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Abstract:  Research and studies on gay rights, gay culture, gay psychology and gay communities in 

the Philippines have been institutionalized while a small handful of papers touch the topic gay 

marketing despite consistent studies in the US and Europe show: the gay market is a profitable 

market. The basic requirement in understanding a market segment such as the gay market is to draw 

a profile of the consumers and this paper arrived at this demographic:  young adults aged 21-40, great 

majority are single, highly educated, well placed in the workplace, majority are homeowners, and 

with monthly income higher than the Philippine national average.  Measures of central tendencies 

and logistic regressions were used to tabulate and analyze data gathered through questionnaires 

floated online using snowballing technique via Google docs. In terms of the marketing mix factors, 

the Philippine gay market is most responsive to the factors of price and least reactive to product 

factors.  The Philippine gay market is present in all of the stages of the Kalman Model of Brand 

Community but is most likely to transform from being a prospect to a brand enthusiast. 

 

Keywords:  Marketing, gay market, marketing mix, price, place, promotion, product, brand 

community, prospect, non-committal, brand admirer, brand enthusiast. 

 

 

INTRODUCTION 

 

Gay market business strategist and consumer researcher Laurence Bernstein divided his account of 

the beginning of the gay market in three periods (Bernstein, L, 2013).  He refer to the 1970’s-1990’s 

as the “Under the Radar” phase.  During this phase: (U.S.) national brands made their marketing 

message “gay-friendly” and advertised in gay-focused media. According to Bernstein beers and 

alcohol beverage brands were the first to focus on gay consumers. Marketers from this industry were 

astounded by high consumption of their products and the low sales costs compared to how much 

advertising and promotional outlays were spent on the general market. Bernstein.  Bernstein 

describes the 1990’s-2005 phase as a “transition from consumer appreciation to addressing consumer 

expectation”. In this more recent period wide variety of non-alcoholic brands saw the success of beer 

and liquor brands. Non-alcoholic brands copied how the beer and alcoholic industries marketed to 

the gay consumers.  Not long, the brand presences in the gay community built up that there came the 

point when there was a need for a brand to stand out. Consequently the marketing campaigns became 

more increasingly creative and interesting to the point that gay products were developed and 

marketing efforts are now directed towards the segment. Marketing Science and Strategic 

Sophistication is how he described the the current era (2006 to the present). The general precept of 

this era is that the gay market is not a homogenous group and  marketers have recognized that the 

gay market falls into demographic, psychographic, and social subgroups as do all other consumers. 

He stressed that the simplistic common difference--being gay—‘is no longer the glue that binds the 

gay community’. 

 

 

Blaine J. Branchik, president of Conference on Historical Analysis and Research in Marketing points 
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out that whether purposefully or inadvertently, U.S. businesses have been marketing to gay 

consumers for well over a century. For Branchick the market segment has developed as a result of a 

series of historical and societal events, paralleling the development of the gay community and 

involving activities on the part of both buyers and sellers.  He cites three historical phases: (1) the 

underground phase, pre-1941; (2) the community-building phase, 1941-1970; and (3) the mainstream 

phase, 1970 to 2000 (Branchick, B., 2002).  

 

Harvard Review contributor Duke Greenhill’s account starts in the year 1991 the Wall Street Journal 

published an article entitled "Overcoming a Deep-Rooted Reluctance: More Firms Advertise to Gay 

Community".  The journal called the LGBT consumer-base "a dream market" (Greenhill, D., 

2011).  According to Greenhill this 1991 WSJ article ushered “a dubious moment of sociopolitical 

progress for gays”.  Greenhill noted that by 2004, 36 of the Fortune 100 companies were marketing 

directly to LGBT consumers.  At this period the LGBT market is saturated with advertisers and the 

gay consumer, realizing the power being handed to them, began to demand more.  He concluded his 

account by noting that in 2006 and 2007 marketing to the gay market returned an average $153 for 

every $1 spent. 

 

 

 

Conceptual Framework 

The concept of this study is supported by the theories on: a) gay market and gay marketing; 

b) gay demographics; c) marketing mix; and d) Kalman model of brand communities. The concepts, 

thoughts and ideas taken from books, unpublished theses, journals, news articles and various related 

information from the internet helped strengthen and validate the contention of the author through the 

use of the information taken.  All discussions are supported and based on research materials related 

to the study. 

 

Gay Market and Gay Marketing 

Marketing is the process of planning and executing the conception, pricing, promotion and 

distribution of ideas, goods and services to create exchanges that satisfy individual and organizational 

objectives (Kerin, R., 2002). This definition stresses the importance of beneficial exchanges that 

satisfy the objectives of both those who buy and those who sell ideas, goods, and services. Marketing 

is the activity, set of institutions, and processes for creating, communicating, delivering, and 

exchanging offerings that have value for customers, clients, partners, and society at large (American 

Marketing Association, July 2013).  

Since the early 1990s, national marketers and advertisers recognized a new specialized 

market segment: gay consumers. The gay consumer is a niche market composed of non-heterosexual 

male – a market segment with its own characteristic profile that is large enough in size and affluence 

to warrant marketing consideration.  According to www.gaybusinessworld.com the term gay market 

was established to distinguish it from other markets, its preferences and its likes.  The gay market 

which is alternately called the LGBT market (to include Lesbian, Gay, Bisexual, and Transgender) 

was once referred to by The Wall Street Journal in an article printed in July 18, 1991 issue as “a 

dream market” with a table to show it for: 

 

 

 

Table 2.  1998 Gay households profile (versus the general population) 



National Business and Management Conference 2015|p. 197 
 

 

 

Source: Simmons Market Research Bureau, Inc.; US Census Bureau 

 

The gay market is also sometimes referred to as DINKs--double income, no kids market, a 

market with higher disposable incomes. It’s a household in which there are two incomes and no 

children (either both partners are working or one has two incomes). DINKS are often the target of 

marketing efforts for luxury items such as expensive cars and vacations. A DINK household is 

thought to have more disposable income because they don't have children expenses (DOUBLE 

INCOME, NO KIDS, n.d.). 

