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PRESENTATION TO N.J. GOVERNOR’S CONFERENCE ON TOURISM

BY PATRICK LOGUE, DIRECTOR OF SALES/MAREKTING

CONGRESS HALL, CAPE MAY, NJ
In March 2004, Patrick Logue, Director of Sales and Marketing of Congress Hall, Cape May, NJ, addressed the New Jersey Governor’s Conference on Tourism and discussed the issue of marketing to the Gay and Lesbian communities.  The city of Philadelphia broke new ground with its historic campaign initiated in November 2003.  In this presentation, Logue offers his views on the issue, discusses his property’s role in focusing on the viability of marketing to the gay community, and the benefits to business derived from outreach to this market segment. 
With more than 16.5 million prospective customers at stake, can your marketing plan afford to ignore avid travelers...amongst the most affluent in the industry?  
The gay and lesbian travel industry is still young but it is sophisticated and well developed, ripe for opportunity.  A targeted marketing approach including:  direct mail, advertising, internet and public relation resources will make it easy and affordable to carry your message to consumers.  There is a strong network of travel agencies serving the gay and lesbian community that is always looking to expand gay-friendly product offerings and destinations and will welcome your entry to the market.     

Since 1994, significant surveys have been conducted of gay and lesbian travelers and what has been proven is that this community has a highly disposable income and a passion for travel.  Based on population figures, the American gay and lesbian community represents a $54.1 billion dollar travel market, or an estimated 10% of the US travel industry.

Increasingly, travel and tourism leaders, hotels and Fortune 500 companies are taking note of this valuable market and have committed targeted dollars towards:  campaigns, advertisements and promotions, geared to the gay and lesbian market.  These efforts have grown from placement in traditional gay and lesbian newspapers and can now be seen in mainstream magazines and on television.  
-more-
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Recently, in our own backyard, Philadelphia initiated a $300,000 per-year campaign to boost gay tourism.  Most of the money comes from the area’s hotel taxes.  This highly successful initiative follows campaigns aimed at other niche travelers such as a $600,000 a year budget to draw African-Americans to Philadelphia.  When ads targeting black visitors began in 1997, they represented only 14% of 11 million visitors a year.  By 2000, the share had jumped to 25%.       

Like Philadelphia, other cities that have initiated targeted gay and lesbian campaigns include:  Wash., DC, New York, Chicago, Minneapolis, Palm Springs, Provincetown, Fort Lauderdale, San Francisco, Portland, Las Vegas, Orlando, Honolulu, New Orleans, Boston, Key West, Atlanta and Aspen.  These US cities are joined in their campaigns by their counterparts throughout Europe and well as many countries around the globe.     

Please take a moment to consider the following statistics…. Gay and Lesbian travelers in the last 12 months:
      -97% took vacations in the past 12 months (the national average is 64%)

-86% took at least one (1-3 night) US domestic vacation, 46% took three domestic 

vacations of 1-3 nights.

-81% took at least one domestic vacation of (4+nights) and 50% took two or more vacations of (4+) nights.
-76% have household incomes above the national average of $40k

-30% have household incomes of $100k and above
-32% plan to increase their vacation spending in the coming year

-82% are college grads

-Only 7% reduced travel over the past year due to security concerns

-40% traveled on business and 57% of those booked known gay friendly airlines and hotels while on business trips

Community Marketing, Inc. (partner to the Travel Alternatives Group), based in San Francisco, provided the source for the statistics cited in this presentation.  Their mission is to “Connect the tourism industry with the gay and lesbian community.” 
-more-
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I would encourage any hotelier, government tourism board or CVB representative to contact Community Marketing prior to launching a targeted gay/lesbian marketing campaign.  Another excellent source is the International Gay/Lesbian Travel Association or (IGLTA).
IGLTA is a global travel company with over 1,200 members including: travel agents, travel media, tour operators, accommodations, airlines, suppliers, regional & national tourist boards and publications.  Please take time to contact Community Marketing, Inc. and IGLTA.  Both are leading experts on marketing to the gay and lesbian audience.
Gay and lesbian travelers want a gay friendly environment and are happy to buy from a mainstream supplier that offers value, especially when they are seen as supportive of the gay & lesbian community.  Almost any travel service can be developed as Gay friendly with a little sensitivity.  For instance, reservations staff should be coached on little things like asking customers how many beds they’d like in a room.  Assumptions don’t work any better with gay people than their heterosexual counterpart.  EVERYONE LIKES TO BE TREATED AS AN INDIVIDUAL.  It is important that the service staff understands that the company welcomes ALL guests; free from discrimination.

Gay and lesbian travelers tend to be well-educated, well-traveled and well-informed.  An overwhelming 94% of gay and lesbian consumers indicated that giving back to the gay community was important when making a buying choice.  Strong loyalty is what makes gay and lesbians attractive customers.  For travel agents wishing to serve the gay and lesbian market it is important that you direct your gay customers to gay friendly suppliers.  Homophobic comments are never welcome.  A negative experience reflects poorly not only on the supplier but on the agency that made the reservation.

Often, “straight” suppliers and agents ask if they can be effective entering the G&L market.  The answer is “of course” but only if you work within the community and are not seen as targeting the “gay buck”.  You must be credible and be seen as being actively involved in the community.  Community involvement is a cost-effective marketing tool which can bring substantial results, increasing your business far beyond your charitable investment.  For instance, I represent hotels in Cape May:  The Virginia, Congress Hall and The Star Inn.  We work in close alignment with GABLES of Cape May County and the South Jersey AIDS Alliance.  There are several nights throughout the year that we donate use of our ballroom for functions ranging from dances for gay and lesbian members of GABLES to live auctions to benefit the SJ Aids Alliance.  Many additional contributions are made on behalf of our hotels including: complimentary guest rooms, gift certificates, and gift baskets containing hotel amenities which are distributed during the Christmas season.
-more-
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This type of community involvement leads to cross-fertilization of various markets.  Another example: GABLES publishes the “Rainbow Directory” which is a practical guide booklet listing: accommodations, merchants, restaurants and services available to visitors to Cape May.  While this guide serves a practical purpose for any visiting tourist, it reinforces a positive message to gay visitors.  The message is:  participating advertisers are “gay friendly” via their listing in the “Rainbow Directory”.  Through our ad placements we not only gain general market presence while appealing to gay consumers, but we gain additional exposure to out-of-state markets as the Rainbow Directory is carried on the Cape May-Lewes Ferry, across the bay, from New Jersey to Delaware and points beyond.

Last summer, Congress Hall (our largest hotel property) was the first Cape May hotel to place an advertisement in “Camp Rehoboth”, a gay-oriented newspaper in Rehoboth Beach, Delaware.  Rehoboth is one of the largest gay resort communities on the east coast drawing a highly influential gay/lesbian market from: DC, Wilmington, Philadelphia, and other metro areas throughout the mid-Atlantic region.  Our advertisement encouraged gay visitors to enhance their annual visit to Rehoboth by adding on a ferry ride and visit to “gay friendly” Cape May.                

Community involvement is a cost-effective marketing tool which can bring substantial results, increasing your business far beyond your charitable investment.  Ultimately, the gay and lesbian consumer rewards those that give back.  There are hundreds of local gay organizations in communities throughout New Jersey… reach out!
In these uncertain times, I don’t think it is wise to ignore any market, in particular one which exhibits the growth, buying power and loyalty of the gay & lesbian market.  I encourage all of you to consider gay marketing programs in order to strengthen and enhance the overall tourism industry in New Jersey.
#   #   #

