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International Gay & Lesbian Travel Association

Auction Certificate of Donation

The IGLTA 2009 Host Committee and Board of Directors invite you to join them in :
making this the most successful IGLTA Convention! To donate an item and be
included in the 2009 Auction, please complete this form and return by 10 April to
the fax number or address above. Please note that we need the actual
certificates in our office by 30 April for inclusion in our auction. There will
be no exceptions. Thank you for your support of IGLTA!

Business Name:

Name:

Member ID # (if applicable):

Phone: Email:

Detailed Description of item to be auctioned:

Retail Value of Donation: USD$

Valid Until:

IGLTA is a 501 (c)6 organization. Contributions to IGLTA are not deductible for US
Federal income tax purposes as charitable contributions. However, contributions
may be tax deductible as ordinary and necessary business expenses. Please note
that all entries must be valid at least one year from submission date.

Signature: Date:

Please fax this form to IGLTA by 30 April 2009 and make sure we also receive your
certificates by 30 April 2009. Items are selected for inclusion at the discretion of
IGLTA.

www.iglta.org B3
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Matthew J. Skallerud

Available Now

Designed to both educate and guide you through the many opportunities available in the gay & lesbian marketplace today,

this guide includes information and resources on the following topics:

- Gay Market Highlights, including a summary on market research and statistics
- Gay & Lesbian Internet, including Social Networking

- Gay & Lesbian Natfional and Regional Print

- Gay & Lesbian E-Mail

- Gay & Lesbian Direct Mail

- Gay & Lesbian Event Marketing

- Gay & Lesbian Contextual, Text-based advertising

- Gay & Lesbian Radio

- Gay & Lesbian Online Video / Cable / Satellite

In addition, we have information about media and marketing opportunities within specific gay &

lesbian niches you may wish to learn more about, including:

- Categories such as Travel, Sports, Marriage and Business

- Themes such as Lesbian, Gay Men and Adult

- Ethnic Groups such as Latino, African-American, and Asian

- Age Groups such as Youth and Seniors

- Specialty Groups such as Bears, Circuit Parties and Country Western/Rural
- Regional opportunities in print and online

New in this edition is more detailed coverage on the following industries and regions:

- Automotive, Travel and Technology
- Dallos, Los Angeles, San Francisco, Toronto
- Canadian Market, UK Market

When online, find more information at www.GayMarketReport.com
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Automotive Advertising

Tt Wasn't tatlong 3o tha £ was considere eresy o uter the words
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in the Gay Market

stive Industry and ‘The

is amazing what a diference time and the efforts
can make. Not only are automtive manufacturers recognizing the
importance of their

GLBT employess, a seect few are courting them aggressively in print, TV,
oniine and through grassroots efforts.

The GLET Contumar - Whak the Data Says
The country is slowy acknowledging that the gay movement' s far flom

detrimental to the fabric of socity and in fact, adds color, texture and
leads

Tk the Yaris. This dispel
of a few daring people  certain sterectypes about the GLBT community
Each Top 10 lst, Gaywheels.com has published

their Most Researched data. The st tends o be self-perpetuating but

s enter the ranks and the models surprise even the most e
cated researchers. The most recent st included six hatchbacks, four of
which started under $16,000 - not exactly the high-end luxury cars that
the stereotypes portray.

The Hatory o Targeted Automotive Adverteing.

o curiosity and ultmately the desire to know more about the GLBT con-
sumer. the of

With althe data poining to early adopter, brand loyal consumers, you'd
dertise 1o and c

s
focusing on the GLBT communty did the real power of

Unfortunately,
and ack of

o lgnt.

The most quoted fact s that staistcall, GLBT households have more
disposable ncome. According 1o the recently updated analsis by Witeck:
(Combs Communications and Packaged Fact, the total buying power of

the US. gay lesblan, bisexual and transgendsr (GLET) adul population i

acumen in the decision to
actively market to the GLBT consumer

With that s, some automative brands mirrored the early-adopter
behavior o this demographic and started marketing the GLBT community
as far back as 1994,

08 is $712 bllon * That is an upy

$890 billon in 2007 and $450 Billon in 2004. From a pure purchasing,
powe perspectve, this is a desirable segment o the market.

consumers tech.
nology,fercely rand loyal and mare recantl, very nterested In spending
oL

