


Gay Urban Markets

Gay Urban

Similar to the topic of Niche Media described
in detail in this guide, this chapter is dedi-
cated to better understanding WHERE the gay
market is located and how to reach it.

One of the best resources for an in-depth
understanding of the gay market in the US is
the Gay Atlas, published by the Urban Institute
of Washington, DC (ISBN 0-87766-721-7).
Derived from data collected in the recent US
Census 2000, the Gay Atlas methodology is to
count only those households listed as living
with an "unmarried partner" with a same-sex
adult listed as his or her unmarried partner.
Written by Gary Gates and Jason Ost, the Gay
Atlas provides a more accurate accounting of
where gays & lesbians live, including providing concise data, crisp graph-
ics and easy-to-understand maps.

Some interesting findings include the fact that Vermont edges out
California as the state with the highest concentration of gay & lesbian
couples in the US. California, New York, and Massachusetts rank among
the top 10 for both the total number of gay and lesbian couples and the
overall concentration of same-sex couples

in the state. 3 Florida cities (Wilton

Manors, Miami Shores and Key West) make

the top 10 list of US cities with the highest

concentration of gay & lesbian couples.

It also finds that gay men do not necessarily
choose to live in the same communities as
their lesbian counterparts, and vice versa.
In general, gay male couples live in neigh-
borhoods that are more urban, more
diverse, have more educated residents,
have older housing stock, and have higher
crime rates than the neighborhoods hetero-
sexual married couples live in.

LINK: urban.org/pubs/gayatlas/

Utilizing the Gay Atlas will provide you with

more detailed and analytical information

from which to work from when planning

your regional marketing focus. For this guide, we will provide a summary
breakdown, by region, of some of the top gay print, event and Internet
media available to you today. This regional breakdown will coincide,
more or less, with the top gay urban markets in the US and Canada.
Each of these markets will typically have one or more gay newspapers or
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magazines, as well as key Internet sites providing information and a
sense of community to the local region. In addition, the local govern-
ment tourism agency may be very active in promoting to the gay & les-
bian community. There will also be at least one strong event in each
market, as well as a solid gay business networking group or two. Each
region has its own unique media mix that matches its own unique culture
and history.

Out of this mix has emerged a key player in the local gay media market -
Rivendell Media. Specializing in helping nationally-based clients reach
the gay market at the local level, Rivendell Media partners with some of
the larger and more established gay publications in markets including
New York, Los Angeles and more. Serving as the national representative
to more than 200 gay & lesbian
newspapers and magazines since
1979, Rivendell Media assists both
clients and ad agencies reaching the
gay press nationwide.
LINK: www.RivendellMedia.com

Online, there are two nationally-based
websites which focus on gay local
markets, OutlnAmerica.com and
GayMonkey.com. OutinAmerica.com,
with websites including
OutInColumbus.com and
OutinLosAngeles.com, is one of the
first to address the local market on a
national level, focusing on personals
and premium membership for guys to meet other local guys online.
GayMonkey.com, with websites including NYC.GayMonkey.com and
LA.GayMonkey.com, brings local members news and articles related to
their part of the world, along with free membership and personals, allow-
ing them to also meet other local guys in their part of town.

In addition, two sites in particular, EdgeBoston.com and

ChicagoPride.com, are taking their business models and expanding to
other cities as well. EdgeBoston.com now
has sites in Providence, Rhode Island, New
York, and other regions. ChicagoPride.com
is expanding through partnerships into Los
Angeles, New York and Boston, to name a
few.

On the local level, we will divide the market
into primary and secondary gay markets
and list some of the media associated with
each. Our criteria for which markets are pri-
mary and with markets are secondary
include not only the physical estimated size
of each region's local gay market, but also
the infrastructure associated with this mar-
ket. This infrastructure includes an estab-
lished gay business association, several
established gay media outlets, at least one
strong gay event and a sizeable number of
gay restaurants, bars, bookstores and other retail outlets catering exclu-
sively to the gay & lesbian community.

Some regions may have an up and coming gay & lesbian community
developing in their part of the world and not be listed below. Between the
Gay Atlas and subsequent editions of this guide, those regions and their
associated media should be listed soon.

www. GayMarketReport.com
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Gay Urban Markets

Primary Markets

Cincinnati, Cleveland and Columbus, Ohio

Cincinnati, OH
PRINT
GLBT News of Greater Cincinnati: www.greatercincinnatiglbtnews.com
INTERNET
www.GayCincinnati.com
EVENTS
Pride Alive: prideisalive.com
ORGANIZATIONS
GLBT Center of Cincinnati: www.glbtcentercincinnati.com
Stonewall Cincinnati: www.stonewallcincinnati.org

Cleveland, OH
PRINT
Gay People’s Chronicle: www.gaypeopleschronicle.com
Outlines Magazine: www.outlinesmagazine.com
EVENTS
Cleveland Pride: www.clevelandpride.org
BUSINESS ASSOCIATIONS
www.NetworkMetroCleveland.com
www.ThinkPlexus.org
ORGANIZATIONS
Cleveland Lesbian/Gay Community Center: www.LGCSC.org

Columbus, OH
PRINT
Outlook Weekly: www.outlookweekly.net
EVENTS
Columbus G&L Theatre Festival: www.columbustheatrefestival.com
Columbus Pride: www.columbuspride.org
Qualia - national conference on gay folklore: www.qualiaweekend.com
International Drag King Extravaganza: www.idkex.com
BUSINESS ASSOCIATIONS
Network Columbus: www.NetworkColumbus.com
Dames Bond: www.damesbond.com
Columbus Young Professionals: www.cypclub.com
LinkOut - LGBT young professionals: www.linkoutcolumbus.com
ORGANIZATIONS
Stonewall Columbus: www.stonewall-columbus.org
BRAVO: www.bravo-ohio.org
Kaleidoscope Youth Center: www.kaleidoscope.org
TransOhio: www.transohio.org
Equality Ohio: www.equalityohio.org
The Legacy Fund: www.thelegacyfund.org
Columbus AIDS Task Force: www.catf.net
Crystal Club: www.thecrystalclub.org
Gay Ohio History Initiative: www.gohi.org
Ohio AIDS Coalition: www.ohioaidscoalition.org
PFLAG: www.pflagcolumbus.org
SpeakOUT - straight allies group: www.speakoutcols.org
Tobias Project : www.tobiasproject.org

Miami, FL

Miami's gay & lesbian community is considerably different from that
found 30 minutes north in Fort Lauderdale, which is great for some and
not so great for others. Miami Beach (or South Beach, if you'd prefer)
used to be "gay central" for South Florida, with a sort of Hollywood flair
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for parties and nightlife and all things in between. Over the years, how-
ever, the gay community of Miami Beach has spread out to other parts
of the city, and with the influx of other people coming to Miami Beach
for the fun and wild nightlife, has less of a "gay village" atmosphere
than it used to, which some gay folks love and others lament as a loss.

Miami Beach is still the epicenter of gay nightlife in Miami, with almost
every establishment being either gay or very gay friendly. Score is the
main bar on Lincoln Road, the popular outdoor promenade of Miami
Beach where you'll find excellent Cuban and other Latin restaurants, as
well as Latin people from all over Central and South America. Further
down on Collins and Washington Blvd are other bars including one of
the originals, Twist. There is also a gay beach located at 12th Ave.

