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A s Pride Month continues, brands keen to use Pride-themed content to advertise their

products should be aware that customers pick up on this as a marketing ploy.

New data shows that half of internet users in the US said that if a company debuts Pride-

related merchandise or content, they’re more likely to see that as a marketing tactic than as a

true reflection of the company’s values, according a YouGov survey.

But companies that have shown their support for the LGBTQ+ community may benefit from

being inclusive in their advertising. About one-quarter (24%) of US internet users also said

they are more likely to do business with companies known to be LGBTQ+-friendly.

Particularly, gay and lesbian individuals (71%), bisexual people (54%), millennials (32%), and

high-income earners (34%) all said they’re likely to spend money with LGBTQ+-friendly

businesses.

“I was struck by the amount of ambivalence among the survey’s gay and lesbian respondents,”

said eMarketer principal analyst Mark Dolliver. “Yes, 71% said they’d be more likely to

patronize a company known for its LGBTQ+ friendliness. But an underwhelming majority

(57%) said they’d be ‘much more likely’ to do so.
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“My hunch is that gay and lesbian consumers may be especially alert to the possibility that a

company’s friendly stance—especially in the form of advertising—may be more a marketing

ploy than a serious commitment,” he said.

It’s probably not surprising that age is a sharp dividing line in attitudes on the survey’s

question. Among millennials, those more likely to buy from such a company outnumbered

those less likely to do so nearly 2:1, 34% vs. 15%. But among baby boomers, the split was

slightly negative, at 19% “more likely” vs. 21% “less likely.” It’s conspicuous that a plurality of

respondents in most of the survey’s demographic niches said a company’s reputation for

being LGBTQ+-friendly would make then neither more nor less likely to do business with it.

“There’s a lot of indi�erence on the matter, which to my mind seems like a healthy sign of

social progress,” Dolliver said.

The YouGov poll also found that companies that feature same-sex couples in their ad

campaigns may not yet have convinced a plurality of internet users in the US to purchase a

product. About half (46%) of respondents said that seeing an ad with a same-sex couple

would make them neither more likely nor less likely to purchase a product, with only 13% of

the total population saying they are more likely to consider buying a product if they see an ad

that features a same-sex couple. However, gay and lesbian individuals (58%) are much more

likely to do so, in addition to 18% of those who have an annual household income of $100,000

or more.

“Considering that respondents overall were more positive than negative toward companies

with a reputation for being LGBTQ+-friendly, it’s interesting that the skew is more negative

than positive when it comes to ads featuring a gay couple,” Dolliver said.

“There’s something a little more in-your-face about ads that feature a gay couple, and that

may raise hackles among some consumers who otherwise think it’s fine for companies to be

friendly toward the LGBTQ+ population,” he said.


