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Abstract 

LGBT tourism originally began as a way for the LGBT community to escape 

discrimination in heteronormative societies and go places where they were truly able to be 

themselves. As the world changes and it has become more and more accepted to identify 

with a different sexual identity besides heterosexuality, the conditions of LGBT tourism 

have changed accordingly. The phenomenon is a fairly recent concept that has likely 

developed alongside the increasing acknowledgement and recognition of the LGBT 

community. This thesis attempts to discuss the challenges connected to the phenomenon 

with a research focus on Denmark, a relatively liberal and accepting country. So far, LGBT 

tourism has mainly been approached from a firm-centric perspective using the principles of 

instrumental stakeholder theory in academic literature. By applying queer theory, the thesis 

moves the discussion into a previously unexplored field of putting the LGBT community in 

the center. Queer theory helps centralizing the needs, flaws, and challenges in the 

phenomenon. Through the means of collecting interview data, this thesis investigates the 

challenges in LGBT tourism from the perspectives of different organizations. Each of them 

deals with LGBT tourism in one way or another. The different perspectives were gathered 

in order to create a comprehensive understanding to make sense of LGBT tourism in 

practice. My findings suggest that heteronormativity is at the heart of the challenges in 

LGBT tourism and that heteronormativity is actually causing the need for LGBT tourism 

while limiting its scope. In the end, the discussion found that queer theory disapproves of 

the very phenomenon. As a result, the thesis concludes that queer theory may not be an 

appropriate solution to address the challenges in LGBT tourism. An alternative 

recommendation for how LGBT tourism should be approached is discussed instead. The 

recommendation proposes the use of human rights and social identity theory instead as a 

way to fill in the gaps between stakeholder theory and queer theory. The recommendation 

thus entails a suggestion for future research endeavors in this field. 
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1 Introduction 

Tourism is a near-universal phenomenon and it is often claimed to be one of the 

fastest growing sectors in world (WTO, n.d.; Mathieson & Wall, 1982). It has been 

described as “a multidimensional, multifaceted activity which touches many lives and many 

different economic activities” (Cooper et al., 1998, p.8), and for tourists alike, regardless of 

identity and sexuality, traveling is a source of fun and relaxation (Robinson et al., 2013) as 

well as a way to express and construct one’s identity (Howe, 2001; Hughes 1997; Bowen & 

Clarke, 2009). That being said, one might wonder why LGBT tourism is a relevant field of 

study. Mathieson and Wall (1982) has already explained why LGBT tourism is relevant to 

study years ago, perhaps without knowing the relevance of their statement to that of LGBT 

tourism, but the fact remains the same to this day:  

“The study of tourism is the study of people away from their usual habitat, of 

the establishments which respond to the requirements of the travelers, and of the 

impacts that they have on the economic, physical and social well-being of their hosts. It 

involves the motivations and experiences of the tourists, the expectations of and 

adjustment made by residents […] and the roles played by numerous agencies and 

institutions which intercede between them” (p.1). 

There are a number of reasons why this quote makes LGBT tourism a relevant field 

of study: First of all, some LGBT tourists have more reasons than non-LGBT tourists to 

want to escape their usual habitat. Second, businesses and especially the tourism industry 

only realized that the LGBT community presented a vast opportunity of untapped potential 

in the past few decades, which brings me to the third reason; the studies of this area have so 

far been somewhat limited to how-to guides on utilizing said potential of a niche segment 

(Guaracino, 2007; Community Marketing Inc., n.d.; Novelli, 2005; Stuber, 2002), although 

there have been some inquiry into LGBT tourism from the perspective of the community 
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(Clift et al., 2002). Finally, this fairly new market segment presents a great challenge as 

well as an opportunity for the agencies and institutions that would like to interact with 

them. Being a newly minted consumer group in the midst of a whirlwind of rights issues 

creates challenges as it affects the motivations of LGBT tourists including expectations of 

and adjustments made by the local residents. 

There is a wide understanding in the tourism industry that the LGBT segment 

presents a vast amount of economic potential, but this has not always been the perception. 

The LGBT community is becoming more and more accepted and tolerated (at least in 

Denmark), while gaining important civil rights, thus creating a previously untapped market 

potential. However, promoting a relatively new phenomenon such as LGBT tourism means 

getting to know a community that has largely been ignored and discriminated for decades. 

It is therefore highly unlikely that such a transition would happen without any glitches. The 

purpose of this thesis is therefore to investigate the following research question: 

What are the challenges involved with the phenomenon of LGBT tourism and 

how should they be addressed? – Is there a need for LGBT tourism? 

The thesis will focus on the case of LGBT tourism in Copenhagen, Denmark. In 

order to explore these questions, I will apply stakeholder theory and queer theory to the 

findings in the discussion. I have chosen to use somewhat diverging theories to answer the 

research question, because as Reid (2003) argues: “An examination of tourism must also 

involve a critique of capitalism” (p.6-7). In this case, capitalism refers to the purely 

economic perspective in the stakeholder theory that centralizes corporations over that of 

stakeholders. Based on the data analysis and discussion, I will then provide a 

recommendation for the future of LGBT tourism from the perspective of social identity 

theory and human rights, both of which will also be presented in the literature review. As 

opposed to Guaracino (2007), who says that LGBT tourism is “good business not a 

political or social statement” (p.29), I would like to argue the opposite and propose that the 

‘business of business is good business’; a belief that is persistent behind the choices I have 

made throughout this thesis. By using these theories, I hope to suggest a new approach to 

address the challenges of LGBT tourism as well as gaining an understanding of why the 

concept exists in the first place. The literature review will justify my choice of theories 
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even further. First, however, I will set the stage by presenting preliminary knowledge on 

LGBT tourism. 

1.1 Setting the stage 

When traveling, people are enlightened by other cultures and beliefs, thereby 

learning about different ways of life and unifying people: “Tourism is a dynamic force 

homogenizing societies and commodifying cultures across the globe” (Reid, 2003, p.1). 

However, the world is not yet completely homogenous, otherwise there would not be 

something called ‘niche tourism’. LGBT tourism is a type of niche tourism (Robinson et 

al., 2013; Marson, 2011). It is a counter term to that of ‘mass tourism’, which emerged 

during the 1990s and 2000s and “it implies a more sophisticated set of practices that 

distinguish and differentiate tourists” (Robinson & Novelli, 2005, p.1). Mass tourism 

aligns with the concepts of assimilation and sameness, depicting all tourists as being alike, 

whereas niche tourism celebrates diversity and recognizes that not all tourists are motivated 

by the same triggers and cues. Niche tourism “appears to offer greater opportunities and a 

tourism that is more sustainable, less damaging, and, importantly, more capable of 

delivering high-spending tourists” (Robinson & Novelli, 2005, p.1). It confirms once more 

that LGBT tourism is a relevant field of study. 

The earliest examples of LGBT tourism are dated from the Victorian period; a time 

when such travels were only available to the wealthy and educated elite from northern 

Europe seeking cultures in the south such as Greece and Italy where homosexuality were 

more accepted (Clift et al., 2002). This type of tourism was labelled the Grand Tour 

(Graham, 2002). Gay travel, like travel in general, continued to remain elitist leading up to 

World War II, after which traveling became affordable to the middleclass (Chauncey, 1994) 

leading up to the 1960s and 1970s. However for LGBT people, it remained segregated 

travel to safe places for a long time (Clift et al., 2002). Such safe places, also known as ‘gay 

space’, were important for the creation and formation of gay and lesbian identity as these 

were places to where they could travel and behave as they wished in a safe environment 

without the fear of gay bashing (Hughes, 2002). As Clift et al. (2002) puts it “[the] 

segregation of travel was necessary for the creation and reification of gay identity” (p.4). 

These “spaces and places in which homosexually inclined people move have a direct and 
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profound influence on identity construction” (Cox, 2002, p.151), because they are allowed 

to explore and develop their sexual identities away from the heteronormative society, a 

concept that will be explained in the literature review.  

This thesis attends to the sentiment of the United Nations World Travel 

Organization (UNWTO) Global Report on LGBT tourism (WTO, 2012), which implicates 

a symbiotic relationship between LGBT tourism and “societal and political advancements 

around the globe” (Vorobjovas-Pinta & Hardy, 2015, p.410). I thereby support the idea 

that the evolution of LGBT tourism is connected to the spread of LGBT rights. As a result, 

human rights, as related to LGBT tourism, will be elaborated at the end of the literature 

review. All in all, the UNWTO protects the right of ‘freedom of movement of people’ 

(Hughes, 2002), regardless of identity or sexuality. Another organization worth mentioning 

when learning about LGBT tourism is the International Gay and Lesbian Travel 

Association (IGLTA). It is “the world’s leading global travel network dedicated to 

connecting and educating LGBT travelers and the businesses that welcome and support 

them along the way” (IGLTA, n.d.). The organization functions as a channel between the 

tourism business community and the LGBT community by telling the world about the niche 

market that is the LGBT community (Clift et al., 2002). 

1.2 LGBT definition 
LGBT stands for ‘Lesbians, Gays, Bisexuals and Transgendered’. Throughout the 

thesis I will refer to the ‘LGBT community’ as one coherent group. For the most part, I will 

not distinguish between the various sub-minorities within the group, as it is not a part of the 

thesis’ tasks. I have chosen to  use this label because it is in line with most other studies in 

the field. At the same time, it is also in line with each of the interviewees’ explanations for 

their definition of the community. However, I have chosen to leave out the groups of 

‘queer’, ‘intersex’, ‘asexual’, and so on, as the many letters would end up creating more 

confusion rather than being beneficial in providing an answer to the research question. 

Although, it is important to note that even though these minorities are not mentioned by 

their own specific letters, they are still a part of what I determine to be the ‘LGBT 

community’ as I believe it should include all sexual and gender minorities. The delimitation 

is therefore taking a queer stance by refraining from distinguishing between the various 
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sub-minorities. Even though this approach seems the most fitting for the purpose of this 

thesis, I highly recommend others to investigate the varying sexual and gender minorities 

forming the LGBT community. Before I embark on presenting the findings on LGBT 

tourism, the theoretical framework will be presented in the literature review. 

2 Literature review 

2.1 Stakeholder theory 

The framework of stakeholder theory will be used to identify and discuss the 

challenges for LGBT tourism and marketing. As the thesis will show, stakeholder theory is 

central to a topic such as LGBT tourism, where one finds stakeholders outside the regular 

definitions of what makes a relevant stakeholder. However, before using the theory, the 

following section will give an in-depth explanation of stakeholder theory. 

The stakeholder model was originally introduced by Freeman in 1984, who defined 

a stakeholder as “’Any group or individual who can affect or is affected by the achievement 

of the firm’s objectives’ and he suggests that there is a need for ‘integrated approaches for 

dealing with multiple stakeholders on multiple issues’” (Freeman, 1984 in Morsing & 

Schultz, 2006). Philips et al. defines stakeholder theory as being “concerned with who has 

input in decision making as well as with who benefits from the outcomes of such decisions” 

(in Crane and Ruebttom, 2003, p.78). The concept and definition of what makes a 

stakeholder have been disputed and have changed to some degree over time, although some 

argue that the definition have not yet changed sufficiently. In spite of the different 

approaches to how stakeholders are identified, there is a common understanding that 

stakeholder theory “is effective in offering normative and instrumental grounding for 

inclusion of stakeholders into managerial decision making” (Crane & Ruebottom, 2011, 

p.77). The theory provides a framework for understanding how companies prioritize their 

constituencies and incorporate the constituencies’ interests when making decisions 

(Mitchell et al., 1997), which will be the basis upon which the thesis’ discussion will be 

constructed. 

Traditionally, only the immediate people that were influenced by or had the 

possibility to influence a company or organization were given the label ‘stakeholder’, as 
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they literally had a stake in the company. These stakeholders could be employees, 

consumers and/or investors, among others, which together are labelled as primary or 

economic stakeholders. Secondary stakeholders, or non-economic stakeholders, were 

described as groups of community or advocates for different societal movements depending 

on the company environment at any given time (Crane & Ruebottom, 2011). Furthermore, 

stakeholders were analyzed by the level of salience based upon the different attributes they 

possessed. “Stakeholder salience has been defined to be: the degree to which managers 

give priority to competing stakeholder claims” (Mitchell, Agle & Wood, 1997 in Mitchell 

et al., 1997, p.235). The attributes in question are ‘power’, ‘urgency’ and ‘legitimacy’ as 

explained by Mitchell et al. in the following paragraph: 

‘Power’ is when one person has the power to make another person do something, 

which the person in question did not originally want to do. There are three different types 

of power: coercive power (physical resources of power), utilitarian power (material 

resources of power), and normative power (power based on symbolic resources). The latter 

will prove to be of importance when dealing with topics such as LGBT tourism. ‘Urgency’ 

has a twofold meaning; First, it means whether the stakeholder has a time sensible stake 

involved, and second, it means how critical the issue is to the stakeholder. ‘Legitimacy’ is 

defined as “a generalized perception or assumption that the actions of an entity are 

desirable, proper, or appropriate within some socially constructed system of norms, values, 

beliefs, and definitions” (Mitchell et al., 1997, p.240) (1997). The ‘Power’ attribute will 

prove helpful in discussing the challenges in LGBT tourism. 

Besides these above mentioned three attributes, researchers have tried to 

differentiate between stakeholders by the use of various groups: primary or secondary, 

internal or external, fiduciary or non-fiduciary, necessary or contingent and compatible or 

incompatible (Crane & Ruebottom, 2011). These basic stakeholder groups were not 

intended to be final, on the contrary, they should have been the foundation upon which new 

and advanced stakeholder theories should be developed. Conclusively, there is not a 

specific, unified framework for how one can identify stakeholders. 