Some of the largest and hippest gay events in the country are in Miami,
including both the White Party and the Winter Party. Miami's Gay &
Lesbian Film Festival has become one of the largest in the country, and
their local gay business association has become very developed over
the past few years.

PRINT
Hot Spots Magazine: www.HotSpotsMagazine.com
Contax Guide: www.contaxguide.com
The Weekly News: www.twnonline.org
INTERNET
www.miami-gay-blog.com
EVENTS
Winter Party: www.WinterParty.com
White Party: www.WhiteParty.com
Miami Gay & Lesbian Film Festival: www.MGLFF.org
BUSINESS ASSOCIATIONS
www.GoGayMiami.com
ORGANIZATIONS
Care Resource: www.CareResource.org

Minneapolis, MN

PRINT
Lavender Magazine: www.lavendermagazine.com
My Scene City: www.myscenecity.com
INTERNET
www.gaympls.com
www.glbt.com
www.glbtminneapolis.org
www.outinminnesota.com
www.gminnesota.com
EVENTS
Twin Cities Pride: www.tcpride.org
BUSINESS ASSOCIATIONS
www.twincitiesquorum.com
ORGANIZATIONS
Outfront Minnesota: www.outfront.org
District 202: www.dist202.org

Montreal, QC

Montreal has a gay village that has become a model for other cities in
North America to strive for. Early on, the province of Quebec has
emerged as a leader in gay & lesbian rights, and with the support of
key government officials, was
...continue on 64
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Just about everyone along the East
Coast of the U.S. knows Atlanta is
the queer 'Mecca' of the South.
Gays and lesbians have flocked to
this Southern metropolis over the
years in droves - and for good rea-
son.

Atlanta has one of the most pro-
gressive and largest gay & lesbian
communities in the entire South,
excluding Florida. Anchored by
Piedmont Park, north of the city, we
start with the Midtown area of
Atlanta. In Midtown, the gay com-
munity is spread out all throughout
this region, with clusters of bars,
restaurants and other gay retailers
including Blakes on the Park and
Outwrite Books; Ansley Mall, north of Midtown on Piedmont and
Monroe with Burkhart's Pub, Brushstrokes, a number of other bars and
the famous Cowtippers restaurant halfway between Midtown and
Ansley Mall; Cheshire Bridge Road with The Heretic and other bars;
Woofs even farther north; east side of Piedmont Park with Big Red
Tomato and Red Chair; and the Midtown Promenade with Hoedowns
and other bars.

Atlanta has two strong gay & lesbian business associations, and both
their pride and film festivals are some of the largest in the country. In
addition, their local Convention & Visitors Bureau (CVB) has begun mar-
keting Atlanta officially to gay & lesbian travelers and has a section of
their website dedicated to this sector. Delta Airlines, based in Atlanta,
has also begun to make outreach to the gay & lesbian community and
has marketed itself in event, print and Internet advertising in 2004.

Local companies with strong diversity initiatives for gay & lesbian
employees include:

Company CEl Rating* Fortune 500 Rating
- Coca Cola 100 91
- Cox Communications 95

- Delta Airlines 85 136
- Earthlink 88

- Home Depot 85 17

- ING North American Insurance 100

- Mirant Corp. 45 474
- Newell Rubbermaid 100 343
- Southern Co. 48 168
- SunTrust Banks 100 183
- UPS 100 43

- Worldspan Technologies 90

CEIl Rating: HRC Corporate Equality Index is a tool to measure how equitably companies are
treating their gay, lesbian, bisexual and transgender employees, consumers and investors.
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ATLANTA RANKINGS

Gay Index Rank: 299
Gay Male Index Rank: 419

Lesbian Index Rank: 175

National Norm: 100
Median Household Income: $34,770

PRINT
David Atlanta Magazine: www.DavidAtlanta.com
Southern Voice: www.Sovo.com
Labrys Atlanta: www.labrysatl.com
INTERNET
www.Gay-Atlanta.com
www.AtlantaBoy.com
EVENTS
Atlanta Pride: www.AtlantaPride.org
Black Pride Atlanta: www.inthelifeatl.com
Out On Film: www.OutOnFilm.com
BUSINESS ASSOCIATIONS
www.aen.org
www.atlantagaychamber.com
ORGANIZATIONS
Atlanta Gay Men's Chorus: www.AGMChorus.org
Gay Atlanta Sports: www.gaytlsports.com

www. GayMarketReport.com
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Palm Springs is a desert city in California - approximately 110 miles (177
km) east of Los Angeles and 140 miles (225 km) northeast of San Diego.
Palm Springs is the jewel among desert cities
and rightly so. Its village atmosphere has
been preserved and embellished over the
years. The downtown area with its quaint
lampposts, benches and Mexican tile-paved
enclaves invites strolling among the shops,
galleries, eateries and coffeehouses. Rich in
history and blessed with glorious weather, it
is a prime destination

of travelers from all over the world.

Palm Springs offers over 20 top attractions ,
including Joshua Tree national park, the
Living Desert, art galleries, casinos, and of course,
endless golf! It's a huge outdoor playground with
consistently brilliant sunshine, great for sunning and §
all types of outdoor activities with the sweet, clean
air.

Every Thursday night the main street in Palm
Springs, Palm Canyon Drive, is closed to traffic and
opened to a vibrant street festival. Food vendors,
arts and crafts exhibits and loads of free entertain-
ment by numerous artists. Strolling, munching, look-
ing and sipping the length of Palm Canyon Drive
from one end to the other in the heart of Palm
Springs is a great way to ‘people and puppy watch’
for an hour or an entire evening.

The current gay and lesbian population in Palm Springs is estimated to
be about seven times the national average. This concentration is even
greater than that of San Francisco, which has approximately five times
the national average. Gay residents represent about 35 percent of those
who are year-round residents.

The influx of gays and lesbians into the city began in the early 1990s,
shortly after the mayor and city council approved ordinances which
sought to discourage college students from visiting Palm Springs during
spring break, and began making aggressive attempts to recruit gays and
lesbians to come to the city as tourists and new residents.

In 1995, the city elected Ron Oden, a politically liberal African American,
to the city council, who later acknowledged that he is gay. In 2003, Oden
was elected Mayor. He was succeeded in 2007 by Steve Pougnet, anoth-
er gay mayor.

There are over 35 openly-gay resort hotels in the city. The annual Gay
Pride Parade and Festival is held the first weekend in November and in
recent years has grown to attract an estimated 35,000 spectators.

Easter In Palm Springs

Palm Springs had been known for years as a golf-course-studded retire-
ment mecca that's invaded annually by hordes of libidinous college kids
on spring break. Well, the city of Palm Springs has been quietly changing
its image and attracting a whole new crowd. Thank's to former mayor (the
late) Sonny Bono's revolutionary "anti-thong" ordinance in 1991, halted
the spring-break migration by eliminating public display of the bare der-
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Gay Resort Markets

riere, and the upscale fairway-condo crowd now congregates in the outly-
ing resort cities of Rancho Mirage, Palm Desert, Indian Wells, and La
Quinta.

These days, no billboards are allowed in Palm Springs; all the palm trees
in the center of town are backlit at night, and you won't see the word
"motel" on any establishment. Baby boomers and lots of gays and les-
bians come to Palm Springs these days. And they are buying home here.

