














CMIl’s LGBT Market Research + Development Lab®

Texting and Facebook-ing a daily activity for a majority

Daily Usage, Electronic

* Just over half of respondents text Communication Methods
daily (58% of men, 57% of i
Women) Check personal email 8208/’

* More than half of respondents
check Facebook daily (52% of Text
men, 58% of women)

* Women slightly more likely to be Check Facebook
daily users of both Facebook and
Twitter i

* Nearly nine in ten respondents
check personal email daily (88%
of men, 85% of women)

Check MySpace

0% “Men ®Women 100%

Q. How often do you...
Base: Gay men (n=22,829); Lesbian/Gay Women (n=4012)
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CMIl’s LGBT Market Research + Development Lab®

Younger gay men twice as likely as older gay men to text,

Facebook daily

* 85% of younger gay men (age 18-29) text daily,
compared with only 41% of older gay men (age
45-59)

81% of younger gay men check Facebook daily,
compared with only 37% of older gay men

Email usage a daily activity for both age groups;
nearly 90% check email daily

Though Tweeting and MySpace usage are
considerably more popular among younger gay
men compared with older, their daily usage is
still isolated to small segments; 11% and 5% of
younger gay men, respectively.

Daily Usage, Electronic
Communication Methods

86%

Check personal email
P 88%

85%

;

81%

Check Facebook

1%

Tweet F° %

5%
Check MySpace I 20,

0% ~Gay18-29 ™Gay45-59 100%

Q. How often do you...
Base: Gay men (n=22,829); Lesbian/Gay Women (n=4012)
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CMIl’s LGBT Market Research + Development Lab®

Over 84% of gay men and lesbians use Facebook at least

once weekly

* A vast majority of respondents use Facebook at least
weekly: 89% of women and 84% of men

e Other popular mainstream social networking websites
are slightly more popular among women; particularly
Twitter, which one in three women use (35%) but only
one in four men (25%) use weekly

* More than half of respondents use Facebook several
times a day (54% of women, 51% of men)

Social Networking Site Usage,
At Least Once Weekly

4%
89%

Facebook

7%
31%

LinkedIn

25%
35%

Twitter

20%

MySpace
21%

0% “Men ®Women 100%

Q. How often do you visit these social networking websites?
Base: Gay men (n=22,829); Lesbian/Gay Women (n=4012)
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CMIl’s LGBT Market Research + Development Lab®

Television, Internet, radio used most frequently among

men;

AmenerGBlmediay lnterngtsites and publications magsh RABMAENgaging

55% use mainstream Internet sites and
49% use radio daily

Among LGBT media, LGBT Internet sites
are used most frequently by men.
About one-quarter (27%) use them
daily; while an additional 42% use them
at some point in a typical month

In terms of sheer numbers, more men
use mainstream Internet sites or
magazines than LGBT Internet sites or
magazines; however, for blogs, usage is
more equal: 12% use mainstream blogs
and 12% use LGBT blogs daily

With Various Media

Men
Television 73%
Mainstream Internet sites 55%
Mainstream radio 49%
Mainstream general newspapers 37%
LGBT Internet sites
Mainstream magazines

LGBT Publications
LGBT Magazines
Mainstream alternative newspapers V473V 96 %,
Mainstream blogs KOVAKES 12%
LGBT Blogs EVYEVYA 12%
Satellite radio YA _17%
LGBT Radio F4&7%5%

0%  mMonthly ®wWeekly  Daily 100%

Q. How often do you read, view, or listen to...
Base: Gay men (n=22,829); Lesbian/Gay Women (n=4012)
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CMIl’s LGBT Market Research + Development Lab®

Television, Internet, radio also used most frequently among women
LGBT publications and magazines slightly more popular with women

* As with men, television, mainstream
Internet sites and mainstream radio
also most popular media engaged by
women on a daily basis; used by 73%,
53% and 54%, respectively

* Overall, no major differences in media
type consumption between women
and men, but LGBT publications and
LGBT magazines used by a slightly
larger share of women respondents
than men respondents

* For both men and women, more
respondents engage with mainstream
radio than mainstream general
newspapers

Television

Mainstream Internet sites
Mainstream radio

Mainstream general newspapers
Mainstream magazines

LGBT Internet sites

LGBT Publications

LGBT Magazines

Mainstream alternative newspapers
LGBT Blogs

Mainstream blogs

Satellite radio

LGBT Radio

%

Frequency of Engaging

With Various Media
Women

9%  26%

9%  28%

 30% _24%

o,

73%
53%
54%
35%

ié

1%,
KR Y M10%
YV 12%
7% 1 %V

100%

= Monthly H \Weekly Daily

Q. How often do you read, view, or listen to...
Base: Gay men (n=22,829); Lesbian/Gay Women (n=4012)
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CMIl’s LGBT Market Research + Development Lab®

Among younger gay men, television slightly less popular,
LGBT Internet sites and blogs more popular