Gay marketing are marketing activities which are primarily designed to understand and fulfill 

the consumer needs of gay men (“Gay Marketing”, n.d., para 1).  It is the act of marketing to gay 

customers either with dedicated ads or general ads, or through sponsorships of gay organizations and 

events, or through the targeted use of any other element of the marketing mix.  As gay culture 

becomes main stream gay marketing has become main stream too as evidenced by development of 

products and brands that specifically targets the gay market and the emergence of several advertising 

agencies that offers services specifically and sometimes exclusively to target the gay consumers or 

the so called gay advertising agencies (Ray, D., 2013). 

 

Gay Demographics 

Marketing Guru Philip Kotler defines a target market as a well-defined set of customers 

whose needs the organization plans to satisfy. Kotler suggests that the target market may be the total 

focus of the organization or as a starting point for eventual market segment expansion (Hutchens, P., 

1998).  With that in mind the only way to achieve a “well-defined set of customers” is to identify 

those customers and understand as precisely as possible what they want (Use Demographics to 

Understand Your Target Market, n.d.). Experts in the field begin targeting marketing by checking 

the demographics of the region that they plan to target. The aim is to know the population’s makeup 

in terms of age, gender, income level, occupation, education, and family circumstances: married with 

children, singles, or retired.   

The available gay demographics are mostly from the United States.  Literature on the 

demographics of the gay market in the Philippine is very limited mostly appearing on news articles.  

The author finds it necessary to gather data and come up with the demographic profile of said market.  

A 1996 study shows that the composite profile of gay men is being well-educated, having high 

discretionary income, informed socially and politically, and dedicated to career and home ownership 

(Delozier, M.W., & Rodrigue, J., 1996).  These are the bases why these demographics: civil status; 

educational attainment; occupation/employment level; type of residency; and monthly income are 

included in the study.   

FACTORS LGBT GENERAL POPULATION 

Average annual household income  $55,430  $32,144  

College graduates  59.60% 18.00% 

Professions/managerial positions  49.00% 15.90% 

MasterCard Users  45.00% 23.30% 

Visa Users  53.60% 31.40% 

Vodka drinkers  49.70% 22.70% 

Domestic wine drinkers  57.80% 21.50% 

Overseas travelers (1987)  65.80% 14.00% 

Frequent Fliers (1987)  26.50% 1.90% 
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As mentioned, most literature on gay demographics is from the U.S.  and for the past decades, 

the template for “gay statistics” has been Dr. Alfred Kinsey’s 10% claim.  Dr. Kinsey is an American 

biologist who founded the Kinsey Institute for Research in Sex, Gender, and Reproduction. His 10 

percent gauge which has been used and still used as reference by most gay advocates and the gay 

community in general is based on his study on same-sex sexual behavior at the University of Indiana 

in the 1940’s and the 1950’s—one of the earliest gay-related research.  This study is criticized for 

not using a population-based sample (Cosgrove-Mather, B., 2003).  Another pioneer in gathering US 

gay demographic is the LGBT-interest magazine the Advocate.  In 1977, data from its readership 

showed that they earned about 50% more income than the national average and 70% were college 

graduates also higher than the national average.   

In a more recent study conducted in 2011 by the William Institute at the University of 

California- Los Angeles, School of Law, the result shows that 3.8% of the U.S. population is gay 

(Gates, 2011).  The numbers from UCLA is close to the American research-based consulting 

company Gallup, Inc. study where 121,290 individuals were interviewed between June 1 and 

September 30, 2012 and the result shows that 3.3% of U.S. adults identify as gay (Gates, 2012).  

Figures are more conservative in the United Kingdom where just one in 100 people say they are gay 

(Rouse, B., 2010). In the Philippines, the 2005 joint study by the United Nation’s World Health 

Organization and the Philippines’ Department of Health estimates the Philippine gay population at 

379,799 to 804,220 a more conservative .43% to .92% (Department of Health, 2005) based on 

Philippine population of 87,857,470 (CIA, 2014). A much higher figure of 5% of the population 

identifies as gay according to the “Project Pink,” study conducted in 2011 by the Philippine Survey 

Research Center.  The study showed that one in 20 Metro Manila residents openly identifies himself 

as gay (Paseulo, LN., 2013).  The demographics age, civil status, educational attainment,  occupation, 

type of residency, and monthly income are selected to mirror the demographics on the 2001 Syracuse 

University survey and other surveys conducted in   the U.S. on gay consumers like the 2007 Gay 

Consumer Index.   

Miriam-Webster dictionary defines age as the amount of time during which a person has 

lived.  Age is an important demographic because personal expenditures change as individuals grow 

older. Throughout an individuals’ life cycle his purchase pattern change.   Marketing authors agree 

that purchasing patterns change with age.  People of same age go through similar life experiences 

and therefore share many common symbols and memories which may lead to similar consumption 

patterns (Hoyer & MacInnis, 2010).  To wit, consumer spending on drug stores flourishes in areas 

with a large elderly population. As to spending volume, older populations tend to spend less on the 

majority of goods and services. .  On the other hand, toy stores, day care centers, and stores with 

baby care items do well in areas with many children and infants. Clothing stores and fast food 

establishments also thrive in areas with a high adolescent population (Demographics and Lifestyle 

Analysis, n.d., para. 5).  This is supported by the research entitled “Alternative Age Measures: A 

Research Agenda,” published in the Advances in Consumer Research, where it shows that age is a 

significant predictor of consumer behaviors.   Things whether product, service or ideas that 

consumers purchase change as they age and this is most observable when consumers enter one stage 

after another in the family-life cycle:  being single, unmarried couples, married couples, divorced, 

separated, widowed or widower which happen to be the state of a person’s civil status as defined by 

the Oxford dictionary.  Marketers complement the cycle by developing appropriate products for each 

stage thus it is common for marketers to segment consumers by age and civil status (Shah, A., 2010).  

