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"An inclusive economy ensures that all parts of
society, especially poor or socially
disadvantaged groups, have full, fair, and
equitable access to market opportunities as
employees, leaders, consumers,
entrepreneurs, and community members,”

International Finance Corporation, March 30, 2022



Why Does It Matter?

Che
New Qork
Cimes

LGBTQIA+ Communities live,
work, and invest in local
economies.

Significant economic force

Inclusive workplaces have
higher productivity and lower
turnover

Cities and towns with LGBTQ —
friendly policies see stronger
entrepreneurial ecosystems

Economic exclusion limits
market growth.

The New York Times Features Greenville South
Carolina as a top Queer Friendly Travel and
Business location.
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The Economic Impact of LGBTQ+
Communities

Market Power & Spending Trends
$1.7 Trillion in contribution to US Economy

$1.4 Trillion in Buying Power, comparable to the GDP of Spain or
Australia

LGBTQ+ Consumers make 10% more trips to the store per year and
spend 7% more then their counterparts

71% of LGBTQ+ individuals are willing to pay a premium for products
from companies that support LGBTQ+ Communities

*Information provided by , A Bank of America Company and


https://www.ml.com/articles/financial-realities-lgbt-community.html
https://www.kearney.com/industry/consumer-retail/article/-/insights/purchasing-with-pride-what-lgbtq-consumers-demand-from-retailers-and-brands

The Economic Impact of LGBTQ+
Communities

Market Power & Spending Trends

Wells Fargo (2023) found that having a higher LGBTQ+ population
share was associated with more pronounced economic growth in
states across the nation. (Even when controlled for age and
education)

Household income is approximately double the national average
(nearly $130,000 for gay couples), with 91% of adults aged 22+
employed full time and 93% having attended some college.

7.1% of the overall US population and 21% of Gen Z and 10.5% of
Millennials consider themselves LGBTQ+. This is up from 5.6%
overall self-identification in 2020.

*Information provided by Wells Fargo and the Pride Co-Op, sourced from Yahoo! Finance



https://wellsfargo.bluematrix.com/links2/html/09715269-77b0-4c34-a1fc-9181b8ae131e
https://finance.yahoo.com/news/us-lgbtq-spending-surpasses-1-205100102.html?guccounter=1

The Economic Impact of LGBTQ+

Communities

Figure 1
LGBTQ+ couple households exceed non-LGBTQ+ couple households in several categories

US LGBTQ+ purchasing power: a primer

Median household income % of households with household
income greater than $100,000

Non-LGBTQ+ LGBTQ+ Non-LGBTQ+ LGBTQ+
% of households with both partners % of households with both partners
employed with at least a bachelor’s degree

Non-LGBTQ+ LGBTQ+ Non-LGBTQ+ LGBTQ+

Sources: 2017 American Community Survey, US Census Bureau; AT. Kearney analysis

*Information provided by the U.S. Census Bureau and Kearney

Figure 3

Supporting the LGBTQ+ cause can foster brand loyalty among the community and

influence its willingness to pay

% of LGBTQ+ consumers who agree with the following statements

| would pay a premium for brands
that support the LGBTQ+ cause

The brands | buy tend to be openly
supportive of the LGBTQ+ community

I have asked friends or family to buy from 9
companies who support LGBTQ+ causes 54%

Sources: CMI LGBTQ Consumer Products Survey Report, January 2019; AT. Kearney analysis

79%

76%



https://www.commerce.gov/news/blog/2023/06/pride-month-us-census-bureau-data-same-sex-households
https://www.kearney.com/industry/consumer-retail/article/-/insights/purchasing-with-pride-what-lgbtq-consumers-demand-from-retailers-and-brands

The Economic Impact of LGBTQ+

Communities

Doing Business

NGLCC represents 1.4 million
LGBTQ+ owned businesses

NGLCC certified businesses
have added more than 33,000
jobs In the USA

Not all LGBTQ+ business are
represented by or certified by
NGLCC and the economic
Impact may exceed what Is
reported

*Information provided by the NGLCC

NETWORK WITH OTHER TECH
PROFESSIONALS IN THE UPSTATE

OUT
IN TECH

For all LGBTQ & allied
tech professionals

REGISTER TO ATTEND
WHEN: 4/24 6-8 pm

WHERE: Modal
813 Augusta St

SEs
ML6BT+\
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https://nglcc.org/

The Economic Impact of LGBTQ+
Communities

Doing Business

A higher percentage of
entrepreneurs identified as
LGBTQ+ than the general
population

37% of LGBTQ+
entrepreneurs are not out to
their community or investors

From 2005-2014 more than 1
million jobs created left
discriminatory states




The Economic Impact of LGBTQ+

Communities
FINANCE ENGAGEMENT TURNOVER Doing Business
Top quartile for , | Diverse suppliers
gender diversity are Associates who Associates who feel . .
21% more likely to feel included are included stay at prOVlde oF: rtners with
have financial 28% more engaged their organization significa nt cost savin gs
returns above at work. 3X longer. o
industry means. of 8.5% annuaIIy,

surpassing the average

FINANCE EXPERIENCE 3% to 7% procurement

Top quartile for resocintes who feel savings for most

racial diversity are Associates who feel included are 51% organizations —

. .
36% more likely to included have 26% more likely to McKinsey

have financial higher productivity. recommend their
returns above izati
organization.

industry means.