Data aa 2 Catalye for Changs

adgvertse i the
GLET media but i was Subiani effort starting tuo years later that
tabiished that brand as the gay-friendly automotive b jaru has.
been the most consistent auto company to market to the GLBT communi-
e bold move o include GLET imagery and messaging as
2y It o surpise then that Subary has the
highest brand recall for his segment.

e s follued Saab v Subars ead. VW o, Saam
Marcadas Eans ‘Catllac have allplaced general market ads

the founding of
frs oo we st o arget th LT conumar. The s+ o

3 tuist: T clas as gy
andly o e sbsed o el oorstepolios e U5

Since s inception in June 2005, Gay com has raised the level of
‘awareness on both sides of the automotive purchase equation. GLBT
mers are using the Information to ater thel research patterns and
e manutacurrs ove realized th importance o rovidngan eq
table work environment as well 25 reaching out o the GLB consume.

gy Ford g,

GLBT messaging and imagery in both print and oniine.

e AFAtsrmath

nrtunatas e goad o th gooss W cessaly sppesng
m Volvo, Lincoln and Jaguar

e o tne mas e an poy nandie PR blowsps i e s
. Whle e GLST mada and consumrsappluded e sdrisng

Inthe two major automotive
5

Volio campaign for ts nclusion and messagin

their
adiitonal brands inthe "gay-riendly” colum.
“They Hatl Cash But What Do They Drfve?

The nature of Gaywhesls com allows data to be revealed that prir o fs
existence was diffcu to gather. In Juy 2006, Gaywhoels com published
s first Top 10 Most Researched vehicles st which for the irst tme shed
light o what GLET automotive consumers were researching. The nfor
mation largely dispelled many stereotypes held as truth in marketing ci-
cles about the GLET automotive buyer Of the 10 vehicles that were the
most popular on the inaugra st only 1 was from a luxury brand. While

page 108

Themes: Health / Marriage

continued from page 41

read lessons and summaries of all the approved and experimental treat-
s available

In prnt. POZ M s the primary national magazine dedicated exclu-
Sl s HIV an DS tapics Founded b Sean S, e magaaine
Works with ts team of witers, designers and doctors fo chronice the IV
epidemic, both n the US and intemationally.

LINK: wuwpoz com

committed to ensuring equaly n health care for gay & esbian Indvidu-
als and heaith care professionals. GLWA achieves s goals by Using
medical expertse i professional ecucation, public policy work, patiet.
Eeaton and e, ad o oot s

LINK: wuwgima.

In adition, there are a number of organizations across the US dedicated
o helping educate and fight HIV and AIDS. The list o organizations Is
quite numerous, with some of them Isted here:

“winvapla.org
winwbeingailvela.org
idswalkc

~wnenycaldscoaltion.org

- win HowardBrown.org.

MARRIAGE & WEDDINGS
Making news around the globe, the legal .
fights and recogition of gays & lesbians is

that once and for all gays & lesbians are now deemed equal
in the eyes of the law:

page 48

[ s

anso o the adverting. The ‘American
Famiysosiaton’ (464 calld for 8 byt of o MoorCompany o
Ing thelr support fo the "homosexual agenda’

announced that t would no fonger advertis in gay mecia

The AFA quickly took creditfo Ford's cancelatin of their advertising in
GLBT media and Ford was oddy silen, neither confirming o denying.
the AFA claim

Ford's response to the AFA. o lack thereof, set off a cyclane af contempt
in both the mainsiream and GLBT media. Ford finally made a statement
and denied that ther decision had anthing to do with the AFA.

claimed it was solely  financialdecision.

ketReport. co
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Several countries around the world have lreacylegalized gay marriage
IcuingDsnmar.The Nthrans andnw Span. I North A,
Canada has legalized gay marrage, and the subsequent travel by gays
e a1 hesesedinations i have tht mars formalied amet
in'a foreign country, has slreacy begun. Gay martage is legal in
tesidents
Calfornia(fnal approval on the November ballot in 2008), and many of
the civ rights of married couples are available to gay couples In
mont!

Several companies, bothin travel and wedding/event planning. have
cropped up in recent years to address these needs. In addition, with civil

the past few years to have legalcivi union ceremonies performed, even

though those unions are only recogize

state of Vermont. Wit thecurtent status of legal gay mariage In

Calfornia, many mariage and wedding companies have sither added gay

couples as one of thelr new target markets,or have started a new busi-
forming.

ceremanes to date.