* Television and mainstream radio used
less frequently on a daily basis for
younger gay men than older gay men

* 59% of younger gay men use television
daily, compared with 79% of older gay men

* 37% use mainstream radio daily, compared
with 54% of older gay men
Although more younger gay men use
mainstream radio than LGBT Internet
sites on a daily basis; LGBT internet sites
are used by a larger group at least once
in a month

LGBT blogs more popular than LGBT
publications and magazines among
younger gay men; mainstream blogs also
popular

Television

Mainstream Internet sites

LGBT Internet sites

Mainstream radio

Mainstream general newspapers
Mainstream magazines
Mainstream blogs

LGBT Blogs

Mainstream alternative newspapers
LGBT Publications

LGBT Magazines

Satellite radio

LGBT Radio

Frequency of Engaging

With Various Media
Gay Men 18-29

59%
55%

8% _22%
14% 30% %
9% _21% 37%

;)

100%

= Monthly H \Weekly Daily

Q. How often do you read, view, or listen to...
Base: Gay men 18-29; (n=4,429) Gay men 45-59 (n=8,606)

"~

T

;1'

Al
g3

:i I’* C Community Marketing, Inc.

CMI’s 4t Annual
LGBT Community Survey
United States Profile



CMIl’s LGBT Market Research + Development Lab®

Most older gay men watch television daily; slightly more

than half use mainstream Internet sites, radio daily

* Television particularly popular among

older gay men; 79% watch it daily

Mainstream general newspapers
considerably more popular among

older gay men than younger gay men,

43% use them daily, compared with
only 24% of younger gay men

Mainstream Internet sites and
mainstream radio both used by more
than half of older gay men on a daily
basis, 55% and 54%, respectively

Satellite radio more popular among
older gay men, 18% use it daily,
compared with 12% of younger gay
men

Television

Mainstream Internet sites
Mainstream radio

Mainstream general newspapers
LGBT Internet sites

Mainstream magazines

LGBT Publications

LGBT Magazines

Mainstream alternative newspapers
Satellite radio

Mainstream blogs

LGBT Blogs

LGBT Radio

Frequency of Engaging

With Various Media
Gay Men 45-59

%1% 79%

% ___22% 55%

6%_16% 54%

% ___24% 43%

= Monthly B \\eekly

Q. How often do you read, view, or listen to...
Base: Gay men 18-29; (n=4,429) Gay men 45-59 (n=8,606)
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CMIl’s LGBT Market Research + Development Lab®

Major vacation, laptops, furniture were most popular big-
ticket purchases in past year

Major Purchases Made

e About one-third of respondents purchased a In Past 12 Months
major vacation in the past year Major vacation 30

* Similarly, one-third of respondents purchased Laptop computer 33%
a laptop computer s Ok 20

* Other popular big-ticket items included High-definition television [™,25"

furniture, high-definition television and a

A new suit/expensive clothing -20%2%
new suit/expensive clothing

19%

Automobile 18%
* No major differences between men/women; Do 14%
10%
Washer/dryer H:ﬁ‘:

Primary residence % 6700//"0

Vacation home § %22

Motorcycle § Eoéz)

0% “Men ™ \Women 100%

Q. Which of the following major purchases has your household made in the past
twelve months?
Base: Gay men (n=22,829); Lesbian/Gay Women (n=4012)
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CMIl’s LGBT Market Research + Development Lab®

Major vacation also most popular big-ticket purchase

intended for next year

* When asked which major purchases they’d put
off due to the economy, but intend to make In
upcoming year, one-third of respondents
(33%) said they plan to take a major vacation

* Furniture and automobiles are next most
popular major purchases intended for
upcoming year

* No major differences between men and
women for major purchases intended for next
12 months

Major Purchases Intended

for Next 12 Months
33%

Major vacation 31%
Furniture 1155%}:,/"
Automobile 115?)/?’
Laptop computer 1156%

High-definition television [ 157

A new suit/expensive clothing 11130%

Primary residence & 7800//:

Desktop computer & 6700//:

Washer/dryer & 560‘{/00

Vacation home § g%

Motorcycle § 2300/2)

0% & Men ™ \Women 100%

Q. Now that the recession is ending, are there purchases that you have put off due to
the economy that you plan to make in the next 12 months?
Base: Gay men (n=22,829); Lesbian/Gay Women (n=4012)

==

C Community Marketing, Inc.

