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News Highlights

LGBT Marketing Forum: European Tourism
and Hospitality Leaders to Gather in London

Timely Discussion of Gay and Lesbian Growth
Opportunities During Economic Downturn

Unprecedented economic challenges facing the global
tourism and hospitality industries have led leaders to
explore viable "niche" markets to fill the gaps. Research
over the past decade has indicated particular strength in
the gay and lesbian markets, who continue to take holidays
in large numbers during recessions, health scares, etc.

Community Marketing, Inc. (CMI), the international LGBT

research and marketing firm, has announced a comprehensive
"European Symposium on Gay & Lesbian Tourism" to meet these chal-
lenges and identify growth opportunities. The symposium, to be held at
the Cumberland Hotel, Marble Arch, London on 13 February, is dedicated
to marketing and sales executives of tourism boards, accommodations,
travel suppliers, tour operators, retailers and meeting planners.

The full-day London programme will be similar in format to CMI's annual
conference held throughout North America for 10 years. It will feature
expert UK, European and American speakers discussing LGBT tourism
and hospitality research insights, trends, best practices, case studies,
marketing outreach, and more. Discussions will include business expan-
sion opportunities specific to the many global LGBT markets. Speaker
insight will be coupled with invaluable networking during breaks, lunch
and the evening reception.

The Honorable Deputy Mayor of London, Richard Barnes, will open the
Symposium. Speakers and topics of discussion will include:
Martine Ainsworth-Wells, Marketing Director, Visit London: "London
Destination Case Study"
David Paisley, Research Director, Community Marketing, Inc.:
"Insights and Lessons from 100 LGBT Tourism Focus Groups"
Paul Gauger, Media Relations Director, Visit Britain: "Leveraging
LGBT Press Connections to Optimise your Results"
Serge Gojkovich, President, Gay Consultants, Inc., Boston: "How to
Reach the USA Market"
Stephen Coote, Managing Director, SC&A Marketing, London: "How
to Reach the UK Market"
Thomas Bdmkes, Managing Director, Tom Consulting, Inc., Munich:
"German Marketing via Gay Travel Portals"
David Muniz, Commercial Director, QSoft Consulting (gaydar),
London: "Key Findings of LGBT Tourism Research in the UK and
Europe; Gay Resilience in Economic Downturns"
Matt Skallerud, President, Pink Banana Media, Los Angeles:
"Interactive and New Internet Media: Affordable and Effective
Approaches"
Andrew Roberts, Chief Executive, Amro Worldwide Holidays, London:
"Co-Operatively Promoting Destinations and Suppliers"
Jeff Guaracino, VP Communications, Greater Philadelphia Tourism
Marketing Corp., "Philadelphia Case Study"

We also invite you to visit the CMI website to learn more about tools we
offer that can help you reach the gay & lesbian market.
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Summary and links:

WHAT: The industry's leading marketing, public relations
and research symposium to help you reach gay and lesbian
travellers. Click here to view the webpage. Click here to
review the preliminary conference agenda.

WHEN: 13 February 2009

WHERE: Cumberland Hotel, Marble Arch, London (For out
of town guests, a GBP 155/night rate is available at the
hotel. Please book by 16 January. Rate code
COMM130209.)

REGISTRATION: Just GBP 145 through 13 February; GBP
195 after. Register online.

Sponsored by Visit London and Great Hotels Organisation.

For more information please visit www.CommunityMarketingInc.com or
email david@CommunityMarketingInc.com

NOTE: Visit London is the official visitor organisation for London. A leader
in best practice destination marketing, Visit London promotes the UK
capital internationally, across Britain and to Londoners targeting leisure
and business visitors. Visit London works in partnership with the Mayor
of London, the London Development Agency, London Councils and the
tourism industry. Visit London Media Enquiries: Jacqueline French, 020
7234 5844 or jfrench@visitlondon.com
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The 2009

Gay Market
REPORT

Gay Market: Report, 2009

ICLTA

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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GLBT Marketing Services

Specialized Web 2.0 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,
IgoUgo.com and TripAdvisor.com Marketing, MySpace Pages, Blog Creation, YouTube Video and Flickr Photos, just to name a few.

RO0HPORE& =

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






