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ABOUT CMI C CMICommunity Marketing & Insights

25 YEARS OF LG BTQ INSIGHTS Leaders in LGBTQ Research since 1992

] Community Marketing & Insights (CMI) has been conducting LGBTQ consumer research for over 25 years. Our |
practice includes online surveys;depth interviews, intercepts, focus groups ¢site and online), and advisory
02FNRa® LYRdzZAGNE fSFRSNA I NRdzyR GKS g2NI R RSLISYR :-
evaluations, positioning, economic impact, creative testing, informed forecasting, measurable marketing plannini
and assessment of return on investment.

] YS& FTAYRAYy3Ia FTNRY /aLQa NBA&ASINODK NBLR2NIa& KIFIgZS 0SSy N
Tribune, Los Angeles Times, Wall Street Journal, Forbes, USA Today, Chicago Tribune, Miami Herald, CBS Nevp o
CNN, Reuters, Associated Press, eMarketer, Mashable, and many other international, national and regional mec;

] /aLQa NBaSINOK Of ASyia AyOfdRS fSIRSNE FNBY | zARs’
produced for these and many other clients: NYC & Company, VisitBritain, Argentina Tourism Office, West Hollyw
Travel + Tourism Board, Travel Portland, Las Vegas Convention & Visitors Authority, Visit Raleigh, Visit Philadelj
Greater Fort Lauderdale CVB, Tourism Toronto, Visit Florida, Hawaii Tourism Authority, Hyatt Hotels, W Hotels,
Kimpton Hotels, Wells Fargo Bank, Aetna, Target Brands, Hallmark, DirecTV, Johnson & Johnson, WNBA, Ame
Cancer Society, AARP, Kaiser Family Foundation, Freddie Mac, U.S. Census, CDC, FDA, and numerous other

,(.:)
=,
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Community Marketing & Insights (CMI) has built our proprietary research panel of 90,000+
R ES EARC H D ES I G N LGBTQ consumetkrough partnerships with more than 300 LGBTQ publications, websites,
blogs, social media, apps, events, influencers and organizations since 1992. Importantly, the
25 YEARS OF LGBTQ INSIGHTS panel reflects the readership/membership of a broad range of L&Bd@ed media outlets,

organizations and events. T[\is means that the resglts summarized here are represerltative of
[ D. ¢v GNI @St SNB 6K2 INB G2dzié YR AYyGSNI O

| 10-minute online survey conducted in November and | In order to balance the opinion by gender and generation,

December 2018. results were weighted and calculated with the following
assumptions; Millennial+ (1981998) 33%, Generation X
(19651980) 33%, Baby Boomer (192864) 33%; gay and
bisexual men 47.5%, lesbian and bisexual women 47.5%,
genderexpansive (transgender, trans woman, trans man,
non-binary gender identitygenderqueerand gender fluid)
5%.

The results are meant to provide a reasonably balanced
2LIAYA2Y 2F [D.¢v O2YYdzyAide

J This report focuses on United States data for 5,709 self
identified members of the LGBTQ community, including
3,567 gay and bisexual men, 1,708 lesbian and bisexual
women, and 434 transgender and gendspansive
community members.

| All 50 states were represented. The top five states were
California 16%, New York 9%, Texas 7%, Florida 6%, and J

lllinois 5%. . : . . .
° interacting with LGBTQ media, events and organizations.
] Generation breakdowns were 1,773 Millennial+, 1,641 These results do not necessarily represent LGBTQ
Generation X, and 2,295 Baby Boomers. community members who are not out or not interacting

within the LGBTQ community.

C CMICommunity Marketing & Insights 2
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RESEARCH DESIGN

25 YEARS OF LGBTQ INSIGHTS

| This report is designed to help inform the planning and | Respondents were entered into a drawing for one of
communications of destinations, hotels and travelated twenty $50 prizes in cash or Amazon credit in recognition
suppliers that outreach to the community through LGBTQ of their time to participate in the study.
media, events, and sponsorships. ] In this report, some percentages may not add up to 100%

| 95% of the participants came from a random sample of due to rounding or multiple selections allowed.
the Community Marketing.& Insights LGBTQ resgarch . j /aLQa Fyyddf [D.¢v ¢2dNAEY
pgngl, vx{lth 5% of the partlplpants. from emalllsomal.medla public report produced for 23 years by Community
distribution from the foIIowmg national LGBTQ medla: Marketing & Insights (CMI). Results and charts may be
Autostraddle Curve Magazind)amronand GayCities used by any organization as long as credited to Community

] The CMI panel was built over a 25 year period with the Marketing & Insights. The goal of the research is to
partnership of over 300 LGBTQ media, organizations and support and grow the LGBTQ travel industry.
events.

C CMICommunity Marketing & Insights 3
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LGBTQ TRAVEL BY THE NUMEmnF&erage, LGBTQ participants took 3.1 vacation or leisure trips and 1.5 business trips in the
12 monthsIn addition,participants took an average of 2.2 trips primarily to visit family or friends in the past year. These numbers were
consistent with 2017 results.

Past Year Travel z Number of Trips

Visit family or friends

: Primarily business trip
as primary reason for travel

Primarily vacation or leisure trip

o IR e R o A A 2 —_ =
31 R 22 I H 1.5 [ i
Avg. trips taken in the past 12 months Avg. trips taken in the past 12 months Avg. trips taken in the past 12 months
1 17% 1 24% 1 16%
2 21% 2 22% 2 10%
3 16% 3 14% 3
4 12% 4 4
5 5% 5 5
6 or more 16% 6 or more 6 or more 9%
0 leisure trip or vacation (13%) 0 leisure trip to visit family or friends (22%) 0 business trip (54%)

Base: All LGBTQ n=5,709 C CMICommunity Marketing & Insights 5
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LGBTQ TRAVEL BY THE NUMBto&:er, when asked about the total number of routnigh air flights and the total number of
nights in a paid accommodation, participants indicated an increase compared to 2017 (increased just over 5%).