CMI’s 4t Annual
LGBT Community Survey
United States Profile



CMIl’s LGBT Market Research + Development Lab®

Younger gay men more likely to purchase laptop computer
or new suit/expensive clothing in next year

Major Purchases Intended

* About one in five younger gay men (age 18-29) for Next 12 Months
anticipate buying a laptop in next year Major vacation pmm—m 57,

* Similarly, one in five younger gay men Laptop computer 147
antidpate buymg a new SUit/eXpenSive A new suit/expensive clothing -—1-0%20%

clothing in next year 3

Furniture s 179,
* Younger gay men also slightly more likely to L

purchase automobile or new residence in next
year

19%
6%

High-definition television py 124

Primary residence -—60}00%

Desktop computer gy ;:2

Washer/dryer pg 560‘{/00

Motorcycle 230%’

Vacation home g 2404"/0

Gay 18-29 WGay45-59 00

0%
Q. Now that the recession is ending, are there purchases that you have put off due to

the economy that you plan to make in the next 12 months?
Base: Gay men 18-29; (n=4,429) Gay men 45-59 (n=8,606)
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CMIl’s LGBT Market Research + Development Lab®

“Gay & Lesbian” / “Lesbian & Gay” viewed as most
favorable terms used to describe the community

Favorability of Various Terms
Used to Describe Community

Men Women
Gay & Lesbian 74% Gay & Lesbian 82%
Gay-friendly 69% Lesbian & Gay 82%
Lesbian & Gay 62% LGBT 81%
Everyone welcome K[}/ 31% 59% Gay-friendly 74%
LGBT 56% GLBT 64%
GLBT 55% Everyone welcome 60%
Gay-welcoming 47% Gay-welcoming 51%
Alternative 39% 36% 26% Queer 35%
Queer 18% LGBTIQQ 31%
LGBTIQQ 7 7 17% Alternative 23%
0%  ®Negative ®Neutral Positive 100% 0% B Negative ™ Neutral Positive  100%

Q. These terms are often used in LGBT marketing, to either describe the community
or outreach to the community. Please rate how you feel about each term when you
see them in corporate advertising.

Base: Gay men (n=22,829); Lesbian/Gay Women (n=4012)
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CMIl’s LGBT Market Research + Development Lab®

“Queer” and Alternative” disliked terms in advertising
among gay men, including younger gay men

Favorability of Various Terms
Used to Describe Community

Gay 18-29 Gay 45-59

Gay & Lesbian 68% Gay & Lesbian Y31 77%

Gay-friendly 65% Gay-friendly 70%
Everyone welcome 61% Lesbian & Gay 64%

LGBT 58% Everyone welcome 58%

GLBT 55% LGBT 55%

Lesbian & Gay 54% GLBT 55%
Gay-welcoming 43% Gay-welcoming 50%

Queer 21% Alternative 33% 38% 29%
LGBTIQQ 21% Queer 17%
Alternative 19% LGBTIQQ Y/ 14%

0% H Negative ®Neutral Positive  100% 0% B Negative ™ Neutral Positive  100%

Q. These terms are often used in LGBT marketing, to either describe the community
or outreach to the community. Please rate how you feel about each term when you
see them in corporate advertising.

Base: Gay men 18-29; (n=4,429) Gay men 45-59 (n=8,606)

CMI’s 4th Annual
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CMIl’s LGBT Market Research + Development Lab®

“Gay-friendly” still embraced by most, but about 30% of gay
men and lesbians are questioning the term.

When asked which concept most
closely matched a respondent’s

personal feelings about the term
“gay-friendly,” about half said it’s
appropriate to use in advertising

About one in five respondents
(20%) say the term “gay-friendly”
is a relic of the past

About one in ten (11%) view the
term “gay-friendly” as offensive

No major differences in opinion
between women and men

View of Term “Gay-Friendly”

Appropriate to use in advertising. It lets

me know which companies want my 51%
business, and that they are comfortable 54%
with the LGBT community.

A relic of the past. It's time to move on 20%
from using this phrase. 19%

phrasing for ethnic or other diversity

communities.

Offensive. We would never use such 1%

| have never really thought about this 19%
before, and | really don't care. 16%

0% uMen ® \Women 100%

Q. Think about the term “gay-friendly.” Choose which concept most closely matches

your feeling on this topic.
Base: Gay men (n=22,829); Lesbian/Gay Women (n=4012)

CMI’s 4t Annual

< Commun|ty Markehng' 'nc_ LGBT Community Survey

United States Profile



CMIl’s LGBT Market Research + Development Lab®

Younger gay men less likely to view term “gay-friendly” as
appropriate in advertising

View of Term “Gay-Friendly”

* Only 41% of younger gay

Appropriate to use in advertising. It lets

men respondents (age me know which companies want my 41%
o : “ S ” business, and that they are comfortable — 54%
18 29) viewed gay frlendly with the LGBT community.

as an appropriate term to
use in advertising,

A relic of the past. It's time to move on 21%
compared with 54% of from using this phrase. - 20%
older-gay men
* You nger gay men also more Offensive. We would never use such 13%

A phrasing for ethnic or other diversity
likely to not care about the ot N o
use of this term (25% of

ounger gay men, compared ;
Y i ser gay 4 P I have never really thought about this 25%
with 16% of older gay men) before, and | really don't care. - 16%

