


This survey aims at getting
insights on how LGBTQI+
people perceive messages
and information which are

addressed to them or which
talk about them.
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04. Media

% Do you consult any
LGBTQI+ magazines,
websites, social media
channels? *
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Empty

1% u
a

No
8%

Yes
91%



04. Media

% How often do you read or watch
LGBTQI+ magazines, websites,
social media channels? %

Monthly | don’t read or engage with any LGBTQI+ media
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05. Brands

Logo In rainbow vs. true commitment

Rainbow logo during Pride
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Participation in Pride

Very important

)
4
3
2
1

Not important at all

A brand whose advertisements
are LGBTQI+ inclusive

A brand that publicly supports
LGBTQI+ inclusion in its declarations
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07. Tourism

% \When you select a travel destination,

the fact that this destination appears
LGBTQI+ friendly is: ... * o
43%

Not so important
15%

Not important at all
5%

Very important
37%
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07. Tourism

No, that’s not important to me

% Will you plan your travel around an 40%

LGBTQ+ event - such as a Pride, a
festival, or a party? *

\ Empty

1%

Maybe, but it's not the'main reason , .
36% I’'m not planning any travel

9%

Yes, if | can
14%
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