





Getting the message ‘out’ Businéss First

Tracey Drury, Annie Deck-Miller
Business First

Many area businesses are getting their
marketing message out through gay pub-
lications. And for quite a few of them,
those efforts are paying off.

Buffalo area lesbians and gays represent
a market segment with more per capita
buying power than the general populace,
and one that’s “majorly untapped,” said
Gregg Mayfield, advertising and market-
ing director of the free monthly Out-
come.

Because most gays and lesbians are not
parents, he said, and many are well-edu-
cated professionals, they by and large
have more expendable income than their
straight counterparts.

“Every month, I pay my rent and my food
and my transportation. That’s it,”
Mayfield said. What’s left behind, he said,
is “play money.”

“It’s discretionary money that market-
ers ought to take advantage of,” he said.
In the year and a half he’s been working
at Outcome, Mayfield has seen adver-
tising revenues increase more than five-
fold. His pitch? That targeting your mar-
keting to the gay community makes good
business sense.

“Business people don’t have to be mak-
ing a social decision when they go after
the gay market,” he said. “They should
ask themselves: Who has money to spend
and how can I reach them at the least
possible expense for me?”

Lockport Mattress Co. Inc. co-owner
and vice president Wendy Pegan said
advertising in Outcome is no different
from running ads in media outlets that
target segments like the Hispanic com-
munity or the over-60 crowd.

“When you think about it, there isn’t a
lot of specialized advertising,” Pegan
said. “When it comes to us, we always
take a look at is that market perhaps not
being reached in the other forms of me-
dia that we have?”

Lockport Mattress started running ads
with Outcome this spring. Like many of
the publication’s advertisers, the business
has opted for light, pun-laced copy. An

ad in the May issue declared: “We spe-
cialize in Kings, Fulls and Twins ... and
Queens!”

“They made an extra attempt to do
something interesting for the market,”
Mayfield said. “It’s cute, and it will prob-
ably attract the market they’re after. But
you don’t necessarily have to do that to
come out and attract this market.”

Better response rate

Shannon Anderson, a financial adviser
with American Express Financial Advi-
sors Inc. in Williamsville, has been ad-
vertising in Outcome for six years. An
ad she’s been running recently, with copy
provided by American Express, appears
under the header “Queer economy. (Last
thing you need is a straight portfolio.)”
She said she advertises in Outcome be-
cause she gets much more response from
those ads than ones she’s run in the past
with non-targeted publications. She es-
timates that five or six of the roughly
20 new clients she picks up each year
find her through Outcome.

Anderson said that running ads in pub-
lications like Outcome is a good way to
let gays and lesbians know that their
business is both welcome and valued.
“I think it’s really important for busi-
ness owners who are respectful of the
gay community to advertise, because we
want to spend our dollars with some-
one who respects us,” she said. “It’s
powerful. The gay community really
does look at that.”

Targeted marketing, Anderson said, is
especially important in service fields.
“Especially with something as intimate
as your personal financial situation,” she
said, “you want to know that the per-
son on the other side of the table under-
stands or at least respects your situa-
tion.”

The same goes for businesses owned by
gays and lesbians, with some variation.
Louis Moran, a gay man and licensed
clinical social worker in private practice,
said he has many gay clients who ap-
preciate his perspective. But he’s also
got many clients who are straight and
recognize that he provides a quality ser-

Western New York's Busingss Newspaper
July 10, 2005 issue

vice.

“I don’t want to be seen as just a gay
business. That’s (just) 40 percent of my
clientele,” he said. “I’d be discriminat-
ing against not only the people I want
to see, but like to see.”

Still, he looks for opportunities to sup-
port other gay business owners in the
community, partly for his own comfort.
Moran doesn’t want to have to explain
his lifestyle to a financial planner who
doesn’t realize that he won’t have to
save for college for children he doesn’t
have.

“My lawyer is a lesbian, my accountant
is a lesbian, my Realtor is a gay man,”
he said. “Sometimes, people will select
out people who they think will under-
stand their situations. You’re drawn to
them.”

Support from within.

Unlike women, Hispanics or African-
Americans, gays and lesbians don’t have
their own business association or a sepa-
rate chamber of commerce locally.
Though Buffalo previously had a
Lambda Business & Professional Asso-
ciation, the chapter fell apart in the last
few years and efforts by the Pride Cen-
ter of WNY to put together a coalition
of gay-owned businesses have been un-
successful, mostly because of the time
constraints of business owwners, said
Jim VerSteeg, executive director.

“It’s very difficult to get them around
the table at the same time,” he said.
“Alot of us will look to see if there’s a
gay-owned business first, but a lot of us
are looking for quality, not just to sup-
port a gay-owned business,” VerSteeg
said. “People realize that without a good
product, they’re out of business. You
can’t rely on the fact that you’re gay and
have a business.”