- [ | g
0% Gay 18-29 ®(Gay 45-59 100%
Q. Think about the term “gay-friendly.” Choose which concept most closely matches

your feeling on this topic.
Base: Gay men 18-29; (n=4,429) Gay men 45-59 (n=8,606)
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CMIl’s LGBT Market Research + Development Lab®

About half view their employer as LGBT-friendly

* When asked to rank the LGBT-friendliness of their
employer on a 10-point scale (with 1 being “not at
all friendly” and 10 being “very friendly”); about
half of respondents rated their employer very
LGBT-friendly (defined by an 8-10 rating on a ten-
point scale)

* Only about 13% of men and 14% of women
ranked their employer not at all LGBT-friendly
(defined by a 1-3 rating on a ten-point scale)

Rating of Employer’s LGBT-Friendliness

On a Ten-Point Scale

Men BEVA 35% 52%

Women IS 37% 50%

B8 ® Not at all friendly (1-3)

B Neutral (4-7)
Very friendly (8-10)

Q. In your opinion, how LGBT-friendly is your employer?
Base: Gay men (n=22,829); Lesbian/Gay Women (n=4012)

100%

i it C Community Marketing, Inc.
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LGBT Community Survey
United States Profile



CMIl’s LGBT Market Research + Development Lab®

No generational differences among gay men’s perceived
LGBT-friendliness of employer

Rating of Employer’s LGBT-Friendliness
* Just over half of younger On a Ten-Point Scale

and older gay men ranked
their employer as very LGBT-
friendly (55% and 53%,

; Gay 18-29 VA 35% 55%
respectively)

e Just over one in ten
respondents ranked their
employer as not at all LGBT-

friendly Gay 4559 [REX) 35% 53%

0% 100%
’ E Not at all friendly (1-3) 4

® Neutral (4-7)
Very friendly (8-10)

Q. In your opinion, how LGBT-friendly is your employer?
Base: Gay men 18-29; (n=4,429) Gay men 45-59 (n=8,606)

CMI’s 4t Annual
LGBT Community Survey
United States Profile
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CMIl’s LGBT Market Research + Development Lab®

Nearly 40% consume wine at home in a typical week

e 40% of male and 37% of female ; ;
_ _ Beverages Consumed in Typical Week,
respondents consume wine at home in a At Home

typlcal Week Wine -3:?/6

e Consumption of regular beer only slightly
more popular than light beer at home

22%
g : Beer (regular) - 23:/
e Beer consumption at home relatively °
similar across male and female respondent
g 15%
groups Beer (light) - 18%
* Men more likely than women to consume
. 0, %
vodka at home; 22% of men compared Vodka thz/

with 14% of women drink vodka at home

in typical week

Energy drinks '
e Just under 10% of respondents consume

energy drinks at home in a typical week
0% “Men ®Women 100%

Q. About how many times per week do you enjoy these beverages at home?
Base: Gay men (n=22,829); Lesbian/Gay Women (n=4012)

CMI’s 4t Annual
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CMIl’s LGBT Market Research + Development Lab®

Alcohol consumption more balanced outside the house

Beverages Consumed in Typical Week,

* Except for wine, a larger share of While Out
respondents consumed these _ 31%
tested beverages outside the house 280

* |n a typical week, about a quarter
of respondents consume regular SeerEdn
beer outside the house

26%
24%

21%

* Among men respondents, wine Beer (light) o

and vodka consumption outside
the house is about the same: 31%

30%
: Vodk
of men consume wine and 30% of e r1s/
men consume vodka while out in a
typical week Energy drinks '901/“)
0% “Men ®™\Women 100%

Q. About how many times per week do you enjoy these beverages while out?
Base: Gay men (n=22,829); Lesbian/Gay Women (n=4012)

CMI’s 4t Annual
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CMIl’s LGBT Market Research + Development Lab®

Higher at-home consumption of beer, vodka, energy drinks
among younger gay men

Beverages Consumed in Typical Week,

* Younger gay men more likely than At Holne o
older gay men to consume beer, s T:,/,
vodka and/or energy drinks at home
in a typical week 26%

Beer (regular
* Energy drinks particularly more et B
popular at home among younger gay o
men; 14% consume in a typical Beer (lght) =,
week, compared with 6% of older
gay respondents 26%

Vodka '
20%
* Wine consumption at home roughly
the same between younger and o
. Energy drinks
older gay men; 39% and 40% in a o G2

typical week, respectively
0% Gay 18-29 MGay45-59  100%

Q. About how many times per week do you enjoy these beverages at home?
Base: Gay men 18-29; (n=4,429) Gay men 45-59 (n=8,606)
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CMIl’s LGBT Market Research + Development Lab®

While out, younger gay men have comparatively higher
vodka and energy drink consumption