Past Year Travel z Flights & Nights

Total Number of Roundrip Flights

20 AAAA

Avg. number of round trip flights taken in the past 12 months

16% 15% 119 K
6 15% 11% 10% gop 1% o 4,

1 B B Gy

1 2 3 4 S 6-9 10-14 15 or
more

0 roundtrip flights taken (22%)

Base: All LGBTQ n=5,709

Total Number of Nights in Any Paid Accommodation

ol oW gl g oW A gl gl W g

@ =5

Avg. nights in paid accommodation in the past 12 months
32%

16% 17%

30 5% 6% 5% 6% l l
1 2 3 4 5 69 10-14150r
more

0 nights in paid accommodation (10%)

C CMICommunity Marketing & Insights
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PRICE POINT FOR LGBTQ TRAVEGBI®) travelers tend to be more moderatice travelers, although there are some gender and
generational differences. Few participants see themselves as pure luxury or budget travelers, however larger percentdtieg toe
partially embrace those travel identities. There was no change indsitified travel type since the 2017 report.

If you had to pick one, what type of price point traveler are you?

TRAVELER TYPE FoE Efgg:;\r/e Millennials Genx  Boomers
5 - Luxury traveler 4% 5% 3% 3% 2% 4% 6%
4 - Moderate pri::uextjrglveler, with a little 33% 38% 29% 2204 21% 38% 39%
3 - Moderate price travel 22% 24% 25% 18% 23% 25% 23%
2 - Budget traveler with an occasional splurg 30% 26% 33% 34% 41% 26% 22%
1-Budget / economy traveler 10% 8% 10% 24% 14% 6% 9%

Base: All LGBTQ n=5,709; Gay & Bi Men n=3,567; Lesbian & Bi Women n=1,708; C CM | Cummunity Marketing & |nsights 7

Gender Expansive n=434; Millennials+ n=1,773; Gen X n=1,641; Boomers n=2,295 Leaders in LGBTQ Research since 1992
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LGBTQ AIR TRAVELEARfong LGBTQ survey participants who took at least one flight in the past year, the vast majority are members
least one frequent flyer program. Airline loyalty is near equally split between the major domestic carriers. Among thasdowtdo a
frequent flyer program, 69% indicated belonging to more than one program, and 45% belong to three or more.

Frequent Flyer / Airline Rewards Programs
Among All LGBTQ that have taken at least one round -trip flight in the past year

In which Airline Frequent Flyer Programs are you a member?

780/ Of those taking at least one % of hpleasehmﬁrkl all that apply. _
0 flight belong to at least one Yo of those who belong to any program:

Airline Frequent Flyer or
Airlines Rewards Program

American Airlines 52%

Delta 51%
Southwest 47%
400 Hold a credit card United 45%

O connected to or assisting JetBlue 21%
In earning miles in an *Alaska Airlines 20%

Airline Frequent Flyer British Aiways | 6% Air Canada 3%

Program Frontier 5% Singapore 1%

Virgin Atlantic 5% Qantas 1%

Lufthansa/Swiss/Austrian 3% Other 8%

*Alaska Airlines: including acquired Virgin America

Base: All LGBTQ who have taken at least one rimimdight in the past year n=4,444; C CMI Cummunity Marketing & InSightS 8

Those who are members of frequent flyer programs n=3,497 Leaders in LGBTQ Research since 1992
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How many cruises did you take in the past
12 months, of at least one night at sea?
Among All LGBTQ Travelers

9% 12% 7.5

Took at least one Average
cruise of at least nights at sea
one night at sea in | during most
1 cruise 2ormore cruises  the past 12 months| recent cruise

Jr

I aYFAYyaiaNBlFYé alAf vyd

3%

An LGBTQ full-ship charter 21%

'y [D. ¢v NRO®mI 2y Y

None of the above | 4%

Base: All LGBTQ Travelers n=5,402

U.S Overview Report | December 2018

How interested are you in taking a cruise
in the next 12 months?
Among All LGBTQ Travelers

Not
Interested

Very
Interested

Somewhat
Interested

What type of cruise are you interested in taking?
(Please mark all that apply over the next 12 months.)

I aYlFIAYyadNBlFYéE al Af Ay@d%w

An LGBTQ futihip charter 55%
An LGBTQ group on a mainstream sailing 41%
None of the above 3%

C CMICommunity Marketing & Insights

Leaders in LGBTQ Research since 1992
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GROUND TRANSPORTAT ithlchart shows the popularity of riddhare services like Uber and Lyft while traveling, at the

expense of car rental and taxi. While percentages usingshidee services are higher among Millennials, the number of LGBIY) B
Boomers now using these services is quite high.

In the past 12 months, what types of transportation have you used/purchased when away from home on vacation?
Among All LGBTQ Travelers

Millennials 80%
Gen x 68%
Boomers 50%

29%

. Bl 14%

Uber, Lyft Traditional Public

Airport shuttle  Train from one Bus from one city
or other car rental transportation city to another  to another city
ride-share  (like Hertz, Avis, within a city cit
services National, etc.) 5% and underBicycle rental; Hire a limousine; Bicyshearing system (dock or

dockles$; ZipcarGetaroundor other shortterm car rental program

Base: Please mark all that apply question. All LGBTQ Travelers n=5,402 ‘ CMI Community Marketing & Insights 10
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TYPE OF TRAVELH® question shows overall travel priorities within the LGBTQ community. However, CMI finds that in custom

destination research, these percentages can vary substantially if the same question is asked about a specific destieatiom|é&
if it is known for outdoor adventure or faheater.