And Spring Break is no longer about throngs of drunk teenagers but
thousands of gays and lesbians! The White Party in
— the Palm Springs Convention Center is one of the
-7~ 7 biggestand best on the US party circuit. With over
oI m 20,000 gay men dressed in white, the event brings
|_“| together the world's most talented party people to
z ; create an evening of spectacular
& entertainment. usually around Easter
B Weekend, but this year April 18-21.

April also is Dinah Shore Golf Week,
and The Dinah! The largest 4 day
weekend event of its kind for gay
women in the World. Pool parties,
dance parties, golf and lots of

@ women! The simple but daring con-
cept catapulted the Dinah week to
international fame. Today, The Dinah
4 & Dinah Shore Week are considered
the largest lesbian events in the
world. This year is expected to be bigger and better than

g Community Center DPCC operates on the principal of provid-
ing direct services, educating the public and organizing for
social change.

With a focus on the needs of the lesbian, gay, bisexual and transgender
community, the Desert Pride Community Center, also known as, "a place
to call home", addresses the necessity to create a healthy & vibrant envi-
ronment which allows LGBT people to represent themselves in an affir-
mative atmosphere.

PRINT
Absolute Palm Springs: www.absolutepalmsprings.com
Bottom Line: www.psbottomline.com
Desert Daily Guide: www.desertdailyguide.com
INTERNET
www.PalmSpringsGay.com
www.GayTravelPalmSprings.com
www.PalmSprings.com/gay/
www.PalmSpringsPreferredGayHotels.com
www.gay-palm-springs.info
www.menofpalmsprings.com
EVENTS
Palm Springs Pride: www.pspride.org
Palm Springs Gay Rodeo: www.palmspringsrodeo.org
White Party: www.jeffreysanker.com
Dinah Shore Weekend: www.clubskirts.com
BUSINESS ASSOCIATIONS
Desert Business Association: www.dbaps.org
Desert Gay Tourism Guild: palmspringsgayinfo.com
ORGANIZATIONS
Desert Pride Center: www.desertpridecenter.org
Caballeros: www.pscaballeros.org
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Secondary

Albany, NY
PRINT

CommUnity: www.cdglcc.org
Rainbow Times: www.therainbowtimesmass.com

Albuquergue and Santa Fe, NM
EVENTS

Albuquerque Pride: www.abgpride.com
ORGANIZATIONS

Rainbow Vision Properties: www.rainbowvisionprop.com
PRINT

New Mexico Voice: www.newmexicovoice.com
BUSINESS ASSOCIATIONS

Sandia Out Professionals Association: www.sopanm.org

Asheville, NC
PRINT
Mixx Magazine: mixxmagazine.8m.com

Austin, TX

PRINT
Austin Chronicle: www.austinchronicle.com (Alternative)
Forward Austin: www.forwardaustin.com

EVENTS
Austin Gay & Lesbian Film Festival: www.AGLIFF.org
Austin Pride Parade: www.AustinPrideParade.org
Austin Party Page: www.partyaustin.com

BUSINESS ASSOCIATIONS
www.aglcc.org

Baltimore, MD
PRINT
Baltimore Gay Life: www.baltimoregaylife.com
Baltimore Outloud: www.baltimoreoutloud.com
Charm City Pages: www.aviancemarketing.com
EVENTS
Baltimore Pride: www.baltimorepride.org
Baltimore Black Pride: www.bmoreblackpride.org
ORGANIZATIONS
GLBT Center of Baltimore: www.glccb.org

Boise, ID

INTERNET
www.StonewallNews.net
www.tccidaho.org

Buffalo, NY
PRINT
www.aboutmag.com
INTERNET
www.outcomebuffalo.com
www.buffalogaybars.com
www.visitbuffaloniagara.com/visitors/gnl
ORGANIZATIONS
www.pridecenterwny.org

Burlington, VT

PRINT
Out in the Mountains: www.mountainpridemedia.org
INTERNET
www.vgsa.com
www.vermontgaytravel.com
www.gayvermontinns.com
www.vermontgaytourism.com
ORGANIZATIONS
www.outrightvt.org

Calgary, AB
PRINT
Gay Calgary Magazine: www.GayCalgary.com
Outlooks Magazine: www.outlooks.ca
ORGANIZATIONS
www.glcsa.org

Charlotte, NC (incl. other regions of NC)
PRINT
Asheville Purple Pages: www.ashevillepurplepages.com
Out in Asheville: outinasheville.com
QNotes: www.g-notes.com
INTERNET
www.OutTriangle.com
www.romanticasheville.com/gayandlesbian.html
EVENTS
Charlotte Black Pride: www.charlotteblackgaypride.com
Pride Charlotte: www.pridecharlotte.com
PrideFest: www.ncpride.org
BUSINESS ASSOCIATIONS
www.charlottebusinessguild.com
ORGANIZATIONS
www.GayCharlotte.com

Charleston, WV
INTERNET
WWW.Wvasqueernews.com
EVENTS
Rainbow Pride of West Virginia: www.pridewv.org

Columbia, SC (incl. Charleston)
INTERNET
gaycharleston.ccpblogs.com
EVENT
SC Gay & Lesbian Pride: Festival: www.scpride.org
ORGANIZATIONS
SC Gay & Lesbian Pride Movement: www.scglpm.org
South Carolina Equality Coalition: www.scequality.org
BUSINESS ASSOCIATIONS
www.scglbg.org

Dayton, OH

INTERNET
www.gaydayton.org
www.daytongaydistrict.com

ORGANIZATIONS
www.daytonlgbtcenter.com
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The IGLCC (International Gay & Lesbian Chamber of Commerce) has asked and been asked many times about the
size and economic power of the LGBT community. New terminology has been created to describe it. Pink money now
is understood to qualify and quantify our purchasing power. Listening to the growing demand for information, the
IGLCC has partnered with BC3 Strategies and Double Platinum to create the first ever comprehensive market
research that will answer many of the intriguing questions about our community. This partnership allows us to present

a comprehensive overview of the demographic, economic and also social situation starting in our 13 member coun-

IGLCC

tries. From there, we will be able to expand the research and venture further into market studies in these and possibly

other countries. With this initiative, the IGLCC and its partners take the lead on international LGBT research. Starting

International Gay and Lesbian

Chamber of Commerce today we won't need to guess anymore

This report is the outcome of an analysis of GLBT segment marketing potential in specific countries around the world. The findings are based on data
collected from publicly accessible information sources, including web sites, government statistics offices and the public CIA Global Information
Service. This report is intended as a thin-slice overview of the segments, and is not presented as a definitive market analysis. The statistics used are
intended as estimates and should be used as general guides rather for predictive purposes. It should be noted that all amounts are expressed in

Euros.

NOTE: The media listings for each region are provided by Pink Banana Media and are not part of the IGLCC report.

Australia

Hospitable political climate

Australia has a reasonably hospitable political environment for GLBT
people, though its strength is its society and culture which doesn’t
necessarily reflect its political environment. However with recent
changes in its government it is suspected that there will also be
favourable changes to GLBT legislation.

Anti-discrimination laws in place in all states and territories, but not in
Commonwealth legislation. No laws against homosexuality. However
Queensland’s, age of consent for anal sex is set at 18, 16 for all non-
anal sex, regardless of any participants, since 1990.