The Economic Impact of LGBTQ+
Communities

Tourism and Economic
Development

LGBTQ+ North American market
size = $108.33 hillion

8.2% growth rate from 2025-2030

2030 forecasted revenue
$170.53 hillion

O L
[T S

Charleston, SC Pride

*Information provided Grandview Research



https://www.grandviewresearch.com/industry-analysis/north-america-lgbtq-tourism-market-report

The Economic Impact of LGBTQ+
Communities — Tourism
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Greenville, SC Black Pride




Challenges and Barriers for the LGBTQ+
Community’s Economic Access

Access to Capital
Workplace and Intuitional Discrimination
Policy Barriers




Challenges and Barriers for the LGBTQ+
Community’s Economic Access

Access to Capital

LGBTQ+ Businesses are equally
likely to appIY for loans/financing,
but are less likely to receive it.

46% of LGBTQ+ businesses
reported that they had received
none of the funding they applied
for compared to 35% of non-
LGBTO+ businesses that
applied for funding

33% report the reason given as
“we do not approve financing for
businesses like yours”

*Information provide andthe

Demographics

LGBTQ+ owned firms were also majority-
owned by women (34% of LGBTQ firms vs.
20% of non-LGBTQ firms) and majority-
owned by immigrants (21% vs. 15%).

Despite stereotypes about where LGBTQ+
people tend to live and thrive, the largest
share of LGBTQ businesses are in the
South (31%)

LGBTQ+ businesses are also roughly
equally likely as non-LGBTQ businesses to
operate in rural areas.

2025



https://www.lgbtmap.org/news/2022-release-LGBTQ-owned-small-businesses-report
https://lgbtq-economics.org/

Challenges and Barriers for the LGBTQ+
Community’s Economic Access

B Reported B Achievable
B Reported + Estimated [l Everyone Else (on/off}

Access to Capital

Only 0.5% of the $2.1T in startup Funding Jobs
funding was raised by LGBTQ+

%
founders . 200K

$20B
LGBTQ+ founders created 36% . 1o .
more jobs, 114% more patents,

and 44% more exits, despite Patents Exits
raising 16% less funding

a0
compared to the average founder. 2000 420
2,000
1.000 l 200 l 2025
: . 0

*Information provided by StartOut



https://startout.org/index/#:~:text=2023%20State%20of%20LGBTQ%20Entrepreneurship%20Report%20*,less%20funding%20compared%20to%20the%20average%20founder

Challenges and Barriers for the LGBTQ+
Community’s Economic Access

Workplace Discrimination -
46% are nOt OUt to thelr Current AN EMPLOYER WHO FIRES AN INDIVIDUAL

MERELY FOR BEING GAY OR

SUpEI‘ViSOI‘ | TRANSGENDER DEFIES THE LAW.”
21% are not out at work

39% who are out at work have
experienced discrimination

12% who aren’t out have
experienced discrimination

33% have left a job because of
how they were treated by their

em ployer (72%) of LGBTQ employees reported that they
heard negative comments, slurs, or jokes about
LGBTQ people at work at some point in their lives.

= U.S. SUPREME COURT IN BOSTOCK V. CLAYTON COUNTY, GEORGIA

*Information provided by the \Williams Institute



https://williamsinstitute.law.ucla.edu/publications/lgbt-workplace-discrimination/

Challenges and Barriers for the LGBTQ+
Community’s Economic Access

Policy and Legal Barriers

Greenville, SC — A 1996 county
resolution declared that LGBTQ
people violated the standards of the
community, and were not welcome
In Greenville County.

The resolution was sunsetted In
2020 after both local and
businesses leadership condemned

the idea VOTE ON RESCINDING ANTI-GAY RESOLUTION
In 2023 the Human RIghtS GREENVILLE COUNTY COUNCIL
Campaign tracked over 520 Anti-

LGBTQ+ bills

The ACLU is currently tracking 527

*Information provided by the Human Rights Campaign and the ACLU



https://www.hrc.org/resources/municipal-equality-index
https://www.aclu.org/legislative-attacks-on-lgbtq-rights-2025#:~:text=The%20ACLU%20is%20tracking%20527,LGBTQ%20Rights%20and%20take%20action




Best Practice for engaging with the LGBTQ+
Community and creating an Inclusive
Economy

Best Practices
Encourage Inclusive Business Practices
Engage with Support Networks
Facilitate Public and Private Partnerships




Best Practice for engaging with the LGBTQ+
Community and creating an Inclusive
Economy

Work Towards an LGBTQ+ Friendly
Main Street

Progress takes time, incremental steps
can move mountains

Encourage Visible Inclusivity

Partner with local advocacy groups to
foster inclusive events

Engage with Local Business Owners
by offering or promoting education on
LGBTQ+ inclusive practices




Best Practice for engaging with the LGBTQ+
Community and creating and Inclusive

Economy

Support LGBTQ+ Owned
Businesses

Develop an LGBTQ+ Business
Directory

Connect LGBTQ+ entrepreneurs
with grants, mentorships, and
supplier diversity programs

Talk about your LGBTQ+ owned
businesses

Always be mindful




Best Practice for engaging with the LGBTQ+
Community and creating an Inclusive
Economy .

