power was $660.2 hillion in 2006 and is expecred ro increase w
$689.8 billion in 2007 and 28353 billion in 2011, 2 cumula-
tive growth of 26.5 percent during the forecast period, accord-
ing o research by Witeck-Comlbs Communications, The GLBT
community’s percentage of wtal LLS, buying power is expected
1o haver ar 7 percent. Those figunes do not include GLAT sup-
prters, whe also are loyal consumers.

Diversitylne interviewed four companies on jts 2007 Top
10 Companies for GLBT Employees, These companies
areeact GLBT comsumers, as well as consumers who are
friends of GLBT people, through advertising campaigns,
communiry involvement and internal benefits thar suppore
GLBT employees, All compa
the GLBT marker will increa
gy or leshian,

“The market is only going to get larger,” says Bill Moran,
vice president and senior financial adviser for Meerill Lynch,
No. 8 on DiversityInes Top 10 Companies for GLBT

\f“ '\f Employees, “It’s o marketplace for which there’s not always a
_AYS TO RI ;z SC I I bex to check.

GLBT- -friendly CONSUMERS

DON'T FEAR BACKLASH

Some companies shy away from marketing to GLET con-
sumers and providing benefits to GLET employees because
they fear backlash from the mainstream marker. Bur research
shows increasing acceprance amaong the general LLS, popula-

¢ representarives agree thar
as maore people are openly

BY YOJI COLE

As more companies discover that gay,
leshian, bisexual and eransgender (GLBT) people—and cheir

triends and relatives—comprise a growth marker with extremely P anf. k‘\ .. GLET persy =4
SR ST ; percent, of Americans report knawing a G person,
Ryl g (__IF__BTfnend]y m.r.rkrung & taking off - according to 1 2006 Kaiser Family Foundarion survey,
What is GLBT-friendly marketing? It isn't as easy as buying When by Wikeck-Cambs Con icarions/Harr
advertising in GLBT media. These days, GLBT 3 and asked by Wikeck-Coml mmunications/Harris
ARG il ¥ e OR CREATING ONE AS YOU GO, Interactive whether they oppase or favor boyeotes againse

their supporers are checking our a company’s commitment to
equal rights, regandless of orientation, before buying its products,
The estimates of the size and wealth of the GLBT communi-
ey vary, but as more people are comfortable being open about
orientation, the numbers grow, And the LLS. population includ-
ed 4.9 percent GLBT people in 2002 and 5.1 percent GLBT
people in 2006 and is expecred 1o include or 3.2 percent GLBT
people in 2011, according ro the Census Bureaw. Bur those are
wvery conscrvative estimates based on people declaring themselves
as living in same-sex houscholds. Most GLET organizations esti-
mate the populadon near at least 10 percenc. GLBT buying

companics that marker and advertise o GLBT people, only
8 percent of straight respondents favored boyeotes, while a
majority, 57 percent, were opposed and 40 percent expressed
strong oppesition. Likewise, Packaged Facts” research reveals
thar the proportion of straight emplovees who think it is

i 1o wark for a company with @ written nondis-
crimination policy that includes sexual orientation increased
from 63 percent in 2002 o 72 percent in 2006,

VOLVO
for lide

s 31 by Primo Acteas, inc
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“Don't rely on images in popular culrure w inform
your pormayal of gay and leshian o " says

CREATE AUTHENTIC, INNOVATIVE
ADVERTISING CAMPAIGNS

Whirlpool, No. 9 on Diversitylnc’s Top 10
Companics for GLBT Employees, used advertising

Howard Buford, founder and CEC of Prime Access,
which has conducted focus groups of gay and les-
bian consumers for more than 15 years,

“You want authentic insider portrayals that will

icate a dezp und ling of the con-
sumer,” says Buford.

A major sensibility throughout gay and lesbian
communitics is pride in the diversicy within the
community, Most pop-culture porteayals, however,
lead pmplc 10 believe gays and leshians all live in
Mank Chelsea neighborhood and all rend o
be whire males, usually blonde, adds Buford.

Popular images also include overuse of gay-pride
parades and gay marches, While parades are an
imporene cle-
ment of gay and
leshian communi-
ties, they do noe
represent the
entire COMmMunity.

