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STUDY OVERVIEW 
The Gay Consumer IndexTM and Lesbian Consumer IndexTM studies are produced and published by 
Community Marketing, Inc. (CMI), proudly gay-owned and -operated, established in 1992. 

The focus of these studies is to profile lesbian and gay male consumer preferences, attitudes, spending 
patterns, behaviors, and motivations regarding various topics, including: credit cards, automobiles, social 
activities, television and print media, and politics. In addition, comparisons to findings for mainstream 
(heterosexual) adults are included throughout. The study identifies the unique preferences and motivations 
not only by gender/orientation (i.e. gay or lesbian), but also by age cohorts. The report is rich with market 
data, insights, historical and trend perspectives.  

Tremendous strides toward full equality have been achieved by the gay and lesbian communities over the 
past decade. Gay and lesbian survey studies have opened doors (and minds) in leading corporations and 
organizations, which in turn have recognized the value of their LGBT employees through the 
implementation of equal hiring policies and domestic partner benefits. This has been a catalyst, leading to 
sweeping changes in political and social inclusivity.  

Demographic reports also influence marketing investment. Virtually absent until recently, we now see a 
growing variety of products and services represented in gay and lesbian media, celebrating our 
communities’ diversity. Ads keep LGBT publications and websites in business, serving their communities 
with independent news and information.  

Beyond simply advertising, though, these companies support the LGBT community in many ways, 
including sponsoring community events and funding community-based charities in order to earn loyalty.  

Taking an annual pulse on market trends through surveys helps demonstrate the LGBT community’s 
growing power, and influences positive change. 

METHODOLOGY 
In the 34-day period from Friday, April 13, 2007 to Wednesday, May 16, 2007, 12,044 men and 10,380 women 
who self-identify themselves as gay or lesbian and reside in the United States completed this survey. The goal 
of this study was to survey self-identified “out” lesbian and gay consumers, who interact with gay and lesbian 
print or internet media, regarding their purchasing habits and motivators.  With sample sizes of over 10,000, the 
margin of error is plus or minus 1% at a 95% confidence interval. 
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Respondents were sourced thorough Community Marketing, Inc.’s (CMI) proprietary survey pool and, through 
our partnership with Rivendell Media, over 75 gay and lesbian media and event organizers in the United States. 
As an incentive to complete the survey, respondents were offered a chance to win one of four travel vouchers 
good for travel in North America (value estimated at $500 each). 

Because this study encompassed such a wide variety of media and other partners, covering virtually every 
geographic area of the USA, the findings contained in this report present the first truly representative profile of 
lesbian and gay male consumers in history. Analysis of the geographical distribution of respondents closely 
matches the distribution of gays and lesbians in the United States as found in 2000 US Census and other CMI 
research comparisons.  

The methodology employed polls consumers representing the target audience who can be reached using LGBT 
print and Internet marketing resources. The findings derive from those who identify openly as gay or lesbian 
and read LGBT publications and/or websites, and/or belong to email lists. These results should not necessarily 
be extrapolated to the entire gay and lesbian population; however, these findings do provide guidance regarding 
the perceptions and opinions of “out” gays and lesbians who can be reached through LGBT websites and 
publications.  

The principal media contributors for this report include:  Baltimore OUTloud, Bay Area Reporter, Bay 
Windows, A Bears Life Magazine, Between The Lines, Chicago Free Press, CMI Survey Pool, Curve, Dallas 
Voice, David Atlanta, dot Newsmagazine, Echo Magazine, Edge, Envy Man, Express So Florida, 411 Magazine, 
Gay and Lesbian Times, Gay Chicago Magazine, Gay City News, Gay Life Newspaper, Gay People's Chronicle, 
Genre, here! Interactive, HX Magazine, HX Philadelphia, In Los Angeles Magazine, In Newsweekly, Instinct, 
Jane and Jane, Just Out, Labrys Atlanta Magazine, Lesbian News, Liberty Press, Metro Weekly, New York 
Blade, Next Magazine, Olivia, ON Magazine, Orange County & Long Beach Blade, Other, Out And About 
Newspaper, Out and About Virginia, Out Front Colorado, Out Post, Outlook Magazine, Outlook Weekly, 
OutSmart Magazine, Outword Magazine, Philadelphia Gay News, Q Notes, QVegas Magazine, Red Magazine, 
Seattle Gay News, Southern Voice, Stonewall News Northwest, TAG Approved, The Ozark Star, The Vital 
Voice Newspaper, The Word, Washington Blade, Watermark, Windy City Times. 

By using more than 75 local, regional and national media distributed throughout the United States, as well as 
our own survey pool amassed from more than 14 years of research of lesbians and gay men, we assured 
geographic distribution covered the entire nation. (37% of respondents to the Gay Consumer Index and 41% of 
those from the Lesbian Consumer Index live in non-coastal states.) 

CMI chose not to weight the results of this survey, but instead to offer insight to specific questions based on 
age, gender and/or income. The decision to weight a national sample assumes that there is a reliable measure 
with which the sample can be weighted. There are, however no official government-provided data on sexual 
orientation (as there are for education, race, age, gender, and region, all provided by the U.S. Census Bureau). 
All available data is based on surveys, subject to a variety of sources of error, and therefore not suitable as a 
weighting target.  
 