Looking only at your trips in the past year, what type of traveler do you consider yourself to be? (Please mark all that app ly.)
Among All LGBTQ

Relaxation TravelerHang out and get some down tin I 54%
Local CuisineResearch and experience the local restaurant sc I 19%
Travel Like a LocaExplore places popular with locals, not touri I I 49%
Nature Exploreriooking for beautiful areas out of a c [INIEINININGNGNGNNNEEEE 42%
Sightseer:When | visit a new place, | go to all the major tourist attracti NI 41%
History EnthusiastExplore historic neighborhoods, architecture and muse! IS 41%
LGBTQ TraveleExperience the local LGBTQ community, events, and nig I 37%
Art & Design:Explore art galleries, design and modern architec I RN 31%
Show SeekerTake in a show or theater productic INIIEGEEEEEEE 24%
Music-lover: Seek out concerts, music festivals and live music ve NG 19%
Businesdripper: Extending a business trip to have some NG 138%
Nightlifer: Experience the nightlife, bars and club sc« GG 189
Excitement Travel:Non-stop activity in a city or in natur | NRNEEEEE 17%
Luxury Explorer:Seeking out higheend restaurants, hotels and trendy bran | EEE 12%
Traveling with ChildrenLook for activities that are family/childrenelcoming Il 7%
Media Buzz TravelerUse media and social media and go to places that are hot [l 6%

Base: All LGBTQ n=5,691 CMICommunity Marketing & Insights 12
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TYPE OF TRAVELER BY GENhQ#rd=4re important differences when we look at these travel priorities by gender. Travel marketer
Ydzad dzy RSNEGFYR GKFGO [ DX . YR ¢ IINB y20 2y S &3NER dzLdomen2 O A
LGBTQ Traveler was more important among men and geexjgnsive participants. Nigfifer andShowseekewere more important for
men.

Looking only at your trips in the past year, what type of traveler do you consider yourself to be? (Please mark all that app ly.)

Gay & Bi Men Lesbian & Bi Women  Gender Expansive

Relaxation Traveler 54% 56% 49%
Local Cuisine 49% 50% 42%
Travel Like a Local 47% 51% 44%
Nature Explorer 35% 49% 41%
Sightseer 47% 37% 28%
History Enthusiast 42% 40% 43%
LGBTQ Traveler 45% 28% 36%
Art & Design 32% 29% 32%
Show Seeker 27% 20% 19%
Musiclover 17% 21% 24%
Businesstripper 21% 16% 17%
Night-lifer 27% 9% 14%
Excitement Travel 19% 15% 10%
Luxury Explorer 15% 9% 8%
Traveling with Children 3% 11% 5%
Media Buzz Traveler 7% 6% 5%

Leaders in LGBTQ Research since 1992

Base: Lesbian & Bi Women n=1,704; Gender Expansive n=432 ‘ CMI Cﬂmmunity Marketing & |nSightS 13
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TYPE OF TRAVELER BY GENERAHefeldte also differences when we look at these travel priorities by generation.
Millennials had higher percentages for Travel Like a Local, Excitement Traveler, LGBTQ Traveler-bied Sgymeration X hdithe
highest business travel identity. In general, Baby Boomers underperformed on nearly all the identities.

Looking only at your trips in the past year, what type of traveler do you consider yourself to be? (Please mark all that app ly.)
Millennials+ Gen X Boomers

Relaxation Traveler | 55% 57% 51%
Local Cuisine | 53% 49% 45%
Travel Like a Local | 54% 49% 43%
Nature Explorer | 46% 41% 38%
Sightseer | 43% 42% 39%
History Enthusiast | 41% 40% 43%
LGBTQ Traveler | 42% 37% 31%
Art & Design | 34% 29% 29%
Show Seeker | 22% 25% 24%
Music-lover | 22% 19% 17%
Businessripper | 19% 23% 13%
Nightifer | 28% 17% 9%
Excitement Travel | 24% 18% 8%
Luxury Explorer | 11% 14% 10%
Traveling with Children | 5% 12% 4%
Media Buzz Traveler | 11% 5% 3%

Base: Millennials+ n=1,769; Gen X n=1,636; Boomers n=2,286 ‘ CMI Cﬂmmunity Marketing & InSightS 14

Leaders in LGBTQ Research since 1992
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When you travel for vacation, what are your biggest spending priorities? Or from your observations, what do you
think that you spend more or less on, than the average traveler?
Among All LGBTQ Travelers

m High Spending Priority m Medium Spending Priority m Low Spending Priority

) ) ) SomeDemographic
A hotel in the right location 51% Differences
The response was relatively
Meals at restaurants 52% consistent across gender

. Millennialswere lesdikely
Quality of hotel S7% than older generations to
prioritize money for hotel

Show, theater or entertainment tickets 44% location and hotel quality

.. i L Spending money on meals
Admission to popular attractions at the destlnatlo 55% was the top spendingriority
for Millennials

Tours in the destination (bus, walking, bike, etz 40% Baby Boomers hakigher

rates of spending for show

Business or first class airtravﬂ 17% tickets and tours

Base: Varies C CMICommunity Marketing & Insights 15
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BOOKING HOTEIGbmpared to two years ago when we asked a similar question, booking methods were relatively unchanged. Of no
the generational and gender differences for using Airbnb or a similar site.

In the past 12 months, how have you purchased a hotel room or paid accommodation?
(Please mark any that apply over the past year.)
Among All LGBTQ Travelers

69% 48% 38% 3%

i OO0 o

| 2GSt Qa ¢ S o aaniin® travel agency / multiple Airbnb or similar site Retail travel agency
direct with hotel booking website (location in town

o ) . Wi 42% : '

individual hotel or (e.g. ExpedigBooking.com M 53% S ’ retail store, etc.)

. . . 0,
brand's website Priceline, etc.) 36% m 34%
Gender

Base: All LGBTQ Travelers n=5,402 C CMICommunity Marketing & Insights 17
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TYPES OF HOTHE&y and bisexual men had the highest urban hotel stay rate at 79% vs. 70% for lesbian and bisexual women. Men
higher rates for luxury hotels, design hotels and boutique hotels, which are more often found in cities. Lesbian andvinisesndénded to
be more varied in the accommodation choices, higher for Airbnb (previous slide) and higher rates for outdoor optionglikg aathRVs.

