MARKETING

ARE Y@U 1IN or ORT?

The Basics of Marketing to the Gay Community

By SAYRe PriDDY
ew social issues in the United States
these days have been as politicized as
the subject of gay marriage, which
emerged as a topic ripe for debate in

the last presidential election. While homosex-
uality still proves for some to be a hot potato
politically, from a business perspective, the
numbers indicate that the gay community
segment — a highly diverse community that
includes gay men, lesbians, bisexuals and
transgender persons — represents a largely
untapped market for the jewelry industry.
According to Ben Finzel, senior vice presi-
dent, FH Out Front, the gay and lesbian com-
munications arm of public-relations firm
Fleishman Hillard, the buying power of the com-
munity 1s estimated at $610 billion annually, larger
than the African-American, Hispanic and Asian-
American markets. The U.S. gay population is
estimated to be as high 23 million people;
99 percent of all U.S. counties have a gay or
lesbian household. The average income for those
gay households is nearly 8 percent higher than
for non-gay households, and 32 percent of
gay male houscholds and 17 percent of lesbian
households have incomes over $100,000.
Luxury market players such as BMW,
Jaguar, Chanel, Christian Dior and Guceci have
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