“Do you solidify community support for
your business by self-identifying, or do
you keep that you’re a gay-owned busi-
ness to be part of your private life and
concern yourself with product and ser-
vice? That’s a challenge for a lot of gay-

owned businesses: to find a balance.”



Outcome

Buffalo

Q: Why are gay/lesbian customers imporiant to
me?

A: In a word: PROFITS! Of course, it's statistically
true (Simmons Market Research Bureau; Witeck-
Combs; OpusComm Group - S.I. Newhouse
School/Syracuse University study; Overlooked
Opinions; 1993 Janus Report;) that gay people
have higher levels of education and higher base
salaries than Mainstream America, but the bottom
line is that, for the most part, we're single. Or, if in
a relationship, DINKs (double-income/no-kids).
That means that when WE get our basic expenses
(food, clothing, shelter) covered, the remainder is
discretionary; disposable; PLAY money. No worries
about buying baby food and diapers, paying
pediatricians and orthodontists, saving for college
or a wedding or how that “first car” will get paid
for. And it comes down to this: do you, as a
businessperson, want that money or not? Because
if you don’t go after it, you can bet your
competitor will.

Q: Don’t | reach that market with my regular
advertising?

A: It’s like the difference between receiving a flyer
addressed to “Current Resident” and an envelope
with your name handwritten on it: one is just for
YOU - because you'’re important fo someone; the
other is for whoever happens to be around at the
time to pick it up. Which one are YOU going to
read and respond to?

Q: OK - how about I try it once and see how it
works?

A: How about if you step on your gas pedal once
and wait for the car to roll the rest of the way to
your destination on its own?

Q: What will people think if they see me
advertising in a “gay” newspaper?

A: Hey - why are they reading that publication in
the first place? If they see your ad, either they’re
gay themselves or they’re checking to see that
THEIR ad is in and running right!

Straight Facts
About

Gay Media

Q: What will people think if my business is
suddenly filled with gay men and lesbians?

A: First - how will anyone know those customers
are, in fact, gay? We don’t have to wear pink
triangles anymore. Every businessperson should
have problems like that! In this economy, your
biggest problem is to get your business FULL of
anyone who'’s buying! Gee - how will you spend
all that money???

Q: I'm already spending too much on
advertising.

A: Fine. And if it’s already doing what you want it
to do, then more power to you. Hell - “if it ain’t
broke, don’t fix it.” But in this fough economic
environment, many businesses are finding that
they have to reevaluate their advertising strategy
to determine where the dollars they DO have can
be spent so that they greatest possible impact and
generate the best - and fastest - return. The LGBT
market has the disposable income to spend -and
WILL SPEND IT for the things they want. And they're
extremely LOYAL customers.

Q: Loyal? More loyal than anyone else? Why is
that?

A: Despite recent progress toward equal rights,
respect and recognition, the LGBT community still
experiences a significant degree of discrimination.
When a business advertises in gay mediaq, it sends
a very visible message that it’s willing to go the
extra mile to attract gay and lesbian customers.
And that effort is appreciated. “If you recognize
and respect me, I'll remmember and patronize you.”

Q: What other businesses are using gay media?
A: You’'ll be in VERY good company:
American Express, Tylenol, The Borgata, Bristol-
Myers Squibb, Miller Brewing Company, Calvin Klein
MBNA America, Tanqueray, Macy’s, R.J. Reynolds,
Absolut, Altoids, Levi-Strauss, Visa, Avis
HSBC, Volkswagen, Paramount Pictures, Jaguar,
EarthLink, Neutragena, Coors, tlavideo, Volvo,
Ketel One, Dewar’s... and many others. Think they
might know something?

Used by permission; LGBT AdMarkets Consulting Group © 2003
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NICHE MARKET BUYING POWER COMPARISON

Outcome Demographics

Buffalo Your Sales
Are In Our Numbers

Market Population Buying Power Average
Asian-American 12 Million $344 Billion $28,666
LGBT 15 Million $485 Billion $32,333
African-American 36 Million $688 Billion $19,111
Hispanic-American 41 Million $653 Billion $15,926
18-24 9% High School Grad 30%
25-34 17% College Grad 37%
3549 29% Post Grad Degree 21%
50-64 22%
65+ 18%
Male 81% City 41%
Female 19% Suburb 29%

Rural 30%

less than 20,000 14% Democrat 33%
20- 34,999 24% Republican  26%
35-59,999 26% Independent 38%
60-99,999 15%
100,000+ 6%

no/refused answer 17%

General

72% said that they prefer to buy from companies that advertise in LGBT media.