In the past 12 months, in which type of hotel or paid accommodations did you stay at least one overnight?
Among All LGBTQ Travelers

Urban or city hotel " 74%
Airbnb or house, apartment or condo rented by owndilllll 38%
Hotel in a suburban area I 35%
Hotel in a beach area N 29%
A boutique hotel RGN 22%
A luxury hotel INEG_—EN 21%
A budget hotel NG 20%
Hotel in a rural area [N 15%
An upscale design hotelllIllE 15%
Hotel in a mountain resort area I 12%
Motel along a highway G 11%
Small multi-room guest house or B& B 10%
Tent camping in a fee campsitélllE 10%
My own vacation home [l 5%
My own timeshare Il 4%
RV Park 1l 4%

Other I 6%

I did not stay in a hotel or paid accommodation in the past 12 months. (4%)
Base: All LGBTQ Travelers n=5,402

CMICommunity Marketing & Insights

Leaders in LGBTQ Research since 1992
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HOTELS AND LGBTQ REPUTATIGNquestion set shows that staying in a hotel brand that has a positive LGBTQ reputation is import:
However, most LGBTQ community members feel that today most major hotel brands are-w8lBdiQing. This is a positive statement
about the hotel industry, but it makes it more challenging for brands to distinguish themselves only through LGBTQ messages.

Do you agree or disagree with these statements about hotels?
Among All LGBTQ Travelers

GL GSYyR G2 adre G K20$St{OoRIYVYFaAPEKF G L |
69% 24% 7% 31%

Ag ree Strongly Somewhat Somewhat Strongly D isag Fee

Agree Agree Disagree  Disagree

Ge¢2RI&T Fff GKS YI2sRIR2Sy 3@ yRa | NB
709% 11% 59% 25% 59 3090

Ag ree Strongly Somewhat Somewhat Strongly Disag fee
Agree Agree Disagree Disagree
Base: All LGBTQ Travelers n=5,402 C CMICommunity Marketing & Insights 19
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HOTELS AND LGBTQ REPUTATIt$\Nquestion helps determine the programs and outreach methods that are most important for a hote
build a positive LGBT®elcoming reputation. All the strategies were viewed as important, and notably, internal policies sunultraere
considered to be as important as outreach strategies.

Which of these programs and outreach methods are important to you,
when considering booking a hotel, or joining a hotel loyalty program?
Among All LGBTQ Travelers

Total . Total Not

Important o Very Important Important
IF;I(())IEE:eoSr brand hasexual orientation nondiscrimination 78% 42% 36% 6%16% 2904,
Hotel or brand providesGBTQ diversity trainintp staff 73% 32% 41% 8% 19% 27%
IF-)I(())IEEiIeoSr brand hagender identity nondiscrimination 7904 3304 39% 10% 19% 280
Hotel or brandadvertisesin the LGBTQ media 64% 18% 46% 19% 17% 36%
Hotel or brand hatGBTQ imageryn their website 63% 17% 46% 21% 16% BEECYEL)

Base: All LGBTQ Travelers n=5,402 C CMICommunity Marketing & Insights 20
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HOTEL LOYALTY PROGRAWNES over half of LGBTQ participants who spent a night in a paid accommodation in the past year belong
hotel loyalty program. Of those, Hilton and Matrriott are by far the most popular.

Hotel Loyalty Rewards Programs
Among All LGBTQs who have stayed at least one night in a hotel or any paid accommodation in the past year

Are members of at In which hotel loyalty/rewards programs are you a current member?
O least one hotel lovalt Please mark all that apply.
O yally % of those who belong to any program:

rewards program
Hilton Honors

* * * Marriott Rewards (incl. Starwood and/or Ritz Carlto
IHG Rewards Clu

65%
63%
33%

* * Hyatt / World of Hyatt 25%
Wyndham Rewards 20%
Choice Privileges 20%
Best Western Reward 17%
l 3%8%:La Quinta Returns (8%); Omni Select Guest (5%); Radisson Rewards (5%);
Preferred Hotels & Resorts / | Prefer Hotel Rewards (5%); Club Carlson (4%)

Under 3%1e Club Accor Hotels ; Leading Hotels of the World / Leaders Club;
Small Luxury Hotels of the World / INVITED; Sonesta Travel Pass; Stash Hotel Rewar

Base: All LGBTQ who have stayed at least one night in a hotel or any paid accommodation in the C C M | Community Marketing & |n5ights 21

past year n=5,062; Those are members of hotel loyalty rewards programs n=2,800 Leaders in LGBTQ Research since 1992
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TYPES OF DESTINATIONS BY GEMiskkestion demonstrates the significant differences in preferred destinations within the
LGBTQ community, when broken out by gender. For example, men were more likely than women to be urban travelers and beach
travelers. Women were more likely than men to be outdoor adventure travelers and mountain travelers.

Think back to all the trips you took in the past 12 months. How would you describe the destination or
destinations in which you traveled to? (Please mark all that apply for the past year.)

Gay & Bi Lesbian & Bi  Gender
All Travelers .
Men Women Expansive

Big city / urban destination 66% 72% 60% 61%
A destination with many historical attractions 43% 46% 41% 36%
Beach resort or community 37% 41% 35% 25%
A place know for outdoor adventure or activities 37% 32% 42% 38%
A destination known to be LGBTQ popular 36% 45% 28% 29%
A warm weather destination because it was cold at hom 26% 31% 22% 16%
Mountain resort or community 22% 20% 24% 19%
Island destination 18% 21% 15% 11%
Theme park destination 11% 12% 9% 8%
Other or none of the above 8% 7% 8% 14%
g:/eé:&ABl: Il\_AC;EESST;%\:ILeIf;SsE;i:?él Women n=1,644; Gender Expansive n=397 C EaMs!"CLGemRTeErg!E\XE Mzarketlng & InSIghts =
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TYPES OF DESTINATIONS BY GENERisQUestion demonstrates the differences in preferred destinations within the
LGBTQ community, when broken out by generation. For exaruilennialswere more likely to be both urban travelers as well as
outdoor travelers. Baby Boomers were least concerned about LgBp@ar destinations.

Think back to all the trips you took in the past 12 months. How would you describe the destination or
destinations in which you traveled to? (Please mark all that apply for the past year.)