In the book entitled Education and Consumption by Robert T. Michael, empirical results 

indicate that a consumer’s level of education influences consumer behavior.  According to Michael 

consumption expenditures appear to be relatively strong correlates of education (Juster, F., 1975). 
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Corroborating the Michael study is the research conducted by economist Dr. James Ramsey on 

education and income.  According to Ramsey, economic analysis shows that those who have a 

college degree will, in general, earn a greater lifetime income than those with less education and that 

the difference in education and income results to different expenditure pattern and consequently, 

consumer behavior (Ramsey, J., 2012). In 1992 the Journal of Epidomiol Community Health 

published a paper concluding that lifestyle is related to level of education and simple observation 

tells us that lifestyle affects consumer expenditure level and behaviors.  This is supported by a paper 

published in Association for Consumer Research where it concluded that styles in living reflect 

resource use thus making this demographic important in the study (Williams, F., 1972).   Occupation 

is one of the personal influences that affect consumer behavior.  Occupational class on the other hand 

is a very powerful variable with respect to consumption patterns (Tomlinson, M., 1998). Occupation 

shapes consumption need. To wit, people following specialized occupations such as photography, 

music, dance and carpentry need special tools and equipment. Differences in consumption behavior 

are noted among the various socio-economic consumer roles. A vice president’s purchasing behavior 

on office clothing varies notably compared to that of a bus driver or a high school teacher.  The social 

class structure related to occupation strongly affects norms, values and behaviors (“Social Class”, 

n.d., para. 5).  Members of the same social class interact regularly thus they are more likely to be 

influenced by individuals by their own social class.  Individuals with the same occupation tend to 

share similar income, lifestyle, knowledge and values and predictably more similar consumption 

behavior than those outside to the social group (Hoyer & MacInnis, 2010).   

The demographics income, education and occupation are reliable indicators of residency 

type. 

  Income data is a good indicator of consumers’ spending power.  Income positively correlates 

with retail expenditures in many product categories hence a reflection of consumer choices and 

behavior (Demographics and Lifestyle Analysis, n.d., para. 5).  In economics, as income increases, 

one consumes more of normal goods and less of inferior goods.  This relationship affects consumer 

behavior. This is reflected in the 2012 Nielsen study showing that spending on consumer goods varies 

by income level. Income molds shopping behaviors. Lower-income shoppers shop more frequently 

and have smaller baskets compared to higher-income shoppers.   

 

Table 3.  Demographic Profile of 34,415 gay LGBT resopondents   
Source: CMI’s 8th Annual LGBT Community Survey (Community Marketing Inc., 2014) 

Demographics Figures 

Total Respondents (U.S.) 34,415  

Median Age 48 

Legally Married  19% 

College Graduates  65% 

Employed 75% 

Annual Household Income >$50,000.00 (est. 2.2 million pesos) 57% 
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Marketing Mix 

The American Marketing Association defines marketing as “the process of planning and 

executing the conception, pricing, promotion and distribution of ideas, goods and services to create 

exchanges that satisfy individual and organizational goals.” (Lamb et al, 2004).  This definition 

highlights one of the aims of this study that is to profile the gay market in terms of the 4 P’s: 

promotion, price, product and place.  More popularly know as the marketing mix, it is traced back to 

the concepts of positioning, targeting and segmentation processes. Segmentation, targeting, and 

positioning comprise a three stage process (Perner, L., n.d., para. 8).  Segmentation process involves 

determining which kind of consumers exist.  Market segmentation involves aggregating prospective 

buyers into groups that (1) have common needs and (2) respond similarly to a marketing action 

(Kerin et al, 2003). The resulting groups are called market segments.  

The four Ps and the marketing mix were popularized in the 1950s by Harvard University 

professor Neil Borden.   Edmund Jerome McCarthy reduced the Marketing Mix to 4 elements: 

product, price, place and promotion in his book Basic Marketing. A Managerial Approach (1960). 

Product applies to physical products, to services and other intangibles including causes and 

ideas.  The product aspects of marketing deal with the specifications of the actual goods or services, 

and how it relates to the end-user's needs and wants. The scope of a product generally includes 

supporting elements such as warranties, guarantees, and support (McCarthy, E., 1960). Pricing refers 

to the process of setting a price for a product, including discounts. Place or distribution refers to how 

the product gets to the customer; for example, point-of-sale placement or retailing. Place refers to 

the channel by which a product or service is sold, which geographic region or industry, to which 

segment, referring to how the environment in which the product is sold in can affect sales. Promotion 

includes advertising, sales promotion, publicity, and personal selling, branding and refers to the 

various methods of promoting the product, brand, or company. To summarize, designs made in the 

product component determine the name, design and packaging of the good. Price involves the cost 

of the good and if volume or seasonal discounts will be offered. Place decisions outline where the 

product will be sold and how it will be delivered to the market. Promotion involves advertising, 

public relations and promotional strategy. 

Following Lars Perner’s diagram, the second stage of the process is selecting which ones a 

company is best off to serve—the targeting process.  Target marketing requires marketers to take a 

major step: to select one or more market segments to enter (Kotler, 2001). 

Figure 1. Market Segmentation & Positioning Diagram (Kotler, 2001) 
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The third part is implementing the segmentation by optimizing products and services for that 

segment and communicating that the company made the choice to distinguish itself that way.  

According to Kotler, positioning is the establishment and communication of the products or services 

key distinctive benefits to the market.  In positioning product or service marketers use demographic 

profiles to break down groups into a series of traits. This helps marketers determine the correct pitch, 

language and approach to use when trying to appeal to a given audience. At this point of the process 

the categories that can be controlled in the marketing of a good or service: product, price, place and 

promotion are ‘mixed’ at the optimum combination to complement the position chosen by the 

company.  

  

Brand Communities 

Brands have emerged as a way for consumers to express their individuality and as a means 

for people to form groups with other like-minded consumers.  This groups may be referred to as 

brand communites. (Fournier, 1988; Cooper et al 2005; Ahuvia, Iacobucci, and Thompson 2005; 

Escalas and Bettman 2005). 

The term "brand community" was first presented by Albert Muniz Jr. and Thomas C. O'Guinn 

in a 1995 paper for the Association for Consumer Research Annual Conference in Minneapolis, 

Minnesota.   Muniz and O’Guinn defined brand community as “a specialized, non-geographically 

bound community, based on a structured set of social relationships among admirers of a brand.” 

(Muniz and O’Guinn, 2001). Brand communities are the resultant communities developed around a 

certain product.  Common characteristics that have been observed in a wide selection of different 

brand communities are: shared consciousness, communal rituals and traditions, and a sense of moral 

responsibility (Muniz and O’Guinn, 2001). 

Another feature of brand communities according to The Journal of Product Innovation is that 

brand community members have extensive product knowledge and engage in product-related 

discussions; they can support each other in solving problems and generating new product ideas 

(Fuller et al, 2008). Brand community members rely upon brand names as proxy for information 

about the products they purchase. They consider their own brand usage, not only in terms of product 

value, but also as a statement about themselves, their values, and their life choices (Fieldsten, A., 

2007).  