Same-sex unions: Registered partnerships: The cities of Melbourne and
Sydney; The states of Tasmania and Victoria; Unregistered co-habita-
tion: Australian Capital Territory, Northern Territory, Norfolk Island,
Queensland, Western Australia, South Australia and New South Wales.
Same-sex marriage is banned under Commonwealth law since August
2004.

Same-sex adoption: Allowed in Tasmania (biological child), Australian
Capital Territory, Victoria and Western Australia only; Other states/terri-
tories ban this.

Economy

The Australian economy was strengthened by its former government
which makes Australia more open and desirable to international busi-
nesses that have progressive attitudes towards the GLBT workforce.

Cultural acceptance

There is a great cultural acceptance and GLBT community infrastruc-
ture that is a result partially of the character of the Australian people
but also due to the numerous GLBT advocacy groups and NGOs. There
is a high level of acceptance in large cities as GLBT population clusters
in Sydney, Melbourne, Adelaide, and Brisbane.

Development value

Australia should be considered a Tier-2 development market, though its
location is detrimental for international business.
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Economic assessment

GLBT business environment is well pronounced and thriving in the
major cities like Melbourne and Sydney; however, it is vacant outside of
these hubs.

Australia’s hosting of many prime GLBT events brings many customers
to the Australian market. Sporting events like the 1st Asia-Pacific
OutGames and the World Gay Games contribute heavily to the local
economy. Summer events and festivals like Pride, Sydney’s

Mardi Gras and the Midsummer Carnival build this market.

The main attraction is tourism and this is the central industry that jogs
the GLBT economy. There is a great business networking infrastructure
in place for the major cities of Sydney and Melbourne.

These professional organizations are centrally linked through GLOBE
and hold events like “Fruits in Suits” and “Lemons With a Twist”. The
Australian market does not appear to be well connected to multination-
al business as there were few signs of sponsorship and GLBT market-
ing by large companies on their web pages.

It seems as if Australia is just catching the proverbial GLBT wave in
business and has a ways to go before they can be on par with North
American and even Europe.

IBM is sponsoring the Asian Pacific OutGames this year, which provides
a significant boost in corporate credibility.

STATISTICS

Total Population: 20,434,176

Est. G/L Population (6%): 1,226,051
Est. G/L Individual Income (€): 33,381
Est. G/L Spending Power (€): 41 Billion

G/L Media Outlets: Good

Internet Penetration (GM): 72.9%

G/L NGOs: Fair

GLBT Identity Rating; -

Political Climate: Fair

Marketplace Readiness Rating: Medium

www. GayMarketReport.com
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Sticky Rice
http://www.stickyrice.ws
Despite its unfortunate name,
this comprehensive site also
features a companion print \
magazine that is published ten |
times a year and distributed
throughout Thailand. Sticky
Rice provides news, features
and travel articles for the local
gay community and visitors
alike. City-specific links make
navigation easy, while the General Interests section provides a hefty
amount of editorial content.

International Markets

Dragon Castle

http://dragoncastle.net

Centered on its free gay dating service and personal ads,
DragonCastle.net also provides photo galleries, travel and tour informa-
tion, live chat and message boards, gay guides, HIV resources, event
updates, reviews and numerous links. With more than 1 million hits a
month, this award-winning site offers click-thru boxes, banners and
whole-page sponsorship advertising packages.

Additional Asian Links:
- www.axcest.com (Malaysia)
- www.gayhk.com (Hong Kong)

Written by Matt Kalkhoff, Kristy Lam, William Michael Fernandes
Contact: michael@pinnaclepromotion.com

Based in Hong Kong, Fridae is Asia's leading diversified media and
services company implementing an integrated strategy that covers the
Internet, Broadcasting, Publishing and Events. Founded with a mission
to "Empower Gay Asia", Fridae provides a platform that bridges cultures,
transcends borders, and unites the diverse groups to form Asia's
largest gay and lesbian community. As the gay media leader in Asia,
Fridae provides unparalleled reach to the valuable, yet diverse and hard
to reach gay and lesbian communities in the region.

Fridae's innovative and industry-leading online portal (www.fridae.com)
leverages the distribution power and reach of the Internet to provide a
potent mix of Content, Community and Commerce to more than
250,000 consumers each month. Fridae currently has more than
200,000 registered members spanning over 10 different nationalities.
Fridae is a trusted opinion leader for the most current gay and lesbian
happenings around the
region. The site is highly
interactive, a fluid con-
duit for its members to
engage in discourse and
camaraderie, uniting in a
global gay village that is
proud to embrace its
diverse roots in the cele-
bration of an Asian gay
community.

With over 2 billion

people and more

internet users than :

North America and Europe

combined, Asia is hard to

ignore. The gay and lesbian
communities in this rapidly

evolving region represent one of

the fastest growing demographics in the
world. But vastly different cultures and

Fridae Events include
parties such as Squirt,
Nation (named one of the
Top 10 Gay Events in the
World by DNA Magazine)
and Snowball, offering
companies invaluable
offline exposure and mar-
keting opportunities.

About Fridae Il

languages pose a significant barrier for thoze
wanting to ventura into this fertile market .

Fridae is Asia's leading media and events company
- operating the ragion's largest Internet portal and

Fridae uses its expertise to offer forward-looking companies online
advertising and branding as well as offline strategies and direct market-
ing programs. Past and present advertisers on Fridae include interna-
tional brands such as Fortune 100 global communications leader
Motorola, carmaker Subaru and hotel chain Intercontinental among
many others.

Fridae brought Asia to the attention of the world circuit scene with the
advent of its signature party Nation in 2001. Dubbed a "festival of inter-
national proportions" by Time Magazine, Nation is held in the month of
October on island paradise Phuket. Featuring internationally renowned
DJs and top of the class laser and pyrotechnics, Nation attracts and
unites thousands of party revellers from the region and beyond.

Fridae is also a keen supporter of the arts scene and has been the offi-
cial media sponsor for
key film festivals and arts
productions around the
region. These include the
Hong Kong Lesbian and
Gay Film Festival and the
recently concluded Pink
Film Festival in the
Philippines. Fridae
believes in lending a
voice to the arts scene
for enhanced exposure
and connecting like-
minded individuals all
over Asia.

"Fridae" is inspired by the
charismatic character
"Friday" from Daniel
Defoe's novel Robinson
Crusoe.

managing events that transform communities. Log

into Fridae and take a peak into the future,

fridee

empowering gay asla
www.fridae.com

www. GayMarketReport.com
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Small Business Opportunities

rom all of the information presented in this guide, it can sometimes be

difficult to tell which websites, events and publications serve the
smaller, more entry level business wishing to market itself to the gay &
lesbian community.

In national print publications, some of the best places to start are with
those publications offering a Marketplace Section
towards the end of the magazine. The Advocate
and Instinct Magazine both offer a sizeable
Marketplace section, allowing for both text-based
ads bought by the word and smaller, display ads
bought by the inch. Of course, your visibility in the
publication is less significant, but often times this is
a great place to start as well as test your message
at a fraction of the cost of full color display print
advertising.

(See Chapter on National Print in this Guide for
more information on these publications)

On the regional level, display ads in local magazines and newspapers are
often priced on par with Marketplace ads placed in national magazines.
If your business has any type of local component to it, including real
estate, accounting, etc., then advertising with your local magazine or
newspaper should be a primary aspect of your marketing plan. These
publications often have classified advertising as well, offering you addi-
tional affordable choices for advertising.

