
An online survey was conducted amongst the general population (n=500) & LGBTQ+ community 
(n=275) from the 11th to 25th September 2017. 

The aim of the research was to gain consumer feedback on the inclusiveness and representation of 
audiences with non-stereotypical genders and sexual identities by different brand categories and 
understand the impact this has on attitudes and behaviours.
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It is important to both the general public and the LGBTQ+ community that advertising and marketing 
accurately portrays a diverse range of social groups – and for the LGBTQ+ population, this is 
significantly more important.

• It is important that advertising and marketing campaigns accurately portray diversity of society –
72% of general population agree with this statement and 83% agree in the LGBTQ+ community 
(significantly higher).

• Q. To what extent do you agree or disagree with each of the following statement…? (1-
Disagree Strongly to 4- Agree strongly)

• 60% of the general population believe it is important that people of different gender identities are 
accurately portrayed in advertising and marketing and 66% feel the same way towards accurately 
portraying people with different sexual orientations. 

• Q. In your opinion, how important or unimportant is it that each of the following groups are 
accurately portrayed by advertising and marketing? (1- Not important at all to 4- Very 
important)

• 60% also believe it should be a priority that the advertising and marketing industry accurately 
portrays the diversity of society.

• Q. Thinking about advertising and marketing, how much of a priority would you say each of the 
following should be for the industry? (1- Not a priority at all to 5 high priority)
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But the industry is seen to be falling short.

• More than half of consumers feel that advertising and marketing does not accurately portray people 
like them; 59% among both the general population overall and the LGBTQ+ community.

• Q. Overall, how well or badly do you feel that advertising and marketing accurately portrays 
people like you? (1- Very badly to 5- Very well)

• However, it is important that brands stay authentic when trying to accurately portray minority 
groups as 52% agree that advertisers are only paying lip service to include social diversity (61% 
LGBTQ+ community) and 55% believe that advertisers are giving off the impression of ‘trying too 
hard’. 

• Q. To what extent do you agree or disagree with each of the following statement…? (1-
Disagree Strongly to 4- Agree strongly)

• Furthermore, a 2015 report in Marketing Week suggests the industry itself is not representative of 
the diversity in society; 42% of marketing professionals believe the brands they work for are failing 
to reflect contemporary society in their work and 27% of marketers say they have no LGBTQ+ people 
in their department.

3



Across sectors, supermarkets and food & drink are seen to be performing relatively well in terms of 
the accurate portrayal of minority groups, whereas automotive, home & DIY and FS & banking are 
seen to be doing less well.

• Automotive comes bottom for both gen pop and LGBTQ+ audiences in terms of how well or badly it 
is seen to be performing at portraying different minority groups (24% and 33% badly respectively). 
This can be compared to supermarkets, which are seen to be doing the best out of the sectors 
assessed (56% and 44% respectively say that the sector is doing well)

• Q. Overall, how well or badly do you feel that advertising and marketing from each of the 
following types of business accurately portrays different minority groups? (1- Very badly to 5-
Very well)

• Those who said that particular sectors are doing badly at accurately portraying minority groups were 
then asked to specify the minority groups about which they were thinking. Across all sectors, people 
of different gender identities and LGBT+ people consistently feature within top 4* (general public) 
and top 3 (LGBTQ+ community) minority groups in terms of not being accurately portrayed [*top 5 
automotive].

• Q. You said that the following types of business don’t accurately portray different minority 
groups. Which group(s) of people were you thinking about when you said that?

• Brands spontaneously named as doing ‘particularly well’ at portraying different minority groups 
include Tesco, Dove, Coke, L’Oréal, McDonalds, Fenty Beauty, Halifax (though it should be noted that 
there was very little consensus of opinion)

• Q. Thinking about how advertising and marketing portrays different minority groups, are there 
any brands which stand out as doing that particularly well?
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Of all the minority groups tested, the general public are the most likely to say that the industry does 
not accurately portray people of different gender identities (40%) and people of different sexual 
orientations (33%).

• A very similar response pattern is apparent among the LGBTQ+ community, with the same 
proportion saying that the industry does not accurately portray people of different gender identities 
(40%), and only two percentage points more saying that the industry does not accurately portray 
people of different sexual orientations (35% LGBTQ+ compared to 33% gen pop)

• Q. To what extent, if at all, do you feel that advertising and marketing accurately portrays each 
of the following groups? (1- To no extent to 5- To a great extent)

LGBTQ+ community: 
People of different gender identities (40%)
People of different sexual orientations (35%)
People of different religions (26%)
People of different types family unit (26%)
BAME (24%)
People of different age groups (17%)
Women (14%)
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In the context of increasing diversity in terms of gender identity and sexuality, the evidence suggests 
that representation of these groups can have a positive impact on your brand in terms of word-of-
mouth, reputation & even turnover.

• In our survey, 21% of the general population identified as something other than exclusively 
heterosexual, and 1% identified as either trans, genderqueer, non-conforming or fluid.

• Q. This question is about your gender identity. Do you identify...
• Q. Thinking about your sexual orientation, where would you put yourself on the below scale?

• A recent (2015) YouGov survey showed that 49% of 18-24 year olds identify as not 100% 
heterosexual; and Survation (2016) found that 56% of 18-24 year olds believe that gender can be a 
range of identities.

• YouGov (2015) https://yougov.co.uk/news/2015/08/16/half-young-not-heterosexual/
• Survation (2016) http://survation.com/uk-attitudes-to-gender-in-2016-survation-for-fawcett-

society/
• Moreover, inclusivity has a clear impact on positive word-of-mouth around brands; when people 

notice inclusivity in advertising they are more likely to speak out about it and in a positive light
• This is apparent in the general population (18% spoken positively about a brand or product 

because of the inclusivity of their advertising) as well as the LGBTQ+ community (33%). People 
are less likely to speak negatively about brands or products because of a lack of inclusivity (7% 
general population; 19% LGBTQ+ community)

• 37% of the general population and 49% of LGBTQ+ respondents say that they feel more positively 
about brands and products which portray different minority groups in their advertising; and a similar 
proportion say that they are also more likely to buy from the brand (35% general population and 
41% of the LGBTQ+ community)

• Some commentators have valued the LGBTQ+ spending power at between £70bn-£81bn (Stonewall)
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