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I Agenda

Agenda & Objectives

Four Step Process
Raising Awareness
ldentifying Allies & Gathering Support
Formalizing Support
Leveraging Support

Breakouts & Reporting
Q&A
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I Activity: Paper War
Write down one thing that is holding your ERG
back from meeting its goals
Wad it up and throw it across the room
Pick up a piece of paper
We 0 | | ask a few peopl e t
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I Workshop Objectives

|l n todayos workshop you

Tools and techniques that will help you build
awareness of LGBT Issues within your executive

team.

How to identify allies among the executive team and
gather support for LGBT employees and issues.

How to determine the appropriate model to

formalize the support o

How to leverage the su
to advance LGBT equa
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- your executive allies.

oport of your executive allies
ity in the workplace.
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I Four Step Process

Step 1: Raising Awareness
Step 2: Identifying Allies & Gathering Support
Step 3: Formalizing Support

Step 4: Leveraging Support
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Step 1: Raising Awareness

Scenario

Executives are cluel ess.
what the issues are or why or how to support LGBT
employees

N\

Most eX t 0
Obi sexu

1S.

C l ves wonot say
I out | oud and d

O C

e
a (

Executives donot under st a
supporting LGBT employees.

Because they donot nget I
change that will benefit the LGBT community.
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Step 1: Raising Awareness

I What to do In this step

Take every opportunity to educate.

Use any existing allies to create opportunities to
get the message Iin front of executives.

Use all the tools Iin the toolbox.
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I Step 1: Raising Awareness > Tools
Tools

Provide Data

Benchmarking
Just the Facts: LGBT 101

Build an emotional connection and understanding

Videos
Reader s Theater

Can We Talk?
Build Skills
Building Bridges
Ally Program
Safe Space Training™
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Step 1: Raising Awareness > Tools

I Benchmarking

Purpose: To develop a quantitative understanding of
the status of the LGBT community

Non-Emotional, fact based

Can be used to compare to external peers or internal
peers

Your organization will have a defined peer group for
benefits. Work with HR or identify it from SEC filings
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AcCcme C()rp C(ﬁ‘ﬁ’ﬁéf‘@@%e@fh@ﬂs >External Benchmarking
Companies

Zed |Big Anvil |Orange |Acme

Co. Box Mfg Comput
DP Benefits
Monitoring Yes |No No Yes No
Marketing - Focused |Yes |Yes No No No
Hiring / Recruiting Yes |No Yes Yes No
SRS Benefits Yes |No Yes Yes No
Pridefest Yes |No No Yes Yes
Support ERGs Yes |Yes Yes Yes Yes
Community Events Yes |Yes Yes Yes No
Spousal Equiv. Health | No No Yes No No
Political Advocacy Yes |Yes Yes Yes Yes
LGBT Suppliers Yes |Yes No No No
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I Step 1: Raising Awareness > Tools >External Benchmarking

Offering DP Benefits: Acme Corp. Competitors

Yes No

Zed Co. Acme Corp

Big Box *Garage Co.

Anvil Manufacturing
Orange Tech
Atlantis-techinc.com
High Tech Inc.

*Currently under consideration
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I Step 1. Raising Awareness > Tools

Just the Facts: LGBT 101
Facts that dispel myths

Marriage information

Tax information

Research data
LGBT Market Research

Ti e the data to your compa
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Step 1. Raising Awareness > Tools > Just the Facts: LGBT 101

LGBT market has huge potential for HP

LGBT Buying Power (US)

15M people (6%) self-identify
as LGBT

$641B in total buying power

Highest buying power per
person of any minority group:
$43K/person

Up to 10% of the LGBT buying
power is spent on products in
the HP portfolio, making the
annual potential HP opportunity
in the US LGBT market $64B

1.3 Octoher 2009

LGBT Loyalty (US data)

Nearly 50% of LGBT
consumers state that they will
research whether a company is
gay friendly before they buy
products from that company

Once their research is
complete, nearly 70% of LGBT
consumers are more likely to
purchase from a company that
advertises directly to the LGBT
community or is known to have
LGBT friendly practices.
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