All Travelers Millennials+ Gen X Boomers
Big city / urban destination 66% 75% 66% 56%
A destination with many historical attractions 43% 43% 45% 42%
Beach resort or community 37% 32% 42% 38%
A place know for outdoor adventure or activities 37% 42% 39% 30%
A destination known to be LGBTQ popular 36% 39% 38% 32%
A warm weather destination because it was cold at hod 26% 24% 28% 26%
Mountain resort or community 22% 20% 24% 22%
Island destination 18% 14% 19% 19%
Theme park destination 11% 12% 13% 7%
Other or none of the above 8% 7% 7% 9%

Base: All LGBTQ Travelers n=5,402; Millennials+ n=1,717; Gen X n=1,577; Boomers n=2,108 ‘ CM | COmmunity MaTKEting & |nSightS 24
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Do you agree or disagree with these statements about vacation destinations?

| will not travel to edestination that treats
their local LGBTQ community poorly

| am more likely to travel to destinations with
sexual orientation antidiscrimination laws

I am more likely to travel to destinations with
gender identity antidiscrimination laws

| will travel to a destination that is LGB UQfriendly,
as long as | feel safe as a tourist

| only travel to known LGBRglcoming
destinations

Base: All LGBTQ Travelers n=5,402

Among All LGBTQ Travelers

Total B Strongly agree  ® Somewhat agree M Not sure Total
Agree B Somewhat disagree M Strongly disagree Disagree
+ Unsure
80% 45% 35% 4% 13% 40 JA0NA)
84% 40% 45% Ry 16%
75% 30% 45% 9% 11% AvAS

52% 4% 27% 48%

46% R4

36%

5% 34% B 54%

C

CMICommunity Marketing & Insights 25
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Top U.S. Destinations | Leisure | Gay & Bisexual Men | 2018

Please tell us if you have visited these places in the past 12 months for leisure
reasons AND spent a night in a hotel or paid accommodation.

Rank | Destination % Visited

New York City 23%
2 Las Vegas 14%- 16%
oth Atlanta, Boston, Dallas, Denver, Key
2 LosAngeles Metrarea 14%- 16% Toer West/Florida Keysawaii, Philadelphia 0. oo
2 San Francisco 14%- 16% Ci ti(gs PhoenixPortland OR, Provincetown,
_ Seattle,Tampa/St. Petersburg
5 Chicago 12%- 13%
5 Ft. Lauderdale/Wilton Manors 12%- 13% i i i
Asheville, Austin, Baltimore, Charleston,
5 Orlando 12%- 13% Cleveland, Charlotte, Columbus, Detroit,
5 Palm Springs 12%- 13% ngston, Kan§as City,'LouisviIIe, Madison,
Other Milwaukee, Minneapolis, Napa County,
5 Washington, DC 12%- 13% Ton Nashville, Ogunquit, Pittsburgh, Portland I 3%- 6%
10 Miami/ South Beach 10%- 11% Cities Raleigh/Durham/Chapel H|II,.Reh0both
Beach, Reno/Lake Tahoe, Richmond, Salt
10 New Orleans 10%- 11% Lake City, Saugatuck, San Antonio, Santa
10 San Diego 10%- 11% St. Louis, Savannah, Sacramento, Sonoma
County

Base: All Gay & Bisexual Men n=3,567
Grouping by percentage: CMI groups by percentage because the margin of error is near 3%. CMI feels this C

CMICommunity Marketing & Insights 26

method stabilizes the ranking for yetr-year comparisons within the margin of error.
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Top U.S. Destinations | Leisure | Lesbian & Bisexual Women | 2018

Please tell us if you have visited these places in the past 12 months for leisure
reasons AND spent a night in a hotel or paid accommodation.

New York City 17%
2 Las Vegas 10%- 12% Atlanta, Baltimore, Fort Lauderdale,
Other N
2 Los Angeles Metrérea 10%- 12% Top Hawaii, Miami/South Beach, New 6%7%
: o 190 Cities OrleansPaIm Spring®Rhoenix, San
2 San Francisco 10%-12% Diego, Tampa/St. Petersburg
2 Washington, DC 10%- 12%
6 Boston 8%- 9% Albuquerque, Asheville, Austin,
: Charleston, Charlotte, Cleveland,

6 Cullee)e 8%- 9% Columbus, Dallas, Detroit, Kansas City,
6 Denver 8%- 9% Other <€y West/Florida Keys, Houston, Madis
6 Orlando 8%- 9% Top Milwaukee, Minneapolis, Napa County, 39%5%

hiladelohi 8%.- 9% Citi Nashville, Pittsburgh, Portland ME,
6 Pl o970 €S provincetown, Raleigh/Durham/Chapel
6 Portland, OR 8%- 9% Hill, Richmond, Reno/Lake Tahoe,
6 Seattle 8%- 9% Sacramento, Santa Fe, Savannah, St. L

Sonoma County, Rehoboth Beach

Base: All Lesbian & Bisexual Women n=1,708
Grouping by percentage: CMI groups by percentage because the margin of error is near 3%. CMI feels C C M | Cﬂmmunity Marketing & |nSightS 27

this method stabilizes the ranking for yet@ryear comparisons within the margin of error. Leaders in LGBTQ Research sirice 1992
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Top U.S. Destinations | Business | U.S. LGBTQ | 2018

Please tell us if you have visited these places in the past 12 months for business travel
reasons AND spent a night in a hotel or paid accommodation.

1stTier New YorkCity,Washington, DC 7% to 8%

Atlanta, BostonChicago, Dallas, Las Vedass

dTi 0 0)
A AngelesPhiladelphiaSan Francisco, Seattle Sl
Austin, Baltimore, Denver, Ft. Lauderdale /
3d Tier Wilton Manors, Houston, Miami / South Beach, 2% 10 3%

Minneapolis, Nashville, New Orleans, Orlando,
Phoenix, San Diego

Base: All LGBTQ n=5,709
Grouping by percentage: CMI groups by percentage because the margin of error is near 3%. C CMI community Marketing & |nsights 28

CMI feels this method stabilizes the ranking for yeayear comparisons within the margin of error. Leaders in LGBTQ Research since 1992
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Top International Destinations | Leisure | U.S. LGBT Travelers | 2018

Please tell us if you have visited these places in the past 12 months for leisure AND spent a night in a
hotel or paid accommodation.