US Census data is misleading as it only considers same-sex couples living together in the same household who 
specified that the relationship between the first party and the second party on the survey form was "partner." 
Census data ignores all single lesbians and gay men, and couples who do not live together, and those who 
interpret their relationship as other than "partner" on a government form, therefore other available data 
(including the US Census) was used to determine that this study fairly represents US lesbians and gay men.  
 
Analysis includes a review of the age distribution of respondents compared to the age distribution of men and 
women from the US Census. Respondents skewed toward the median age in both studies as disclosed in the 
reports. The survey samples of lesbians and gay men under age 25 and over age 65 are lower than the 
percentage of US residents in that age brackets. However, social issues may attribute to this. Because people 
come to the conclusion that they are gay or lesbian at different ages, it is understandable that the percentage of 
younger respondents would be lower than the US population as a whole. Seniors may have experienced 
different social taboos and therefore may be less likely to be “out”. In addition, especially among older gay 
men, the lower numbers could be partially contributed to the early years of the AIDS epidemic. 
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The majority of respondents are in the 30 to 55 age-range. This age group may be more likely to respond to a 
gay/lesbian survey because: 

• They are more likely to be “out” as gay or lesbian. Older respondents have had different social 
conditioning, and younger respondents may not have come out yet. 

• They are more likely to subscribe to gay and/or lesbian publications, read gay newspapers and 
websites, etc. These publications are often geared more toward this age cohort. These consumers can 
also be reached with marketing in these magazine and newspaper ads, direct mail and websites.  

• They are more likely to take an online survey about gay issues.  
• This age cohort also tends to have more discretionary income and time for leisure pursuits and are key 

to gay marketing success. 

Some survey questions invite multiple responses and in these cases, percentages total more than 100. The 
comparative data contained herein is derived from a variety of sources. While every effort has been made to 
verify the information, the publisher assumes neither responsibility for inconsistencies or inaccuracies in the 
data nor liability for any damages of any type arising from errors and omissions.  

 
WEB-BASED SURVEYING 

CMI elected to migrate its large-base research projects to online surveys in 2000 after a combination 
written/intercept survey revealed that more than 90% of gays and lesbians had access to the. While a small 
proportion of potential respondents could be left out in this process, these prospects are unlikely to be the target 
consumer audience. CMI further determined that online surveys were preferable to print or telephone because: 

• Surveys could be completed by respondents at leisure, and because the survey was taken during free 
time respondents took more time to read and understand the questions. 

• Respondents were more comfortable disclosing personal information such as their sexuality online 
than over the telephone.  

• Online surveys reached broader, more balanced cross-section of respondents, as opposed to the 
diminishing subset of people willing to take a random phone call to talk to a surveyor. 

• Web-based surveys were less intrusive than phone calls, and therefore respondents approached survey 
questions in a relaxed manner. 

• Broader samples could be reached increasing the confidence level of the data. 

 

FOR MORE INFORMATION CONTACT 
Thomas Roth, President 

 Community Marketing, Inc.    
 584 Castro Street #834     
 San Francisco, CA  94114     
 (415) 437-3800      
 Tom@CommunityMarketingInc.com 
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ABOUT THE STUDY AUTHORS 
Community Marketing, Inc. (CMI) has been helping our clients master the subtleties of the increasingly 
recognized and important gay male market since 1992. Whether your organization is just learning about the 
market—or is updating its strategy—Community Marketing’s Gay Market Research + Development Lab® can 
accelerate your plans, reduce your risks and deliver tools for determining measurable results. Because gay men 
and lesbians comprise a “slice” of the world’s population, you’ll find markets for singles, couples and families 
in every age, ethnicity and geographic region. And you’ll find a world of diverse interests and opportunities. 
CMI’s Gay Market Research + Development Lab will help identify and deliver your targeted markets 
efficiently and cost-effectively.  
  
Community Marketing is uniquely positioned in the gay and lesbian markets, with 15 years of dedicated 
experience conducting research and development for our clients. CMI has served industry leaders on a 
foundation of unmatched specialization and experience. In the last year alone, CMI has analyzed over 50,000 
survey responses in 20 independent surveys, and beyond the quantitative data reporting we offer, the Gay 
Market Research + Development Lab® offers extremely valuable, qualitative interpretation of the data, and a 
unique ability to make practical recommendations based on the research.  
 
Thousands of dollars can easily be wasted by placing ads in improperly-matched media, or direct marketing to 
the wrong lists. Our clients have told us that a smart, educated approach to the gay market—based on R&D—
far more than pays for the investment.  
 
SIMPLE ADVICE: If you want to know what to sell, and how to sell it, ask your customer. 
  
The need for targeted LGBT research and development is clear. But it doesn’t have to cost a fortune. On a 
foundation of market expertise and exclusive data resources developed internally, CMI’s Gay Market Research 
+ Development Lab® doesn’t have to reinvent the wheel at your expense. We hope to have earned your trust 
based on our team’s collective 60-plus years of experience, our market-leader client base, and our strong 
reputation for cost-effectively delivering what we promise on time and within budget.  
 
More information and resources can be found on www.CommunityMarketingInc.com. 
 