Brand communities provide social structure to the relationship between marketer and 

consumer. This structure facilitates communication between marketers and consumers as well as 

creating a form of peer pressure that reinforces customer feelings of loyalty (Muniz and O’Guinn 

2001).    

Researches show that consumers organize into communities to share their experiences of a 

brand. Conversely, consumers in an identifiable brand community represent a cohesive group that 

reflects the brand’s values.   Examples of successful brand communities include the Harley-Davidson 

Motorcycles’ Harley Owners Groups , Apple Computer’s Macintosh user groups (Belk & Tumbat, 

2005), Volkswagen drivers (Brown et al, 2003) and Sun Microsystems’ Java Center community 

(Williams & Cothrel, 2000), Apple iPhone (“Smartphone Loyalty”, 2011), and Samsung 

smartphones (Roll, M., 2008). Members of these brand communities are committed, dependable, 

and, in many cases, even evangelical consumers of the company brand.  It is has been found that 

participation in communities increases these consumer behaviors (Fournier et al, 2001).   Brand 

communities have positive effects on consumers’ brand attitude, loyalty and attachment to a brand 

(McAlexander, Schouten and Koenig 2002; Algesheimer, Dholakia, and Herrmann 2005). 

The minimum requirements for having a brand community seem to be: 1. a brand that 

uniquely differentiates its consumers and; 2. mechanisms for consumers to engage in a public 
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experience of the brand.  One aspect of brand communities is the degree to which consumers may 

aspire to (or adopt) a brand’s ideals even if they don’t embody them initially. This is important to 

note because current and prospective brand community members embrace the brand identity in 

gradations from the non-committal to the true brand enthusiast (Kalman, D., 2009). 

The Kalman Model of Brand Community is summarized as follows: Prospects stage is where 

consumers are regarded as a potential customer/client. They are described to be at the stage where 

they are still considering a brand choice.  No purchase decision is made in this stage. 

Non-Committals stage is where consumers choose brands out of convenience or habit with 

no real preference.  These consumers just happen to select a brand.  These consumers are more likely 

to use multiple brands in one brand category. 

Brand Admirers stage is where consumers truly prefer the brand. They do not just buy 

products but also repeat their purchase.  These consumers are passionate about the brand and want 

to buy your product again and again.  

Brand Enthusiasts stage is where consumers both prefer and refer the brand.  These are the 

consumers that marketers hope to transmit their brand enthusiasm to new prospects.   

 

Figure 2. Kalman Brand Community Model (Kalman, D., 2009) 

 
 

 

Conceptual Paradigm 

One of the main goals of this research is to describe the gay market in terms of their 

demographic profile.  Another goal of the study to profile the gay market in terms of the 4Ps of 

Marketing: Promotion, Price, Product and Place and Kalman Model of Brand Communities.  The 

study also aims to determine if the variations in the Kalman Model of Brand Community are 

explained by the 4Ps of Marketing and if there is a homogenous Brand Community among the gay 

market. 

The conceptual paradigm is summarized in the figure 3 below: 
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Figure 3.  The Conceptual Paradigm  

 

Where: 

P1- Promotion B1- Prospect 

P2- Price  B2- Non-Committals 

P3- Product B3- Brand Admirers 

P4- Place  B4- Brand Enthusiasts 

 

 

METHOD 

Data Sources 

Both primary and secondary sources of information were used for this purpose.  Primary data 

was collected using a questionnaire-checklist designed by the author. The population is the universe 

of the sum total of all elements under consideration, the parameter of the study, while the sample is 

a part of the population. In the study, all Filipino male homosexuals form the population of the study. 

In order to reach the target number of respondents, the Random Snowball Sampling Method was 

employed to reach 100 respondents, a reasonable number that may represent the whole population. 

Random Snowball Sampling Method is a non-probability sampling technique used for populations 

that are not easily identifiable, accessible or if so may not be willing to participate in the conduct of 

the study, like drug users, sex workers, or for this case, male homosexual Filipinos.  

The questionnaire was designed to be grouped into three parts to separate them according to 

what is being measured.  Part I was used to gather the demographic profile of the respondents in 

terms of age, civil status, education, occupation/ employment level, type of residency and monthly 

income.  The respondents were asked to provide information and to check the appropriate indicator 

for each demographics. The second part was used to test the sensitivity of the respondent on the 4 

P’s of the marketing mix—promotion, price, place  and product.  The third part of the questionnaire 

was used to test the presence of the respondents on the 4 stages of the Kalman Model of Brand 

Communities. The questions for the latter two parts presented statements that may be responded to 

by choosing among the provided descriptions in the form of a Four Scale choice. The numerals with 

their corresponding scales and hypothetical means range is as follows: 
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Table 4. Table of Relative Values and Statistical Descriptions 
 

 

 

 

 

 

 

 

 

 

 

The questionnaires were subjected to pretesting and yielded a reliability statistics Cronbach Alpha 

ratio of 0.895. Reliability Analysis is a technique done to determine if the questionnaire contain 

cohesiveness and overall consistency as measured by the Cronbach Alpha ratio. The acceptable 

hurdle rate for the Cronbach Alpha ratio is 0.800. 

The data provided by the questionnaire was corroborated through unstructured interviews. 

Secondary data was also used in the study, which were based on information derived from previous 

researches, reference books and published and online articles related to this research. 

 

Sampling Technique for the Gay Population. 

Since the acceptance of the LGBT community particularly in the USA in 1950’s, a greater 

interest in this community had been part of open discussions in all mediums of information 

dissemination.  While issues and concerns of the LGBT community had been openly discussed, as 

far as this study is concerned, a population of gay had been separated from the male and female 

population.  This is a challenge in the sampling technique. 

In the absence of a data on the population of the gay in the Philippines, estimating the sample has 

been thoroughly considered due to the sensitivity of respondent selection.  It would be offensive to 

simply approach respondents based on their observed appearance or actuations. 

Among the options of sampling technique that had been chosen from the purposive sampling 

technique, the snow-balling technique was the most appropriate.  The snow-balling technique allows 

the interviewer to approach respondents based on recommendation of the previous respondent.  In 

effect, it was the last respondents who screen the next appropriate respondent.  The snow-balling 

technique is difficult in terms of tracking the next respondent, since they are not randomly identified.  