Top Destination Among Men % Visited 3% or over Among Men % Visited Top Destination Among Women| % Visited

Canada (Any destination) 12%
Canada (Any destination) 14% Great Britain 8% " 4%
Toronto 5% France A LIS el
Spain 5% Montreal 3%
Montreal 5% Germany 5% Mexico (Any destination) 8%
Vancouver 4% Italy 5% Cancun 4%
Netherlands / Holland 4% Puerto Vallarta 3%
Mexico (Any destination) 12% Portugal — Other Top Destinations 3%+ | |
Great Britain 6%
P Vall T% Japan 3%
uerto Vallarta 0 p 0 Erance 4%
i 0,
- o Thallan-d 3% Italy 4%
Australia 3% Netherlands 3%
Mexico City 3% Puerto Rico 3% Ireland 3%

Base: All Gay & Bisexual Men3,567 All Lesbian & Bisexual Women1,708 ‘ CMICommunity Marketing & Insights 29
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NATIONAL PARK VISIT8culating National Park visits is difficult for many reasons. Many in the LGBTQ community live in and vis
cities such as New York, Washington DC, Philadelphia and San Francisco that contain National Parks and Monuments, bvisitmay wel
them (but not record the visit on a question like below). LGBTQ visitation could be much higher than indicated on tiois. quest

Visiting National Parks & Monuments
Among All LGBTQ Travelers

Did you go to any National Parks or Monuments Please tell us which parks you visited.

in the past 12 months for a daytrip or overnight? Top 12 Non-Urban National Parks
% of those who indicated yes

Grand Canyon National Park 7%

Yosemite National Park 7%

Joshua Tree National Park 6%

Rocky Mountain National Park 5%

33% _ ) Zion National Park 4%

Write -in Great Smokey Mountains National Pa 4%

Said Yes exercise Yellowstone National Park 4%

Acadia National Park 3%

Olympic National Park 3%

Shenandoah National Park 3%

Arches National Park 3%

Mount Rainier National Park 3%

Base: All LGBTQ Travelers n=5,402 C CMICommunity Marketing & Insights a1

Urban parks did receive many mentions but not included in the vimitealculation. Leaders in LGBTQ Research sirice 1992



239 Annual LGBTQ Tourism & Hospitality Survey U.S Overview Report | December 2018

You indicated that you have not taken any trips in the past 12 months.
To what degree do you agree or disagree with the following statements?
Among 307 LGBTQ NonTravelers Defined as Taking No Trips, No Hotels Stays and No Flights

m Strongly Agree B Somewhat Agree

B Somewhat Disagree m Strongly Disagree
LQY y20 FAYLFIYyOAlLfte FoftS (2 55% 19% 16% 10%
| have not taken any trips in the past 3 years 55% 7% 12% 26%
L R2y Qi KI@S GAYS G2 GFr1S @I 17% 23% 26% 34%

QX

L R2Yy QG UGN} @St 0SOFdzaS L y S SERLAE VLS EspLz 62%
LQY 2dzad y2d AyiSNBaidSR Ay [ G 22% 57%
LQY LKeaAOltte y2G OF LI ot S 20 el 20% 57%

I have LGBT-@pecific reasons for not taking trips 3% 9% 15% 74%

Base: All LGBTQ Nanavelers n=307 C CMICommunity Marketing & Insights 32

Leaders in LGBTQ Research since 1992



239 Annual LGBTQ Tourism & Hospitality Survey

U.S Overview Report | December 2018

For your most recent vacation trip, what types of products did you purchase in preparation for the trip or while on the trip?
(Please mark all that apply.)
Among All LGBTQ Travelers

mmm Before traveling mmmDuring the trip —e=Before or during trip

64%

51%
46%

40%

32%

2%
Clothing Skincare/ Clothing Books & Electronics or ~ Luggage/bags
specifically  personal hygiene/ accessories magazines accessories for
forthe trip  wellness products (sunglasses, use while traveling

hats, gloves, etc.)

[ 7

= :

P>

e

Base: All LGBTQ Travelers n=5,402

Travel Travel comfort Travel Sports/outdoor/  Travel security
guidebooks/  products (mask, insurance camping products
maps earplug, travel equipment (money belt,

pillows, etc.) travel lock, etc.)

M QO & 4 &

CMICommumty Marketing & Insights 33
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When traveling on a personal trip, how likely are you to capture How would you rank the reasons
videos/photos with a smart phone and/or camera? you capture these videos/images?
Among All LGBTQ Travelers Among Those Likely to capture videos/photos
Rank #1 #2
To store to remember
0 0,
the trip in the future o1% 19%
Very Likel 84% To .post to social mgdla 31% 2204
while | am on vacation
To send to friends or family whil 0 )
Somewhat 13% | am on vacation 14% 31%
Likely
. To personally show to people 0 )
Not leely 4% when | get home 12% 23%
To print and frame for a table, ol 3% 11%

to hang on a wall

Base: All LGBTQ Travelers n=5,402 C CMICommunity Marketing & Insights a4

Leaders in LGBTQ Research since 1992
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MARRIAGE & HONEYMOOWZE% of married participants indicated marriage within the past year, slightly down from the year
before (15%). CMI would expect the number of newdd LGBTQ couples to stabilize year to year astiermg samesex couples

have tied the knot in the past decade. The most popular LGBTQ honeymoon destinations are Europe and beach destinations. For
more information about LGBTQ weddings, see the 2018 special study on the CMI website.

MARRIAGE & HONEYMOONS

You said that you were married. Please write the destination you traveled to
How long ago did you marry? or plan to travel to on your honeymoon.