(See Chapter on Regional Opportunities in this Guide for more informa-
tion)

Some regions of the world have their own local gay & lesbian yellow
pages directories offered by companies such as GLYP.com and
GLYCP.com. Advertising in these directories can also be effective,
depending on your location.

Online, there are several gay business directories which are well utilized
by gays and lesbians online. In the world of gay hotels and resorts, there
is Damron.com, GayHotelsGuide.com, PurpleRoofs.com and
LambdaResorts.com. All three offer comprehensive listings of gay hotels,
resorts, inns and B&Bs worldwide, and allow hotel owners the option to
advertise and promote their properties with web link and photos, as well
as additional supporting text.

In business, GayBusinessWorld.com features up-to-date gay business
articles and news, as well as a full gay business directory with all cate-
gories of gay business represented. GayBusinessWorld.com's business
directory is powered by the database directories found at
LambdaBusiness.com and LambdaResorts.com, two pioneering sites in
the world of Gay Yellow Pages online. Searched by
regions of the world and business categories such as
Accountants or Real Estate, online users can quickly and
easily find gay and gay-friendly businesses listed and
contact them via phone, e-mail or their website. Just like
its print yellow pages counterpart, LambdaBusiness.com
is free for users and advertiser supported. A newer play-
er in the world of online directories is
GayFriendlyBiz..com.

There are also a number of print yellow pages directories
coming online including RainbowPages.net, GLYP.com,
GLYCP.com and DiversityBuilder.com. In addition,
Gay.com has recently launched Zoom.Gay.com, a new online business
directory similar to those highlighted above.

One of the largest categories in the world of gay business directories
found online and in print is real estate. Advertising in the classifieds and
marketplace areas of national print publications, and found online
through sites such as GayRealEstateAgents.com, GayRealtynet.com, Gay-
Agent.com, Gay-Homes.com, RainbowReferrals.com, HomeLounge.com
and GayRealEstate.com, the field of real estate in the gay & lesbian mar-
ketplace is strong.

Business-to-business networking organizations are also strong in the gay
& lesbian community, depending on the region. They each bring to the
table networking events, local trade shows, educational seminars and
more, all designed to help individual gay and gay-friendly business own-
ers to succeed.

LINKS: www.gaybusinessworld.com/ba/ and www.NGLCC.org

GLBT networking organizations online have emerged recently and include
Networking Out in the US and the Circa Club in the UK.
LINKS: www.NetworkingOut.com and www.Circa-Club.com

Advertising In Gay Media Growing Three Times Faster Than
Mainstream Media, 2006 Gay Press Report Finds

Ad spending in the gay and lesbian press has grown at almost three
times the rate of consumer magazines over the past ten years, accord-
ing to the 2006 Gay Press Report., the annual survey produced by
advertising agency Prime Access Inc. and gay media representative
firm Rivendell Media. Ad spending in gay and lesbian publications in
2006 reached a record $223.3 million, an increase of 5.2% over
2005 and an increase of 205% since 1996.

Among Fortune 500® brands, more than 183 were active in the GLBT
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consumer market (gay, lesbian, bisexual, transgender) in 2006, up
from only 19 in 1994. Currently, the most popular product categories
among these Fortune 500® brands are travel, financial services, auto-
motive, fashion and entertainment.

Produced annually by advertising agency Prime Access Inc. and gay
media representative firm Rivendell Media, the 2006 Gay Press
Report provides a unique, historical perspective on the gay and les-
bian market. This year’s survey analyzed 131 individual publications
targeting gay and lesbian consumers, including local and national
newspapers, consumer magazines and entertainment guides.

LINK: www.RivendellMedia.com

www. GayMarketReport.com



Market Research

Market Research

July 1991 article in the conservative Wall Street Journal called the

lesbian and gay community "a dream market." Today the American
market is estimated to be valued at $660 billion, projected to reach
$835 billion by 2011 —based primarily on U.S. population growth and
steady 7% representation of gays and lesbians within the overall popula-
tion.

Decades after invisibility and reaching critical mass, a breakthrough

In 2004, 36% of Fortune 100 companies have advertised directly to the
lesbian and gay market, and American corporations now spend about
$223.3 million annually in gay print media, according to the 2006 Gay
Press Report
(http;//primeaccess.net/downloads/news/GayPressReport_2006.pdf)
from Rivendell Marketing and Prime Access, which tracks 284 U.S. gay
press publications. Much more has been spent in sponsorships and
online advertising, which the survey does not track.

Up to another $27 million is spent in online gay media, an estimated $20
million on Viacom-owned LOGO gay network, and over $6 million more
spent annually on sponsorships in the gay community, per 2006 and
2007 Commercial Closet reports, totaling over $276 million in annual
corporate spending in the gay and lesbian community. A handful of
advertisers, such as IBM and American Express, seek the business-to-
business market, targeting 800,000 to 1.2 million gay and lesbian-owned
businesses, as estimated by the National Lesbian & Gay Chamber of
Commerce (http;//nglcc.org).

Research and corporate interest in the gay market is increasing in North
America and Australia, and modestly in various European countries (but
not much elsewhere). However, due to politics, the closet and noncom-
mittal interest, solid information on gays and lesbians is in short supply
and they have remained difficult to survey. No one can say with certainty
exactly how many lesbians or gays there are because they are rarely
counted anywhere. (The U.S. Census says it cannot ask about sexuality
until Congress recognizes gays as a federally protected minority.)

It is important to remember that the so-called "gay community" or "gay
market" are not monolithic - it is more of a confederation of individuals
with identities as diverse as the general population. Gay men's buying
habits have little to do with gay women's. Transgender and bisexual peo-
ple may or may not identify as "gay."

Gay men may live in Chelsea, Fort Lauderdale or West Hollywood/WeHo,
they may be nomadic truckers, own a home in the suburbs with a partner
and child, they may be in a retirement home, or they could be struggling
in the ghetto. Lesbians may own a vegetarian restaurant in Northampton,
they may run a major media company, own a home in the suburbs with a
partner and child, or they could be working at a discount store.

Gays and lesbians are also Hispanic, African-American, Asian, American-
Indian, Caucasian, Jewish, Hindu, Muslim, Christian, Morman, war veter-
ans, retired, teenagers, Republican, Democrat, rural, suburban, and
many other layers of identities. Like everyone else, they face issues of
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race, class, ethnicity, nationality, age, religion, health, and wealth -- mir-
roring that of the general population. So as always, be certain whom you
want to speak to with your message, do good research, select your media
outlets with care, and spend enough money to do your brand justice. And
remember, "brand loyalty" is earned over time, not overnight.

But first, some information to help out...

How Many People Are GLBT?

It is always difficult to determine sexual minorities through surveys
because of the complexities of self-identification, definitions, survey
methodologies and stigmas. It is estimated by Harris Interactive that in
the U.S. only 2% of self-identified lesbians and gays will respond to tele-
phone surveys (compared to 3% of general population), but between 6%-
7% will do so on Internet surveys. Confirming this finding, a Yahoo survey
of its users found 7.1% of adults over age 18 identified as GLBT, totaling
18 million in the U.S.

Various studies have estimated that between 4% and 10% of populations
are homosexual, meaning between 12 million and 30 million in the
United States alone.

