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There are several marketing campaigns in the
GLBT community that most everyone is familiar
with - the Absolut campaign with their back
cover ads on various GLBT print publications,
the American Airlines campaigns ranging from
event sponsorship to print and online advertis-
ing to extensive in-person networking with the
infamous Rainbow Team, and the then there is
the VisitBritain and Visit London advertising
campaigns, consistently running for the past
several years in a way that continually reminds
us of the UK as a top GLBT travel destination.
It seems that everywhere we would turn we
would run into some marketing effort of this
campaign, ranging from a billboard on Santa
Monica Boulevard to a large booth at Chicago’s
North Halstead Market Days (with hot, Kilt-
wearing men recruiting passers-by to come on
over), with all points online and in print cov-
ered in between.
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So how did they do it? As a destination ahead ]
of the curve and setting the path for other destinations to follow, what is
their strategy and how are they set to take their successes from the past
and integrate them with new strategies of the future, taking advantage of
a variety of new mediums in the Web 2.0 and Social Networking world
including Facebook, MySpace and more?
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- Local LGBT Newspaper Advertising

- Maximise combined power of mass market
advertising and LGBT tailored advertising

- Public relations pitches that speak to first
time London/Britain traveller.

2. Remind Past/frequent Visitors What Is New
about London and Britain

- Create a contest to get community excited at
the possibility of going to London/Britain.

- Use of unusual imagery

- Going beyond the “gay-friendly” message of
London/Britain. Involvement, Community and
Trendsetting.

- Geo-Targeted Marketing

- National GLBT Magazine Advertising

- Social Networking Sites

- Community Involvement from Street fairs to
high-end GLAAD events

- Public relations pitches that speak to the
experienced London/Britain traveler.

3. Remind LGBT market why London/Britain should be the #1 choice for
LGBT-friendly travel.
- London is Europe’s gay/lesbian capital
- Britain has many gay /lesbian friendly destinations including
Manchester, Cardiff and Brighton

- Strong/Proud Local LGBT community

One major part of their success has been their GLBT marketing consult-
ant, Serge Gojkovich of Gay Consultants, Inc. (GCI). Having a strong
background in marketing and the world of gay travel, he has helped navi-
gate this team to stay both relevant and cut-
ting edge in a space that touts well over 100
other destinations worldwide vying for the
GLBT traveler and his or her $60B in travel
spending.

A brighter shade of YOU
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It all started by identifying the opportunities.
VisitBritain and Visit London were able to seg-
ment the GLBT market demographic they were
going after into three distinct groups, with spe-
cial marketing techniques all of their own.
These three groups and their subsequent
opportunities were as follows:

1. Remind Potential New Visitors Why London

and Britain Are So Unique

- Create a contest to get community excited
at the possibility of going to
London/Britain.

- Use of traditional imagery (i.e.. Big Ben)
and gay/lesbian personalities

- Introduce “gay-friendly” London/Britain.

- Affordable Britain Message

- Geo-Targeted Marketing

.the COlOrS of Britain 1l

Vst Britain and prepare to experience al the eolor and dreersity that Landon, Manchester, Seattand
and the rest of Britain have to offer. Select your favarite color and leam mare sbout Britain at

visitBritain.com/rainbow
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- Gay/lesbian life is part of everyday life in Britain
- Many things to do whether you are gay, lesbian or a couple
- Production of gay guide

- History of LGBT Britain

- London - most visited international city for US
and German gay and lesbians according to
independent travel surveys

Upon identifying these three market segments,
Visit London and VisitBritain included known
research they had on the US market, which told
them that this audience wanted to be shown a
local’s perspective, but from a credible, authen-
tic, and unique experience.

Which led them to their own unique GLBT mar-
keting plan for the past year, which included:
- Niche within Niche Messaging

- LGBT Green

- Active LGBT

- Clubber

- LGBT Couple

- Social Networking

- MySpace

- Facebook groups and pages

- Facebook targeted advertising
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experience the colors of Britain
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- Community Involvement

- Street Fairs

- GLAAD Media Awards

- PFLAG National Conference

- Public Relations
- Press Trips

- Support Marketing Efforts Gay Consultants, Inc. (GCI)
Serge Gojkovich

The results were:

- Campaign ran on over 15 LGBT websites 1158 Hyde Park Avenue

- Campaign Splash Pages _ _ Hyde Park, MA 02136

- Major Publications including Advocate and Instinct Magazine USA

- Local Papers in NYC, Chicago, LA, SFO and Boston

- 6 Major Events

- MySpace and Facebook group and pages Phone: +1 (617) 953-1701

- Major articles in main LGBT publications Fax: +1 (801) 740-6590

- 5 million eyeballs

- 40,000 splash page visits E-mail: Serge@GCIMarketing.com
- 15,000 names /emails captured Web: www.GCIMarketing.com

So what’s next for this “ahead of the curve” marketing campaign for GCI
Consultants and his British clients? For one thing, more dynamic and
interactice local perspectives, recruiting real people in various walks of
life to give a more personal and first-hand experience for traveling to
Britain and London. Expanding that same message into other parts of
the UK, and opening up the frontier in Germany, a huge travel market
with growth potential for London.

And whatever else this team is cooking up over the next few months, it
should be exciting for all of us to see as this group shows us what being
cutting edge in the world of GLBT marketing is all about!
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