Top honeymoon destinationamong those married
within last year or those that are engaged to marry

v“
Within last year 12% v Europ? i
Hawalii 12%
California 9%
1to 2 years ago 15% b 8%
= Mexico 7%
More than 2 years ago 73% Y ‘ Florida 7%
}j \\ Cruise to any destination 6%
Other Destinations 26%
Base(Weighted)All LGBTQ that are married n=1,220; All LGBTQ that married within past 36

year or engaged to marry and wrote in an answer n=157



2274 Annual LGBTQ Tourism & Hospitality Survey U.S. Overview Report | November 2017

RELATIONSHIP & TRAViEs> 2 F (K2&S LI NOYySNBR KI @S

0SSy 6AGK GKSANI LI N
LI NIYSNE Aa GKS Y2a0G AYLRZNIFYyd NBFazy F2N |

D. ¢v O2dzLJ Sa 2

RELATIONSHIP & TRAVEL

How long have you been with your Here are four reasons you might travel with a
partner or spouse as a couple? partner or spouse. Please rank them in order
of importance as reasons to go on a vacation

Among those that argoartnered .
with a partner or spouse.

o Average Ranking
i Millennials  Gen X Boomers -
AT o Justto have fun with partner 1.5
Lessthan oneyear 3% 2% 1% _ )
Romantically connect with partner | 2.4
1to 4 years 37% 17% 7%
5 t0 0 years 43% 29% 13% (\/‘ To get out of our rut at home 2.9
10 or more years 17% 53% 79% Intellectually connect with partner 3.2

Base(Weighted)LGBTQ that are partnered Millennials n=544; Gen X n=713; Boomers n=704 37
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LGBTQ FAMILY TRAV&en X and Millennial women are most likely to have children under age 18 living at home. When traveling
with children, if they had to pick one, LGBTQ parents would prefertthaltly over LGBTQiendly in destination and

accommodation selection. Compared to 2016, we saw a slight increase in those selecting afrieG&@y@estination for family
vacations, while hotels remained consistent.

LGBTQ FAMILY TRAVEL

If you had to pick one...

Have children under age 18, living in my home When traveling with your children, what is more

full-time or part-time among... Ei DIl OOAT O Oi Ui ®& xEAT AEiI | OE
Millennials Gen X Boomers ﬂ Vacation Destination
Gay & Bisexual Men 2% 5% 1% == LGBTO Child
0 0,
W friendly s friendly

Leshian & Bisexual Women 13% 32% 6%

% A Hotel or Paid Accommodation
== LGBTQ o Child
W friendly A L friendly

Base: All LGBTQ that have children under age 18 n=325 38
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LGBTQ FAMILY TRAVES% of LGBTQ parents with children under age 18 have taken at least one trip with their children in the past
year. Urban vacations and beach vacations were the most popular vacation types. Large theme resort park destinationsedilso did

considering their overall number compared to other types of destinations.

LGBTQ FAMILY TRAVEL

In the past 12 months, how many trips What types of overnight vacations have you taken with
did you go on with your child or your children in the past 12 months? (Please mark all
children? that apply.)
Among All LGBTQ with Kids Under 18 Urban or city vacation 550
21%  23% 500 Visit family as primary reason for travel 55%
15% 13 % Beach or beach town 54%
Resort town, small town or rural destination vacation 32%
5 or Large theme resort/park (like Disney, Universal, etc.) 23%
more Visit friends as primary reason for travel 17%
International vacation (outside of your country) 12%
AV(_arage I\_Iumber of Trips Taken with Other type of vacation 9%
. Child¢en) in the past 12 months
Base: All LGBTQ that have children under age 18 n=325; All LGBTQ with Children Under 39

Age 18 and Went on at Least One Trip with Child/Children in the Past 12 Months n=277
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LGBTQ FAMILY TRAVIEEBTQ mukHgeneration family travel should not be overlooked. 14% of all LGBTQ Baby Boomer participants
have grandchildren, and 29% of all LGBTQ grandparents took their grandchildren on a vacation in the past year.

LGBTQ FAMILY TRAVEL

Baby Boomer Generation LGBTQs In the past 12 months, did you go on a
ThatHave Grandchildren vacation with your grandchildren?

| I 1 7 0/ AmongAll LGBTQ%hat Have Grandchildren
| 0

Baby Boomer
Lesbian & Bi Women

9%

Baby Boomer
Gay & Bi Men

NO 71%

Base: Baby Boomer Lesbian & Bi Women n=326; Baby Boomer Gay & Bi Men n=857;

All LGBTQ that have grandchildren n=215 40
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INTERNATIONAL TRAVAmerican LGBTQs are active international travelers. 77% of LGBTQ participants reported having a valid
passport (compared to 36% of U.S. general population; State Department). Among these passport holders, 53% used thieir passpc
in the past year to travel to another country.

INTERNATIONAL TRAVEL

Did you use your Passport in the last 12

Do you have a valid Passport? : .
months for international travel?

Among All LGBT
g Q Among those who have a valid passport

Yes, for travel to another country  53%

No, | did not travel to another country 47%

Base(Weighted)All LGBTQ n=3,633; All LGBTQ that have valid passport n=2,797 a1
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INTERNATIONAL TRAWXhen asked about concerns when selecting an international travel destination, participants expressed
mostly safetyrelated concerns as an LGBTQ individual as well as a foreigner. Political environment in the destinatioraealso has
influence in destination selection. Concerns such as language, natural disasters and currency rates were not large hGBIEGs t
international travel.

INTERNATIONAL TRAVEL
& What are the issues that concern you the most when selecting an
international travel destination? (Please mark all that apply.)

Among All LGBTQ that have a valid passport and used it for international travel in the past year

Safety as a foreigne 66% Language barriers 31%
Visa rules / ease of entr 26%

Anti-LGBTQ laws or rules in the destinati 66% i
Diseases 19%
Safety as an LGBTQ pers 64% Pollution (air, water, etc.) 17%
Political environment in the destinatio 59% Currency exchange rates 16%
_ _ Natural disasters 15%
General crime and violenc 54% S
Proximity 9%
Affordability 50% Other 3%

Base(Weighted)All LGBTQ that have valid passport and

used it for international travel in the past year n=1,531 42



2274 Annual LGBTQ Tourism & Hospitality Survey U.S. Overview Report | November 2017

DESTINATION ATTRIBUTSEE®BNIc or natural beauty is the No. 1 destination attribute that LGBTQ travelers are looking for (60%),
followed by LGBTQ friendliness (45%). Women (69%) and Baby Boomers (68%) trend higher for scenic/natural beauty, while men
(50%) prefer known LGBendly destinations. Millennials (43%) are most likely to enjoy food and restaurant offerings.