The traditional business thinking continues in some ways to be the foundation upon 

which stakeholder management is practiced. The original stakeholder theories were 
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manifested by Donaldson and Preston (1995) with the three approaches of instrumental 

power, normative validity, and descriptive accuracy. The instrumental stakeholder theory is 

what one might describe as the most basic and simplest way of creating an economic model 

to identify stakeholders. This perspective purely considers primary stakeholder groups that 

are economically linked to the company in question, although these links are not limited to 

purely material gains. The economic links show that there is a connection between 

stakeholder management and the achievement of corporate goals. However, the 

instrumental use does not explore cause and effect, between the links, in greater detail. It is 

rather implicit that the success of a company depends on its stakeholder management as 

stakeholder theory “clearly implies that corporate managers must induce constructive 

contributions from their stakeholders to accomplish their own desired results” (Donaldson 

& Preston, 1995, p.72). However, as mentioned, the instrumental use solely focuses on 

economic ties between stakeholders and corporations, and thereby neglects stakeholders 

without any direct links. 

The normative stakeholder theory tries to distance itself from instrumental power by 

emphasizing social cooperation and community, as well as interpreting the function of the 

company, including identifying moral guidelines for how businesses should behave 

(Donaldson & Preston, 1995). On the other hand, some researchers still limit social 

cooperation to that of an economic one. “Some views argue for moral responsibility to a 

broader range of stakeholders, [but] the classification of stakeholders does not change 

siginificantly” (Crane and Ruebottom, 2011, p.79). According to Donaldson and Preston 

(1995), the normative use of stakeholder theory is the very foundation of stakeholder 

theory. They argue that stakeholders are identified by their interests, regardless of whether 

the company has any corresponding interest in the stakeholders. “The interests of all 

stakeholders are of intrinsic value. That is each group of stakeholders merits consideration 

for its own sake and not merely because of its ability to further the interests of some other 

group” (Donaldson & Preston, 1995, p.67), meaning groups without economic ties to a 

corporations can still be viewed as stakeholders. Normative validity begins to incorporate 

the concept of secondary stakeholders, although in a very shallow and generic way, e.g. 

community or activist groups. 
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Descriptive stakeholder theory does not concern itself with the identification of 

stakeholders, but rather the question of how stakeholders are managed by companies, if 

they are even managed in the first place, as well as specific corporate characteristics and 

behaviors (Donaldson & Preston, 1995). The normative and instrumental approaches are 

both based upon the descriptive approach, but are at the same time inherently different. The 

instrumental use is hypothetical: 

“If you want to achieve (avoid) results X, Y, or Z, then adopt (don’t adopt) 

principles and practices A, B, or C. The normative approach is in contrast […] 

categorical:[…] Do (Don’t do) this because it is the right (wrong) thing to do” 

(Donaldson & Preston, 1995, p.72). 

 This way, the normative use of stakeholder management theory is warranted: it has 

the power to satisfy the moral rights of each individual stakeholder.  

In terms of secondary stakeholders, they are often defined as non-economic, and 

examples are those of NGOs, societies, communities, or even the government. However, it 

is also widely known that these non-economic stakeholders are difficult to identify until an 

unfortunate emergency makes it all clear. As Roloff (2008) argues “these ‘secondary’ 

stakeholders are particularly difficult for firms to identify in advance; and yet they are 

becoming increasingly important” (in Crane and Ruebottom, 2011, p.79). 

Mitchell et al.’s theory of salience and the three attributes is a way to bridge the gap 

between normative validity and instrumental power. However, Crane and Ruebottom 

(2011) argue that all of these approaches to stakeholder theory are based on firm-centric 

views of stakeholder identity and legitimacy. Thus, in order to provide an alternative 

approach to stakeholder identification theory the authors combine it with social identity, 

thereby creating a stakeholder-centric view of stakeholder identity and legitimacy. 

Naturally, stakeholders should be the center of their own theory. Nevertheless, businesses 

have had the tendency to argue that the business of business is business, i.e. making a 

profit, and as capitalism continues to thrive, it is unlikely to change. 

On the other hand, many authors in the stakeholder theory field are now arguing 

that this firm-centric approach to stakeholder identification is not comprehensive enough 
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(Crane & Ruebottom, 2011; Roloff, 2008) since it does not cater to the issues of today or 

help identify the true secondary or non-economic stakeholders. There is a  

“lack of specificity around stakeholder identity [which] remains a serious 

obstacle to further development of stakeholder theory and its adoption in actual 

practice by managers… [this can] only result in superficial and broad-brush ethical 

consideration and will inevitably ignore or fail to take account of important and 

marginalized interests” (Dunham et al., 2006, p.23-24). 

Thus, the debate over which actors qualify as relevant stakeholders have gained 

increased attention in recent years. One may conclude that ethics and morals are gaining 

increasingly more momentum than previously. Maintaining a positive public image by 

driving a business based on inclusive considerations has never been more important than 

today and as a result the normative use of stakeholder theory is an appropriate fit. Crane 

and Ruebottom (2011) argue that the current stakeholder theory is not inclusive enough 

when purely considering economic abilities, and therefore, should be adapted so as 

stakeholders are also defined by their social identities. They argue that: 

“…claims may come from a broad range of demographic, cultural, political, 

and societal affiliations that, for a variety of reasons, are not reconciled within the 

typical firm-generated economically oriented stakeholder role, such as investors, 

customers, employees, etc. Such categories ignore the social glue, the bonds of 

group cohesion, identity, and difference that typically form the basis for claim 

making in relation to the firm” (Crane & Ruebottom, 2011, p.77). 

To ignore all other stakeholder roles but the economic one unavoidably puts 

minorities, social movements and other vulnerable social groups in an awkward immobile 

position, because they themselves do not carry power (Roloff, 2008). “They may, however, 

have legitimate interests that need to be protected for normative and/or instrumental 

reasons, but will not be identified by managers” (Crane & Ruebottom, 2011, p.83). This is 

what human rights are about; protecting groups that are vulnerable and marginalized (Frost, 
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2002; UN, n.d.). Therefore, human rights are relevant for the purpose of this thesis and will 

be explored at the end of the literature review. 

Consequently, there is a need to include social identity in the stakeholder theory, 

because naturally, communities of this sort do not make claims on a firm, or is able to 

affect the business of a company the same way investors, customers, or employees do. 

They suggest “both social and economic identities together provide a more robust 

identification of the relevant stakeholder groups” (Crane & Ruebottom, 2011, p.81). The 

following section thus concerns the conversion of social identity with stakeholder theory. 

With this approach, companies will be able to truly understand their stakeholders and 

constituencies’ social identifications upon which constituency membership is determined.  

2.2 Social identity theory 

In order to comprehend the importance and influence of identity on stakeholders’ 

motivation, we must first define what is meant by ‘social identity’.  Crane and Ruebottom 

base their use of this term on both identity theory and social identity theory, and it is 

important to recognize the difference between the two. First, identity theory concerns itself 

with “the meanings attached to the multiple social roles (i.e., parent or child, teacher or 

student) that people play, and seeks to address how people sort through and prioritize the 

various roles in a given situation”(Stryker & Burke, 2000) (Crane & Ruebottom, 2011, 

p.81). Second, social identity theory concerns the different kinds of categories that 

individuals (and groups) feel attached to, e.g. black or white, male or female, homosexual 

or heterosexual (Tajfel, 1982 in Stryker and Burke, 2000). Thus is the reason for choosing 

social identity, as these categories align nicely with traditional stakeholder identification.  

Social identity theory was developed as a way to explain group behavior and group 

unity (Tajfel, 1982), but has increasingly been used to “explain identification, attachment, 

and action at the level of organizations and social movements” (Crane & Ruebottom, 2011, 

p.81) by Ashforth and Mael (1989), among others. Social identity theory can thus be used 

to explain behaviors and feelings of groups and communities, which moves the stakeholder 

identification approach away from traditional stakeholder categories and in turn opens it up 

to that of communities and social movements. “This step is essential for capturing 

meaningful stakeholder groups that can affect or be affected by the focal organization, and 
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for explaining how the affiliation of individuals to such groups is fluid and polygamous” 

(Crane & Ruebottom, 2011, p.81). 

This corresponds with Sveningsson and Alvesson’s (2003) argument. According to 

them, identity is fluid rather than stable, and individuals have multiple identities, rather than 

single monolithic identities. One’s identity is important as it provides the boundaries for 

how groups and individuals align or distinguish themselves to or from others. Furthermore, 

identity is viewed as fundamental for issues such as motivation, change, decision making, 

stability, commitment, group interactions, and organizational collaborations (Sveningsson 

& Alvesson, 2003). Hence, the theories on social identity and stakeholder identification 

goes hand in hand very well to explain which stakeholders a company might have, 

including how they interact with each other, as well as what motivates the stakeholders, as 

Ashforth and Mael (1989) state: “[stakeholders] tend to choose activities congruent with 

salient aspects of their identities, and they support the institutions embodying those 

identities” (p.25). 

Handleman (2006) further contributes to the authors’ argument by stating that 

“societal constituents are presented not as secondary actors who play a subservient role to 

‘primary’ economic transaction-based stakeholders but as empowered, engaged, culturally 

adept social actors who present to corporations a range of conflicting societal and 

economic interests” (p. 107). Thus, communities should be equally important as 

stakeholders. This sentiment is persistent throughout the thesis as I argue for the LGBT 

community’s relevance as stakeholders regardless of economic links or not. Crane and 

Ruebottm (2011) define a social identity community as not necessarily having a common 

goal or purpose, which is different from the regular definition of ‘communities of practice’ 

(Wenger, 2000; Brown & Duguid, 2001). Instead, they argue that the exception is the 

expressive nature of the community, which “expresses the identity of the actor” (Rowley & 

Moldoveanu, 2003 in Crane & Ruebottom, 2011, p.81), meaning a social identity 

community will always share the goal of expressing the identity they share. The authors 

also argue that the United Nations (UN), as well as some NGOs, see communities as the 

most important stakeholders (Crane & Ruebottom, 2011): “Stakeholders are identified with 
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communities rather than customers, suppliers, employees,  financiers and communities” 

(Freeman et al., 2007, p.36) when it comes to the UN. 

Furthermore, Crane and Ruebottom (2011) also suggest that McVea and Freeman’s 

(2005) proposal to move away from boxing up stakeholders according to their roles is in 

line with their social identity theory. “The opportunities for satisfying their [stakeholders’] 

individual needs, exploring their multiple role relationships and determining how these can 

be better understood and fulfilled” (McVea & Freeman, 2005, p.67) will in turn increase 

the likelihood of identifying stakeholders’ moral values, which are a core part of an 

individual’s identities.   

Crane and Ruebottem (2011) are not the only ones to recognize that social identity 

is important for community action and that it would complement stakeholder theory in a 

beneficial way; so do Rowley and Moldoveanu (2003): “Stakeholder group action… is not 

instrumental but expressive. It expresses the identity of the actor” (p.211). Although more 

authors are joining Crane and Ruebottom, they also acknowledge a need for more work in 

the area. 

As previously mentioned, an individual does not merely possess one identity, but in 

fact multiple identities, meaning the issue of interacting with stakeholders become 

increasingly difficult, especially since some of these identities may be latent until triggered 

by cues (Crane & Ruebottom, 2011). As Weick describes: “Identities are constituted out of 

the process of interaction. To shift among interactions is to shift among definitions of self” 

(Weick, 1995, p.20). As social groups and communities have multiple identities, so can 

they affect and be affected by companies through various affiliations (Crane and 

Ruebottom, 2011). One of these affiliations could be an economic link. However, as 

companies are reluctant to identify social communities as stakeholders, these groups are 

unlikely to be triggered by an economic affiliation. If they would be easily triggered by an 

economic link, there would be no need to consider social identity in stakeholder 

management. 

The trick for anyone looking to identify their stakeholders by incorporating social 

identity is to be aware of “cues in the context and level of commitment to various identities 

[because they] together determine the relative identity salience” (Crane & Ruebottom, 
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2011, p.82). Meaning cues in the context and the actor’s level of commitment shows how 

much that actor identifies with a group, a community, a social movement, and so on (see 

also 8.1 Figure 1 in the appendix for Crane & Ruebottom’s figure on ‘Stakeholder group 

membership based on social identity’). Thus, the traditional stakeholder categories are 

being shaken up, while the “acquired, self-defined, and chosen identities” (Crane & 

Ruebottom, 2011, p.82) become ever so more important. Alas, to understand how 

stakeholder groups self-identify will determine if one is able to identify ‘meaningful 

stakeholders’ (Crane & Ruebottom, 2011). 

Additionally, it is important to remember that identification should not be confused 

with behavior. “To identify, an individual need not expend effort toward the group’s goals; 

rather, an individual need only perceive him- or herself as psychologically intertwined with 

the fate of the group” (Ashforth & Mael, 1989, p.21). Thus, stakeholders might not engage 

with the company in question, but rather express their social identity, as the previous 

argument by Rowley & Moldoveanu (2003) stated. Finally, Crane and Ruebottom 

developed a model for stakeholder identification based on social identity: “each of these 

social identities [presented in the model on the vertical axis] can have relevance for 

individuals and groups in any of the traditional economic stakeholder groups (horizontal 

axis)” (2011, p.84). It is merely presented in 8.2 Table 1 in the appendix for reference as it 

will not be discussed any further. 

To sum up: in order to identify ones’ stakeholders (that might be vulnerable social 

groups without the necessary power to make proper claims), one can utilize the theory of 

social identity to identify ones’ stakeholders. As a result, one will achieve inclusiveness of 

their stakeholders’ values and interests. Again, this relates to human rights: rather than only 

identifying stakeholders that have the power to affect the firm, companies should also care 

about identifying vulnerable groups, if not exclusively do so. Therefore, human rights will 

be attended to following the examination of queer theory. 

2.3 Queer theory 

 For the purpose of this thesis, I engage with queer theory because you cannot 

discuss LGBT tourism without considering issues such as social justice, equality, and 

inclusivity for said community/segment (Rumens, 2016) and stakeholder theory does not 
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do so. I will use queer theory to gain the perspective from the actors in question, i.e. LGBT 

people, because stakeholder theory is only used to understand the phenomenon from the 

lens of the company. 

I acknowledge, as Rumens (2016) did, that queer theory is not a standard 

framework to use within a business school, but when challenging what is known as 

heteronormativity by writing this thesis, I contribute to “queering the academy” (p.38) and 

thus attempting to promote the use of queer theory. As Sumara and Davis (1999) said: “all 

[people] ought to become interested in the complex relationships among the various ways 

in which sexualities are organized and identified” (p.203). 