Thus, in this case the study set a quota of 100 respondents as its sample size.  The sample size of 100 

is statistically accepted. 

Treatment of Data 

Descriptive-Diagnostic Method was utilized to achieve the objectives of this research. 

Descriptive researches are studies concerned with describing the characteristics of a particular group, 

while the Diagnostic method determines the association of one variable to another variable (Kothari, 

2004). 

The data was statistically processed using the software, Statistical Package for the Social 

Science (SPSS). These were analyzed using frequency, measures of central tendency, particularly 

the statistical mean, while correlation was used to test the research’s hypotheses. Frequency of the 

responses was used to describe the profile of respondents. The statistical mean of individual 

responses for each of the questions were derived, after which, results were grouped according to each 

of the factors, then the average mean was derived the factor averages. 

   

Relative 

Value 

Statistical Limit Description Domain of 

Response 

1 1.01 – 1.75 Strongly Disagree - 

2 1.76 – 2.50 Disagree - 

3 2.51 – 3.25 Agree + 

4 3.26 – 4.00 Strongly Agree + 
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Statistical Treatments 

The scales of responses are treated as both scale and categorical responses.  As a statistical 

mean the relative values have estimated statistical limits and statistical descriptions as shown in table 

4. On the fourth column the domains of the response are categorized as either falling into the positive 

(+) or negative (-) domains.  The first treatment of the data provides the extent of agreement or 

disagreement of the respondents.  The percent of proportions of who will fall into the positive and 

negative domain provides the naïve forecast when respondents are responding to one category, i.e. 

pricing.  The responses are categorized as binary responses; the dependent variable can be established 

as 1. 

Logistic regression, also called a logit model, is used to model dichotomous outcome 

variables. In the logit model the log odds of the outcome is modeled as a linear combination of the 

predictor variable.  Logistic Regression uses a different method for estimating the parameters, which 

gives better results–better meaning unbiased, with lower variances.  Logit Models for Binary Data 

are regression models for dichotomous data, including logistic regression and probit analysis. These 

models are appropriate when the response takes one of only two possible values representing success 

and failure, or more generally the presence or absence of an attribute of interest.  (Rodriguez, G., 

2007).  

Domain of response of (-) is assigned for relative values 1 and 2 while (+) domain of response 

for relative value of 3 and 4. 

 

 

RESULTS 

Table 5-10 summarizes the demographic profile of the respondents 

Table 5. Respondents’ Age 

 

 

 

 

 

 

Table 6. Respondents’ Civil Status 

 

 

 

 

 

 

 

 

 

 

 

Table 7. Respondents’ Educational Attainment 

 

 

 

 

Age Frequency Percentage 

21 2 2.00% 

22 3 3.00% 

24 1 1.00% 

25 4 4.00% 

26 4 4.00% 

27 7 7.00% 

28 11 11.00% 

29 3 3.00% 

30 10 10.00% 

31 3 3.00% 

32 5 5.00% 

33 11 11.00% 

34 9 9.00% 

35 4 4.00% 

36 4 4.00% 

37 6 6.00% 

38 4 4.00% 

40 1 1.00% 

44 2 2.00% 

 

CATEGORY 

Freque

ncy Percent 

 

Single 

 

77 

 

77.0% 

Married 4 4.0% 

Separated 6 6.0% 

Living with 

Partner 

13 13.0% 

 Totals 100 100.0% 

CATEGORY 

Frequenc

y Percent 
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Table 8. Respondents’ Occupation/Employment Level 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table 9. Respondents’ Residency Type Demographics 

 

 

 

 

 

 

 

 

 

 

 

 

Table 10.  Respondents’ Monthly Income Demographics 

 

 

 

 

 

 

 

 

45 2 2.00% 

48 3 3.00% 

50 1 1.00% 

Totals 100 100% 

Without 

College 

4 4.0% 

College 

Graduate 

62 62.0% 

With Post 

Graduate 

34 34.0% 

 Totals 100 100.0% 

CATEGORY 

Freque

ncy Percent 

Rank and File 27 27.0% 

Supervisorial to 

Managerial 

40 40.0% 

Self Employed 33 33.0% 

Totals 100 100.0% 

CATEGORY 

Frequen

cy Percent 

Own House 34 34.0% 

Rented 31 31.0% 

Living with Parents 

/ Relatives 

35 35.0% 

 Totals 100 100.0% 

CATEGORY 

Frequenc

y Percent 

P20,000 and 

below 

29 29.0% 

P20,001 - P40,000  33 33.0% 
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4Ps of Marketing 

Tables 11 to 12 present the mean responses on the Promotion and Price 

 

Table 11.  Promotion 

 

Indicators Mean 
Qualitative 

Description 

1. Rebates, coupons for 

discounts, samples, 

freebies, contests with 

prizes or loyalty rewards 

affect positively your 

purchasing decision on 

the product/services 

accompanied by these 

sales promotions. 

3.04 Agree 

2. Advertisements 

featuring openly gay 

personalities (Boy 

Abunda/ Rustom Padilla) 

or known gay icons 

(Madonna/Lady Gaga) 

affect positively your 

purchasing decision on 

the product/service being 

promoted. 

2.37 Disagree 

3. Corporate sponsorship 

for gay causes affects 

positively your 

purchasing decision on 

their products/services. 

2.84 Agree 

4. Advertisements aired 

during televised events 

with gay following (Miss 

Universe pageant/Project 

Runway) affect positively 

your purchasing decision 

on the product/service 

advertised. 

2.49 Disagree 

P40,001 and 

above 

38 38.0% 

 Totals 100 100.0% 
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FACTOR AVERAGE 2.69 Agree 

 

Table 12. PRICE 

 

Indicators Mean 

Qualitativ

e 

Descriptio

n 

1. Low price of a 

product/service affect 

positively your purchasing 

decision on that 

good/service. 

3.14 Agree 

2. A “Buy one-take one” 

offer for a certain product 

affects positively your 

purchasing decision on 

that product. 

3.11 Agree 

3. Discount for bulk 

orders/subscriptions 

offered for a 

product/service sold 

affects positively your 

purchasing decision of the 

product/service. 

3.12 Agree 

4. You are inclined to 

purchase exclusive 

products/services with 

high price. 