I, e are o o 2y weding magaznes. T st s ne

Iide source o v e v, pamng resouce,onds name
iy deas and thr vl e o go and i coupls, ok
Tamiles advocates and alies 1t nctudos xclosve nriows, communi-
ty connections, poliical dialogue, fashion and fun
more recent,is g rcluing s on faon
family matters, legal issues, romance and

LINKS:

‘e ainbowweddingnetworkmagazine com
> W withthisting magazine.com

Tolacatothse varous e nine, sl
Sites have emerged to address ths market.
aedtngsom e d.com and
= RalnbowWeddingNetworicoom are thres in
Dot tat nevs marged recart

One of the first web sites online dedicated to
g

s catering o the gay wedding ceremony and honeymoon
Another site that has come online recently
is GayMar Lom, 3 comprehen
sive online portal dedicatad to the world of
g andwedings. T ste

offers news and various articles about gay
atrisgs, 5 well 2 an onin communty
base where gays & lesbians can become
members (for free) to meet. greet and dis-
cuss gay marriage topics of interest to
them.

i Right beside GayMarageWorid.com s
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Buying Power of Gay Men and Lesbians in 2008

Marketers, economists and Journalst often puzzle over guesstimating
the purchasing power of America's gay and lesbian households. Some
tend o ballyhoo the gay market as a dream market precisaly because of
its presumed affluence. But i f really true?

Over the past several years, we've gven this question considerable

by Witeck-Combs Communications

past eight years by out research partner, Harls Interactive, which fre

Interestingy, in 2005, the United Kingdom (with a tatal population one
At of

ought and research. of gay wealth are o136 millon gay men, lesbians and bisexuals -
or simply an which 3 1

el most often on the excellent analysis conductad by economist and

academic Dr. Loe Badgett and the work of the Willams Insttute at UCLA.  Euying Power Methodology

O Baggett and others

earm siighty ess than thei heterosexual counterparts, whilefesbians
appear {0 earn a bt more than other women. Over time

Iy Is simiar o the approach taken by
the Selig Center fo Economic Growth atthe Uriversity of Georgi in cah

1o aanine these studle and > analyte el mpleatiors orpbl b
ey as well as for market strategis.

of other g
such as Hispanics and Afican Americans. dology uses aggre-
gate disposable income data complled by the Bureau of Econormic

Analyss (BEA)of the U.S. Department of Commerce, a data source that

portion
of America's gay population erjoys wealth or merely higher than average
eamings. But the real questions that marketers and journalits raise.

<hould g beyand earnings and housenold income, and instead focus an

werall the
United States.

s calculated by

adopting behaviors.

0 how should we understand buying power, and attem to measure the
economic clout of gays and lesbians in taday’s market? When any com-
pany decides to pursue the gay dollar and o reach aut o gay house-
olds, hey'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

r ncoms ang
thatis equivalent o their percentage of the overall population aged 13
The

ay and lesbian buying power is that the income-generating power of the
gy and lesbian popultion essentially mirors that of the adult popula-
tion as a whale. [Note: Although or the purpses of this arile, we stip-
ulate "gay and lesbian,” we intend for It to mean individuals who sefden-
iy as lesbian, gay and bisexval,

Note We do ot custamary nclude ansgender people s anaisis
for

Facts o ' ecanomic clout i contrastwith
other households. For this purpose, we therefor

3
power is another term for “isposable personal income (DP)" which s
defined by the U, Bureau of Economic Afairs as the otal afterax

on per-

sonalinerest payments, and savings
America's Gay and Lesbian Population

Social scentists and market researchers alike grapple with the likely

o sonoutons ot 1ok Imposie o anaye]

& power for
ment 1 he nation-inclcing Aian-Amsricans,Hipanics and Asian

d@imensions o the gay,lesbian and bisexual population.
0

ina
nation with more than 300 milion people, the U.S. Census Bureau ests
mates today that we have roughiy 225 millon adults (over the age of 18

Therefore,th

Amercans-are rep

and by others. Of course, gays, lesbians and bisexuals come from all
vl offe, i tncies an alraes. Thus, the rjctd buyng
power for gay aduts ncludes individuals who Wil be part o buying pover
Pojections or oher goups 4 wel neluding Afican Americans

¢
Tow 8 e il o 4 g s 22 i st Demograherssuch
a¢ 0. Gary Gats

Gnd of s range basd agly o solal scence data and Census hause-
old data; while marketers forecast a higher percentage.