A 2002 study, "Sexual Behavior and Selected Health Measures," of
12,571 Americans aged 15-44 (by computer interviews conducted by the
University of Michigan) for the National Center for Health Statistics found
6% of men and 11% of women had same-sex sexual experiences by age
44. Among men 18 to 44, 2% identified as bisexual and 4% as "some-
thing else" than heterosexual or bisexual. When looking at younger
women, aged 18 to 29, 14% reported a sexual experience with a woman
at least once.

Lesbians are estimated at over 6 million in the U.S. Data from Voter
News Service and Zogby International consistently measure 4% to 5% of
the American voting population as self-identified gay or lesbian. Studies
by Kinsey (http;//www.kinseyinstitute.org) in 1948 and Janus in 1993
have found bisexuals to represent between 22% to 37% of the popula-
tion, though identifying them is quite difficult.

Increasingly, American gay marketing firms and major gay rights organiza-
tions are finding agreement that about 6%-7% of the overall population
identifies as gay, with higher concentration in major cities. In late 2006,
research analysis from Gary Gates and the Williams Institute on Sexual
Orientation Law and Public Policy at the University of California, Los
Angeles, concluded that 10 cities exceed 8% in concentrations of bisexu-
als, gays and lesbians, with San Francisco predictably topping the list at
15.4%, followed in order by Seattle (12.9%), Atlanta (12.8%), Minneapolis
(12.5%), Boston (12.3%), Oakland, CA (12.1%), Sacramento (9.8%),
Portland, OR (8.8%), Denver (8.2%), and Long Beach, CA( 8.1%).
Surprisingly, New York, Los Angeles and Chicago didn't make the list.
(Source: http://www.law.ucla.edu/williamsinstitute/home.html)

Gates used data from the National Survey of Family Growth, a multipur-
pose survey sponsored by the U.S. Department of Health and Human
Services, to conservatively estimate that 4.1% of the US identifies as gay,
lesbian or bisexual, totaling 8.8 million people between the ages of 18-
45. He then applied that data to the results of the American Community
Survey, a periodic census update, to estimate the number of GLB people
in cities, metropolitan areas and congressional districts. His formula
assumed that the percentage of all same-sex coupled households in any
area as provided by the census reflects the percentage of all gays, les-
bians and bisexuals in that same area.

www. GayMarketReport.com
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Buying Power of Gay Men and Lesbians in 2008

Marketers, economists and journalists often puzzle over guesstimating
the purchasing power of America's gay and lesbian households. Some
tend to ballyhoo the gay market as a dream market precisely because of
its presumed affluence. But is it really true?

Over the past several years, we've given this question considerable
thought and research. We conclude that projections of gay wealth are
likely overstated or simply a flat misconception, and therefore we come to
rely most often on the excellent analysis conducted by economist and
academic Dr. Lee Badgett and the work of the Williams Institute at UCLA.

Dr. Badgett and others have shown that it appears likely that gay men
earn slightly less than their heterosexual counterparts, while lesbians
appear to earn a bit more than other women. Over time, we will continue
to examine these studies and to analyze their implications for public poli-
cy as well as for market strategies.

But let's step back a moment. It stands to reason that a certain portion
of America's gay population enjoys wealth or merely higher than average
earnings. But the real questions that marketers and journalists raise
should go beyond earnings and household income, and instead focus on
key lesbian and gay consumer traits such as brand loyalty and early
adopting behaviors.

So how should we understand buying power, and attempt to measure the
economic clout of gays and lesbians in today's market? When any com-
pany decides to pursue the gay dollar and to reach out to gay house-
holds, they're smart to understand their customers and to determine
what market share they hope to achieve.

Since 2000, we have worked with an expert research team at Packaged
Facts to evaluate the economic clout of gay households - in contrast with
other households. For this purpose, we therefore use the term "buying
power" (or "purchasing power") to measure the size of the gay and lesbian
market in the United States based on its estimated population. Buying
power is another term for "disposable personal income (DPI)," which is
defined by the U.S. Bureau of Economic Affairs as the total after-tax
income available to an individual to spend on personal consumption, per-
sonal interest payments, and savings.

America's Gay and Lesbian Population

Social scientists and market researchers alike grapple with the likely
dimensions of the gay, lesbian and bisexual population. These estimates
today range between 4 percent and 10 percent of American adults. In a
nation with more than 300 million people, the U.S. Census Bureau esti-
mates today that we have roughly 225 million adults (over the age of 18.)

Therefore, the most reliable projections of the GLB population may be as
low as nine million or as high as 22 million adults. Demographers such
as Dr. Gary Gates at the Williams Institute tend to estimate at the lower
end of this range based largely on social science data and Census house-
hold data; while marketers forecast a higher percentage.

We tend to rely on a reasonably conservative estimate of 6.8% of adults,
based on nearly a hundred general surveys conducted online over the
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past eight years by our research partner, Harris Interactive, which fre-
quently invites respondents to anonymously self-identify online by sexual
orientation. We believe this is a reasonable benchmark, and this there-
fore suggests the U.S. population may be as high as 15 to 16 million.
[Interestingly, in 2005, the United Kingdom (with a total population one
fifth of the United States, roughly 60 million residents) officially estimated
a combined population of 3.6 million gay men, lesbians and bisexuals -
which approaches 8% of that nation's adult population.]

Buying Power Methodology

The methodology we chose to apply is similar to the approach taken by
the Selig Center for Economic Growth at the University of Georgija in cal-
culating the purchasing power of other multicultural consumer segments
such as Hispanics and African Americans. This methodology uses aggre-
gate disposable income data compiled by the Bureau of Economic
Analysis (BEA) of the U.S. Department of Commerce, a data source that
provides the most comprehensive view of overall purchasing power in the
United States.

Gay and lesbian purchasing power is calculated by allocating a proportion
of aggregate disposable personal income to gay and lesbian consumers
that is equivalent to their percentage of the overall population aged 18
years old and over. The most basic premise underlying this estimate of
gay and lesbian buying power is that the income-generating power of the
gay and lesbian population essentially mirrors that of the adult popula-
tion as a whole. [Note: Although for the purposes of this article, we stip-
ulate "gay and lesbian," we intend for it to mean individuals who self-iden-
tify as lesbian, gay and bisexual.

[Note: We do not customarily include transgender people in this analysis
for two simple reasons. First, transgender people may be either hetero-
sexual or homosexual in their orientation, and therefore do not necessari-
ly and uniformly have same-sex relationships or attractions. Second, and
as important, their true number in the total population has been very dif-
ficult to gauge given the scarcity of credible data. Until we have better
data sources and understanding, we assume the number of transgender
people may be as few as one-tenth of one percent to one percent of the
adult population. That proportion also makes projections about their eco-
nomic contributions difficult if not impossible to analyze.]

Reliable estimates of buying power for each multicultural population seg-
ment in the nation- including African-Americans, Hispanics and Asian-
Americans-are reported widely by the University of Georgia's Selig Center
and by others. Of course, gays, lesbians and bisexuals come from all
walks of life, all ethnicities and all races. Thus, the projected buying
power for gay adults includes individuals who will be part of buying power
projections for other groups as well, including African Americans,
Hispanics and Asian Americans.

Consequently, it is difficult to accurately compare gay and lesbian buying
power to that of other populations without mischaracterizing the relative
strengths of each.