77% switched brands to companies with a positive stance on LGBT issues.

74% said they were LESS likely to buy from a company with a negative stance on LGBT issues.
49% order alcoholic beverages by name.

70% are likely to subscribe to a paid cable channel that offers primarily LGBT programming.
52% “watch frequently” premium cable channels (HBO, Showtime, Cinemalx, etfc.).

72% took Domestic flights in the last year. Average # of flights: 5.8

58% took a foreign trip in the last three years. Average # of trips: 3.5

26% will buy a new car within the next two years.

10.2% drive a 2002 model vehicle.

31% spend $300-499 monthly on groceries.

31% spend $100-199 monthly on restaurant tabs.

More than 50% are in committed (DINK) relationships.

Sources: Selig Center for Economic Growth, University of Georgia; U.S. Census Projections (2003);
Witeck-Combs/Harris Interactive; OpusComm/S.l. Newhouse 2001 & 2002 Gay/Lesbian Consumer Online Census; The
Advocate/Simmons Market Research Bureau; Human Rights Campaign/Penn, Schoen & Berland Assoc., Inc. and
MarketResearch.com Estimate (2003).
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Gay Media Ad Spend Tops $223 Million

by Erik Sass, Tuesday, Jun 5, Z00T B:45 M ET

AD SPEMDIMG IN THE GAY and lesbian press reached 5223.3 million
in 2006--a record figure, according to the study from Prime Access
Inc. and Rivendell Media, a gay-media representative firm. Over
the last 10 years, ad spending in these niche publications has
grown at about three times the rate of consumer magazines in
general.

The 2006 figure represents a 5.2% increase compared to the
previous year. Historical comparizons produce an 11.8% annualized
compaound growth rate for ad spend over the last decade,
compared to just 4% for COMUMEr Magazines.,

Of the top Fortune 500 brands, 183 had a pretence in gay media in
2006, according to the study--a nearly 1,000% increase over 1994,
when just 19 did.

It's true that gay media revenue 15 building on a much smaller
base, but 1ts quick growth alsa reflects an increasing appreciation
by advertisers for media that leverages elements of personal
identity to reach niche consumers.

Howard Buford, founder and president of Pnime Access, Inc.,
remarked: "The numbers make it clear that corporate America
recognizes and values both the spending power and influence of
gay consumers.” Todd Evans, president and CEDQ of Rivendell,
added: "Higher brand lovalty and less advertising clutter also make
the GLET market quite attractive.”

""‘ L2007 MediaPost Communications. All rights ressreed.

1140 Broadway, dth Floor, Mew York, WY 10001
adiapear tel. 217-20a-2000, fax 212-204-37038 feadback@mediapost.com
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Gay, Lesbian Consumers Want Commitment
August 14, 2007
By Eric Newman

NEW YORK For the lesbian and gay communities, successful branding means companies must put
their money, and practices, where their mouth is.

Some 88 percent of gay men and 91 percent of lesbians claim that a brand’s sponsorship or support
of LGBT (Lesbian, Gay, Bisexual and Transgender) events favorably influences their buying deci-
sions, according to a study released today from Community Marketing, San Francisco. The study
also found that 89 percent of gay men and 91 percent of lesbians said that the way a company treats
its gay and lesbian employees is also a crucial deciding factor in purchasing decisions and their fu-
ture business with a brand.

“Authenticity is very important to the gay and lesbian consumer,” said Jerry McHugh, senior director
of research at Community Marketing. “How a company treats their gay and lesbian employees and
their sponsorship of LGBT events really holds up that authenticity for the consumer.”

McHugh said that gays and lesbians were acutely aware of the business practices of companies they
considered purchasing from, often reading up on corporate profiles through equality indexes. “Any-
thing they find that is negative they become very aware of and that affects their feelings about a
company,” he said.

The study gathered data from an online survey of more than 22,000 lesbian and gay adults from
April 13-May 16, asking participants to answer a series of questions related to their buying habits
and lifestyle.

Although the study showed that there are many similarities between lesbian and gay demograph-
ics—including only a $3,000 difference in average median incomes, favoring gay men who average
$83,000 in annual household income—the mainstream media channels employed by the two groups
are very different.

Among gay men, top gay media publications include The Advocate, Out and local gay media, while
mainstream media sources were topped by The New York Times, Men’s Health, Entertainment
Weekly and GQ. Top gay publications among lesbians were The Advocate, Curve and assorted local
gay media, but mainstream media choices were People, AARP Magazine, O the Oprah Magazine
and The New York Times.

Regarding TV, the top five networks for gay men were NBC, ABC, CBS, Fox, and Bravo while les-
bians listed NBC, ABC, CBS, Showtime and Fox as their favorite channels.