2.59 Agree 

FACTOR AVERAGE 2.99 Agree 

 

 

Kalman Model of Brand Communities 

Tables 13-16 show the means of the responses of the 100 respondents on the factors of the Kalman’s 

Brand Community Model stages of PROSPECTS, NON COMMITALS, BRAND ADMIRERS and 

BRAND ENTHUSIASTS.  

 

 

 

TABLE 13. Prospects 

Indicators Mean 

Qualitative 

Description 

1. You have strong 

brand notion/s on a 

product/service 

based on last 

3.18 Agree 
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experience but you 

are still on the 

phase of 

considering that 

product/service as 

your brand of 

choice. 

2. You were 

exposed to 

marketing 

promotions of a 

certain 

product/service 

and you're still 

considering that 

product/service as 

your brand of 

choice. 

2.93 Agree 

3. You have 

expressed interest 

on a 

product/service. 

3.27 Strongly 

Agree 

FACTOR 

AVERAGE 

3.13 Agree 

 

Table 14. Non Committals 

Indicators Mean 

Qualitativ

e 

Descriptio

n 

1. You purchase 

products/services 

out of convenience. 

2.95 Agree 

2. You purchase 

products/services 

out of habit. 

2.79 Agree 

3. You purchase 

products/services 

with minimal 

searching & 

evaluation of 

alternatives. 

2.39 Agree 

FACTOR 

AVERAGE 

2.71 Agree 

 

Table 15. Brand Admirers 
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Table 16. Brand Enthusiasts 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

4Ps of Marketing and the Kalman Model of Brand Community 

This section presents the empirical evidence whether gay market profile exists.  Using the 

Kalman’s model of brand communities, the paper explores how marketing mix affects the creation 

Indicators Mean 

Qualitativ

e 

Descriptio

n 

1. You have a strong 

brand notion based on 

last experience and you 

prefer that brand. 

3.13 Agree 

2. You are exposed to 

marketing promotions of 

a certain product/service 

and you prefer that 

brand. 

2.75 Agree 

3. You prefer a brand of 

a certain product/service 

3.10 Agree 

FACTOR AVERAGE 2.99 Agree 

Indicators Mean 

Qualitati

ve 

Descripti

on 

1. You have a strong 

brand notion based on 

last experience and you 

prefer and refer that 

brand to others. 

3.20 Agree 

2. You are exposed to 

marketing promotions of 

a certain product/service 

and you prefer and refer 

that brand to others. 

2.88 Agree 

3. You prefer and refer a 

product/service to 

others. 

3.18 Agree 

FACTOR AVERAGE 3.09 Agree 
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of a gay market profile.   The uses the logit model to determine the probabilistic score for each 

indicator of the brand community.  A mean score is generated from the probabilistic score in order 

to determine the contribution of each marketing mix indicators to the brand community. The result 

of the statistical tool such as the Nagelkerke pseudo R squared was used to interpret the over-all 

effect of the marketing mix to the brand communities.  To determine the impact of the marketing 

mix to the Kalman’s model of brand communities, the percentage predicted correct without the 

marketing mix indicators is compared with the percentage correct with the marketing mix indicators.  

Any change in the percentage predicted, imply that marketing mix changes the stages of the Kalman 

Model of brand community.   To determine the change in the percentage predicted, the t-test was 

used to test for significant difference.   The t-test provides the test for the third hypothesis whether 

or not the variations in the Kalman Model of brand community are explained by the marketing mix.  

This section answers also the fourth hypothesis whether or not the gay market is homogenous or not.  

Further, the result of the study provides implications on the changes in the stages of the brand 

community, meaning, do brand communities occur in chronological stages or they occur 

simultaneously with the introduction of marketing mix.  

Of the four marketing mix as the cause of variation in the Kalman Model, product and place 

do not cause any variation in the brand community.  The over-all result of the study shows that 

promotion and price are the major determinants of the Kalman Model of brand community. The 

discussions are presented as follows: 

 

Table 17 shows the effect of the indicators of Promotion on the indicators for each of the 4 stages 

of the Kalman Model of Brand Community. 

 

 

 

 

 

Where:   

P1.1 to P1.4- indicators #1 to #4 of promotion (refer to table 11) 

B1.1to B1.3- indicators of Prospects (refer to table 13)  

B2.1to B2.3- indicators of Non-Committals (refer to table 14)  

B3.1to B3.3- indicators of Brand Admirers (refer to table 15) 

B4.1to B4.3- indicators of Brand Enthusiasts (refer to table 16)  

  

 

 Table 17 shows that about 3.6 percent to 19.9 percent shows that the variations in the brand 

communities can be explained by the different indicators of promotion.  The coefficient of the 

indicators for promotion can increase or decrease the probability of promotion as a major reason for 

the variations in the Kalman’s Model of Brand Community.  The result of the study shows that 

promotion causes much of the variations among brand enthusiasts relative to the other stages of brand 

communities.  Minor variations are observed among prospects, non-committals and brand admirers.  

These observations are validated by the changes in the results of the percentage predicted with the 

indicators and without the indicators.  The largest change in the predicted percentage is found among 

the brand enthusiasts.  This implies that the significant impact of promotion explains the difference 

between the predicted percentage changes. The implication of the results of the study means that 

promotion creates a brand community among gay markets.  This means gay markets are brand 

enthusiast given appropriate promotion.  The result of the study also indicates that the Kalman Model 
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of brand community do not follow a chronology in creating brand community, instead what the study 

reveal is a gay market that can be at any stage of a brand community given promotion. The study 

further implies that promotion hastens or facilitates the maturity of a gay market from being merely 

prospect to brand enthusiast.  Finally the result means that promotion helps build a homogenous gay 

market, but on one hand, promotion creates a heterogeneous group among the gay market.  

The table indicates that promotion is likely to positively affect the purchasing behavior of the 

brand enthusiast.  The findings can be contextualized along televised events with gay following (Miss 

Universe pageant/Project Runway) and advertisements featuring openly gay personalities (Boy 

Abunda/ Rustom Padilla) or known gay icons (Madonna/Lady Gaga) if the factors of Brand 

Table 17. Promotion and the Kalman Model of Brand Community 

    PROMOTION STATISTICAL RESULTS   

KALMAN 

MODEL 

OF 

BRAND 

COMMUN

ITIES Indicat

ors P1.1 

 

 

 

 

P1.2. 