Beverages Consumed in Typical Week,

e About one in four younger gay men (24%) consume While Out
energy drinks while out in a typical week; compared Wine e
with only 7% of older gay men __—

e Consumption of vodka while out also much higher Hodl T 35%
among younger gay men than older gay men; 43% g N >

and 24% consume in a typical week, respectively
. 27%
* Both regular and light beer also consumed by larger Beer (light) NN 15+,

share of younger gay men than older gay men

 Wine consumption while out is nearly the same for Vodka =

younger and older gay men
Energy drinks el
| K&

0% Gay 18-29 ®Gay45-59  100%

Q. About how many times per week do you enjoy these beverages while out?
Base: Gay men 18-29; (n=4,429) Gay men 45-59 (n=8,606)
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CMIl’s LGBT Market Research + Development Lab®

High proportions eat healthy meals and take vitamins; gay
men more likely to go to a gym

Health/Fitness Activity
* While men and women are nearly equally Participation, Typical Week
likely to eat healthy meals and take Eat healthy meals | 26,
vitamins/supplements; a larger share of Take vitamins and/or other supplements  [EEG_—_—_—_——_-—_— %5,
men visit a gym/athletic club in a typical Go to gym/athletic club  [EG—_G"289, +1*
week: 41% of men do so, compared with Consume energy or protein drinks [N*1s?>"
28% of women Goforarun ™78

Meditate [A' 257,
Ride a bike [_— 1%

Go for a hike S ﬁgﬁ’,
Use a personal trainer & 5(32"

* Energy and protein drinks also more
popular among men, 25% consume them
weekly, compared with 18% of women

 Women slightly more likely than men to Read self-help books [0,
meditate: 28% do so weekly, compared with Go to yoga class iy %%,
21% of men Get a professional massage § 3%
* Women also slightly more likely to read self- Go to a pilates class | 3%
help books, attend yoga classes 0%  “Men  ®Women  100%

Q. How often do you participate in these types of health/fitness activities?
Base: Gay men (n=22,829); Lesbian/Gay Women (n=4012)
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CMIl’s LGBT Market Research + Development Lab®

Older gay men much more likely to take vitamins/supplements;

younger gay men more likely to consume energy drinks
Health/Fitness Activity

Nearly three-quarters of older gay men
(70%) take vitamins or supplements weekly;
compared with only half (47%) of younger
gay men

Eat healthy meals
Take vitamins and/or other supplements
Go to gym/athletic club

Go for arun

Gym/athletic club visits are equally popular
among younger and older gay men

Consume energy or protein drinks

Ride a bike
Running much more popular among Meditate
younger gay men: 38% run weekly, Go for a hike

Go to yoga class

compared with 16% of older gay men

Use a personal trainer

Energy/protein drinks slightly more popular
among younger gay men: 30% consume
them weekly, compared with 22% of older
gay men

Read self-help books
Go to a pilates class

Get a professional massage

Meditation, hiking slightly more popular
among older gay men

0%

Participation, Typical Week

—
———— 707/
e 107

38%
6%

__22%0%

%

Gay 18-29 B Gay45-59 100%

Q. How often do you participate in these types of health/fitness activities?

Base: Gay men 18-29; (n=4,429) Gay men 45-59 (n=8,606)

C Community Marketing, Inc.
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CMIl’s LGBT Market Research + Development Lab®

Movies at home and dining out with friends very popular

Half of men (50%) go to a bar/club in a
typical month, compared with 37% of
women

More than four in five men and women
watch movies at home in a typical month

Men slightly more likely than women to see
movies in a theater: 36% of men do soin a
typical month, compared with 27% of
women

Men also more likely to attend live
theatrical performances or opera/ballet/
symphony performances in a typical month

Entertainment Activity
Participation, Typical Month

Movies at home _ si://:
Dine out with friends _2020%
Go to a bar or club -37% 50%
Movies in a theater -270/?6%

0,
Live theatre performance r7°/: o

Operal/ballet/symphony r5 9%

0,
Live music concert . g.,;:

0% & Men H\Nomen 100%

Q. How often do you participate in these types of entertainment activities?
Base: Gay men (n=22,829); Lesbian/Gay Women (n=4012)
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CMIl’s LGBT Market Research + Development Lab®

Younger gay men more likely to go to bars/clubs; see movies

in theater

e Two-thirds of younger gay men (66%) go to
a bar or club in a typical month; compared
with 41% of older gay men

* Dining out and watching movies at home
are popular activities for both younger and
older gay men; though younger gay men
slightly more likely to do both

* Attending movie in a theater also slightly
more popular among younger gay men:
42% do so monthly, compared with 31% of
older gay men

Entertainment Activity
Participation, Typical Month

88%

Movies ot home |

86%

Dine out with friends |

66%

Go to a bar or club _W

42%

Movies in a theater mo/o

0,
Live theatre performance - 11 :3/0

0,
Live music concert N 6:/:) %

Opera/ballet/symphony 0 g(:,//‘:

0% ©Gay18-29 MGay45-59 100%

Q. How often do you participate in these types of entertainment activities?
Base: Gay men 18-29; (n=4,429) Gay men 45-59 (n=8,606)