Heteronormativity is a concept at the very heart of queer theory (McDonald, 2015). 

It embodies the belief that people are separated into different gender and sexuality 

categories with each their natural roles, thereby effectively creating the binaries of men vs. 

women and heterosexuals vs. homosexuals. The binary invokes a hierarchy that posits 

heterosexuals higher than homosexuals (McDonald, 2015). Heteronormativity thus assumes 

that there is only one proper sexual orientation alongside distinct gender identities as it 

“casts a whole host of sexual practices as deviant, including but not limited to 

‘homosexuality’” (McDonald, 2015, p.318). One might therefore argue that 

heteronormativity could be associated with homophobia. 

The term ‘queer’ originally had a different definition than today. Prior to the LGBT 

social movements of the 1990s, in the wake of the 1980s Aids crisis that stigmatized a 

whole minority as ‘at risk’ (Graham, 2014; McDonald, 2015), ‘queer’ was used to describe 

anything viewed as perversion, disdain, sickness, and absurdity (Gedro & Mizzi, 2014). 

However, in the beginning of the 1990s, the ‘queer’ term was reborn into the LGBT social 

movement (Lauretis, 1991). It gained a new, positive and reinforcing nature, leaving behind 

its oppressive uses by creating distance from “hegemonic and historic practice of 

institutionalized systems using identity-categories (e.g. ‘homosexual’ identity) to shame, 

regulate, and eradicate same-sex sexual behavior” (Foucalt, 1984 in Gedro & Mizzi, 2014, 

p.450). On the other hand, Halperin (2003) contends that even defining the word ‘queer’ is 

limiting and against the very foundation upon which queer theory was built. 
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Queer theory emerged from feminism studies and gay and lesbian (LGBT) studies, 

which originated in the 1950s and 1960s alongside the gay liberation movements as well as 

civil rights and women’s movements during the 1960s (Lovaas et al., 2006). Queer theory 

did not develop until much later in the 1990s in tandem with LGBT activist movements 

(Chevrette, 2013), although the gay and lesbian movement had already demanded “the end 

of the ‘homosexual’ (and by implication the heterosexual)” (Graham, 2014, p.8) as early as 

the 1970s. Whereas LGBT studies have been located in the social sciences, queer theory 

was originally based in the humanities. However, the field has also been applied to the 

social sciences and politics as well (Namaste, 1994). 

 A reason for its traditional base within the humanities is queer theory’s link to post-

structuralism, “an area of inquiry considered to be textualist, theoretically elite, and 

politically suspect” (Namaste, 1994, p.220). In post-structuralism, the individual as an 

autonomous agent must be ‘deconstructed’, because the individual is formed by society and 

culture as individuals are embedded in a ‘complex network of social relations’, which 

determine when, where and how individuals can appear (Namaste, 1994). These social 

relations thus shape individuals’ identities and trigger them, just as Crane and Ruebottom 

(2011) argue ones’ identities may be latent until triggered by social cues. Furthermore, 

Seidman and Nicholson (1995) points out that Sedgwick connects queer theory to post-

structuralism by focusing on “reveal[ing] the instability of [the homosexual/heterosexual 

binary] and to disrupt[ing] its hierarchical structuring for the purpose of displacing or 

neutralizing its social force” (p.129). In turn, the queer approach removes, or at least tries 

to decrease, the importance of heteronormativity in society. 

 Partly due to queer theory’s background in the humanities, the theory and LGBT 

issues have not become common study in other areas (Rumens, 2016). This is also reflected 

in the lack of data and research on the topic of LGBT tourism. However, in Rumens’ paper 

from 2016, he argues that the absence of LGBT issues and voices reproduces 

heteronormativity and the homosexual vs. heterosexual binary in business schools. This 

argument can also be applied to other organizations and contexts, i.e. LGBT tourism. 

“LGBT people are an important constituency of many institutions” (Rumens, 2016, p. 37) 

and if their issues are not addressed appropriately, he concludes that the organization is 
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dominated by heteronormativity. As a master’s student in a business school, I assist in 

disrupting the heteronormative process by writing a thesis on LGBT tourism. 

Furthermore, it is crucial to note that what is heteronormative today might not have 

been heteronormative 20 years ago. It must not be forgotten that women did not always 

have the right to vote. The historical differences between the sexes led to such an 

oppressive practice in which women did not have a voice in a heteronormative and 

heteromasculine society. Just as Gedro and Mizzi (2014) argued that: “Gender is not 

something a person is born with; rather, gender is constructed according to social rules 

and practices that assign rigid masculine and feminine roles to men and women” (p.447), 

likewise is it possible to argue that ones’ sexuality is ‘constructed according to social rules 

and practices’ in a heteronormative world. Alas, if ones’ sexuality does not abide by the 

norm, you will find yourself as ‘queer’. Butler (1999) claims that a person’s gender (and I 

add sexuality) continues to be reconstructed  by ‘repetitive and regulatory acts’ through a 

person’s social relations, just as Weick (1995) claims identities are created in interactions. 

According to Foucalt (1978), the diverging sexualities (homosexual vs. 

heterosexual) are society’s modern inventions. He argues that the homosexual is a social 

construction stemming from what is perceived as ‘normal’. One can therefore argue that the 

homosexual was thus constructed within various fields, including medical, criminological, 

sexilogical, and religious. With the exception of the medical field, the homosexual ended 

up being ‘demonized’ and ‘wrong’ as it did not fit the social norms (Graham, 2014). 

Furthermore, Foucalt (1978) presented the homosexual as being in complete 

dominance of his own sexuality: “Nothing that went into his total composition was 

unaffected by his sexuality … The sodomite had been a temporary aberration; the 

homosexual was now a species” (Foucalt, 1978). The Foucaldian principle forms the basis 

for queer theory; an instrument of power in today’s society is the process of normalization. 

It creates hierarchies positioning specific ways of life higher than others. (McDonald, 

2015). Heteronormativity is thus the most powerful type of normalization (Yep, 2003). The 

homosexual and heterosexual categories of identity are defined by queer theory as arbitrary, 

constricting, and used to bolster stigma and inequality (Graham, 2014). The process of 

normalization will prove to be a challenge to LGBT tourism as well. 
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Although queer theory shares much common ground with that of LGBT studies, 

there are a few crucial differences. What sets queer theory apart from LGBT studies is also 

what makes it relevant and applicable for this thesis. The divergence from LGBT studies 

(as well as feminism studies) shows that queer theorists support a much more fluid 

interpretation of identities of sex, gender, and sexuality. They believe that individuals are 

able to possess multiple identities at the same time, which is why queer theory corresponds 

well with social identity theory. According to Lovaas et al. (2016): 

“gay and lesbian studies have tended to emphasize the stability of gay and 

lesbian sexual identities, while queer theory, though growing out of LGBT studies, 

primarily aims to continuously destabilize and deconstruct the notion of fixed sexual 

and gender identities” (p.6). 

Therefore, queer theory is the appropriate theory to utilize for the purpose of this 

thesis, and not feminism or LGBT studies, which seem to have outdated and limiting views 

of identities that do not correspond with the demands of the many minorities within the 

LGBT minority umbrella (Sedgwick, 1990). LGBT studies “maintain rather than disrupts 

the homosexual/heterosexual binary” (Lovaas et al., 2006, p.6). Alas, the assimilationist 

impulse embedded within the LGBT approach is inadequate to deal with contemporary 

issues (Lovaas et al., 2006). Queer theory on the other hand disrupts the assumption that 

‘heterosexual’ is a natural category and that ‘homosexual’ exists only in relation to 

heterosexual (Gedro & Mizzi, 2014). 

The following quote by Graham (2014) eloquently summarizes the focal point of 

queer theory: ”At its simplest queer theory is a critical inquiry into the alignments of sex, 

gender and desire that are in the service of normative forms of heterosexuality, the 

heteronormative, that saturates the social and cultural order” (p.6). Basically, queer theory 

criticizes what is deemed ‘normal’, i.e. the heteronormative, whether it is in a cultural, 

social, political, or economic context. The concept of ‘being normal’ is to be a 

heterosexual, and the theory argues that every aspect of society, culture, politics, and 

economy are inherently heteronormative: 
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“In a heteronormative order sex, gender and sexuality/desire are tightly 

interwoven and implicate each other with normative results that are systematic, 

often systemic, frequently disadvantageous and sometimes lethal for those people 

who are not part of their normative weave… To explicate the (hetero)normative is 

to unfold the implications of this order across a range of social and cultural 

phenomena” (Graham, 2014, p.6). 

 Graham believes that although the world is heteronormative, only when you 

explicate the implications of the heteronormative order will you be able to see the effect in 

social and cultural phenomena, as I intent to demonstrate in the discussion section. 

Queer theory deals not only with queers, homosexuals, gays, lesbians, 

transgendered people, but with all people or phenomena that are perceived as queer in the 

(hetero)normative world. Basically, whatever breaking with the norms and threatens to turn 

the world upside-down as Graham (2014) puts it: “They mark the boundaries of the normal 

and provide vantage points from which to view the cultural and social centers” (p.7). 

According to Anderson (2009) and Gedro and Mizzi (2014) heteronormativity, including 

heteromasculintity, “suppresses women and sexual minorities (…LGBTQ) through the 

unmediated and unchallenged use of language, understandings, beliefs, or practice that 

privilege heterosexual men” (p.446). Thus, I will use queer theory to identify examples of 

heteronormativity in the findings. 

Heteronormativity’s effect on society, equality, inclusivity, and so on, also tends to 

result in violence in the form of homophobia (Chevrette, 2013; Yep, 2003). Homophobia 

means to have “irrational fear of” or “discriminating against” homosexuals (Merriam 

Webster, n.d.). As heteronormativity calls for ‘real men’, it “impels heterosexual men into 

a lifelong labor of ‘proving’ their manhood” (Yep, 2003, p.21). As a result, violent 

homophobia (spurring from heteronormativity) can prove a challenge for organizations 

dealing with LGBT tourism. 

Proponents of feminism theory and LGBT studies criticize queer theory for 

undermining the groundbreaking work they have done in order to help achieve justice and 

rights for the LGBT community (and women): “queer theory put into permanent crisis the 
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identity-based theory and discourses that have served as the unquestioned foundation of 

lesbian and gay life” (Seidman & Nicholson, 1995, p.118). The criticism is also a result of 

queer theory’s link to post-structuralism, which we previously learned was ‘theoretically 

elite’, meaning it is a type of heteronormative in its own sense (Namaste, 1994; Medhurst 

& Munt, 1997). By this they mean that queer theory reinforces the very categories it was 

meant to destroy by not acknowledging that these sexual categories exist and that they 

should be deconstructed. By ‘ignoring’ the problem of inequality and discrimination 

(among other issues), and advocating complete deconstruction of categories, queer theory 

effectively plays into the hand of the heteronormative agenda. The critics’ fear is a valid 

point to make, also for the purpose of identifying the challenges for LGBT tourism, which 

will be discussed along with the findings. 

Many scholars alike have criticized queer theory for either being inadequate or 

failing to do what it set out to do: advocate politics that challenges normativity (McDonald, 

2015). Some critics argue that queer theory privileges sexuality over gender, fails to 

appreciate patriarchy in sustaining heteronormative regimes, and focuses on gay men but 

neglects lesbians (Graham, 2014) as well as transgendered (Johnston, 2016; Schilt & 

Westbrook, 2009). Furthermore, Halperin (2003) criticizes queer theory for no longer being 

queer because of its social acceptance and increasing use, while Gamson (2003) argues the 

approach is too abstract and irrelevant without enough concrete study or use outside of the 

humanities. It is important to recognize the general criticism of queer theory, but for the 

purpose of this thesis, I will argue that the theory is still relevant and useful, which my 

findings and discussion will show. 

On the other hand, some authors prize queer theory for its abstract and 

deconstructed ways. For example, Elia (2003) argues that “queer thrives on blurring 

boundaries, being uncontained and unpredictable, and, at the same time, challenging 

dominant cultural norms regarding romantic and sexual relationships” (p.80). In the 

discussion I will argue how queer theory and its blurred boundaries can prove a challenge 

to LGBT tourism. 

When using social identity theory and queer theory, it is inevitable to mention 

intersectionality. Intersectionality “refers to the idea that social identities are mediated by 
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one another” (McDonald, 2015, p.314). Acker (2006) argues, much like stakeholder and 

social identity theory does it, that intersectionality exposes multiple, and at times 

contrasting, social identities shaping people’s lives by cues. Furthermore, Acker (2006) 

claims that the only forms of difference that matter are gender, class, and race. Needless to 

say others disagree (Yep, 2003), including myself. When the focal stakeholder in the thesis 

is the LGBT community, sexuality comes with the territory. 

Categorical thought is at the center of the intersectionality approach, meaning 

categorizing ones’ identities based on differences. However, McDonald (2015) proposes an 

alternative approach: “Anticategorical complexity is a deconstructionist approach and thus 

consistent with postmodern approaches to difference” (p.317). The opposite of categorical 

thought is therefore a postmodern approach in which one does not focus on what makes 

people different from one another, thereby deconstructing these social categories of 

identities. Postmodern and anticategorical approaches are apprehensive about social 

identity categories because “they see [them] as being artificially constructed and as hiding 

important between-group and within-group differences” (McDonald, 2015, p.317). By 

abolishing socially constructed identities (such as the heterosexual and the homosexual), 

other more meaningful differences might appear. McDonald (2015) thus posits that 

categorical thinking undermines the very core of queer theory as queer theorists are trying 

to distance themselves from the dichotomy of the heterosexual and homosexual. 

As a result, one might ask why I have chosen to use stakeholder and social identity 

theory with that of queer theory as the two sections are clearly contradicting. However, by 

using them all, I will argue that an organization that deals with LGBT tourism for their 

destination will have to distance themselves from the binary relationship of the homosexual 

and the heterosexual (queer theory) in order to address the challenges. However, at the 

same time the organization (or queer theorists) need to realize that we are not yet living in a 

completely inclusive world and as a result we need to, at least partly, categorize 

stakeholders in order to obtain a “stronger basis … provided for developing inclusiveness 

of these [LGBT community’s] values and interests” (Crane & Ruebottom, 2011, p.85). 