Another key consideration in assessing the relative buying power of major
multicultural consumer groups is that the buying power calculation for
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gay Americans is based only on adults over the age of 18, while ethnic
and racial buying power calculations include all members of all ages with-
in each target household. It stands to reason one may easily identify a
person's ethnicity or racial composition at birth, while sexual orientation
is a naturally occurring characteristic that only becomes apparent in later
adolescence or adult life. Thus, our estimates are based more appropri-
ately and somewhat more conservatively on gay, lesbian and bisexual
adults over the age of 18.

"Disposable Income" Not the Same as "Discretionary"

Although "disposable income" often is equated with "discretionary
income," the two terms have different meanings. As mentioned above,
disposable income refers to the total amount an individual has available
after taxes for saving, making interest payments on loans, and spending
of all kinds. Discretionary income refers to the amount that an individual
has available to spend for non-essentials after taking care of necessities
and fixed payments such as rent, car payments, and basic food costs.

Gay and Lesbian Buying Power Reached $690 Billion in 2007 and Likely
Will Top $712 Billion in 2008

Gay and lesbian buying power has been calculated as follows:

- Based on the latest available data from BEA, it is expected that aggre-
gate DPI totaled $10,006 billion (or put another way, $10 trillion) in
2007.

- The gay and lesbian population is assumed to account for 6.8% of
aggregate disposable personal income in the population 18 years old
and over, a proportion consistent with the percentage of gay men and
lesbians in the adult population as a whole.

- Thus, the buying power of gay men and lesbians totaled an estimated
$690 billion in 2000 (.068 X $10,006 billion).

In this book, marketing experts Robert Witeck and Wesley Combs
share more than thirteen years of real-life, research-based lessons
that provide a complete approach to successfully targeting this emerg-
ing market. Harris Interactive® and Witeck and Combs have long part-
nered on learning the estimated size, strength, spending habits and
brand loyalty factors of gay consumers.

In Business Inside Out, Witeck and Combs apply this knowledge to
provide insights into how best to approach this valuable market seg-
ment, including:
* Why gay consumers have such high potential for brand loyalty
* Determining if a targeted or .gay-vague. approach is best for your
business
* What strengths and weaknesses within a company have an impact
on brand loyalty
* How to strike a balance between addressing this specialized audi-
ence and maintaining the interest of other customers
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Gay and Lesbian Buying Power Expected to Reach $835 Billion by 2011

The Bureau of Labor Statistics has projected that aggregate disposable
personal income will increase at an average annual rate of 4.9% during
the period from 2004 through 2014. However, various U.S. government
and private-sector sources have forecast that the economy now is grow-
ing at a relatively slower rate during late 2007 and 2008. As a result, we
estimate that aggregate disposable personal income will grow at a rate of
4.5% between 2007 and 2008 and is then likely to grow at an average
rate of 4.9% thereafter through 2011.

Based on these assumptions, the buying power of gay and lesbian con-
sumers is expected to total $835.3 billion by three years from now. This
represents cumulative growth of 26.5% during the forecast period.

Table 9-1
Projected Growth in Total Gay and Lesbian Buying Power, 2007-2011

. . Aggregate .
Population Per Capita ' Cumulative
vear (thgusands) Buying Power Buylng_ Power Growth
(millions)

2011 16,314 $51,204 $835,337 26.5%
2010 16,115 49,415 796,317 20.6
2009 15,919 47,686 759,120 15.0
2008 15,726 45,298 712,368 9.4
2007 15,535 44,407 689,858 4.5

Source: Packaged Facts, Witeck-Combs Communications.

* How to manage negative consumer
response and respond to tactics such as the
threat of backlash

¢ Understanding how to leverage the emerging
trends within the GLBT market, such as the
increase of same-sex parents as well as
retirement communities

Business

Business Inside Out also profiles campaigns
from major Fortune 500 brands that target gay
consumers and includes an extensive list of
resources for marketers interested in reaching
this audience. It is the first book to provide a complete overview of the
GLBT market from a business perspective.

LINK: www.WiteckCombs.com
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Gay & Lesbian Community Centers are one of the first organizations to
often crop up in communities with a growing gay & lesbian population.
Often starting in an informal setting, perhaps sharing space in someone's
home or office, Gay & Lesbian Community Centers today provide a vital
central location for a variety of services and resources made available to
the local gay & lesbian community. Some of the largest community cen-
ters are found in Los Angeles and New York, with recent centers being
developed in San Francisco and Chicago. In our chapter on Regional
Markets, we have many Gay & Lesbian Community Centers listed with
their website address.

In addition, many regions have active chapters for a wide variety of
nationally-based organizations including the International Gay Rodeo
Association, Gay Mens Chorus and the Gay Softball League, just to name
a very few. More detailed information on these organizations can be
found in our chapter on Niche Markets.

The most prominent gay & lesbian organizations in the US are as follows.

Campus Climate Index

A vital tool for assisting campuses in learning ways to improve their LGBT
campus life and ultimately shape the educational experience to be more
inclusive, welcoming and respectful of LGBT and Ally people. The index is
owned and operated by Campus Pride, the only national nonprofit organi-
zation for student leaders and campus groups working to create safer,
more LGBT-Friendly learning environments at colleges and universities.
LINK: www.campusclimateindex.org

Commercial Closet Association

A non-profit that works to improve public opinion of the lesbian, gay,
bisexual and transgender community by improving GLBT portrayals in the
powerful $1.1 trillion annual worldwide mainstream advertising market.
We leverage the world's only archive of over 2,000 GLBT-themed interna-
tional ads, a popular website (attracting an average of 85,000 unique vis-
itors monthly) with editorial and visitor ratings displaying every ad in the
archive, a traveling live advertising sensitivity training video program for
corporations and universities, Best Practices for B2B/Mainstream
Advertising, media outreach, a syndicated advertising column, and other
industry resources.

LINK: www.CommercialCloset.org

Equality Forum

A national nonprofit and 501(c)(3) GLBT organization headquartered in
Philadelphia. Equality Forum undertakes high impact initiatives, pro-
duces documentary films, highlights GLBT history and presents annually
the largest national and international GLBT civil rights forum.

LINK: ww.EqualityForum.com

Family Pride Coalition

The Family Pride Coalition (FPC) has for 25 years been the only national
non-profit organization solely dedicated to equality for lesbian, gay, bisex-
ual and transgender (LGBT) parents and their families. Headquartered in
Washington, D.C., FPC supports nearly 200 membership-based LGBT par-
enting groups nationwide with a base of 35,000 supporters.

LINK: www.FamilyPride.org

GUIDE REFERENCE: Niche - Parenting and Families
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Funders for Lesbian and Gay Issues

Formed in 1982 as the Working Group on Funding Lesbian and Gay
Issues in response to the lack of visibility and funding for lesbian, gay,
bisexual and transgender (LGBT) issues in the philanthropic community.
They are the only national organization whose mission is to advocate for
increased support of LGBT issues within organized philanthropy.

LINK: www.LGBTFunders.org

Gill Foundation

The Gill Foundation was established in 1994 by Tim Gill, founder and for-
mer chairman and chief technology officer of Quark, Inc., a Denver-based
computer software company. The Gill Foundation has invested more than
$67 million to hundreds of organizations and programs serving the les-
bian, gay, bisexual and transgender community and people with
HIV/AIDS. Through the Gay & Lesbian Fund for Colorado, the foundation
funds Colorado nonprofits in the areas of: social justice; children, youth
and families; leadership development; arts and culture; civic participa-
tion; and public broadcasting.