“You wouldn't
market to
Hispanics based
on Calle Ocho
celebraions in
Miami,” Buford
poines our.

Anather huge
mistake compa-
nies make is tak-
ing straight adver-
tising and switch-
ing straight cou-
ples and siuations
with gay and/for lesbian couples and/or situations,

“Juse as it would be & huge mistake to develop a
TV spot or print advertising and replace white
peaple with black people—TFor all of these under-
served markets there is a sensibiliry they under-
stand and they are not the same sensibilides of

other markes," says Buford. “Don't use the mar-
kee as the burt of a joke.”

Examples of effective adverdsing o gays and
lesbians includes Whirlpool's KirchenAid brand.
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in gay and leshian publications thar did not feature
people. Tictured in the print ads was 2 contempo-
rary galley kitchen with stainless-steel appliances,
except for a red dishwasher,

“And we got e-mail saying KitchenAid under-
stancls that its OK to be ditferent;" says Karel
Cranderna, vice president and general manager of
Whitlpeols KitchenAid brand.

Orther effecrive marketing campaigns include
those by Eastman Kodak Co., which is No. 6 on
Diversitylne’s Top 10 Companies for GLBT
Employees. Kodak developed a public web site
designed for gay and lesbian consumers thac is a
way to demanstrate the company’s commitment to
its GLBT emplovees, customers and consumers. It
provides information on Kodak-sponsored events
for GLBT people.

KirchenAid marketing pamphlees feature picrures
of two men cooking while a woman sits ar a table
watching, And the company runs spots on MTV
gay and lesbian nevwork, LOGO,

Ceanderna wouldn't reveal the percentage of rev-
enue linked to these effors or wo its LOGO com-
mercials bue did say, “We eried Iots of different TV
neeworks, and the response on LOGO is so strang,
we're continuing.”

Spending in GLET media is on che rise.

The 2005 Gay Press Repart, published by Prime
Access and Rivendell Media Company, found
thar ad spending in the GLBT press grew 2.5
percent over 2004 and totaled a record $212.2
million in 2005. Berween 1996 and 2005,
advertising revenues for the GLBET media
inereased 189 percent, or more than four tmes
greater than the 42 percent rise experienced by
consumer magazines in general, Who are the
biggest advertisers? They include Dier Pepsi
{PepsiCo is No. 10 on The Diversitylne 2007
“Top 50 Companies for Diversicy® list), Tylenal
PM (Johnson & Johnson, maker of Tylenol, is
Ne. 17 on the Top 50}, American Express (No.
23 on the Top 50}, Hyarr Horels (No. 9 on

the Top 10 Companies for Execurive Women),
Subaru and Absolur.




ENGAGE EMPLOYEES
AND GLBT-RESOURCE GROUPS

have a GLBT-empl TESOLINCE

Mo all ¢
group, but most ¢ have GLBT emplay
1f you don’t have a GLBT employee-resource group,
create one, Most likely, informal gay and lesbian
internal networks already exise.

Aside from its Pride web site, Kodak has a gay
and leshian Fmily blag for employees, who network
and discuss Family issues and success stories,

a designation thar permits transference ol
assets herween non-married people in the event of 2
death or prolonged hospitlizdon.

Whirlpoal uses its employee-resource group, The
Pride Network, as an internal judge for equitable
treatment of gay and leshian employees and con-
sumer needs. Pride was used as a gay and lesbian
S foscus group when KitchenAid created its

Merrill Lynch his a GLBT employ
group that partners with its multeulweal-marketing
department. [t also has a group of eight senior exec-
utives who leverage the firm's paviomal partnerships
with groups such as LAMBDA Legal and the
Human Rights Campaign (HRC) on the local level,
says Moran, who came out in the carly 19905,

“Alot of what we do is purely educadional [exier-
nally], because like most practices in any business,
you're going to thrive betrer when you earn the trust

and told Cranderna effective
methods dnd media with which to attrace GLET
COnsumers.

“The Pride consumer focus groups ... resulted in

the advenising campaign that we incladed in [gay
and leshian publications] The Advocite, Qus and
Metro,” Cranderna says.