Support Networks and
Programs

National LGBT+ Chamber of
Commerce

Local Organizations
Attend Networking Events
Get involved on a personal level

QTUAL 0?5 €50

(LeBT-\

CHAMBER
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Best Practice for engaging with the LGBTQ+
Community and creating an Inclusive

Economy

Municipal Equality Index
Greenville, SC: From 33 to 66
Clemson, SC: From 0 to 56

Seat at the table
LGBTQ+ appointees to board
Greenville’s 2050 Plan

Do you track LGBTQ+ businesses
and events in your data?

Contracting

Does your Main Street Program
have a supplier diversity program?

Do your small-scale manufacturers?

:

Of ' ——

Greehiville

OOOOOOOOOOO
OFFICE OF THE MAYOR

Proclamation

WHEREAS, the City of Greenville aims to be a welcoming community and an
exceptional place to live, learn, work, and raise a family;

WHEREAS, the nation was founded upon and is guided by a set of principles that
includes that every person has been created equal, that each has rights to their life,
liberty, and Pursul't of happiness and that each shall be accorded the full recognition

and protection of the law;

WHEREAS, the City of Greenville is dedicated to fostering acceptance of all its
citizens and preventing discrimination and bullying based on sexual orientation and
gender identity;

WHEREAS, it is imperative that people in Grenville, regardless of sexual orientation
or gender identity, feel valued, safe, empowered, and supported by their peers,
educators, and community leaders and should be able to live without fear of prejudice,
discrimination, violence, and hatred based race, religion, gender identity or sexual

NOW, THEREFORE, I, Mayor Knox White, Mayor of the City of Greenville, and on
behalf of the City Council, do hereby proclaim the month of June 2022 as

“LGBTQ+ PRIDE MONTH”
in the city of Greenville and on behalf of City Council encourage all citizens to participate in the
celebration.

IN WITNESS WHEREOF, 1 have hereunto set my hand and caused the Seal of the city
of Greenville to be affixed this 3 day of June 2022.

Signed, sealed, and delivered this
34 day of June 2022

oh =L

Knox H. White, Mayor
City of Greenville, SC




Meet people where they
are, not where you want
them to be.






Sources

+ Merrill Lynch Financial Insights
+ Kearney — Purchasing with Pride what LGBTQ+ consumers demand from retailers and Brands

+ The “Secret Sauce” The LGBTQ+ Community & State Economic Growth Rates

+ US LGBTQ Spending Surpasses 1.4 Trillion Dollars in 2021 - According to the Pride Co-op — Reported by Yahoo!
Finance

+ Inclusive Banking: Emerqging Practices to Advance the Economic Inclusion of LGBTI People — International
Finance Corporation

+ National LGBT Chamber of Commerce

+ North American LGBTQ Tourism Market Size — Grandview Research

+ Movement Advancement Project

+ StartOut Index

+ UCLA School of Law: Williams Institute

+ Mapping Attacks on LGBT+ Rights — ACLU
+ Municipal Equality Index



(https:/www.ml.com/articles/financial-realities-lgbt-community.html
https://www.kearney.com/industry/consumer-retail/article/-/insights/purchasing-with-pride-what-lgbtq-consumers-demand-from-retailers-and-brands
https://wellsfargo.bluematrix.com/links2/html/09715269-77b0-4c34-a1fc-9181b8ae131e
https://finance.yahoo.com/news/us-lgbtq-spending-surpasses-1-205100102.html?guccounter=1
https://finance.yahoo.com/news/us-lgbtq-spending-surpasses-1-205100102.html?guccounter=1
https://www.ifc.org/en/insights-reports/2022/practices-to-advance-the-economic-inclusion-of-lgbti-people
https://www.ifc.org/en/insights-reports/2022/practices-to-advance-the-economic-inclusion-of-lgbti-people
https://nglcc.org/
https://www.grandviewresearch.com/industry-analysis/north-america-lgbtq-tourism-market-report
https://www.lgbtmap.org/news/2022-release-LGBTQ-owned-small-businesses-report
https://startout.org/index/#:~:text=2023%20State%20of%20LGBTQ%20Entrepreneurship%20Report%20*,less%20funding%20compared%20to%20the%20average%20founder
https://williamsinstitute.law.ucla.edu/publications/lgbt-workplace-discrimination/
https://www.aclu.org/legislative-attacks-on-lgbtq-rights-2025#:~:text=The%20ACLU%20is%20tracking%20527,LGBTQ%20Rights%20and%20take%20action
https://www.hrc.org/resources/municipal-equality-index
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