CMI’s 4t Annual

United States Profile
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CMIl’s LGBT Market Research + Development Lab®

Younger gay men more likely to think financial planning is

important earlier in life
Age At Which It’s Important

* 92% of younger gay men respondents (age 18-29) To Start Financial Planning
think it’s important to start financial planning in
their 20s; 80% of older gay respondents (age 45-59) 92%

20-29

7%

30-39
;. -

0%
40-49
]

0%

50+
| 1%

0% Gay 18-29 mGay 45-59 100%

Q. At what age do you think it is important to start financial planning?
Base: Gay men 18-29; (n=4,429) Gay men 45-59 (n=8,606)

CMI’s 4t Annual
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CMIl’s LGBT Market Research + Development Lab®

Gay men and lesbians living in every type of community

Living Environment

* Gay men are more likely to live in urban areas/ et - 42%
3 L 34%
big cities.
* 58% of gay men an 66% of lesbians report Suburb el
living in communities not classified as big
cities. Medium sized city -2;:&
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Q. What type of environment best describes the place in which you live?
Base: Gay men (n=22,829); Lesbian/Gay Women (n=4012)
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CMIl’s LGBT Market Research + Development Lab®

Younger gay men slightly less likely to live big cities

Living Environment

* Older gay men (age 45-59) were slightly more
likely to live in big city environments (42%, Urban/Big city 36%
compared with 36% of younger gay men) I 2

11%

* One in four younger gay men (26%) live in Suburb 5,
medium-sized cities; compared with 19% of
older gay men Medium sized city -—19;“’

* Younger gay men also slightly more likely to e
live in rural areas (9%, compared with 4% of Small city 119,

older gay men) -
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Q. What type of environment best describes the place in which you live?
Base: Gay men 18-29; (n=4,429) Gay men 45-59 (n=8,606)
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CMIl’s LGBT Market Research + Development Lab®

Younger gay men twice as likely to have primarily straight

social circle

* One in three younger gay men (age 18-29) said
their social circle and close friends were
primarily straight; compared with only 16% of
older gay men (age 45-59)

e Conversely, older gay men more than twice as
likely to have an exclusively LGBT social circle

e About half of both age groups have an equal
mix of LGBT and straight contacts

Social Circle

8%
Almost exclusively LGBT
.

14%
Primarily LGBT with a few straight -
19%

45%

Equal mix of LGBT and Straight

33%

Primarily straight
o

0% Gay18-29 ®Gay45-59 100%

Q. Your social contacts and close friends are...
Base: Gay men 18-29; (n=4,429) Gay men 45-59 (n=8,606)
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CMIl’s LGBT Market Research + Development Lab®

Total Respondent Demographics — Male and Female

Ethnicity Living Composition
White S 83% | live with a spouse, partner, lover NG 37%
Hispanic W 6% I live alone I 32%
Black 4%
SCLR 4% I live with 1+ roommate I 17%
Mixed ethnicity B 4%
Asian B 2% | live with 1+ parent I 10%
Native American/Alaskan Native | 2% I live with 1+ child(ren) Wl 9%
Other | 2% | live with 1+ sibling B 4%
0%  m All respondents 100% 0%  m All respondents 100%
Income

Education
Under $25,000 W 12%

$25.000 to $49,999 NN 23% Did not earn high school diploma/GED | 1%

$50,000 to $74,999 W 19% High school graduate/GED [ 31%
$75,000 to $99,999 W 15%
$100,000 to $149,999 MW 13% Bachelor's Degree [N 42%
$150,000 to $199,999 WM 8% Mastors Dooros’ IR 70!

$250,000 or more B 4%

Prefer not to answer M 7% Doctoral Degree [l 6%

0%  ® All respondents 100% 0%  m All respondents 100%
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CMIl’s LGBT Market Research + Development Lab®

Other Topics Explored in Community Profile

CMI’s 2010 LGBT Community Profile covered a comprehensive array of topics,
including many of which weren’t fully explored in this report.

For more information or for custom reports, please contact David Paisley at
david@communitymarketinginc.com

Political and Social issues < Brand Perceptions,
Financial Institutions including LGBT-friendliness

)

=)

< Credit Card Usage < Media Consumption

< Beverage Consumption < Social Networking Habits
< Travel Behavior < LGBT Outreach/

< Occupation/Work Organizations

< Living Environment < Sports and Recreation

< Social Circle < Household Composition
= =

Major Purchases Demographics
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CMIl’s LGBT Market Research + Development Lab®

C Community Marketing, Inc.

Thomas Roth, MBA, President
Tel. 415-437-3800
tom@CommunityMarketinglnc.com

www.CommunityMarketinglnc.com

CMI’s 4t Annual

7 Community Marketing, Inc. | e communiysuvey

United States Profile




C Community Marketing, Inc.
LGBT Market Research:

There is a difference.

