copyright:2011 Out Now  Source: 201 | Out Now Global LGBT2020 Study



Where to invest your budget?

POPULATION TOTAL VALUE PER CAPITA
USA 1 1 3
BRAZIL 2 2 11
JAPAN 3 3 7
MEXICO 4 8 14
GERMANY 5 5 9
FRANCE 6 4 2
UK 7 6 6
ITALY 8 7 10
SPAIN 9 9 8
ARGENTINA 10 12 12
POLAND 11 13 13
CANADA 12 10 4
AUSTRALIA 13 11 1
NETHERLANDS 14 14 5

Copyright:2011 Out Now  Source: 201 | Out Now Global LGBT2020 Study



Global.
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Case study 3: Switzerland Tourism

Past, present and future

Jrs Eberhard
—xecutive Vice President







Gruezi. Welcome. Bonjour.

Urs Eberhard, Executive Vice President, Switzerland Tourism.




The Past.


















The Present.



Strategy.

- Main campaigns “Summer”’, “Winter” and “Swiss Cities”
apply also for the LGBT market

- Imagery will be adapted
- Dedicated information will be provided
- Instruments and media are carefully selected















Banner ads.









The Future.



Strategy.

—Walk the talk.......
—Quality is key
—A happy customer is the best marketing

—Switzerland Tourism will enable all our hotel partners
(> 600) to participate for free in the "GayComfort” quality
program and to become a certified property.



Execution.

—Integrated marketing program in Germany, UK, France
—Special attention to Social Media and communities
—Emphasis on the premium product

—Direct booking link to special offers in “GayComfort”
certified hotels



o6 reasons to fall in love with

Switzerland.































SWISS & Switzerland Tourism
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NextLevelCertification

GayComfort.com
_aunched in 2007
ndustry standard for leading destinations

Berlin, Stockholm, Helsinki, Gold Coast,
Manchester, Switzerland + more

TUI, Air Canada Vacations, Mark Travel
Corporation + more




Travel - what Is the #1 issue”?















Key gay
travel

concerns



Avoliding
mistakes



Do’s and
Don’ts



Myths and
stereotypes



Knowledge
quiz



NextLevelCertification

Number 1 LGBT tourism motivator in
2012:

Will | be welcomed?



TheFutureNow

GayComfort.me



NextLevelCertification

GayComfort.me

Launches today in beta




NextLevelCertification






NextLevelCertification



NextLevelCertification



NextLevelCertification

Global Media Partnership Program
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Newhorizons

Turkey
India



IN69%

B In India, how many people do you think are homophobic?

Copyright:2011 Out Now  Source:: 2012 Out Now Global LGBT2020 Study



IN14%

Indian workplaces

Copyright:201 1 Out Now  Source:: 2012 Out Now Global LGBT2020 Study



US44%
IN14%

India



0%

at work

Physical violence Harassment by neighbours
Harassment at work Refusal of goods and services
Verbal harassment

Copyright:2011 Out Now  Source:: 2012 Out Now Global LGBT2020 Study



B India B USA B UK

Copyright:201 1 Out Now  Source:: 2012 Out Now Global LGBT2020 Study



80%

always or usually seek to find
genuinely LGBT-welcoming
accommodations

Copyright:2011 Out Now  Source:: 2012 Out Now Global LGBT2020 Study



12%

will switch to a supplier that trains
their staff on LGBT issues

Copyright:2011 Out Now  Source:: 2012 Out Now Global LGBT2020 Study



India

® | am lucky. Most others in India simply
aren't. They're either scared or have actually
experienced harassment in form.

Copyright:201 1 Out Now  Source:: 2012 Out Now Global LGBT2020 Study



India

® (ay tolerance is very difficult from where |
come from, just to mention the word can
get you in a lot of trouble and shame.

Copyright:201 1 Out Now  Source:: 2012 Out Now Global LGBT2020 Study



India

® | worked at a call center once and the
atmosphere there was very homophobic
and that was why | had to leave it. The
society is very homophobic and masses
thinks that the homosexuality is a western
concept. Many ngo's and festivals and pride
has emerged since the last 5 years giving us
a little comfortability under our skin.

Copyright:201 1 Out Now  Source:: 2012 Out Now Global LGBT2020 Study



India

® Yes.| was excluded.Whenever | came in discussions
would stop and when | stepped out, discussions
would start. | didn't eavesdrop but, | could tell. Was
watching the movie, "MILK" in my office shuttle and
someone in the shuttle told all my team mates that |
was gay.

Copyright:201 1 Out Now  Source:: 2012 Out Now Global LGBT2020 Study



Pleaseshare.

www.LGBT2020.com


http://www.LGBT2020.com
http://www.LGBT2020.com
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Case study 4: Brazilian Tourism Board

-MBRATUR

Striving For Excellence
In LGBT Tourism

Marco Lomanto
Director - Products & Destinations




Welcome: Florianopolis 2012

ABRAT GLS
Marta Della Chiesa
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Best 2012 strategy”

Respect.



| GBT12020.

l[gnorance
Respect



Respect.

| loyds
TSB.



What’s next?
2012 and beyond.

Mike Wilke, Out Now

Senior US Consultant

Globalise.

Integrated campaigns
across markets

Vienna Tourist Board

At this very moment
people are making
beautiful music

in Vienna. What
better place to

compose yourself?

Experience the taste of Vienna today. Here now!
Exclusive ‘Taste Vienna' restaurant partner.

NOW OR NEVER



What'’s next? 2012 and beyond.

Globalise.
Tourismus+Congress Frankfurt am Main

A Alemanha onde os alemaes passam as férias.

|
Gay Nightlife. Vinho. Wellness. Cultura. ||||||||||| ||||I|I|||||

Tudo em um s6 lugar. Descubra a qualidade de vida! www.frankfurt-tourismus.de/gay-lesbian.html ~  Frankfurtam Main
gay




What’s next?: 2012 and beyond.

L atest GayComfort.me partner

Frankfurt




What’s next? 2012 and beyond.
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PuertoVallarta.

Latin America LGBT tourism
Expo LGBT Business Puerto Vallarta
www.ExpoVallartaLGBT.com



http://www.ExpoVallartaLGBT.com
http://www.ExpoVallartaLGBT.com

| GBT12020.

l[gnorance
Respect



UK.

1995: Ahead of its time.



Respect.



1 hankyou.

OutNowConsulting.com
BetterLGBTmarketing.com
LGBT2020.com
GayComfort.me
Facebook.com/OutNow

INfo@OutNowConsulting.com



mailto:info@OutNowConsulting.com
mailto:info@OutNowConsulting.com
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