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How the
LGBTQIA+
community shops
for beauty and
personal care
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10% of beauty and personal
care buyers are members of
the LGBTQIA+ community

Which of the following, if any, describes you or
any member of your household? Please select
all that apply.

Beauty and personal care

| or someone else in my household is a member

O,
10% of the LGBTQIA+ community
18% | or someone else in my household is an ally,
° but not a member, of the LGBTQIA+ community
6% Prefer not to answer
67% Neither of the above applies to anyone in

my household

Source: NielsenlQ, Total US Homescan Panel Views Survey Jan 2022
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LGBTQIA+ consumers are valuable beauty and personal care
customers, but there is opportunity to increase trips

Dollars per buyer Dollars per trip Trips per year
Total U.S. $336.01 $12.07 27.8
Members of the LGBTQIA+ community spend... 6% less +$0.59 ~ 3 less trips
Itr(:;SEGrg?rcaiflzi:;wr;ngn?%usehold is a member of $314.45 $12.66 24.8
Allies of the LGBTQIA+ community spend... 5% more +$0.49 ~ 0.2 more trips
| or someone else in my household is an ally, but $352.44 $12.56 28.1

not a member, of the LGBTQIA+ community

Source: NielsenlQ, Total US Homescan Panel Latest 52 weeks ending 5/14/2022. Spend on beauty and personal care
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Within the LGBTQIA+
community, the largest
percentage of buyers identify as

gay

Which of the following describes the sexual
orientation of any member of your household?
Please select all that apply.

Beauty & personal care

81% Heterosexual 1% Queer

5% Gay 1% Pansexual
3% Bisexual 1% Other

1% Lesbian 9% Prefer not to

answer

1% Asexual

Source: NielsenlQ, Total US Homescan Panel Views Survey Jan 2022
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When marketing to the LGBTQIA+ community, authenticity and

representation is key

14

Target made a tangible effort to include the queer community
when creating its Pride offerings. The items in Target's 2022
Pride collection were designed in partnership with a group of
independent queer artists, leading many of the pieces to speak

directly to LGBTQ life and culture.

Community created
Most the dosigners who helped bring this yoar’s Prido collacton to lfe.
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In honor of Pride Month and beyond, we are proud to support
PFLAG in their efforts to advance equality and unite members of
the LGBTQ+ community and their families and allies.

Shop featured LGBTQ+ owned & founded brands

Ulta

"

Beekman 1802 Madison Reed Sk*p Andrew Fitzsimons

Shop now Shop sow $n0p now

Shop brands that are giving back to the community



LGBTQIA+ influencers are using their platforms to promote
self-expression and inclusivity

Gloria Noto
Founder of Noto Botanics

22.7K+ followers
on Instagram

Gloria's beauty brand, Noto
Botanics, focuses on gender
fluidity and inclusivity, and states
that these values are inherit in the
brand's DNA.

Enrico Frezza
Founder of Peace Out

80.9k+ followers
on Instagram

Inspired by his own struggles with
acne and self-confidence, Enrico
encourages others to feel
confident in their own skin.

Jonathan Van Ness
Founder of JVN

5.7M+ followers
on Instagram

JVN's motto, “come as you are,”
is an invitation to all to create
confidence through quality
haircare.

Andrew Fitzsimons
Founder of Andrew
Fitzsimons

638k+ followers
on Instagram

Celebrity hairstylist Andrew
Fitzsimons built his brand to
empower people, with everything
priced under $15.
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Key takeaways

Beauty is a key category for the LGBTQIA+ community
because its products allow people to express who they are,
regardless of identity or orientation. Beauty brands can help
foster an environment that celebrates our differences and
allows for self-expression.

Ally brands are important to the LGBTQIA+ community
because they can offer support both financially and through
promoting awareness of key issues. Ally brands who find
success are those who recognize that inclusivity and
representation are what will find traction with the LGBTQIA+
community.

Supporting the LGBTQIA+ community doesn’t have to only
occur in June. Shopping LGBTQIA+ owned brands is a great
way to give back to the community and support brands whose
values align with your own.
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Thank you.

For more information visit our insights hub at:

nig.com/beauty
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https://nielseniq.com/global/en/landing-page/beauty-healthcare-hub/