Otherwise the organization might face a different type of challenge in the form of negative 

publicity by neglecting important values such as diversity, acceptance and inclusivity. For 
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the purpose of this thesis, I purport the assumption generally agreed upon by queer 

theorists, as well as social identity theorists: individuals have multiple and fluid identities at 

the same time, which are defined by the communities they belong to. 

I will use queer theory to illustrate how we live in a heteronormative world, but that 

the categories of sex, gender, and sexuality (and thus identities) are becoming much more 

fluid and less stable than previously, and thereby creating challenges for organizations 

dealing with LGBT tourism. As a result, the concept of heteronormativity in Denmark has 

evolved past what it was 20 years ago (Interview 3), but that does not mean that it is no 

longer relevant; it only means the definition of heteronormativity and what it means to be 

queer has become more accepting. “Queer theory posits these categories of “lesbian and 

gay” or the use of “heterosexual/homosexual” as binary to display heterodominance are 

social constructions and that they are as such, artificial” (Gedro and Mizzi, 2014, p.450). 

Meaning queer theory works to abolish these typical categories that define people’s sexual 

and gender identities by highlighting their continued existence and the challenges that come 

with them. 

I will therefore discuss queer theory with that of stakeholder theory to argue that 

just because heteronormativity is the norm; it does not mean that you should let those 

principles guide your business and stakeholder identification. By this I mean that 

heteronormativity has a tendency to drive an organization’s stakeholder identification in the 

direction of an instrumental use, i.e. only focusing on stakeholders with economic 

affiliations with the organization. As a result, organizations dealing with tourism have 

become used to identifying the LGBT community as a stakeholder and segment (which will 

be shown in the analysis) by an instrumental use of the stakeholder approach rather than a 

normative use. Instead, organizations should do what is right, not what is the norm in order 

to eradicate this social construction of heteronormativity. This is also related to that of 

human rights, but first I will go through the brief relationship between queer theory and 

LGBT tourism. 

2.3.1 Queering LGBT tourism 

There have been few instances where the academic literature has applied queer 

theory to that of LGBT tourism. Mathieson and Wall (1982) note that LGBT tourism 



Page 25 of 157 

 

(within the context of the heteronormative society) shows an “increase in activities deemed 

to be undesirable” (p.174) i.e. (visible displays of) homosexuality. As discussed, it can lead 

to cases of homophobia and violence against the LGBT community (Want, 2002; Yep, 

2003). Homophobia can thus be a consequence of LGBT tourism, but Graham (2002) also 

suggests that LGBT tourism is a result of homophobia since it comes from 

heteronormativity: “In societies structured by heteronormative regimes whoever does not 

conform to the hegemonic form of gender/sex will at some time experience the feeling of 

being out of place, marginalized and assigned to the social and cultural periphery” (p.1). 

The LGBT community is thus pushed to the periphery of society because they do not 

follow the norms in society, i.e. they are not heterosexuals or identifying themselves with 

the prescribed gender roles. Conclusively, queer theory is extremely relevant to LGBT 

tourism due to the endless spiral that is heteronormativity (Gedro & Mizzi, 2014), and as 

such will be used as a theoretical lens to make sense of the research undertaken for this 

thesis. 

Graham (2002) applies queer theory to distinguish between different types of what 

essentially makes up LGBT tourism. The basic type of LGBT tourism he calls ‘homosexual 

tourism’, which is when LGBT travelers flee from their homes to find release in a less 

oppressive environment, like the Grand Tour. The next step builds on homosexual tourism 

and is called ‘gay tourism’, which means a network of LGBT destinations that know each 

other through (gay) media. Graham (2002) further argues that there is an increase in 

connectivity when people visit these destinations since it inherently contributes to the 

awareness of the network (LGBT community). On the other hand, the increasing popularity 

of gay spaces also threatens their very existence by being exposed to heterosexuals through 

regular media as well as gay media (Graham, 2002). The last step, which Graham (2002) 

labels as ‘queer tourism’ undermines and disrupts the dichotomy of the heterosexual vs. 

homosexual (which is in place in both homosexual and gay tourism) by claiming that all 

inherently heterosexual places conceal a queer presence and in fact is not heterosexual by 

default. Graham proceeds to give an example with Australian lifeguards who are a symbol 

of manhood and beach culture, but at the same time they also possess queer undertones 

with bare skin and tight swimsuits. Thus, he argues that there is a queer ‘co-presence’ in 
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history and all institutions and events, because tourism essentially celebrates differences 

(Graham, 2002). 

Graham’s (2002) work on queering tourism corresponds to my research idea as it 

promotes the idea of a homogenous society in which we focus on our similarities rather 

than what sets us apart. It corresponds to the foundation of the phenomenon LGBT tourism: 

today’s society is dominated by heteronormative beliefs, thereby affirming the notion that 

some people are lesser human beings than others, leading to homophobia, discrimination 

and infringing of rights. The following section therefore explores human rights and why 

they are relevant for this thesis. 

2.4 Human Rights 

 Human rights is “the idea that every person is endowed with ‘inherent dignity’ and 

‘equal and inalienable rights’. The essence of rights is that they are considered 

entitlements, not granted by grace or at the discretion of others” (Ruggie, 2013, p.xxviii). 

It means that by just being a human being, a person have a certain set of rights that should 

be recognized, by both states and corporations alike because it is not up to them to decide 

who deserves to have ‘equal and inalienable rights’. As Endicott (2010) says: “A right is an 

entitlement (to something good) that must be respected regardless of good things that might 

be achieved by disregarding it” (p.172), which means a state or corporation cannot violate 

human rights on the path to achieving something else that is good for them, e.g. economic 

profit. 

 The human rights regime and instruments are meant to protect all people, but they 

specifically aim to protect vulnerable groups that are more likely to have their human rights 

violated. These groups are seen as being vulnerable, because they have traditionally been 

subjected to violations of their rights (IHRC, n.d.). Peroni and Timmer (2013) talk about 

the meanings of ‘vulnerability’ and highlight that many see it as a vague and disputed 

concept. They argue that the reason for this is that vulnerability can be both universal as 

well as particular, meaning “as embodied beings we are all vulnerable, but we experience 

this vulnerability uniquely through our individual bodies” (Peroni & Timmer, 2013, 

p.1058). Hence, we as human beings do not experience the same degree of vulnerability 

because we are different from each other, but we all possess the same basic vulnerability 
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because we are “constantly susceptible to harm” (Peroni & Timmer, 2013, p.1058). As a 

result of these disputes over the concept, it has been challenging to determine which groups 

should be identified as vulnerable (Mannan et al., 2012). However, for the purpose of this 

thesis, I identify LGBT people as being one of these vulnerable groups, just as others have 

done before me (IHRC I, n.d.; Brazil, n.d.; UNHR III, n.d.), which is why human rights is 

relevant in order to provide a recommendation on how to address the challenges in LGBT 

tourism. 

 The human rights regime and instruments that are in place today had their 

beginnings in the aftermath of World War II with the formation of the UN. The General 

Assembly adopted the UN Declaration on Human Rights (UNDHR) in 1948, which 

eventually would become a part of the International Bill of Human Rights, along with the 

International Covenant on Economic, Social and Cultural Rights as well as the International 

Covenant on Civil and Political Rights (Ruggie, 2013; UNHR). The two Covenants 

“turned many of the Declaration’s aspirational commitments into legal obligations, for 

states that ratified them” (Ruggie, 2013, p.xxix), which meant they had to protect and 

respect the rights of the people within their states. In itself it is not a legally binding 

document, but it “represents a very strong commitment by States to its implementation. 

States are increasingly adopting the Declaration as binding national legislation” (UNHR 

I, n.d.). The UNDHR was an immense step towards the world recognizing that all humans 

are equal and entitled to the same basic rights. 

 Today, many countries in the UN have adopted LGBT legislation, thereby 

recognizing and protecting LGBT people’s rights from criminalization and discrimination 

(Carroll, 2016). In fact, “[i]n June 2016, there are 121 UN member States where there are 

no legal penalties levied for consensual, private, same-sex sexual activity” (Carroll, 2016, 

p.11). However, there are still 73 criminalizing states according to the International 

Lesbian, Gay, Bisexual, Transgendered and Intersex Association (ILGA), of which 13 

countries still have the death penalty to some degree (Carroll, 2016). Although the UNDHR 

recognized sexuality as being a relevant factor to consider in terms of preventing 

discrimination, it was not until 2011, 2014 and 2016 that the UN Human Rights Council 

(UNHRC) adopted explicit resolutions concerning “Protection against violence and 
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discrimination based on sexual orientation and gender equality” (UNHR II, n.d.). The 

important word is ‘protection’, which is something states are required to provide according 

to the UN Guiding Principles (UNGPs).  

 The UNGPs were created by John Ruggie and unanimously endorsed by the 

UNHRC in 2011. The UN Framework and the UNGPs thereby became the first corporate 

human rights initiative to be adopted by the UN. The UNGPs are intended to apply to all 

states and enterprises, regardless of whether they are national or multinational corporations 

(Ruggie, 2013; Morsing et al., 2010; Ruggie, n.d.). However, the guidelines are considered 

a ‘soft law’, meaning they are not legally binding, but even so they have been adopted by 

many international agencies (Ruggie, 2013). The framework consists of three different 

pillars to ‘Protect, Respect and Remedy’ (UNGPs, 2011). The first pillar defines states’ 

duties to protect human rights and provides a guideline on how they should do it. The 

second pillar is meant as an assisting tool for businesses on how they can conduct ethical 

behavior respecting human rights by issuing a policy statement and conducting ‘due 

diligence’. Due diligence requires “corporations to have knowledge about, to monitor and 

to mitigate the human rights impacts of their operations […] which must be integrated into 

decisions about which measures to take in order to respond to the identified human rights 

impact” (Fasterling & Demuijnck, 2013, p.801). The third pillar specifies the human right 

to access effective remedies to be provided by states and/or enterprises (UNGPs, 2011, 

no.15). The UNGPs only have meaning once it is combined with the third pillar (Ruggie, 

2013), otherwise there is no compensation for people who have been violated. 

Even though all three pillars within the framework are important when considering 

the human rights regime, it is important to note that the second pillar is the relevant one for 

the recommendation following the discussion. As Fasterling and Demuijnck (2013) 

explain: “[the UNGPs] are likely to contribute to higher levels of accountability and 

awareness within corporations in respect of the negative impact of business activities on 

human rights” (p.799). By promoting due diligence as a way to achieve accountability and 

awareness, the UNGPs should thus help elucidate the effect of businesses on human rights 

issues, regardless of whether these effects were intentional or not. In short, due diligence 

means corporations, including governmental organizations, should have an ongoing process 
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of assessing how their activities affect human rights issues. The Organization for Economic 

Co-operation and Development (OECD) agrees with the following statement that when 

“some human rights may be at greater risk than others […] enterprises should respect the 

human rights of [these] individuals belonging to specific groups or populations that 

require particular attention, where they may have adverse impacts on them” (2011, p.32). 

This way, corporations are also able to show their stakeholders that they respect human 

rights (Fasterling & Demuijnck, 2013). 

However, Fasterling and Demuijnck (2013), along with other authors (Arnold, 

2010; Cragg, 2012), criticizes the framework for lack of specification of how corporations 

should respect human rights, thus implying that reasons for doing so “are grounded on 

pragmatic, enlightened self-interest or strategic considerations rather than on moral duty” 

(p.800). Meaning they suspect companies of doing what Endicott (2010) feared, i.e. 

pursuing good things for themselves without considering what good could they could do for 

others. At the same time, Fasterling and Demuijnck (2013) acknowledge that companies 

cannot be expected to do anything more than avoid violating human rights, i.e. respecting 

them, as “the [UN Guiding] Principles have in principle confined duties to protect to the 

state” (p.805). The quote refers to the first pillar, thereby showing that the authors are 

sympathetic to an opposing approach in which companies would also assist in protecting 

human rights where it is of no detrimental financial cost to their business. Florian Wettstein 

(2009, 2012) chimes in and firmly agrees that corporations should not just be respecting 

human rights as the second pillar commands, but rather take a proactive stance to protect 

them. He puts forward a proposal in order to achieve this change: 

“the business and human rights debate could benefit a great deal from a 

stronger involvement of CSR scholars and business ethicists, especially when 

thinking beyond purely negative obligations of ‘doing no harm’ and about ways in 

which corporations can make positive contributions to the promotion and 

realization of human rights” (Wettstein, 2009, p.147).  

 Wettstein (2009, 2012) thus believes that a crossover between CSR, ethics and 

human rights could benefit the latter in terms of altering the ‘Respect’ pillar of the UN 
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Framework. Although CSR is not a central issue in this thesis, it definitely shows that 

authors like Wettstein believe corporations should be as responsible as governments for 

lack of trying to protect. However, as he puts it, it would entail “a paradigm shift from 

merely looking at corporations’ casual involvement into bringing injustices about to 

looking at their unique capabilities to restore justice where human rights have been 

violated” (Wettstein, 2009, p.147). In the quest for justice and equality, it seems inadequate 

to only focus on what not to do to respect human rights. There is a mounting demand to 

also focus on how to eradicate current injustices and inequalities. For the purpose of this 

thesis, I argue that corporations have the ability to protect human rights by giving a voice to 

vulnerable groups that experience difficulties in raising their own voices. Furthermore, 

corporations have the opportunity to affect society by projecting their values and creating 

awareness of what is important, e.g. human rights. Thus, I agree with Wettstein’s view as 

the analysis will show how tourism organizations in Denmark refrain from involving 

themselves with political matters, such as rights issues. The human rights perspective will 

mainly be utilized for the recommendation following the queer discussion of the findings. 

Before getting to said discussion, the methodology will present the considerations behind 

the methods used for collecting and analyzing data. 

