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Quick History
Late 1990s: The “T” was added for Transgender
2015: The “Q” was officially added for Questioning and covers every other possible gender orientation that   
someone could feel applies to them. 

Definitions 
Sex: your physical anatomy 
Gender: what orientation that you believe you are 
Lesbian: a women who is sexually attracted to other women 
Gay: a homosexual male; sexually attracted to someone who is the same sex 
Bisexual: a person who is emotionally, physically, and/or sexually attracted to males and females
Transgender: a person who lives as a member of  a gender other than that assigned at birth based on their anatomical sex  
Questioning: an individual is unsure about or is exploring their own sexual orientation
Queer: used as an umbrella term to describe individuals who do not identify as straight; people who have a non-normative 
gender identity 
Transsexual: a person who identifies psychologically as a gender/sex other than the one to which they were assigned at 
birth 
Asexual: experiencing little or no sexual attraction to others and/or a lack of  interest in sexual relationships/behavior

Population, Demographics, and Lifestyles
Approximately 10 million Americans identify as 
LGBTQ  
 1.6% : Gay or Lesbians 
 0.7% : Bisexual 
 1.1% : “Something Else” 
Most Popular Cities 
 San Francisco-Oakland-Hayward, Calif.
 Portland-Vancouver-Hillboro, Ore.-Wash. 
 Austin-Round Rock, TX. 
 New Orleans-Metaire, La 

Expendable Income 
Average annual income for a gay household is 20% higher than the annual income for a 
heterosexual household. 
Many members of  the LGBT community do not have children, therefore they have higher 
discretionary income.  
83% of  gays and lesbians are likely to have attended college or graduated from college, leading to 
their higher average income levels.

LGBT people come from all races, ages, ethnicities, 
nationalities, incomes, political and religious affiliations, 
professions, physical abilities, and gender expressions. 



Media Consumption Preferences
Quick Facts: 

• Gays and lesbians watch more cable TV, read more 

newspapers, and read more magazines. 

• Motivated more frequently by advertisements to make 

purchases. 

• Early adopters of  new technologies. 

• Spends more on online purchases than the non-LGBT 

community. 

What to and not include in Advertisements: 

• LGBT and LGBTQ are the preferred terms for all those 

included in their community. 

• Using the words spouse, partner, or same-sex couple to 

refer to their relationships receive better responses. 

• Rainbow images are not as well received only 57.8% react 

positively to them. 

Social Media Habits
73% of  gay and lesbian 

adults are members of  

Facebook; as compared 

to 65% of  heterosexuals.  

55% of  gays and lesbians say they 

visit social network sites at least once 

a day. Only 41% of  heterosexual adults 

share the same frequency. 

29% of  gay men and 

lesbians are members of  

Twitter; as compared to 

15% of  heterosexuals.

Purchasing Power

Estimates put the buying power of  the LGBT community at over $800 billion annually. 

Brand loyalty - the LGBTQ community likes to purchase brands that they know and trust. When asked if  it is worth paying 

extra for top-of-the-line or cutting edge products, 26% of  gay men agreed. 

Product Preference
Clothing: 

Gender neutral clothing is becoming a critical niche in the apparel industry for two reasons: Retailers are recognizing that 

women and men need not be confined to traditional gender roles, and it shows that retailers are responding to a society that 

is accepting of  those who are gender fluid. 

Travel: 

Vacations of  five nights or more is the 

second largest purchasing category for 

the LGBTQ community: Gay/Bi Men-

43%; Lesbians/Bi Women-34%.

Total LGBT community spent $180 

billion in 2013. 

The American market spent the most 

at $52.3 billion in 2013.  

Alcohol Consumption: 

LGBT households spend 

significantly more than non-LGBT 

households. 

 Wine-48% 

 Liquor - 35% 

 Beer - 27%

Food and Lifestyle: 

Gay and bisexual men are 59% more likely to be “True Foodies” than straight 

men. These men like to try a variety of  foods, different kinds of  cuisine, and are 

prone to more healthy eating habits. 

However, lesbians and bisexual women are less likely than heterosexual women to 

be true foodies. 

The LGBT community are considered to be people who like a “variety on a 

budget,” a segment that often eats on the run, yet wants food that’s healthy and 

gourmet. 

Brands: 

Gucci - Feminine male designs were featured in Milan Fashion Week 

Ellen DeGenere’s clothing line - offers clothing with gender neutral lines for women,   

 highlighting the notion that being a girl is not always analogues with dressing girly

The Gap - #HeyWorld - GapKids x ED - zeroed in on giving girls the option to be who they   

 want to be
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