Market research studies and resulting statistics are meant to help marketers understand the LGBT
communities, and influence educated decisions about their strategies and tactics. However, not all
research is the same. Community Marketing’s methodologies and experience are distinct from those of
others when considering approaches, survey respondent sources—and ultimately—the validity and
utility of sought-after results.

WHO ARE YOU TALKING TO0?

Community Marketing, Inc. (CMI) has developed our proprietary consumer panel over the past 15+ years by cir-
culating field surveys at leading LGBT events, and by partnering with LGBT organizations and media across the USA,
Canada, the UK, and around the world. These partners distribute our survey invitations via print ads, web banners, and
email broadcasts to their memberships and/or readers. The resulting panels are highly representative of LGBT con-
sumers who interact with the LGBT community and media. This is important: If your communications channels are via
the LGBT media, you’ll want to depend on research that represents these consumers’ interests, preferences, sensitivities
and motivations. CMI research is trusted by—and frequently quoted in—the New York Times, Chicago Tribune, Los Angeles
Times, Miami Herald, USA Today, the Wall Street Journal, Brand Week, Ad Week, CBS News, Associated Press, etc.

Other providers typically send out widely distributed panel invitations (via Yahoo, etc.), and then sort for those who trust
the researcher enough to indicate that they are gay or lesbian in the context of a survey. This academic approach, attempting to “rep -
resent the gay community at large,” may be appropriate for some studies. But we feel that for marketers desiring valid consumer
insights about products, services, advertising creative and marketing strategies, this methodology it is not likely to represent LGBT
community members who are reading the media where you are placing ads.

IN RESEARCH, SIZE DOES MATTER.

CMI has conducted over a hundred LGBT-dedicated research studies since the early ‘90s, covering a wide variety
of topics, industries and interests. We both observe and influence the trends of this market. Size does matter in the case
of research. Our research panel has grown to over 50,000 qualified LGBT consumers, the largest of its kind, by far. Our
recent LGBT Consumer Index® study attracted over 30,000 survey participants, making it the largest such study in histo-
ry. We leverage our long history / experience / expertise for your benefit, and fine-tune our portfolio of research panels,
methodologies and approaches to best match your market intelligence goals.

Without access to this enormous resource of qualified LGBT consumer panelists, other companies have to compromise on the
quality and demographic representation of the panel, or “reinvent the wheel” at your expense. One cannot fathom the diversity and
complexities within LGBT (see below) on a small sample. And with small samples, you loose the opportunity to derive statistically-
significant cross tabs on gender, geographical location, age, income, experience, product choice, etc. Can you really make the assump -
tion that a 28 year old lesbian in Seattle has the same purchasing motivations and behaviors as a 67 year old gay man in Atlanta?
Generalities and sweeping statements based on comparatively small samples can distort the results of research findings, potentially
wasting your investment of time and resources.

DIVERSITY: THERE IS NO “LGBT MARKET”

Community Marketing emphasizes that there is no “gay market,” just as there is no singular “Asian market.”
The LGBT communities represent a broad and dynamic spectrum of interests, sensitivities, preferences and priorities.
Those, plus variations in geographical location, age, income, relationship status, gender, sexual identity and more, make
it even more important to discover which opportunities within LGBT will help you achieve your goals. Fine tuning your
approaches based on highly refined and well-targeted matches within LGBT will make your outreach initiatives more
efficient and cost-effective, and will significantly improve your marketing ROL

General surveys on “the gay market” are likely to only scratch the surface of the diversity and varieties of opportunities
marketers can enjoy if properly explored and understood.
continues...
584 Castro St. #834 ¢ San Francisco, CA 94114 USA o Tel 415/437-3800 ¢ Fax 415/552-5104
info@CommunityMarketinglnc.com ¢ www.CommunityMarketinglnc.com




TWO SIDES OF THE COIN: QUANTITATIVE AND QUALITATIVE

CMI takes pride in operating the most consistent, longest-running series of LGBT community surveys in the
world. But we don’t stop there. Quantitative (data) research is one important side of a coin, but only tells half of the story.
The other side of a comprehensive research initiative involves qualitative research, most notably derived from focus
groups. We pre-qualify our focus group participants from among our survey panelists, identifying the best candidates
based on characteristics such as age, gender, relationship status, geographical location, and even a propensity or history
of using the client’s products or services. We maintain sufficient numbers of panelists to conduct groups in most major
metro areas across the USA, Canada and Britain, as well as several secondary markets. We’ve found that the same cre-
ative, tested in different regions, often yields substantially differing results. Isn’t it wise to know that—and adjust your
plans—before investing in marketing campaigns? CMI is the only LGBT-dedicated research provider that develops and
facilitates LGBT focus groups and other qualitative research options. We have produced and reported on focus groups
covering a wide variety of topics, plus we have run advisory board series, multi-year customer satisfaction survey proj-
ects and field studies which can round out a comprehensive market intelligence plan.