3 Methodology 

 In this part of the thesis I will reflect on the methodological choices on which this 

thesis is built; beginning with the philosophy of science and concluding with an 

examination of qualitative research design as well as the considerations when doing the 

data analysis. 

3.1 Philosophy of science 

 It is important to reflect on the philosophical considerations as the ontological and 

epistemological positions were important in formulating my research question and 

approaching the daunting task of gathering, analyzing and interpreting data. In order to 

produce such scientific knowledge in social science, I must first discuss how I perceive 

reality and knowledge since it determines how knowledge is constructed and conclusions 
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are deducted in the thesis, which in turn defines the type of research design used 

(Silverman, 2011; Pedersen, 2005; Easterby-Smith et al., 2012; Moses & Knutsen, 2007; 

Denzin & Lincoln, 2011). 

3.1.1 Ontology 

 Ontology is the study of being and the nature of reality (Moses & Knutsen, 2007). 

For the purpose of this thesis, I assume that there is not one-true reality, but instead many 

different ways of viewing the world, which are socially constructed through constant 

interpretation and re-interpretation (Kitzinger, 2004; Silverman, 2011). As a result, I 

approach the research question with a social constructionism methodology. It means that 

the reality depends on the person experiencing it, and as a result many different truths exist 

simultaneously (Denzin & Lincoln, 2011). The opposite school of thought is positivism 

(also known as naturalism), which looks for one true reality (Silverman, 2011). The 

purpose of this thesis is not to discover one true reality, but rather to examine an issue from 

a different perspective (Easterby-Smith et al., 2012). Logically, the literature review also 

deals with very different theories and views of reality, while the interviewees for the thesis 

possess various roles and interests such as government interests, business interests and 

community interests. 

Furthermore, social constructionism follows the reasoning of Haslop et al. (1998) 

who claim that “both heterosexuality and homosexuality are socially constructed forms of 

sexual identity” (p.318) and thus fit the social constructivist framework well. It goes hand 

in hand with the thesis as I intend to elucidate the challenges in LGBT tourism based on the 

socially constructed separation of sexualities. The following example from Kitzinger 

(2008) will help justifying the use of social constructionism further: “Women’s 

‘experience’ does not spring uncontaminated from an essential inner female way of 

knowing, but is structured within, and in opposition to, social (heterosexist, patriarchal, 

etc.) discourse” (p.128). Likewise is the case for LGBT people; their ‘experiences’ are 

structured within and in opposition to a heteronormative world, and by using queer theory I 

intend to show that the current social structure of the heterosexual vs. homosexual binary 

creates challenges in LGBT tourism, which could be overcome by a destruction of said 

socially constructed binary. 
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3.1.2 Epistemology 

 Epistemology is the study of knowledge (Moses & Knutsen, 2007). Since I view the 

world as a social constructionist, knowledge is thus subjective as it is inseparable from that 

of the researcher. The knowledge and findings in the thesis are therefore co-created by 

researcher and interviewees, and I, the researcher, influence the findings with my subjective 

knowledge of the world (Denzin & Lincoln, 2005). The researcher and the interviewees 

“are always actively engaged in constructing meaning” (Silverman, 2011, p.169). 

Furthermore, Weick’s (1995) theory on sensemaking also relates to the social 

constructionist approach to knowledge as it depicts that people make sense and create 

knowledge through persistent reinterpretation and constant interaction with other people. 

 By having multiple interviewees with different roles, including different ways to 

view the world and subjective knowledge, I strive towards a comprehensive understanding 

from divergent and subjective experiences of the challenges in LGBT tourism. Likewise, as 

Pedersen (2005) explains is important, I also recognize my own inability to act and create 

knowledge objectively as I already possess my own subjective interpretations (Weick, 

1995) of the world before embarking on this thesis. 

3.1.3 Methodology 

 It goes without saying that ones’ methodological choices depend on the ontological 

and epistemological choices, and methodology concerns itself with having the best possible 

methods for finding knowledge and making sense of the world; in this instance the research 

question concerning LGBT tourism. Since the thesis does not concern itself with finding 

one universal truth, as per the social constructionism perspective, it is only natural to adopt 

a qualitative methodology. The methodology must correspond to the investigation 

(Silverman, 2011), and as I am examining the challenges in LGBT tourism as a 

phenomenon from different perspectives of organizations who work with or are a part of 

the LGBT community, a qualitative method will assist me in obtaining a cohesive 

understanding by observing the phenomenon from different angles.  

 Qualitative research concerns itself with the social construction of reality; with case 

studies and meanings, and it induces hypotheses from data rather than test hypotheses on 

data (Silverman, 2011). It corresponds to the use of grounded theory when analyzing the 
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collected data, which will be discussed later during the methodology. I study the 

phenomena of LGBT tourism by using a qualitative method, because said method “[o]ften 

studies phenomena in the contexts in which they arise” (Silverman, 2011, p.5). Qualitative 

research focuses on studying the phenomenon based on individual’s perspectives and how 

they make sense of it in their natural setting (Denzin & Lincoln, 2005). Thus, I have 

gathered data from tourism boards and LGBT organizations in Denmark, which all work to 

increase LGBT tourism in the destination, although with slightly diverging interests and 

roles. 

 Qualitative methods have not always been a recognized way to study tourism, 

although a few researchers have done so for some time now (Decrop, 1999), resulting in 

acceptance of qualitative methodology in tourism research in general (Walle, 1997; Decrop, 

1999). Silverman (2011) argues it is because “[t]here are areas of social reality which such 

[quantitative] statistics cannot measure” (p.16). However, the use of qualitative research 

methods does not come without problems as it is often criticized on a lack of reliability and 

validity (Silverman, 2011; Denzin & Lincoln, 2005; Decrop, 1999). This thesis will not 

examine the divide between positivism’s quantitative methods and social constructionism’s 

qualitative methods, but rather attempt to justify the reliability and validity of the findings 

and thereby avoid the problem of ‘anecdotalism’ (Silverman, 2011). Thus, the data analysis 

will attempt to avoid letting the researcher’s subjective interpretations drive what is 

important. At the same time, I recognize that the results might be lacking either due to said 

researcher’s inability to avoid biases or due to a limited amount of data.  

3.2 Qualitative research design 

 The research design is based on the social constructionist view of reality outlined 

above. The organizations functioning as the entities of study in this thesis are all seen to be 

pursuing the phenomenon of LGBT tourism in some manner. Since little study of a 

qualitative character has been done on the challenges in LGBT tourism as shown in the 

literature review, this thesis is exploratory in nature. In order to elucidate and examine the 

challenges in LGBT tourism, I aim to gather as rich primary data as possible from these 

entities of study by having multiple, perhaps even diverging, views on reality. 
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3.2.1 Case study 

 The case study in this thesis is the phenomenon of LGBT tourism and its possible 

challenges. As argued by Yin (2009) who says that a case study is “an empirical inquiry 

that investigates a contemporary phenomenon (the “case”) in depth and within a real-

world context” (p.14), so do I approach the research question on LGBT tourism. By 

examining the case of LGBT tourism as a phenomenon from the point of view of several 

organizations in Denmark, rather than approaching it from one organization, I am able to 

compare and contrast diverging and converging views of reality across organizations. The 

focus is thus not one single organization, but rather a complicated and diverse topic such as 

LGBT tourism. In doing so, I also hope to discourage some criticism that can occur of a 

single-organization study, e.g. they can be less generalizable or testable due to lack of 

representation of entities in the study (Silverman, 2011), since I have combined several 

organizations’ interpretations into a phenomenon case study. The purpose of this thesis is to 

shift the way to approach the phenomenon of LGBT tourism to a comprehensive view of its 

challenges, not just with an economic lens, but also with a social and political one. I will 

attempt to assert the credibility of the study and its findings by discussing reliability and 

validity in relation to the thesis later in this chapter. 

3.2.2 Interview method and sampling 

 The thesis is based on primary, qualitative data collected by interviewing four 

organizations all working towards the advancement of LGBT tourism in Copenhagen and 

Denmark. The first interview was based on the ’open-ended’ interview structure as defined 

by Silverman (2011). There are several other types of qualitative methods (ethnographic 

observation, focus groups, texts, naturally occurring talk, and visual images), but I believe 

the open-ended interview fit the research question best as the method entails active 

listening, flexibility and building rapport with the interviewees (Silverman, 2011) in order 

to facilitate ‘rich data’ by allowing the interviewee to talk freely and ascribe their own 

meanings (Noaks & Wincup, 2004). At the same time, I combined the open-ended 

interview with a semi-structured interview approach, as I let the first interview help me 

create a question guide for the following interviews. As in accordance with the social 

constructionist approach to knowledge, the interview is co-created between researcher and 
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entities because both parties are actively involved in the process. The goal is to obtain 

detailed and comprehensive information by following up on interviewees’ responses, while 

at the same time leaving space for the interviewees to take the interview in the direction 

they desired (Silverman, 2011). 

 Preparation and format of the interviews comprised a short outline of questions, 

most of which were open-ended in order to obtain information and gain an understanding as 

an outsider of the LGBT community about the meanings and challenges attached to LGBT 

tourism. That way I hoped to achieve a deep insight into an unfamiliar world (Silverman, 

2011). Some questions were identical for all four interviewees, but as each organization has 

its own stakeholders, and thus its own reasoning for working to advance LGBT tourism, 

part of the interview guideline was unique for each entity of study. Thereby, I was able to 

obtain perspectives on the challenges from different points of view using the stakeholder 

theory and queer theory, thus creating an alternative view of the world of LGBT tourism. 

An overview of the four interviewees is seen in the table below (to obtain more details 

about the individual organizations, please see appendix 8.4 for a presentation of the 

individual company profiles): 
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The interviewees for the thesis were identified using ‘purposive sampling’, 

described by Silverman (2011) as demanding  “that we think critically about the 

parameters of the population we are interested in and choose our sample case carefully on 

this basis” (p.388), meaning it is important to choose entities in which the investigated 

phenomenon will occur. Purposive sampling is also known as ‘theoretical sampling’ when 

you sample according to the theories used in the research. As a result, I link my findings to 

broader theories by using theoretical sampling (Silverman, 2011), which is reflected in my 

use of grounded theory for the data analysis. 

The following criteria contributed to the sampling process: First, the organizations 

sampled for the interviews needed to actively state their involvement with LGBT tourism in 

the public sphere; second, they needed to work within the same context, i.e. Copenhagen or 

Denmark, in order to delimit the scope of the case study; third, the sampling also depended 

on which organizations were willing to get involved; fourth, the LGBT community in 

Copenhagen is a close knit group where everybody knows each other, and as a result 

Interviewee 1 referred me to Interviewee 4, while Interviewee 2 referred me to Interviewee 

3; and finally, I decided not to approach the issue of challenges in LGBT tourism with a 

‘how-to’ approach, which has already been covered in the literature. Instead I let the 

sampling be driven by the purpose to investigate ‘why’ in order to uncover the 

consequences of the ‘how-to’ approach, as the literature review showed a considerable lack 

in this area. The four organizations sampled for the thesis each contributed their view of 

reality in relation to the research question. 

3.2.3 Reliability 

 “Reliability usually refers to the degree to which the findings of a study are 

independent of accidental circumstances of their production” (Silverman, 2011, p.360), 

meaning it is concerned with whether or not other researchers would be able to recreate the 

study and come to the same conclusions as oneself. According to Silverman (2011), a way 

to achieve reliability is to be transparent throughout describing the research strategy and 

method, including a detailed theoretical justification for the use of said strategy and 

method. This way, other researchers will be able to replicate the research performed for the 

thesis. However, as in accordance with the social constructionist view of the world, many 
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realities and interpretations exist side by side making a cohesive whole through constant 

interaction between interviewees and researchers. Therefore, it might prove difficult to 

recreate the exact same results with a different researcher, as every researcher will have his 

or her own basis, subjective interpretation before embarking on the study. 

3.2.4 Validity 

 Validity is “the extent to which an account accurately represents social phenomena 

to which it refers” (Hammersley, 1990, p.57), meaning representing the findings as 

truthfully as possible without inflicting ones’ own personal afflictions onto it. One way of 

validating ones’ data is to triangulate it, which means using different methods (Silverman, 

2011). However, Silverman (2011) argues that this approach to data validation is flawed 

because “by counter posing different contexts, it ignores the context-bound and skillful 

character of social interaction” (p.371), which is why I have chosen not to use 

triangulation in its normal sense. Rather, I have collected data from different organizations 

within the context of LGBT tourism with the same method in order to triangulate data 

within the same social context, i.e. they are all members of or are connected to the LGBT 

community, even though they are from different organizational contexts. This follows the 

reasoning of Decrop (1999) who claims that 

 “[t]riangulation means looking at the same phenomenon, or research 

question, from more than one source of data. Information coming from different 

angles can be used to corroborate, elaborate or illuminate the research problem. It 

limits personal and methodological biases and enhances a study’s generalizability” 

(p.158). 

Enhancement of generalizability in turn validates the findings. This way, I attempt 

to triangulate data while observing the social interactions between the entities facilitating 

LGBT tourism in Copenhagen and Denmark. Moreover, I decided to pursue ‘respondent 

validation’ (Silverman, 2011) with I-1 and I-4, both of which are tourism organizations, 

because I needed them to validate the data I collected from them. Following the completion 

of the analysis, it became clear that human rights theory needed to be factored into the 

recommendation, and as both tourism organizations explicitly said they are not allowed to 
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deal with such political matters, I needed them to validate their statements before analyzing 

and discussing them. Furthermore, I intend to use the, at times, conflicting theories on 

stakeholder theory and queer theory to employ theoretical triangulation (Decrop, 1999) 

when discussing the findings. Another way to validate data is to through analytic induction 

(Silverman, 2011), which will be explained with the use of grounded theory for analyzing 

data. 

3.2.6 Research ethics and bias 

 I believe it is relevant to make a note about research ethics when investigating an 

issue related to a vulnerable group of people. Research ethics is important because LGBT 

people have been known to be discriminated against and still are in some parts of the world. 