Wetend torely on a reasonably conservative estimate of 6 8% of adults,
based on nearly a hundred general surveys conducted online over the

yMark

Introduction
Introduction

Welcame to the 2009 Gay Market Report. a comprehensive look a var-
ous opportunities and media sources for companies shing to arget the
gy &lestian communty

tuch of what you wilind in this eport i a summary of the opportuni-
ties available, with website URLS being the primary source of contact. For
the media sources that have opted to participate n this guide, you'l find
2 more comprehensive breakdown of information along with contact
details to allow yo better informed decisions a5 o which
Soutces may best serve your marketing needs

This guide i intended to cover the full
range of gay & lesbian media sources

grow along with the gay &
media marketplace.

Brief History of the Gay Markst
The emergence of gay & fesbian media

pi
St regonaly and oy

For readers, access to these publica:

e of 50,000 to 100,000 per publica:
tion

[=

Ouring his time, gay events such as
14 Citcuk Partes began to grow in popularty, and for
many companies had become the primary means in which to reach gays.

heid in New York, as well s niche events such s Gay Tr
become a mainstay for many companies wishing to reach the gay & les-
bian market on & consistent bast

Consequenty tis fesbian buying
sower o thatof vt popiatns o macharacanang e et
strengtns o eac

Another i
mulicutural consumer groups is that the buying power calculation for

©tReport. cor
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101955 the o th gy & lablan AT 1 o s
and new ways In which to reach gays & lesbians, wherever they may be.

ported s ful prnt publication, but could dafintely suppart a smallerover
head Interet company.

These niche sites, coupled with the reach of the larger gay & lesbian
sites, have allowed companies to mare
accurately target gays & lesbians in

s
H
H

have proven a stong and growing part

Company Spotlight

There are several marketing campalgrs in the

consistently running for the
Sovralyesr n 3 wayhat comimaly arinds

cuuting passers by o come on
vt it all s ol and I e v
ered in between

S0 how did they do 17 As a destination ahs
ofthe e a et h s o s eesinatons tofolow, uhat s

Market Report
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‘time London/Biitain traveller
et Vs Wt e How

b
Cretea sntstta gt communty et at.
the possibilty of going to Landon/Brtain
ual imagery
the “gay-fiendly” message of
LondonyBritain. Involvement, Communty and

e
! GLET Magzine Adrrting
St Networking e
- Gammunty Invu\vemenl from Street fais to
nigher
Pl eains ianes et seak o he
experienced LondonyBiltan traveler.

2. Ruine LABT market why LondoryBriain shauld ba the #1 cholos for

i from the past
and negrat them with new smnﬁns ofthe future, taking advantage of

~London is Europe’s gay/lesbian capital

Incuding Facaboak MySpace and more>

One major partof thelr suceess has been their GLET marketing consult
ant, Serg Gaavich of Gay Conaukants, Inc. (BC!) Faving a strong
backgiound in marketing and the world of gay ravel, he has helped na-

other destinations worldide ing for the
(GLBT taveler and his or her $608 n tavel
spending,

It al started by dentying the opportunities.

il marketing techniques allof their own.
These three groups and ther subsequent
opportunities were 2 follows:

L Rermind Potential New Viskore Why London
‘and Ertain Ara So Unkus.
~Create a contest o get communty excited
e possbiy o gong o
London/
Useofadional magry (. Big8en)

GeoTargeted Marketing

page 112
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3 Aavertaing.
"Dynamic Marketing for Diverse Consumers'

Brtain ncluding
Manchester, Cardif and Brighton
Strong/Proud Local LGBT community
~Gay/lesblan Ife s part of everydayIfe in Brain
Mary iogs to doWhthes s s ga. esbin or ¢ coule
- Production of gay guie

- H\story of LGB Bitai
- mastifted Itermational iy for US
d German gay and lesbians ccording to
Independent travel surveys.