 

 

 

 

P1.3 

 

 

 

 

P1.4 

     

MEAN 

  

Nagelkerk

e 

% 

Predicte

d  

Correct 

without 

Variabl

es 

% 

Predic

ted 

Correc

t with 

Variab

les 

% 

Changes 

Prospects 

B1.1.    

    
-1.034 -.084 -20.279 

-

2.128 

(0.09

5) 

     

0.83000  
.130 83.0 81.0 

-2 

B1.2.   
1.473 

(.025) 
.490 

1.422 

(.033) 
-.648 

     

0.83000  
.152 83.0 82.0 

-1 

B1.3.  

-22.001 -22.348 -19.670 

-

22.48

7 

.830000

0 
.199 83.0 88.0 

5 

Non-

Committals 

B2.1.  
.552 .015 

1.119 

(0.035) 
.500 

     

0.44000  
.036 56.0 56.0 

0 

B2.2.    

    
-.105 .205 

0.990 

(.059) 
.691 

     

0.44000  
.080 56.0 59.0 

3 

B2.3.    

    
-.179 .383 -.081 .275 

.440000

0 
.072 56.0 60.0 

4 

Brand 

Admirers 

B3.1.    

    

1.624 

(.067) 
-.874 -.679 -.399 

     

0.76000  
.139 76.0 78.0 

2 

B3.2.    

    
.890 -.809 -.807 -.488 

     

0.76000  
.140 76.0 75.0 

-1 

B3.3.    

    

1.179 

(.093) 
.099 -.892 -.616 

.760000

0 
.037 76.0 76.0 

0 

Brand 

Enthusiasts 

B4.1 
.435 1.431 .587 

2.355 

(.055) 

     

0.50000  
.111 50.0 60.0 

10 

B4.2.  
-.283 

1.314 

(.063) 
-.635 

1.480 

(.040) 

     

0.50000  
.104 50.0 61.0 

11 

B4.3.  . 1.806 

(.014) 
.671 .469 

1.827 

(.037) 

.500000

0 
.115 50.0 59.0 

9 

  t-test             0.03 

Interpretation:  Significant, There is a brand community among gay market. 

 



National Business and Management Conference 2015|p. 213 
 

 

Communities are taken into account.  Media created a lot of awareness among the gay community 

making them a homogenous group more than ever.   

The openness of society to also embrace the gay community as a sexual preference brings to 

the fore iconic gay personalities used in promoting brands to create a truly gay brand community. 

 

Table 18 shows the effect of the Price on the indicators for each of the 4 stages of the Kalman 

Model of Brand Community. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Where:   

P2.1 to P2.4- indicators #1 to #4 of price (refer to table 12) 

B1.1to B1.3- indicators of Prospects (refer to table 15)  

B2.1to B2.3- indicators of Non-Committals (refer to table 16)  

B3.1to B3.3- indicators of Brand Admirers (refer to table 17) 

B4.1to B4.3- indicators of Brand Enthusiasts (refer to table 18)  

 

 

Table 20 shows that about 4 percent to 34.4 percent shows that the variations in the brand 

communities can be explained by the different indicators of price.  The coefficient of the indicators 

for price can increase or decrease the probability of promotion as a major reason for the variations 

in the Kalman’s Model of Brand Community.  The result of the study shows that price causes much 

of the variations among brand enthusiasts relative to the other brand communities.  Minor variations 

are observed among prospects, non-committals and brand admirers.  These observations are validated 

by the changes in the results of the percentage predicted with the indicators and without the 

indicators.  The 2nd largest change in the predicted percentage is found among the brand enthusiasts.  

The largest change, higher by 1% than brand enthusiasts, is on Non-committals but price showed no 

variation in term of this stage. This implies that the significant impact of price explains the difference 

between the predicted percentage changes. The implication of the results of the study means that 
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price creates a brand community among gay markets.  This means gay markets are brand enthusiast 

given appropriate pricing techniques.  The result of the study also indicates that the Kalman Model 

of Brand Community do not follow a chronology in creating brand community, instead what the 

study reveal is a gay market that can be at any stage of a brand community given price. The study 

further implies that price hastens or facilitates the maturity of a gay market from being merely 

prospect to brand enthusiast.  Finally the result means that price helps build a homogenous gay 

market, but on one hand, price creates a heterogeneous group among the gay market.  

 

DISCUSSIONS 

Table. 18. Price and the Kalman Model of Brand Community 

    PRICE STATISTICAL RESULTS   

KALMAN 

MODEL 

OF 

BRAND 

COMMU

NTIES 

Indica

tor 

P2.1 P2.2 P2.3 P2.3 

MEAN Nagelk

erke 

% 

Predic

ted  

Correc

t 

witho

ut 

Variab

les 

% 

Predicted 

Correct 

with 

Variables 

% 

Changes 

Prospects 

B1.1  

  
2.499 

(.041) 
.013 

-

1.274 
-.878 0.81000 0.150 

             

81.00  

             

82.00  
           

1.00  

B1.2  

      

1.236 

(0.06

1) 

1.925 

(.002) 
-.590 .174 0.81000 0.091 

             

81.00  

             

83.00  
           

2.00  

B1.3. 

       

-

21.01

0 

-

1.064 

-

19.10

8 

-.211 0.81000 0.103 
             

81.00  

             

81.00  
               -    

Non-

Committal

s 

B2.1  

   
0.668 

-

0.369 

-

0.118 
-.524 0.79000 0.167 

             

79.00  

             

79.00                 -    

B2.2  

      
.241 .408 .284 .0386 0.79000 0.344 

             

79.00  

             

84.00  

           

5.00  

B2.3  

      
.525 .562 1.259 -.606 0.79000 0.191 

             

79.00  

             

82.00  

           

3.00  

Brand 

Admirers 

B3.1  

      1.568 .582 .089 .416 
0.86000 0.063 

             

86.00  

             

86.00                 -    

B3.2    

.810 .470 .774 -.957 
0.86000 0.071 

             

86.00  

             

86.00                 -    

B3.3    1.356 

(.041) 

1.295 

(0.49) -.041 -.357 0.86000 0.084 

             

86.00  

             

86.00                 -    

Brand 

Enthusiast

s 

B4.1   -

2.776 

(.074) 

1.739 

(.048) 
1.531 0.416 

0.54000 0.027 

             

54.00  

             

56.00  

           

2.00  

B4.2    
-

1.120 
0.914 0.577 0.979 

0.54000 0.040 

             

54.00  

             

54.00                 -    

B4.3    -

0.077 

1.387 

(0.53) 

-

0.764 1.071 0.54000 0.054 

             

54.00  

             

59.00  

           

5.00  

  t-test             0.02 

Interpretation:  Significant, There is a brand community among gay market. 
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The first aim of the study is to have a demographic profile of the respondents who identify 

themselves as gay.   These profile are: age, civil status, educational attainment, 

occupation/employment level, residence type and monthly income. 