LINK: www.GillFoundation.org

GLAAD

As one of the more prominent non-profit activist organizations in the gay
& lesbian community, GLAAD's primary mission and focus is "fair, accu-
rate and inclusive representation" in television, film and print. Each year,
GLAAD holds the Gay Media Awards in various cities throughout the US
including Los Angeles, New York and San Francisco. They also hold a
variety of fundraising events throughout the country, raising money and
awareness for their work in mainstream media and how gays & lesbians
are represented.

LINK: www.glaad.org

GUIDE REFERENCE: Niche - Entertainment

GUIDE REFERENCE: Events

GLAD

Founded in 1978, Gay & Lesbian Advocates & Defenders (GLAD) is New
England's leading legal rights organization dedicated to ending discrimi-
nation based on sexual orientation, HIV status and gender identity and
expression. Providing litigation, advocacy, and educational work in all
areas of gay, lesbian, bisexual and transgender civil rights and the rights
of people living with HIV, GLAD has a full-time legal staff and a network of
cooperating attorneys across New England.

LINK: www.GLAD.org

GLSEN

The Gay, Lesbian and Straight Education Network, or GLSEN, is working
to ensure safe and effective schools for all students.

LINK: www.GLSEN.org

HRC

As America's largest gay and lesbian organization, the Human Rights
Campaign provides a national voice on gay and lesbian issues. The
Human Rights Campaign effectively lobbies Congress; mobilizes grass-
roots action in diverse communities; invests strategically to elect a fair-
minded Congress; and increases public understanding through innovative
education and communication strategies. HRC is a bipartisan organiza-
tion that works to advance equality based on sexual orientation and gen-
der expression and identity, to ensure that gay, lesbian, bisexual and
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ARIZONA

Greater Phoenix Gay & Lesbian Chamber of Commerce (Phoenix, AZ)
The Greater Phoenix Gay & Lesbian Chamber of Commerce has been a
part of gay life in Phoenix for nearly 30 years. GPGLCC has about 460
members, and is pushing to hit 600 by the end of 2007. In addition to its
networking and business development events, the chamber has forged
extensive ties with the business community at large. GPGLCC maintains
partnerships with Phoenix's Chamber of Commerce and the Convention
and Visitors Bureau, and makes it a point to welcome members of the
city's other business organizations to chamber events. But the chamber
is perhaps most visible through its "GLBT Visitor and Relocation Guide,"
which touts Phoenix to gay travelers and potential new residents. The
chamber distributes up to 50,000 guides worldwide every year.

Web site: www.gpglcc.org

Tucson GLBT Chamber of Commerce (Tucson, AZ)

The Tucson GLBT Chamber of Commerce evolved from a group founded
in 1992 as a safe space for gay businesspeople to network and find sup-
port. The chamber now boasts more than 200 members, making it the
second-largest LGBT chamber of commerce in Arizona. In addition to tra-
ditional networking events, TGLBTCC prides itself on its political activism,
and played an active role with other community groups—both gay and
non-gay—in uniting to defeat Arizona's Proposition 107 at the ballot box,
which would have amended the state constitution to ban same-sex mar-
riage. The chamber regularly partners with other business and communi-
ty groups for various activities, and is planning to roll out a supplier diver-
sity initiative for the benefit its members.

Web site: www.tucsonglbtchamber.org

CALIFORNIA

Long Beach Community Business Network (Long Beach, CA)

The Long Beach Community Business Network was founded in 1992 by
area LGBT business owners to serve as a network for gay-owned and gay-
friendly businesses in this city 20 miles south of Los Angeles. LBCBN
now has more than 150 members who participate in the chamber's
many networking and social events, including member mixers and beach
parties. The group publishes a print directory with a yearly circulation of
15,000.

Web site: www.lbcbn.com

Los Angles Gay & Lesbian Chamber of Commerce (Los Angeles, CA)

The roots of the Los Angeles Gay & Lesbian Chamber of Commerce
stretch back to 1979, when members of the gay community formed the
area's first organization for LGBT businesspeople. Among its many early
achievements was its instrumental role in opening the first AIDS hospice
in the San Fernando Valley. Today's LAGLCC has the same commitment
to the community while growing its profile in the business world, estab-
lishing partnerships and gaining sponsors among some of the area's
largest companies. LAGLCC holds an array of networking and new mem-
ber events, with a focus on adding to the existing 200 members. The
chamber also holds joint events with other chambers of commerce, cre-
ating what they informally call "L.A.'s largest mixer." With both member-
ship and visibility increasing, LAGLCC hopes in the near future to hire a
full-time executive director and support staff.

Web site: www.laglcc.org
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Greater San Diego Business Association (San Diego, CA)

In 1979 the Greater San Diego Business Association began with 21 char-
ter members, and in just over a year grew to 100 members. It hired its
first paid employee a year after that, and has gone on to become the
second-largest LGBT chamber in the country with more than 800 mem-
bers. GSDBA offers its members a variety of networking events, affinity
groups, and community outreach efforts to participate in. Indeed, the
chamber prides itself on connecting with the greater community: GSDBA
participates in a vendor outreach program with the city's Hispanic
Chamber of Commerce, and is the first LGBT chamber to gain recognition
by the U.S. Small Business Administration as a minority business associ-
ation.

Web site: www.gsdba.org

Golden Gate Business Association (San Francisco, CA)

The Golden Gate Business Association, founded in 1974, has the distinc-
tion of being the first LGBT chamber of commerce in the United States.
And its place in history doesn't stop there. After launching the first chari-
table foundation devoted to LGBT causes in 1980, GGBA went on to
award groups like the National Center for Lesbian Rights and the Names
Project with their first-ever grants. The chamber also helped found larger
LGBT business organizations in the region, and on the national level was
a founding member of NGLCC. In 2006 GGBA expanded its geographic
reach in the area through its Business Exchange Network, a networking
and referral program that has generated $2 million for member business-
es so far. The chamber also recently partnered with the San Francisco
Visitors & Convention Bureau as a resource for LGBT tourists.

Web site: www.ggba.com

CANADA

Canadian Gay & Lesbian Chamber of Commerce

The Canadian Gay & Lesbian Chamber of Commerce was founded in
2003 with the encouragement of NGLCC. In just a few short years, this
nationwide chamber has gained 700 members, and is still growing. With
active affiliates in British Columbia, Ontario, Quebec and Manitoba,
CGLCC is working to expand to northern Canada and the Atlantic region.
It has just introduced a supplier diversity program to certify member busi-
nesses as gay-owned, and is training Canadian companies to provide
gay-friendly customer service. The chamber is also conducting the first-
ever major study of gay Canadians' travel habits, and recently spun off its
tourism site, travelgaycanada.com, as an autonomous partner.

Web site: www.cglcc.org

COLORADO

Denver Gay and Lesbian Chamber of Commerce (Denver, CO)

The Denver Gay and Lesbian Chamber of Commerce was founded in
1992 to encourage networking and increase visibility for LGBT business-
es in the Denver area. The chamber offers its 400 members a variety of
events every month—indeed, its mission is to promote "professional
development, business diversity and personal enrichment." In addition to
networking, the chamber organizes an annual awards banquet, a busi-
ness expo, and monthly "after hours" events. DGLCC has also begun to
offer educational seminars, and plans to launch a print directory in the
near future.

Web site: www.denvergic.org
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