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Rental-car provider Avis has launched a new advertising campaign geared at the =

gay, lesbian, bisexual and transgender (GLBT) market. As part of its campaign,

Avis is dedicating 5 percent of its total advertising budget in 2003 to the GLBT

market.

Avis, based in Parsippany, N.J., is featuring print ads this month with its tagline, PROJECT |

FURSUING

"We Try Harder." Full-page ads will be placed in niche magazines including Out,
The Advocate and the premiere issue of Out Traveler with additional ads set to
run on their respective Web sites.

Avis is part of Cendant's car-rental group, which also owns Budget, another
rental-car provider. Avis said this is not the first time it set out to specifically
target GLBT consumers. Avis partly is using this ad campaign to promote an
existing policy, in which it allows same-sex domestic partners to rent a car
without paying an extra fee, usually around $25, to sign on an additional driver.
Married couples typically do not get fined an additional charge for multiple
drivers while siblings or two friends do pay the fee.

"A very specific and direct benefit like that could be
very meaningful and can result in significant loyalty
and a shift in volume," said Howard Buford, CEO of
the New-York based advertising firm Prime Access.
"It's harder than ever to really differentiate your
brand and brand loyalty. If you have the opportunity
to do that, it's a good idea.”

One ad, which shows two men enjoying a drink in a
sunny, tropical setting, reads: "At Avis, domestic
partners are automatically included as additional
drivers. No extra fees charged. No questions asked. -
That's been our policy for the past 10 years. S0, Why & oo o i
have we waited so long to tell you? Well, let's just say ‘s
we came out in our own time." .

=

AViS
"We're always looking for different consumer segments ... who are willing to pay
a premium for a better product,” said Susan McGowan, a spokesperson for Avis.
"We think this market is one that cares about service, cares about how they‘'re
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treated, and is loyal to companies that support this."
Avis is not the only one coveting that level of customer loyalty.

A growing crop of companies have turned their attention to this profitable
market. Big names, such as Chrysler, Ford and Sears, have tapped this segment.
Volvo this month introduced its new SUV with a national ad campaign that ,
featured GLBT families. Other rental-car agencies also have made efforts in the Sempra Energy’
past, including Enterprise, Alamo and National Car Rental, through various ways
including ads and direct-mail. (See Also: Volvo Driving Into the GLBT Market)

el |l=
And, at the same time, Avis wouldn't mind nabbing a hefty chunk of a very ==
attractive market. The buying power for the GLBT market in 2002 is estimated at Pitney Bowes
$451 billion and projected to reach $608 billion by 2008, a cumulative increase
of more than 34 percent from 2002 figures, according to a report from Witeck-
Combs Communications and Packaged Facts, a division of New York-based
MarketResearch.com.

Wesley Combs, co-founder of Witeck-Combs Communications, a Washington,

D.C.-based marketing firm that specializes in the GLBT community, said the

travel sector always has been an appealing market for companies to reach GLBT find
more

consumers.

The appeal in the travel sector is "largely driven by the fact that only 20 percent
of GLBT households have children in them which leaves a lot more discretionary

income in 80 percent of the households to be spent on things such as travel and -"‘;"‘_”_:”F‘:_‘*"""'

- . INSTTTUTE vos
luxury goods,” said Combs. "It also allows GLBT people to have the opportunity MANAGING
to pick up and go at a moment's notice because they're not tied down with the DIVERSTTY e

responsibility of children.”

Despite the downtrodden economy, the travel industry still reports a substantial
amount of GLBT customers who dole out cash for vacations. Ninety-seven
percent of GLBT-identified respondents took a vacation in North America in 2001,
according to a survey by Community Marketing, a San Francisco-based
marketing firm. Most notable is the survey response that 56 percent took three
or more vacations and 29 percent took four or more vacations during the period.
(See Also: Where the Boys Are, Where the Girls Are: Travel Industry Vying for
GLBT Market)

Buford said it is important for competitors in this industry to meet the needs of
GLBT consumers.

"The lesbian and gay men index is very high for travel; it's a market that rental
car companies pay attention to," said Buford. "It is not assumed that gay men
and lesbians are welcomed, especially in travel, hotels and airlines ... It is
important for the travel industry to send a message that says you're not going to
have an awkward moment at the hotel registration desk when you're a same-sex
couple.”
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The basic idea, he said, is that companies relay the message to the community
that implies, "Yes, you're welcome here.”

As part of its campaign, which will last until the end of the year, Avis also is
taking on a stronger sponsorship role in the GLBT market. McGowan said the
company will donate $1 per rental to the Gay & Lesbian Alliance Against
Defamation (GLAAD).

Other elements of the campaign include sponsorship of gay-and-lesbian film
festivals in cities, such as Miami, Los Angeles and San Francisco. The company
plans to distribute city guides at each festival that highlight restaurant
recommendations, offer rental car upgrades/coupons and other local information.

More Emerging Markets
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