




An Orientation to the LGBTQ 
segment



There is No Singular “LGBTQ+”Traveler

These people 
are NOT the 

same 
travelers

Ø Same-sex couple, urban, no kids, corporate jobs

Ø Lesbian couple, 60’s, retired, live in Fort Lauderdale

Ø Single, 22-year queer young adult, first job in London

Ø Bisexual man in an opposite-sex relationship in Mexico

Ø Bisexual woman married to a trans man in Seattle

Ø Transgender woman travelling to a conference

Ø Gay man, just divorced from his husband, looking for something new

Ø Young, pansexual, genderqueer, ready to change the world



The LGBTQ Community is becoming more DIVERSE over time

Gay & Lesbian • Lesbian

• Gay Woman

• Gay Man

• Bisexual

• Pansexual

• Asexual

• Same Gender Loving

• Heterosexual | Straight Man

• Heterosexual | Straight Woman

• Questioning

• Other: Please tell us

GLBT

LGBT

LGBTQ

LGBTQ+

LGBTQIA+

LGBTQ2+

????

• Female

• Male

• Cisgender

• Trans Woman

• Trans Man

• Transgender

• Intersex

• Non-binary

• Genderqueer

• Gender Fluid

• Agender

• Gender Non-conforming

• Questioning

• Queer

• Straight Ally

• Other: Please tell us



Language matters in the LGBTQ Community
Let’s talk about some terms

OK

NOT OK

CAUTION

LGBT, LGBTQ, LGBTQ+, LGBTI (and the many variations)

Sexual orientation, gender identity, LGBTQ=friendly, marriage equality

GLBT, sexual preference, preferred pronouns, alternative lifestyle,

your friend, those people, that market,

Transgendered, homosexual, “gay marriage”, “born female”

Queer, Lifestyle

Take care in use of pronouns and gender binary language

Gay neighbourhood, gay-friendly and overuse of the word “gay” in materials



LGBTQ People Live in All Types of Communities

Big City Urban LGBTQ is a Minority of the LGBTQ Community



Demographic Ways the the LGBTQ Community is Different…
To Non-LGBTQ People

(this may present an opportunity for some products/services… and a challenge for others)

The LGBTQ community is more likely to be single, not living with a partner
Especially gay men, and even more so for younger gay men

The LGBTQ community trends younger
The LGBTQ Gen X market is stronger than Gen Pop

Overall, LGBTQ’s are less likely to be parents (although this is changing)

The LGBTQ community is more mobile
Far less likely to live where they grew up

The LGBTQ community may be better educated (but that stat is complicated)

Evaluating LGBTQ household income is also complex







Trends in the Market



LGBTQ Travelers 

know how to 

live/travel safely in 

the face of viruses 

and other threats

Ø Decades of experience travelling with the threat of HIV

Ø Understand risk mitigation for the good of all

Ø To travel safely is in our DNA

Ø Concerns about criminalization due to sexuality

Ø Loss of rights when crossing borders

Ø Trans travellers heightened risks anytime in public spaces

Ø Travel in the face of risk

Ø Ready to Go!











Buying Power in the USA 
alone:

US $ 1 Trillion



















Post-Coronavirus: 
Travel industry education, partnerships and collective action won’t 

just be desirable, it will be essential







Diversity matters in 
every sense.
LGTBQ travelers 
(especially the 
young) want to 
know what you are 
doing to advance it.



Marketing Tips & Strategies





LGBTQ Travelers should be part of your core strategy because they will…

Be amongst the 

first to travel

1 2 3 4

Help bring other 

travelers back

Help create 

relevant social 

media content

Get a buzz going



Every 10 years:

LGBTQ to the rescue!

9/11/01

Great recession (2008 / 2009 / 2010)

Pandemic (2020 / 2021)

Every 10 years!



Top 10 

Marketing

Practices

1. Sustained Effort
2. Hire an Expert
3. Understand the needs & behaviours of the segment. Be cautious of: 

“everyone is welcome”
4. Understand your products strengths & weaknesses
5. Marketing Basics! (Market segmentation > target markets > positioning 

> marketing plan. Go to market with the right product for the right 
segment at the right time. Consider a media mix)

6. Develop content / social / communications strategies
7. Don’t go it alone (work with LGBTQ business leaders)
8. Get buy in from the top (avoid the “gay guy’s project” and losing 

institutional knowledge and continuity)
9. You invite them and they “may” come (internal training; partner training; 

customer-facing training) 
10. Pro Tip: Avoid focusing solely on ad hoc Pride events. Pride is a tactic, 

not a strategy



KNOW THE MARKET

Join Associations such as IGLTA

Research: industry events & seminars

Staff Training such as All Stay

Listen & Learn

Be Sincere

Support the Community: Employees, Businesses, Community



















Why your destination? Let’s chat about it …

1. What are your top non-LGBTQ tourism assets that are a good fit for the LGBTQ community?

2. What are your top LGBTQ-specific tourism assets?

3. Are there potential barriers for LGBTQ travel to your destination?