DESTINATION SELECTION

Of those listed, what are the top three attributes you look for when picking a destination for vacation?
Among all LGBTQs who spent at least one night in a paid accommodation in the past year:
Gay & Lesbian &

DESTINATIONTTRIBUTES All LGBTQ . . Millennials Gen X Boomers
Bi Men Bi Women
Known for its scenic or natural beauty 60% 51% 69% 54% 59% 68%
Known to be LGBHgendly 45% 50% 38% 44% 48% 42%
Known for its food and restaurants 37% 36% 37% 43% 36% 31%
Known as a relaxing place 37% 31% 42% 33% 41% 36%
Known for its arts and culture 34% 34% 34% 32% 30% 39%
Has diversity of people and cultures 32% 29% 33% 31% 30% 34%
Known as an exciting place 30% 35% 25% 40% 28% 21%
Known for its architecture 17% 23% 12% 16% 18% 18%
None of the above 1% 2% 1% 2% 1% 2%
Base(Weighted)All LGBTQ n=3633; Gay & Bi Men n=1,969; Lesbian & Bi Women n=970; 43

Millennials n=1,010; Gen X n=1,067; Boomers n=1,070
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DESTINATION ACTIVITIateresting and unique tourist attractions, historic attractions and interesting neighborhoods are the top
destination activities that LGBTQ travelers look for. Outdoor activities are important for women (46%), while men (44&Krege s
out LGBTE3pecific activities. Of interest is that LGBfi@ndly reputation was the #2 attribute for destination selection, batong

activities, LGBTQ dropped to the #5 rank on this question.

DESTINATION SELECTION

Of those listed, what are the top three activities you look for when picking a destination for vacation?

Among all LGBTQs who spent at least one night in a paid accommodation in the past year:
Gay & Leshian &

DESTINATIOACTIVITIES All LGBTC . . Millennials  Gen X Boomers
Bi Men Bi Women
Interesting and unique tourist attractions 63% 62% 65% 61% 65% 64%
Historical attractions 48% 49% 47% 43% 44% 56%
Interesting neighborhoods the city is known for 41% 42% 41% 42% 43% 39%
Outdoor activities (like hiking and biking) 38% 29% 46% 43% 40% 32%
Has LGBT-@pecific activities, nightlife or neighborhoc  35% 44% 24% 38% 38% 27%
Art museums or local arts scene 27% 25% 30% 27% 23% 32%
Theater, concert or cultural performances 23% 24% 23% 23% 24% 24%
Unique or luxury shopping 8% 10% 7% 9% 9% 7%
None of the above 2% 2% 2% 2% 2% 3%
Base(Weighted)All LGBTQ n=3633; Gay & Bi Men n=1,969; Lesbian & Bi Women n=970; a4

Millennials n=1,010; Gen X n=1,067; Boomers n=1,070
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HOTEL SELECTION G St 201 GA2Yy YR @Ffdz2S NXry{SR Fa (2L Y2GA Q@ G2 N&
price and LGBF@iendly reputation. CMI has been tracking this trend for years, and L&&Hgly ranking remained® even with
the changed political environment in the United States

HOTEL SELECTION

When you shop for hotels, how would you rank the following motivators in your selection
process? (Please drag and rank.)

Avg. Ranking
Q Location of hotel in destination 2.0
:,.‘: Value of price for hotel quality 2. ﬂ
% Low Price 3.4 EEEEN
v LGBTdriendly reputation 3.4 === ===== ===
- (] 1 (1
a Hotel customer loyalty program 4.0 EEE I II EEE

Base: Varies 45
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THANK YOU

For more information:

David Paisley, Senior Research Director
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584 Castro St. #834, San Francisco, CA 94114 USA
Tel +1 415/43b y n n w CI-BH04bM NMPKPPH

david@CommunityMarketinglnc.com
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1993
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LGBTQ Research Panel 2019

Community Marketing & Insights (CMI) is uniquely positioned in the global LGBTQ marketplace, with 25
years of dedicated experience conducting LGBTQ consumer surveys, focus groups, in-depth interviews,
advisory boards, consulting services and training. We skillfully assist our clients with strategies, tactics
and cost-effective plans based on research results and case study experience.

CMVI’s PANEL CONSISTS OF OVER 80,000 SELF-IDENTIFYING LGBTQ COMMUNITY MEMBERS, WHICH INCLUDES:

*
* * e %
%

60’000 7’500 4’500 Capabilities in the

UK, Germany,
LGBTQ Panelists LGBTQ Panelists LGBTQ Panelists Australia and other

in the USA in Canada in China countries
(English + French Speaking)

W IN THE UNITED STATES, THE PANEL HAS SIGNIFICANT NUMBERS IN EVERY LGBTQ SEGMENT

20,000+ 2 A 30,000+ & & 7,000
Lesbian and M Gay and N Bisexual )
bisexual women bisexual men community

members

5,000 wian je,
Thousands of men living with HIV

Over Slso’ooo Participants in all 50 states Note: All health-related data is
Zip code-level geographic maintained independent of
5’000 With an HHI |- targeting capability personally identifying information.

Below $25,000

18,000 20,000

Representing LGBTQ

the LGBTQ - v Millennials
community , i I I I I I

10,000

With a master’s
degree or higher

of color

4,000 10’000 ] LGBTQ youth research
LGBTQ parents with Legally married experience
a child under 18 (in partnership with an

same-sex couples ] 4
living at home % institution and IRB approval) m“

FOR MORE INFORMATION ON CMI’'S LGBTQ RESEARCH CAPABILITIES, PLEASE VISIT WWW.CMI.INFO
CONTACT THOMAS ROTH at tom@communitymarketinginc.com or call +1 (415) 437-3800 Ext. 3