The study also tested the respondents agreeability on four indicators for each of the four P’s 

of marketing: Promotion, Price, Place and Product with the purpose of profiling them in terms of the 

4Ps. 

Three indicators for each of the four stages of the Kalman Model of Brand Community: 

Prospects, Non Committals, Brand Admirers and Brand Enthusiasts were asked of the respondents 

with the aim of profiling them as to what stage or stages they respondents are in or if they are in any 

of the stages. 

Both primary and secondary sources of information were used for this purpose.  Primary data 

was collected using a questionnaire-checklist designed by the researcher. In the study, all Filipino 

male homosexuals constitute the population of the study. In order to reach the target number of 

respondents, the Random Snowball Sampling Method was employed to reach 100 respondents, a 

reasonable number that may represent the whole population. Random Snowball Sampling Method is 

a non-probability sampling technique used for populations that are not easily identifiable, accessible 

or if so may not be willing to participate in the conduct of the study, like drug users, sex workers, or 

for this case, male homosexual Filipinos.  

The questionnaires were subjected to pretesting and yielded a reliability statistics Cronbach 

Alpha ratio of 0.895. Reliability Analysis is a technique done to determine if the questionnaires 

contain cohesiveness and overall consistency as measured by the Cronbach Alpha ratio. The 

acceptable hurdle rate for the Cronbach Alpha ratio is 0.800. 

The data provided by the questionnaire was corroborated through unstructured interviews. 

Secondary data was also used in the study, which were based on information derived from previous 

researches, reference books and published and online articles related to this research. 

Descriptive-Diagnostic Method was utilized to achieve the objectives of this research. 

Descriptive researches are studies concerned with describing the characteristics of a particular group, 

while the Diagnostic method determines the association of one variable to another variable (Kothari, 

2004). 

The data was statistically processed using the software, Statistical Package for the Social 

Science (SPSS). These were analyzed using frequency, measures of central tendency, particularly 

the statistical mean.  

 

Demographics Profile 

Overwhelming majority of the respondents are young adults aged 21 to 40.  45% are from 

the 21-30 age range and 47% are from the 31-40 range.   Only 8% are from the middle adulthood 

range.   

Seventy-seven out of the 100 respondents are single at the time the survey was conducted.  

This figure significantly outnumbered the other statuses and is distantly followed by respondents 

living with a partner.  

The respondents are highly educated which may correspond to higher placement in their 

career and predisposed to run their own business.  96% of the respondents are at least college 

graduate. In terms of employment 40% of the respondents hold supervisorial and managerial 

positions while 33% are self employed.  

On the demographic of home ownership, the rates are almost equally distributed to the three 

categories.  34% own their home while 31% are renting and 35 % of the respondents live with the 

parents and or relatives. 
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The respondents show higher monthly income versus the 2012 national average of P 

19,500.00 per family where a family are more likely to have two income earners.   Finally, 71% of 

the respondents earn more than PhP 20,000.00. 

In summary, the prominent profile of the respondents is single young adults with college 

education.  They are either gainfully employed or run their own business.  They either own their 

residence, a tenant or living with parents. 

 

Marketing Mix. 

Promotion, Price, Place and Product all have a factor average with a qualitative description 

of agree.  Price has the highest average mean while product has the lowest.  Only under Promotion 

where the qualitative description of disagree appeared in individual factors.  On individual factors, 

watching gay films and gay television shows have the highest mean.  The lowest factor is that of gay 

personalities’ endorsement with a qualitative endorsement of disagree.   

In summary the prominent profile of the respondents is consumers reactive to all the 4Ps of 

marketing.  Promotion, Price, Product and Place affect their purchasing decision in almost similar 

degree.  They are most responsive to price and least responsive to promotions especially from product 

and service endorsements from gay personalities and on advertisements aired during gay-

themed/patronized shows.  The study shows that the respondents support gay media. 

 

Kalman Model of Brand Community 

 The respondents are present in all the four stages of the Kalman Model of Brand Community.  

They are most present under PROSPECTS and BRAND ENTHUSIASTS.  Among the indicators, 

the respondents are most agreeable on the Prospect indicator of having expressed interest on 

product/service and followed by the Brand Enthusiasts indicator of preferring and referring a 

product/service to others.  They are least agreeable on the non-committal indicator of purchasing 

products/services with minimal searching and evaluation of alternatives. 

 In summary the respondents’ general profile in terms of the Kalman Model of Brand 

Community is that they are most likely in the stage of Prospects and Brand Enthusiasts.  These means 

they either have not purchased a certain product/service or they are enthusiastic users and referrers 

of a product/service. 

 

Proposed Modified Model 

Plotting the results of the study to the original Kalman Model of Brand Community we can 

create an alternate path from the traditional phasing where Prospects matures to be Non Committals, 

Brand Admirers and finally become Brand Enthusiasts. Data from table 19 and table 20 show that 

the marketing factors of Price and Promotion can move Prospects to Brand Enthusiast bypassing the 

middle stages of Brand Admirers and Non Committals.   

 

Figure 4. Marketing Mix Enhanced Kalman Brand Community Model  
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Tables 17 and 28 provide marketers with a good reference on how to work out the marketing mix 

when it comes to the gay community and the gay market.  They show that concentrating on the 

factors of price and promotion would allows them to convert their consumers to be brand enthusiasts.  

Future Research 

A more comprehensive study on the Philippine gay market should include cultural and 

psychological factors.  Since these factors are influencer of consumer behavior it will help establish 

a market profile with corresponding consumption pattern.   

It would also be insightful if a study would focus on the dynamics between the demographic 

profile and the 4P’s of marketing and the stages of the Kalman Model of Brand community. 

Finally a study of the Philippine gay market profiling their consumer behavior on various 

industries would be most useful to marketers. 
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