
A growing number of U.S. adults identify as lesbian, gay, bisexual, transgender, queer, 
questioning, intersex, asexual, or otherwise non-heterosexual and/or non-binary in their 
gender identity. These individuals, collectively referred to by acronyms such as LGBTQ 
and LGBTQIA+, have significant buying power as well as high expectations from brands 
they support. By delivering thoughtful messaging on the right platforms, brands can 
win their business.
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Reaching the Growing 
LGBTQ Population with 
Thoughtful Advertising
What marketers should know 
about this diverse population



LGBTQ individuals make up 5.6% of the U.S. 
population.1 As the culture evolves to be more 
understanding, accepting, and accommodating, 
younger Americans are becoming more likely to 
identify as LGBTQ. The oldest members of Gen Z, 
now in early adulthood, are eight times more 
likely than Baby Boomers to consider themselves 
part of the queer community.1 Evidence shows 
that younger Gen Zers are even more likely to 
identity as non-straight or non-binary, with up 
to 31% of the generation identifying as LGBTQ.2 
This makes the LGBTQ community the fastest-
growing U.S. consumer group, projected to grow 
by millions in the next few years.2
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LGTBQ consumers have clear and high expectations of the brands they support: 
Brands trying to win their business need to be authentically inclusive of the entire 
community. Sarah Kate Ellis, President and CEO of LGBTQ advocacy organization 
GLAAD, summarized it this way:

It is not enough to put a rainbow on a product 
and call it a marketing strategy. Brands need to 
take the initiative to reflect the world we live in 
by showcasing the wide range of diverse identities 
within the LGBTQ community. This includes 
transgender and non-binary people, as well as gay 
and lesbian parents with children. When a trans 
woman of color is represented in a commercial or 
ad, it builds understanding and sends a validating 
message to trans people everywhere.”3

02 Consumer Expectations
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Of U.S. LGBTQ individuals:4

said brands that support LGBTQ equality 
“will get more of my business this year”

When companies succeed in 
inclusive outreach, it pays off. 80% 73%

had made a purchase in the previous year 
at least partially driven by a company’s 
inclusive outreach, employment 
practices, or political stances
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In addition to crafting the right message, advertisers also need to deliver their 
advertising on the platforms where potential customers spend their time. Adults who 
identify as LGBTQ are more likely than average to tune into these networks:5

Because this group skews younger than the general population, they are also likely to 
spend a greater percentage of their media time with streaming content rather than 
live and time-shifted TV. These trends provide advertisers with valuable opportunities 
to reach this group through multiscreen TV and premium video content.
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03 Viewership Trends
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1. � �On average, people who identify as LGBTQ are younger than 
the general population.

2.  �They demand inclusive and representative marketing, and 
they reward brands that get it right.

3. Brands can effectively reach them in multiscreen TV content.

04 Key Takeaways

© 2021 Comcast. All rights reserved. Comcast confidential and proprietary information 6|Reaching the Growing LGBTQ Population with Thoughtful Advertising