Silverman (2011) also acknowledges that doing a good job and making a profit is not all 

that matters; as a researcher, I have a responsibility to those I study and ignoring ethical 

issues would mean going down a ‘slippery slope’ (p.87). As previously mentioned, I 

possess my own subjective interpretations of the world, meaning my values, morals and 

political beliefs influence the research as well as conclusions (Weber, 1946). In this 

instance I am also an ‘outsider’ (Silverman, 2011) in the world of LGBT tourism, because I 

do not belong to the LGBT community, which only makes it that much more important to 

observe ethical issues. One way I did so was to avoid assuming the sexuality of the 

interviewees prior to contacting and interviewing them (although I have later learned that 

many people working within the LGBT tourism sector also belong to said community, but 

it would have been a completely unfounded generalization to assume so). If I had 

approached the subjects in such a manner, it could have induced the interviewees to act 

according to the heteronormative stereotype in society of what it means to be homosexual 

and perhaps even reacted by being defensive as a result (Gobo, 2008). 

 Since I possess my own subjective interpretation of the world, I am also likely to 

impose a degree of bias upon the thesis as happens with any type of qualitative study. The 

assumptions and observations made throughout this work of research are affected by my 

position prior to embarking on the study. As my worldview is rooted in social 

constructionism, I acknowledge that my worldview might not be the one true reality, or the 

only reality concerning the area of LGBT tourism. No two individuals are the same, and as 
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a result, others might arrive at a different conclusion than the one found in this thesis. 

However, multiple diverging realities are at the very core of social constructionism and as 

such the thesis embraces it. 

3.2.6 Data analysis and grounded theory 

 The work throughout this thesis, from the beginnings of brainstorming ideas to 

collecting data and finally analyzing it, has been firmly rooted in the assumption not to 

make any hypotheses prior to data analysis. It is a basic assumption of qualitative 

researchers that you induce a hypothesis from a data analysis (Silverman, 2011). This is 

also called ‘grounded theory’, which is: 

“a method of qualitative inquiry in which researchers develop inductive 

theoretical analyses from their collected data and subsequently gather further data 

to check these analyses. The purpose of grounded theory is theory construction, 

rather than description or application of existing theories” (Charmaz & Bryant, 

2011, p.292). 

It corresponds to the way I used the interview method; I primarily used open-ended 

questions for the initial interview, which provided me with a primary analysis facilitating 

semi-structured guidelines for the following interviews. Thus, I collected data and 

continued to do so with four interviews in total, upon which the format of the thesis was 

finalized. Grounded theory was an important driver of my data analysis: I continued to 

reevaluate the very purpose of the thesis and literature used for the analysis while I was 

analyzing the data. It is in line with Silverman’s (2011) key feature of the grounded theory 

approach: “a continual movement between data, memos and theory so that data analysis is 

theoretically based and theory is grounded in data” (p.71). As a result, grounded theory 

was also a factor in the theoretical sampling of the interviews when one interview led me to 

the next, not just out of coincidence or convenience, but because that was the direction in 

which the data analysis was leading the research. 

In practical terms, analyzing data means categorizing, i.e. codifying it, into 

concepts, labels, categories or simply, ‘codes’. First of all, it means writing memos or short 

summaries or highlighting important paragraphs of the text (in this case the transcribed 
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interviews). For the purpose of this thesis, I highlighted all the relevant issues to begin 

with, using the participant’s words. This is called ‘in vivo’ coding (Silverman, 2011, p.69). 

Afterwards, I gave each word, line, sentence or paragraph an overarching label using my 

own words. An extract of three pages of coding from I-3 is provided in appendix 8.5.  I 

continued to modify the labels by using my own words to create the third order codes 

presented in the findings section. 

The data analysis made it possible to develop the finalized research question, upon 

which the thesis is structured. This was done through ‘analytic induction’, which is a 

method that “starts not with a hypothesis but with a limited set of cases from which an 

initial explanatory hypothesis is then derived. If the initial hypothesis fails to be confirmed 

by one case, it is revised” (Gobo, 2009, p.198). By using analytic induction, it was clear 

that LGBT tourism is inherently difficult to separate from the perspective of human rights 

completely. As a result of the data analysis, human rights theory is discussed in the 

literature review, referred to in the findings and recommended in the final part of the thesis. 

3.3 Delimitations 

I have chosen to focus on Copenhagen, Denmark for two reasons. The first one is of 

course the availability of data; Copenhagen and Denmark are easier to access in terms of 

geography. The geographical dimension of the thesis is therefore limited. The other reason 

for choosing to limit the scope of the thesis is: Copenhagen is a fairly progressive 

destination in terms of LGBT tourism, whereas other countries are less tolerant and 

accepting of homosexuality. Several legislative advancements have also been made for the 

LGBT community in Denmark (see appendix 8.3 Table 2). As a result, Denmark is 

considered an LGBT-friendly destination, which makes the purpose of examining the 

challenges in LGBT tourism in Denmark that much more interesting seeing as LGBT 

tourism has been an established part of the tourism industry in Denmark for a while. Thus, 

it would not be as relevant to have an investigation of LGBT tourism in less accepting 

countries since the phenomenon is unlikely to have been established to such a degree that 

would provide the same type of case study. For further study, researchers should investigate 

similar research questions in various countries with varying degrees of LGBT tourism. 
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Furthermore, the thesis is limited in terms of data collected. Unfortunately, it was 

not possible to obtain data seen from a purely corporate perspective within the time frame 

given. The sensibility of the topic might also have had an effect on the companies that were 

willing to cooperate for the thesis. The LGBT community is a vulnerable group and as 

such, some companies might find it challenging to deal with such issues (as the findings 

will elucidate). As a result, the thesis will only be able to present findings from the 

perspective of governmental organizations and non-for profit organizations. Defining the 

methodological approach, as well as the philosophical stance, makes an appropriate 

stepping stone for a detailed report of the outcome of my data analysis, which is presented 

in the following section. 

4 Findings 

 The following analysis was undertaken in order to help answer the research 

question. As mentioned in the introduction, the case study will focus on LGBT tourism in 

Copenhagen, Denmark, for two reasons: first, accessibility of data; second, researching 

LGBT tourism requires a case study in which LGBT tourism is properly established, rather 

than a country in which the LGBT community is still fighting for their rights. 

 Five third order codes, or categories, became evident throughout the analysis. How I 

came to find these five third order codes is shown in the table below. This chapter will 

expand on each of them, however, one must keep in mind that the codes are not clearly 

separated, but rather related to one another in several ways. The analysis will therefore 

reflect these linkages between the codes when appropriate in order to represent the 

wordings of the interviewees as objectively as possible. 
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4.1 Knowledge 

 The first third order code is ‘Knowledge’. It concerns various kinds of knowledge 

about the LGBT community, its internal differences as well as knowledge about what sets 

them apart from non-LGBT people. This code provides the necessary foundation to 

understand and analyze LGBT tourism upon which the remaining analysis will be based. 

The national tourism board of Denmark, VisitDenmark (VDK), is an organization 

(as well as a governmental organization) defining its target segments, just like any other 

business selling a product. I-1 explains the considerations made by the organization to 

promote LGBT tourism in Denmark in some of their targeted markets, as well as their 

reasoning for not doing it in others. As the interviewee worked in the German office of 

VDK prior to the US office, he compared how the two offices prioritized their targeted 

markets. It made more sense to promote Denmark as a coastal, family and nature 

destination to the German market according to I-1: “coastal and nature holidays, summer 

house vacations and beach vacations” (I-1). This was due to the close proximity of 

Germany to Denmark (and thus the option of traveling by car), while it made more sense to 

promote Denmark with “big city tourism and cultural experiences, gastronomy, history and 

so on” (I-1) to the American market. The same considerations count for the local tourism 

fund of Copenhagen called Wonderful Copenhagen (WoCo). Both VDK and WoCo argue 

that “LGBT tourism in Denmark is an extension of our ‘regular’ tourism” (I-1) because 

they market Copenhagen as a city destination. According to I-4, Copenhagen is among the 

‘B team’ of European vacation destinations, and it is thus important to play on what sets the 

product apart from others because “[w]e compete against some very big LGBT 

destinations” (I-4). Furthermore, Americans are unlikely to travel to Denmark for the same 

type of vacation as the Germans, both because of availability of transportation means, but 

also because of distance and competing (beach) vacation destinations closer to home (I-1). 

As a result, VDK and WoCo decided to focus on segments “who have time and 

money for themselves” (I-1), i.e. the big generations, the ‘baby-boomers’ (I-1), the ‘grey 

gold’ (I-4), basically anyone who has “dual-income, no kids” (I-1) (DINK). This term was 

normally used to describe the LGBT segment, but “that doesn’t really stand today” (I-4), 
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and according to I-1 and I-4 there is a likeness between the two segments, because “it’s a 

market segment on the same level as ‘empty-nesters’”(I-4), i.e. their kids have also left the 

home. It means that the organizations believe they do not have to do that much more to 

target the LGBT segment, because they automatically target them when doing their 

‘regular’ marketing. 

Furthermore, VDK’s office in New York and WoCo decided to include the LGBT 

segment in their focus, in part because the LGBT segment in the US is very big, because as 

I-1 says “gay men’s interests are aligned with the interests of non-LGBT tourists” (I-1). 

Meaning, a person’s interests are not completely different from heterosexuals just because 

you identify with a different sexuality or gender: “it isn’t definitive for my lifestyle” (I-1). I-

2 agrees: a lot of LGBT tourists seek out Copenhagen, but “they don’t want to necessarily 

just go to gay bars” (I-2). LGBT people are also interested in all the other types of tourism 

that make Copenhagen an interesting big city destination (I-4). This result is actually the 

opposite of Foucalt’s (1978) (possibly outdated) claim that every decision the homosexual 

made was affected by his sexuality. In fact, the research shows that one of the only real 

differences between non-LGBT tourists and LGBT tourists is that “[LGBT tourists] would 

also like to visit places where they can meet like-minded people” (I-1). I-1 is referring to 

gay space. I-2 also expressed that his sexual identity is not definitive for his lifestyle: 

“[i]t’s a part of my identity, but it doesn’t make my identity, [which] coincides with the 

whole thing being more accepted as well” (I-2). By this the interviewee means that there 

are other things that combined make his identity, which are equally important alongside his 

sexuality, if not more important, but only because homosexuality has become somewhat 

accepted, which is shown throughout the analysis. 

Even though the data shows that there are some similarities between LGBT people 

and non-LGBT people, some differences remain: “there is no doubt in the fact that the 

LGBT community sees itself as a different market segment, at least when they travel” (I-4). 

The interviewee refers to the fact that the LGBT community tends to be “an extremely 

demanding segment and extremely aware of high quality” (I-4), even more so than non-

LGBT consumers. In fact, I-4 says that the LGBT community is also very demanding 

politically and showing solidarity and sympathy by “put[ting] a greater thought and 
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emphasis on the companies they support by buying their products” because “LGBT people 

don’t support people they don’t think are doing proper ethical and moral business” (I-4). 

Both I-2 and I-3 agreed with this statement that LGBT people are more conscious of their 

choices in terms of the world around them. According to the data, it is therefore important 

that all businesses, even those not actively seeking the LGBT community, do ‘ethical and 

moral business’ in order to not lose this profitable segment.  

In terms of gay space, Copenhagen is limited in the amount of pure LGBT-friendly 

spaces: “[the city] do[es] not have a very large gay universe”, it is a “small and compact 

LGBT scene” (I-4). All four interviewees mentioned that the gay universe is not detrimental 

for the LGBT community: “it isn’t a requirement or necessity” (I-1). The reason for this is 

that a person does not put him- or herself in danger when being open about their sexual and 

gender identities in Denmark (I-1, I-2, I-3, I-4). However, the continued existence of the 

gay scene is important for LGBT tourism, as I-4 says: “If we didn’t have the supply of 

LGBT places that we have now, then there wouldn’t be the same level or number of LGBT 

tourists seeking us out”. The very existence of a gay scene in Denmark reflects the level of 

acceptance in the society, which makes it an attractive destination for LGBT tourism. 

As the LGBT community is persecuted in a lot of countries, e.g. “countries where 

the Catholic church is very strong and influential or it could be countries that have a 

strong homophobic culture with a strong stereotypical view of homosexuals” (I-4), some 

LGBT tourists find it important to have a hotel that is very explicit about being LGBT-

friendly (I-3, I-4). In Copenhagen, only Andersen Hotel and Urban House (I-3) are explicit 

about their pro-LGBT stance, because the society in Denmark is fairly accepting, thus 

eliminating the need for LGBT-friendly hotels (I-3). As I-4 said: “the term LGBT-friendly 

[…] hotels is completely unnecessary in Denmark” (I-4). However, as I-3 points out, it is 

important that hotels are aware of requirements with LGBT tourists in order to avoid 

“unfortunate heteronormative” behavior, which can otherwise pose as a challenge. 

Due to a continued persecution and discrimination of LGBT people in many 

countries, there are a limited number of LGBT-friendly destinations competing with 

Copenhagen and Denmark. According to I-4 most LGBT-friendly destinations are found in 

western and northern Europe with only one big competitor (and potential segment) outside 
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the European continent, i.e. the US. Although there are not as many viable LGBT-friendly 

alternatives to Copenhagen as there are viable alternatives for non-LGBT tourists, the 

destination remains on the ‘B team’ of destinations, as I-4 explains it: “[n]ot to say that 

Denmark is less influential or important, but we are a smaller priority until the tourists 

have visited the more trendsetting destinations”. These trendsetting destinations are the 

more traditional cities like London, Paris, Amsterdam and Berlin, and even though the 

research concerns LGBT tourism and not ‘regular’ tourism, the challenge remains the same 

for both, i.e. creating a unique product that continues to be ‘off-the-beaten track’ without 

reaching a saturation degree or exceeding the carrying capacity (I-4). 