Running only online surveys, other research companies are telling half of the story. Without actual consumer interaction,
they cannot fathom the deeper insights hiding behind the bar graphs and pie charts, nor can they adequately advise you on the sensi -
tivities and complexities that are only uncovered in qualitative research... extremely important considerations that averages and
extrapolated assumptions based only on averages are likely to miss.

WE DON'T OUTSOURCE!

Community Marketing maintains our own research panels and utilizes advanced, sophisticated research soft-
ware. We do all of our research in-house, because nobody knows this market segment as well as we do. We never sell or
rep another company’s services, nor will we outsource your project to a 3rd party.

Some firms work as representatives of research companies, or outsource clients’ projects, and report on the results of the 3rd
party’s work. But without being intimately involved in every aspect of the project, from discussing the client’s goals and designing
the study, to building the survey, implementing it and writing the report, and without engaging directly with consumers in focus
groups, it is difficult to gain the insights that can only come from CMI’s hands-on LGBT research specialization over 15 years.

TRUSTED

Community Marketing, Inc., founded in 1992, pioneered LGBT consumer research. Because we are LGBT-owned
and -operated and well known in the community, we have earned the recognition and trust of our survey panelists.
LGBT consumers recognize that we use research data to build corporate relationships, which ultimately lead to better
conditions for LGBT employees, social progress, and sensitive communications.

PROUDLY LGBT-OWNED AND -OPERATED

One of the questions in HRC’s Corporate Equality Index application is whether the applicant company includes
LGBT-owned suppliers when sourcing products and services. When you contract with Community Marketing, you not
only gain the benefit of our long-standing leadership in this field, you are working with one of the only LGBT-owned
market research providers. Community Marketing, Inc. is a National Gay & Lesbian Chamber of Commerce-Certified
LGBT-Owned Business Enterprise.

COMMUNITY CITIZENSHIP

CMlI is involved in the LGBT community: we volunteer time, donate resources and raise funds for numerous
community-based organizations. We also participate in the community’s leading business and advocacy organizations,
events and conferences, such as Out & Equal, HRC, National Gay & Lesbian Chamber of Commerce, Commercial Closet,
International Gay & Lesbian Travel Association, National Lesbian & Gay Journalists Association, etc. This community
connection is not only the right thing to do, it is essential for initiating appropriate relationships for our clients.

VALUE

You’d think that with this kind of specialization and experience, you’d be investing considerably more for CMI
research than for studies from other companies. But it is due to our specific focus on LGBT market intelligence, and the
cumulative 50+ years of dedicated LGBT research among the CMI team, that we can actually keep your costs low. We are
not spending your money to locate qualified survey or focus group participants, nor are we spending our time (or your
money) trying to source comparative data or case studies. We've done all that over the past 17 years for your benefit.
And we are not running a large operation that juggles many accounts and projects of differing scope and focus. CMI's
client dedication and market specialization delivers you superior intelligence at a fraction of the cost of other firms.



C Community Marketing, Inc.

ABOUT COMMUNITY MARKETING, INC.

The facts are plain: As a niche market segment, gay men and lesbians have a significant amount of
disposable income. Most critically, their dollars go to product and service suppliers that recognize their
unique buying preferences and offer them differentiated value.

Community Marketing, Inc. has been helping a wide variety of industry leaders master the subtleties of
this market since 1992. Our unique and specialized services are based on over 17 years of experience
and case studies, and include market research (online surveys, focus groups, intercepts, interviews,
advisory boards, etc.), with our proprietary panel of 50,000 LGBT consumers; strategic consulting;
marketing planning; media buying; and marketing plan management. We produce custom, on-site
training sessions, develop conferences, symposia and webinars, and speak at industry events.

Whether your organization is just learning about the market or is updating its strategy, Community
Marketing can accelerate your plans, reduce your risks and deliver measurable results. Because the
LGBT community comprises a “slice” of the world’s population, you’ll find markets for singles, couples
and families in every ethnicity. And you'll find a world of diverse interests. Community Marketing’s
proven, powerful portfolio of services helps deliver your targeted markets.

Community Marketing, Inc. has earned its position as the global leader in LGBT market research and
development. Through the company’s tireless efforts since 1992, “doors have opened” around the world
for gay and lesbian consumers. We have helped grow LGBT market recognition through research, media
relations and education; and have brought opportunities to many of the world’s leading marketers.

CMI's LGBT Market Research + Development Lab™ projects include:

ABSOLUT (Pernod Ricard)
Bridgestone Corporation

Cirque du Soleil

Chicago History Museum

Chubb Insurance

E. & J. Gallo Winery

Ernst & Young

Greater Philadelphia Tourism Marketing Corporation
Harrah’s Entertainment

Hyatt Hotels & Resorts

Japan National Tourism Organization
MillerCoors Brewing Company
New York Life

NYC & Co.

Starwood Hotels & Resorts
Switzerland Tourism

Travelocity

Union Bank

U.S. Government (Census Bureau)
The Venn Company, Developers
Wells Fargo Bank

And many others
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