The multicultural research division of C+R Research. The LGBTQ+ Consumer Opportunity:
Why Year-Round Support Matters

The size of the LGBTQ+ market, what brands
are missing, and why consistency matters.
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Year-round commitment is the baseline. As
k some brands pull back, others that show up
Key Ta €AWAY beyond June are earning the loyalty that will

shape consumer relationships for years to come.
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