The analysis shows that the diversity of the LGBT community is a challenge for 

LGBT tourism as “it isn’t just one homogenous group” (I-1) but rather very diverse with 

plenty of sub-minorities each with their own interests. VDK and WoCo have primarily 

focused on gays and lesbians as they are the biggest subgroups within LGBT (I-1, I-4). As 

previously mentioned, the LGBT and non-LGBT segments have many similarities, one 

among others being that “gay men go out more than lesbian women do” (I-4), and the same 

goes for heterosexual men and women. However, the interviews show that there is a lack of 

knowledge and data on the remaining minorities within the LGBT community and their 

interests driving decision making, especially the minorities within the minority (I-1). 

According to I-4, this gap in knowledge is even more evident for commercial businesses as 

opposed to tourism businesses: “tourism partners to a greater extend know the LGBT 

segment from the hotels, the restaurants, the attractions, and the museums where you see 

the LGBT as a group and these businesses are used to analyzing their patterns”. 

Nevertheless there is an increased awareness by businesses in general of the needs and 

wants of this specific community, which is clearly evident in the increased popularity and 

scope of the Copenhagen Pride Parade (CPH Pride) (I-3). 

One of the minorities within the LGBT community that is quite unknown is the 

transgender community. I-3 argues that it is because “the transgendered category is 

different from the others, which makes it difficult because it doesn’t have anything to do 

with a person’s sexuality; it has to do with a person’s gender”. Therefore, it could seem 

illogical for the transgendered minority to be seen as a part of the LGBT community, but 
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the two groups do have similar experiences in terms of discrimination, homophobia, and a 

fight for their rights (I-3). The analysis will show how the diversity of the LGBT 

community is a challenge, as well as an opportunity, for LGBT tourism. 

Choosing to promote LGBT tourism is an important decision that involves a 

calculated risk, because “other parts of your usual consumers […] might get offended” (I-

1), there might be repercussions from having and promoting LGBT tourism. These 

repercussions could be boycotting products, destinations, companies and so on. The fact 

that the Pride Parade in Copenhagen has gotten to the size it is today visibly shows the 

ways in which society has changed. Thus, the decision is obviously related to the values of 

the organization, as well as the country.  

To shortly summarize, this first code showed a number of challenges for LGBT 

tourism: the likeness between the LGBT segment and the heterosexual segment (while 

trying to avoid underestimating the differences and their effect); in general defining the 

segment without assuming that ones’ sexual identity is the driving force behind ones’ 

decision making; the challenge of being on the ‘B team’ and competing with other large 

LGBT destinations; the LGBT community being such a highly demanding segment; the 

differences and minorities within the LGBT community; and finally the calculated risk that 

some companies still believe exist when doing business involving the LGBT community. 

The remainder of the analysis will also elucidate that complete equality has yet to be 

accomplished in Denmark, but “society might [yet] reach a point where it’s very inclusive 

all around” (I-1), although nothing is for certain in terms of changes yet to come. It would 

most likely involve dissolving sexual identities (I-3) in order to reach a level where 

“nobody asks questions because being homosexual is so much part of the norm” (I-3) and 

has therefore been normalized. The remaining codes in the analysis will continue to 

examine the challenges in LGBT tourism, continuing with ‘Change’ as another third order 

code. 

4.2 Change 

 The data analysis uncovered several changes affecting LGBT tourism and thereby 

presenting challenges in the form of change. These changes entail a generational change, a 

technology and media change, a change in the importance of gay space, as well as a change 
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in the structure of the LGBT community itself. The data analysis will go through these 

changes in greater detail. First, there has been a generation change affecting the importance 

of gay space: “Especially young people don’t have the same need or want for gay bars or 

gay space” (I-1) where they can meet ‘like-minded’ people, i.e. other people identifying 

with the same sexuality or gender as themselves. I-2 explains this new trend as a result in a 

different way of perceiving and identifying oneself than previously: “The younger 

generations are a lot more fluid, they are all over the place and they are difficult to control, 

because they don’t have a need to go to a specific gay bar anymore”. As a result, the way 

the LGBT community identifies themselves as a group and as individuals may be very 

different in the future. 

In accordance with this claim, I-1 states that the importance of LGBT media has 

also changed for the younger generation that has emerged within the past 20 years as the 

LGBT media channels “might not be where you find your LGBT information anymore”. I-1 

explains this change as a result of the development in technology, which is generally agreed 

upon by all four interviewees. Today a lot of things that previously happened in gay bars 

are now taking place at “online sites or apps where you can meet people” and thus 

“[t]echnology has changed the game so much” (I-2) by changing “the way you party and 

the places you party at” (I-3). Hence, previously important gay spaces are now in steep 

competition with technology as the game has moved online and gay bars “can’t compete 

with that” (I-2). 

 The structure of the LGBT community and segment in Denmark has changed 

immensely since the 1980s, which I-1 argues is partly due to the pro-LGBT legislation 

adopted in the country (see 8.3 Table 2 in the appendix for an overview). Previously, the 

term DINK was used to described the LGBT segment in tourism because “they have dual 

income and they travel a lot” partly because they did not have any children (I-1). However, 

today LGBT people are able to get married and have children in various ways in Denmark 

as well as other western countries (e.g. the US, which is also an important LGBT market 

for Denmark), thereby creating “a giant potential in […] the LGBT segment, especially 

now that the number of rainbow families is increasing” (I-4).  Thus, the change in the 
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composition of the LGBT community does not only present a challenge for LGBT tourism, 

but also an opportunity in the form of rainbow families providing untapped potential. 

Furthermore, the analysis showed a change in the level of acceptance and tolerance: 

historically, “it was even taboo to be a gay man” (I-1) in Denmark, but “most of the 

western world has developed in a direction toward a tolerant and accepting society in 

which it’s ok to be homosexual”  (I-3) making it natural to identify with the LGBT 

community. The change in society is also reflected in the changing nature of CPH Pride 

because “when Pride started it was incredibly difficult to find sponsors and partners, 

because companies were afraid to support gays and do LGBT marketing” (I-3). Back then, 

in 1996 there was a calculated risk in associating your business with the LGBT community; 

in fact they were often compared to pedophiles (I-3). Nevertheless, today CPH Pride “has 

become a national festival where even families join in” (I-4), thereby reflecting the 

changing society. 

As mentioned, plenty of legislation has been passed today in favor of the LGBT 

community (see appendix 8.3 Table 2), showing a sort of normalization of homosexuality 

as a sexual identity. It does not mean that Denmark has reached an equilibrium in which all 

people are equal based on their sexuality and/or gender identities; “transgendered is still 

something that is not as recognized or acknowledged as being normal” (I-1). At the same 

time, I-2 posits that inequality for the entire LGBT community remains a fact in spite of 

some degree of normalization of homosexuality in society because “the LGBT people are 

still a minority” and he does not believe that it will change anytime soon. However, I-3 has 

higher hopes for the future because “the world changes and moves all the time, and to say 

that you will never get there is also to say that at some point the world won’t change 

anymore” (I-3). History shows us it is highly unlikely that the world will stop changing, so 

people should never stop fighting either. To quote the recently defeated presidential 

candidate Hillary Clinton: “Fighting for what’s right is worth it” (Elkins, 2016). 

Along with the change in society and CPH Pride came a change in the values 

attached to the rainbow flag and what it stands for as a symbol. The rainbow flag was 

initially a symbol for the LGBT community, but today it is “about values that say we want 

to be allowed to love whomever we want” (I-3) and even heterosexuals have embraced it 
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because it stands for more than just LGBT rights today. Using the flag does not mean you 

are homosexual, but rather that you “embrace people’s differences of all kinds” (I-3). Thus, 

the rainbow today symbolizes the acceptance of diversity in society. 

The analysis showed another significant change in terms of places that 

predominantly used to be frequented by the LGBT community, namely that non-LGBT 

people have started to visit said establishments as well (I-2). The reason for this could be 

that “they won’t get preyed on [… and] no one bothers them” (I-2), but it could also be a 

reflection of the increasing normalization of homosexuality. However, such a change has 

also spurred a counter reaction from some parts of the LGBT community “who don’t like it 

when we’re invaded by heterosexuals, because they feel like it’s their place” (I-2). From 

the research it seems like there is a general consensus that it would be a shame to lose gay 

spaces all together (I-3), and not just because they are important to keep LGBT tourism 

alive, but because “there are elements in the homosexual environment that have so much 

cultural importance” (I-3). Cultural importance refers to what it means to be an LGBT 

person. Although I-3 thinks it is important to maintain this homosexual sub-culture, it 

should not be accomplished at any price, e.g. by discriminating against heterosexuals, 

because “you can’t treat others the way you don’t want to be treated yourself” (I-3). 

Reverse discrimination would only reinforce the differences between the communities 

instead of enhancing the convergence. 

Likewise did the nature of CPH Pride change since the first Pride Parade in 1996, 

when the very core of the festival breathed activism: “it started because the LGBT 

community was in a shitty and unequal situation [so it] started as a primarily activist 

movement, but slowly as time passes, things have changed” (I-3). It is no longer a 

demonstration for the rights of LGBT people. As with gay spaces, parts of the LBGT 

community are not happy with this development: “there is definitely a fraction of people 

who think it’s very problematic” (I-3) and they have labeled the process as the 

‘commercialization of Pride’ (I-3). It not only shows a change in generations, but also a 

change in the level of importance connected to gay spaces, Pride and the sub-culture they 

represent. However, if the loss of gay space is what it takes to achieve complete equality so 

be it. As I-3 clearly said “if the price [of equality] is the dissolution of what was the old 
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core of what it meant to be homosexual then that’s how it has to be” (I-3). Whether or not 

it would affect LGBT tourism is uncertain, but I-4 certainly believes that the existence of 

gay space is ultimate for LGBT tourism: “[it] is absolutely definitive and [affects] their 

decision to come here” (I-4). It is fair to deduce from this statement that LGBT tourism is 

dependent on a society’s values, whether they be positive or negative. These changes 

reflect the values held by society and how they pose a challenge to LGBT tourism. The 

next code will analyze the values found in Copenhagen and Denmark and its effect on 

LGBT tourism. 

4.3 Values 

 The label ‘Values’ for this code refers to the values of society and the interviewed 

organizations, including how the interviewees perceive the LGBT community’s values, and 

in general what these values mean to LGBT tourism. 

In general, Denmark has “a relatively liberal society”, where people are not 

offended by public displays of homosexuality (I-1). The findings of this thesis show that 

the values in a society and what society deems as ‘normal’ has an effect on the existence of 

LGBT tourism in a country. As I-4 informed us, many parts of the world exhibit less 

tolerance and acceptance toward the minority of the LGBT community. As a result, the 

rights (or lack thereof) for LGBT people across the world limit the spread of the 

phenomenon of LGBT tourism. At the same time, one might say that a limited number of 

LGBT destinations increase Denmark’s competitive advantage in this particular segment. 

However, one might also argue that the point of LGBT tourism is to spread universal rights 

for a vulnerable group of people that continue to be persecuted in many parts of the world. 

In accordance, I-3 specified the final goal of CPH Pride as being “a society with complete 

equality”. Meaning their goal is not only to promote Copenhagen as an LGBT-friendly 

destination, but also the spreading of equality across the world, as this particular 

organization is very activist in character (I-3). Their goal reflects positive values of 

openness to outsiders. 

 The analysis showed that a way for a destination to show its values of openness 

could be to include the LGBT segment more actively in the campaigns: “incorporate LGBT 

pictures and material in the regular brochure” (I-1), because “nobody likes to be told they 
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can’t be included in the normal marketing” (I-1). Meaning it might not be viewed as a 

positive thing to produce material exclusively for the LGBT community. The degree to 

which it should be done is an important question and a challenge though, as it should not be 

done excessively. However, incorporating LGBT community goes hand in hand with the 

image of openness and inclusivity in Denmark promoted by both VDK and WoCo, as that 

“is the image we would like to have” (I-1). 

In the previous sections of the analysis, we learned about the importance of gay 

space for LGBT tourism as well as the ways in which the concept of gay space is changing 

and in turn what challenges these changes present for LGBT tourism. As homosexuality is 

very accepted in Denmark (at least in Copenhagen since I-4 concedes there might be 

diverging attitudes in the rural parts of the country), “it’s not really necessary in Denmark 

[to go to gay spaces] because it’s very accepted to be gay there” (I-1). However, at the 

same time it is important to have gay spaces because they reflect the values of the country, 

thereby making it an appealing destination for LGBT tourists. 

An organization’s values are reflected by how they justify pursuing LGBT tourism. 

When asked about the moral considerations behind the decision to promote LGBT tourism, 

I-1 said that “there is something about that [doing LGBT tourism because it’s the right 

thing to do]”. As tourism boards, neither WoCo nor VDK are allowed to have an opinion 

about it (I-4), as “we have to stay away from the political aspect of it” (I-1). The main 

driver behind the organizations’ decision to promote LGBT tourism is thus the following: 

“when we decide to do LGBT specific marketing it’s because we know and believe that it is 

profitable and that it will bring some money for us” (I-1). It could enlighten the challenge 

and controversy that comes with LGBT tourism: namely that human rights issues are 

unavoidably connected to that of LGBT tourism, because it deals with a community of 

people that has been, and still are in some parts of the world, persecuted and discriminated 

against due to their gender and sexual identities. 

The tourism boards’ policies to stay away from political matters drove the research 

and interview guidelines in a direction that led me to discover that some parts of the LGBT 

community do not understand why or respect businesses targeting the LGBT community 

just because “’gay is the new black’” as I-2 eloquently said. He went on to explain that he 
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“understand[s] why they market themselves as LGBT-friendly, because […] We have a lot 

of money […] But somehow, it annoys me at the same time” (I-2), because it seems like 

these companies or organizations are not doing it for the right reasons. I-2 is not alone in 

his skepticism as human rights theorists are thinking along the same lines. 

According to I-3, the frustration is shared with a large part of the LGBT community 

who fears a commercialization (heteronormalization) of CPH Pride and gay spaces in 

general. Alas, they are “against admitting generally commercial actors in Pride, because 

Pride started as a movement where businesses […] weren’t a part of it” (I-3). By walking 

in Pride, some feel that “they are milking it, or taking advantage of it and thereby 

ridiculing it a little bit” (I-2). By this he means businesses are taking advantage of a 

community that has largely been persecuted in the past, as little as 20 years ago when they 

were likened to pedophiles (I-3), just because they now know that they stand to make 

money if they do so. Basically, he questions whether people do it for the wrong reasons, or 

whether it is for the right reasons, i.e. supporting the rights of the LGBT community. So the 

question is if it truly does reflect a company’s values if they participate in something such 

as Pride, or if it is merely an easy way to get a good image. 