Kodak’s gay and lesbian employee-resource group,
LAMBDA, is used a5 a soundboard for the corpora-
ton’s product-development campaigns, says Eduardo

of the people you're working with,” says Moran,
Moran’s group, which includes gay and straight
employees, is based in New York, South Florida,
Drallas, San Francisco, Clncagu aud \%shmgmn
D.C. and seminars on d
financial pJanmng at the local chaprers cf:hz nation-
al srganizations. They cover issues that same-sex cou-
ples face with state and foderal sxes, dtling of assets
sa couples ase not double-taxed, or planned giving 1o
diseribute wealth so couples are taxed as tenants in
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Correia, senior manager for multiculoural marketing
at Kodak. Dircct-to-consumer marketing is done by
LAMBIA at gay-pride events,

Kodak, which is nearing completion of a compa-
nywide transition from film to digital, also partici-
pates in the GLBT community’s flm-festival events,

“Before anything hits, we work with our
[employee-resource groups] and share plans to get
feedback,” says Correia. “Ir's a greae way to utilize
ERGs 1o help Kodak develop its marketing surategy.”



Partner With GLBT-Advocacy Organizations

Partnering with major GLET-advocacy groups,
such as the HRC: Gay, Leshian and Straight
Education Neowork (GLSEN): and National Gay
and Leshian Chamber of Commerce (NGLCC),
is extremely imporwane, Parnerships with nation-
al GLBT Dr;:.mizuiuns lead o work with the
national organizations’ local chaprers. Thmugh

national hip and local invol

“[Gay and lesbian consumers] fook ar domestic-
partner henefits, hiring practices and policies and
vendor hiring,” says Bufard. “And a very imporiant
marketing tool thar
interseces those effors
is the Human Rights
Campaign’s corporate
policy index. Thats a

avrircicss of thil company’s services and pxoducu
is developed within the GLBT community.

“You need to have enough information and
the right type of information out there that
motivikes pcup|c to take a second look ar the

company,” says Emgst Hicks.

st of di
at Xerox Corp,, No, 1 on
Diversitylnc’s Top 10 Companies
for GLET Employees.

Xerox sponsors gay and lesbian
events in Rochester, NUY., its
homerown, such as the Gay
Alliance of the Genesee Valley.
And as a result of its internal
benefits and external partner-
ships. Xerox's gay and leshian
employees nominated the compa-
ny for the Empire State Pride
Agenda’s Equality @ Work award,
highlighting Xerox's efforts with-
in the GLBT communiry.

“Sa thar gets our name cur ata
New York City media event,” says
Hicks, “The external hmndmg in
the gay and lesbian ¢

very influential wool in
the communicy,"”

NATIONAL
RECOGNITION

["armershlps with marienal GLBT organizarions lead 1o naticnal fecogni-
tion. Naricnal irion leads o i and
o this story, consumer loyalty,

NGLCC can help a company parmer with GLET business owners.
Our & Equal can provide GLBT employee-resource groups with
insights, as well as training on proper workplace benefies and diversity
training. HRCS Corporate Equality Index is excremely influential in the
GLBT community because it rares mrr.mr.mnm on how they trear
GLET |

All four of the companics interviewed for this story received a 100
percent rating from HRC in 2006, In woal, 138 companies received that
perfect score, while in 2002, the year HRC launched its index, only 13
e ies received that op score—Xerox and Kodak among them.

2

markets the type of environment
we have, which is a sate and wel-
coming environment for all.”

Kodak also focuses on local
parenerships, The company par-
ticipates in Toronto’s Pride Week
and Rhode Island PrdeFest.
Kodak's gay-pride employee net-
work arganizes employees who
pass our pamphlets an Kadak
products and services and dirccts
people to the company’s gay-
pride weh sire.

“We believe that HRC's Corporate Equality Index is something the
GLBT consumer is mindful of when they go w0 purchase a produce,”
sitys Correia,

Companies shuukd also plr(id;u{e in The Diversitylnc Top 50
Companies for Diversity competition, In addition 1 being ranked among
the best ¢ jies for diversity, Di Ine segments the DiversityIne
Top 10 C for GLBT Empl by grading ¢ on their
effort tw market to GLBT consumers, recruit GLBT employess and part-
ner with GLBT business awners and advocacy nrganizations.

Consumer markets are only getting more diverse, which means the
sooner a company launches concerted efforts to include GLBT people,
the sooner it will reap the rewards.
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