Upon identiying these three market segments,
Vist London and Viitiitain incuded kn

arket, which told
them that this audience wanted to be shown a
local's perspective, bt from a credible, authen-
e, and unique experience.

Which led them to their own uniqus GLET mr-
Keting plan for the past year, which ncluded
~Niche within Niche Messaging

- Facebook groups and pages
~Facebook targated advertising

GLBT Organizations

ut Mit D. Grahamm, President.
s President of MOG Marketing Group, Misti Graham has created a niche.

i 00 bi
‘e et 1 svriang lion gay and lesbian consumer market scgment. Her unique Insight and
rograms o bring a

amed i ne 3600 ilon g nc
tsegment Their
ersanat anrsanding of s domo.

is unparallels
weaith of knowledge to each clnt project her agency manages.

In g e of buling e o agncy Mt deciced o ca
oot

Ieled their
lients, gving ther clients an invaluable ok Inta the Ifestyls of these.

In addition, ites that have develope

derived from Internet sites.

‘Trends In 2009
In addition to the continued rse of
orlented Imemet markedng s
standard banner and e mal advertising.
the world of biogs and social networking
opportunities are the hot new growth
areas of today. Some of the GLBT blogs.
iike Towleroad com and
OhLaLaMag com ghve established GLBT
community websites a run or ther
money, outperforming them on unidue.
Viiors, page views and repeat vists

w.GayMarketReport. cor
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ALMDG Marketing Group, it s thei abjective to introduce the gay and les-
bian audience to thelr clients n a way that refects compassion, caing.
is crt

aity.
oy e e geyand sblan Coy o ot
Amrcaand Indon o, i 1o o educae hr el on sueh topcs a5

ay and lesbian buying power, economic nfluence, ifestyle interests and
avel habit.

e

cal when considering this audience. therefore teir team can help you
understand the importance of this market segment’ spending habts
buying power and impact on your bottom line

In order to accomplish thess goals, theyve compiled a
vast array of gay and lesbian-speciic marketing and

~Graphic Design

I your company i looking to buld brand awarer

Toatywi v g e o4 damgapie, e ook

o further than the experts at MDG Markeling
roup..Dynamic Marketing fo Diverss Consumers

andis
her partner, Tiftany and theirfamiy o two dogs and two cats.

ke to i

m and
dynamic audience, piease con-
tact Mist today at 877-282-
50 or via e.mail at
misti@mdgmarketinggroup com

ketReport. con page 139
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GLBT Marketing Services

Specialized Web 2.0 and Social Network Marketing: Our company specializes in the more unique aspects of online marketing in 2008.
Working closely with your product or service, we can help promote your company to the online GLBT community utilizing such services
as Facebook Pages, Twitter, MySpace Pages, Blog Creation, YouTube Video and Flickr Photos, just to name a few.

ROEHPORE =

Traditional Online Advertising: In addition, we can offer you the more traditonal Banner Advertising and E-Mail Marketing opportunities
to help promote your business to the online GLBT community. Working with our own web sites, as well as other web sites targeting the
GLBT community, we can help Match your product or service to the online GLBT community that is right for you, targeting by regions of
the world as well as themes including travel, sports and more.

Pink Banana Media | www.PinkBananaMedia.com
Matt@PinkBananaMedia.com
8205 Santa Monica Blvd. #1-167
West Hollywood, CA 90046-5912
Voice: 323.908.3653 | Fax: 253.295.0517

About The Editor:

Matthew Skallerud, President of Pink Banana Media and author of the Gay Market Guide,
began his career in the gay & lesbian marketplace when he founded GayWired.com in May
of 1995. He successfully led GayWired.com into one of the premiere and dominant gay web-
sites worldwide, translating that success fo LesbiaNation.com and QTMagazine.com (gay frav-
el site). In 2001, he expanded this online reach by launching a company focused on both
developing niche-oriented websites for the gay & lesbian community and helping companies
large and small reach these gay & lesbian consumers through this expanded network of welb-
sites, which included GayMonkey.com, GaySports.com, Navigaytion.com, PrideParenting.com
and GayBusinessWorld.com, just to name a few.

Having sold these sites, his focus is now on the latest in advertising and marketing utilizing
social networks and tailoring their opportunities to the GLBT community.

E-mail: matt@PinkBananaMedia.com

Phone: 323 908-3653