On the other hand, as we saw in the previous section, I-3 explains that targeting the 

LGBT community and actively promoting diversity and inclusivity is just good business. 

He goes on to explain that businesses of course have double motives as they themselves 

also gain something from doing the right thing; “it’s both about attracting customers, […] 

employer branding [and] they are gaining a good public image” (I-3). VDK and WoCo 

find themselves in sort of the same conundrum, being governmental organizations 

responsible for certain stakeholders that have an interest in promoting a product. As I-4 

expresses: “we actually aren’t that proactive in the field with LGBT media, only when a 

relevant LGBT media contacts us and it’s from a relevant market”, i.e. only when there is a 

potential profit involved will they pursue the media. It has to make economic sense The 

difference between these tourism organizations and commercial businesses is that the 

product they are selling is the very phenomenon of LGBT tourism. It requires a positive 

image of values and thus they are relying on these values. 
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In recent years, CPH Pride has developed a procedure to evaluate possible 

partnerships in order to ensure that they also have the ‘right’ motive with “a certain type of 

values and belief” (I-3), thereby creating a symbiotic relationship between the LGBT 

community and businesses in which they have mutual gains with matching values and 

goals. CPH Pride and WoCo also explain that without these commercial partners, Pride 

would not even exist in the first place (I-3, I-4). Disagreement concerning the 

commercialization of Pride within the LGBT community will be further explored in the 

cooperation code. 

However, I-3 views the cooperation between themselves and businesses (tourism 

and commercial businesses alike) not just as a way to enhance LGBT tourism, but also as a 

way to have a dialogue about the LGBT community, as well as values they stand for like 

diversity and inclusivity. This way, both parties involved gain something from the 

cooperation: “[Pride] put[s] it on their agenda” (I-3). CPH Pride sees the symbiotic 

relationship as a “unique opportunity […] to get out there and influence the companies” (I-

3) where others see it as a threat to the very values upon which Pride was created.  As I-3 

explains: “it rests a lot on our own shoulders” to educate and increase people’s knowledge 

on what is unfamiliar to them. This reflects the opportunity that lies within LGBT tourism 

to spread the values of acceptance, diversity and inclusivity. 

As a result, I-3 argues for the continued importance of Pride, even in a country 

where the LGBT community actually enjoys a fair amount of acceptance compared to the 

rest of the world. It resembles I-4’s argument of the continued importance of gay space for 

the survival of LGBT tourism; if Denmark did not have a Pride Parade there would not be 

as much LGBT tourism. However, in spite of the very accepting society found in Denmark, 

homophobia, discrimination and gay bashing still exist, even though there is “very little 

compared to what you might experience in other destinations” (I-1), but remains a 

challenge for LGBT tourism. LGBT people are unlikely to travel to destinations with high 

chances of discrimination (I-4). Due to the continued existence of discrimination and 

homophobia, the identity categories of sexualities mentioned earlier by I-3 still exist and 

gay space continues to be needed. 
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 The values attached to the concept of the ‘LGBT’ label are also important to reflect 

on in this code. For the purpose of this thesis I defined the concept of ‘LGBT’ to be all 

encompassing to all minorities that feel aligned with sexual and gender minorities, even in 

spite of the fact that I did not include all possible letters representing the many smaller 

minorities within LGBT. I was inspired to do so by CPH Pride who often uses the label 

“minorities of sexual and gender identities” (I-3) to be as inclusive as possible when 

mentioning the LGBT community. 

The different organizations, from which I collected data, had different 

considerations when deciding upon their own use of the LGBT label, which reflects not 

only each organization’s values, but also society in a way. I-1 said that “in those [political] 

circumstances it makes enormous sense to include the ‘T’ and the ‘Q’”, but as they focus 

mainly on gay men and lesbians for economic and segment reasons, they have decided not 

to include the letters of smaller minorities in their LGBT tourism. CPH Pride on the other 

hand decided to add ‘Q’ to their LGBT definition because they wanted to include the queer 

community as more and more individuals identify with it (I-3). The decision ignited a 

discussion within the organization: “what about the people who are asexuals or intersex 

people?” (I-3). By actively choosing to include some groups in their LGBT label they also 

actively choose to exclude other minorities, which basically goes against the very principles 

of CPH Pride. As a result, they mostly use the before mentioned definition since it 

incorporates everything. Of course WoCo has had similar considerations when defining 

their own LGBT definition as they aim to be inclusive, while “it shouldn’t be offensive or 

exclude anybody” (I-4). They are therefore reluctant to add ‘Q’ to LGBT at the moment, 

because they, like CPH Pride, did not wish to exclude the other minorities. As a result they 

have currently “decided to be apprehensive about it […] in order to wait and see what the 

environment of the LGBT community will result in” (I-4). They argue that as a tourism 

organization they need to stay out of political and activist matters and instead of leading the 

LGBT community in this, they are following their direction. The organizations’ various 

deliberations about the LGBT definition show the differentiation in approaching LGBT 

tourism depending on stakeholders, purpose and values. 
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So far we have learned that the LGBT community is a very diverse group, and as a 

result, they also have various values (I-3). These differences within the LGBT community 

also come to show in the type of tourism they seek and the kind of opportunities they 

represent as a market segment to businesses by being a highly demanding community, both 

economically and politically. The differences are also reflected in the diverging 

achievements on human rights issues: “today [transgendered people] are the ones that are 

in most need of acceptance and they still have a long way to go” (I-1). I-3 and Amnesty 

International also confirm that the minority group of transgendered people in Denmark is 

still fighting to avoid being treated like “they are mentally ill”, which will be changed by 

the Danish government on 1 January 2017 (I-3). It will be a giant leap in the battle for 

human rights for transgendered people as Denmark would be the first country in the world 

to do so.  

At the same time, I-3 questions the legitimacy of the reputation and the values 

Denmark would get in the international arena because “suddenly Denmark will look like 

they are way ahead”. Just because it has been changed on paper, it does not mean that it 

will change in practice (I-3). I-2 contributes to the argument by highlighting the lack of true 

commitment by the politicians in Denmark who claim to be pro-LGBT yet still seem 

unable to make it legal for gay men to donate blood. Meaning, even though Denmark is 

seemingly way ahead compared to the rest of the world, there is still some ground left to 

cover. Regardless of this controversy on whether or not the country deserves such 

international recognition, a change in transgender legislation will portray outgoing and 

welcoming values thereby creating an even better image and possibly improve the 

conditions for LGBT tourism even further. 

Even though the research shows that the LGBT community has become somewhat 

recognized in Denmark there is still some way to go before complete equality is achieved 

(I-2, I-3, I-4). I-2 highlighted an important obstacle to this quest: “I think a major problem 

in Denmark is that we are so close to having equal rights that we are somehow content with 

the situation”. Consequently, there are some gaps in acknowledging basic rights for 

transgendered people, as well as differential treatment of gay men who are not allowed to 

donate blood nor semen (I-3), but as I-2 said, the smaller steps “are harder to fight for”. 
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These lacks of rights for transgendered people, as well as other minority groups, 

pose a challenge to LGBT tourism because it decreases the positive values in society of 

openness, tolerance and diversity. As previously mentioned, I-4 claims that the well-being 

and rights of other minorities are close to the hearts of the LGBT community. Alas, if 

Denmark is seen to be following a xenophobic political course against anything foreign and 

diverging from the ‘norm’ in society, the repercussions for the tourism industry, especially 

in terms of the LGBT community could be immense. A society’s values are thus closely 

related to the image presented in the international arena and awareness regarding the 

importance of human rights and LGBT tourism, which leads to the next code in the 

analysis. 

4.4 Awareness 

 Awareness refers to a number of things in these findings. First of all, according to I-

1, “tourism in general has started to become more aware of [them]”, i.e. the LGBT 

community as a relevant segment, whereas I-4 believes that “it’s [n]ever been a problem to 

get the tourism businesses to realize that the LGBT community is an important segment”. 

There is some disagreement between the two tourism organizations on this question, which 

most likely reflects the ways in which the two work with LGBT tourism. Both 

organizations have approached the phenomenon within an economic context in which they 

are selling a product, but WoCo has also put on a facilitator hat for an LGBT network 

(explored further in the next code) (I-4) thereby creeping in on a semi-political agenda. 

 While the tourism business has long since acknowledged the economic potential of 

the LGBT community, it has been “more of a problem in terms of commercial businesses” 

(I-4), as they have not necessarily realized until recently that “successful businesses across 

the world are those who understand that diversity and inclusivity pays off” (I-3). It 

corresponds with the growth of CPH Pride’s scope. The goal of CPH Pride was exemplified 

in the previous section to illustrate the values of the destination. The organization amply 

fits into the code of awareness as well as they work towards being “the most meaningful 

Pride Parade in northern Europe” (I-3) which is the key of their internationalization 

strategy. The organization is hoping that Copenhagen will host WorldPride and EuroGames 

in 2021 (I-3, I-4), including a big human rights conference (Copenhagen Pride I, n.d.), as a 
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part of their strategy to become more international and spread awareness about 

Copenhagen, diversity and LGBT rights. According to I-3, hosting such events will result 

in “a positive branding of the good things we have in Denmark” as many tourists travel to 

attend, thereby bringing home what they have experienced in Denmark and creating 

awareness about it. 

Some people have questioned CPH Pride’s internationalization strategy because 

they no longer see a true need for a Pride Parade in Denmark. Most of the rights of the 

LGBT community are being upheld: “[A] lot of people here in Denmark think like that 

because they themselves have it good, but not everybody have it that well” (I-3). The very 

point of CPH Pride’s internationalization strategy is to further the fight for LGBT people 

all over the world, not just in Denmark, which means there will be a need for CPH Pride as 

long as there are countries where the LGBT community is being persecuted. It also 

corresponds to the solidarity and awareness shown by the LGBT community to other 

minorities. 

Furthermore, awareness also refers to the image Denmark possesses on the 

international stage. Just like Pride Parades increase awareness, Rainbow Business Denmark 

(RBD) also works to increase awareness and spread knowledge of Copenhagen as a 

destination for LGBT tourists from both abroad and at home (Rainbow Business Denmark, 

n.d.).  The organization is getting more members and has recently become a national 

chamber of commerce, rather than just a local one (I-2). Their most important initiative is 

the Axgil award show, a gay gala taking place every year showing appreciation for 

organizations and individuals who have done tremendous work for the LGBT community 

in Denmark. Additionally, they make the Out & About magazine as well as the 

Copenhagen Gay Guide (I-2), besides “trying to make the other bars and commercial 

partners see that if [they] want to attract people to Copenhagen then [they] have to work 

together” (I-2). The RBD cooperation, along with the LGBT network formed by WoCo, as 

well as the challenges they entail will be shown in the final code. 

The four people interviewed for this thesis agree that Denmark has a good 

reputation in terms of tourism: “Denmark of course needs to stand for the open, the 

inclusive, the friendly image and standpoint” (I-1). The analysis has thus far shown that the 
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phenomenon of LGBT tourism is dependent on the values of society as it influences the 

destinations LGBT tourists choose to visit. However, I-3 has also acknowledged that 

Denmark is not just known for being the happiest country in the world; the transgender 

minority tends to be overlooked in terms of LGBT tourism, but the transgender minority is 

not the only minority group which presents a challenge to that of LGBT tourism, and 

perhaps even tourism in general. 

The image Denmark has developed over the past year and a half: the refugee crisis 

was mentioned by three out of four interviewees as a possible obstacle to tourism. 

According to I-2 (who also manages a gay bar in Copenhagen and thus deals with many 

LGBT tourists on a weekly basis), some tourists have mentioned a concern about the 

refugee crisis and the way it has been handled in Denmark, “because minorities are 

focused on how you treat other minorities” (I-2). I-4 agrees with this statement, because the 

LGBT community is a very demanding segment. I-3 also agrees when explaining that he 

“think[s] the refugee crisis and policies in Denmark towards this minority have a big 

influence on the LGBT tourism” because “LGBT travelers would like to go to accepting 

and tolerant destinations” (I-3). On the other hand, I-4 believes the refugee crisis has 

affected tourism in general, but not specifically LGBT tourism, in fact he has experienced 

negative responses from journalists saying “if that’s Denmark’s attitude toward refugees, 

then they do not wish to write about Denmark anymore”. Hence, according to this analysis, 

policy makers and society in general in Denmark need to be aware of the image they 

portray on the international scene, as it may affect LGBT and non-LGBT tourism alike. 

The challenges stemming from the awareness code primarily has to do with 

economic considerations: making commercial businesses as aware about the LGBT 

segment as tourism businesses; companies targeting the LGBT community need to 

remember that it is a demanding segment that often shows solidarity with other minorities, 

e.g. the refugee crisis; all in all making it a necessity to promote a positive image and 

spread awareness. It is a crucial challenge for LGBT tourism (as well as tourism in 

general), because the tourism industry consists of many different organizations who are all 

inter-connected across a network that together make Copenhagen and Denmark an 
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attractive LGBT destination. As a result, the fifth and final code analyzes cooperation 

within the LGBT community as well as with other external, commercial partners. 

4.5 Cooperation 

 From the perspective of VDK, cooperation across organizations is very important 

(I-1), regardless of whether the case is LGBT tourism or non-LGBT tourism. Due to the 

way the organization is structured, they “aren’t allowed to do anything without co-

sponsors” (I-1), meaning they are very dependent on the cooperation of others. Alas, even 

though VDK shows a great interest in “do[ing] something LGBT related”, e.g. the ‘Gay 

Europe’ campaign (I-1), they have been met with challenges in the form of withdrawal of 

collaboration from other tourism boards. “[I]t can be difficult to measure the return on 

investment in marketing, and especially LGBT marketing” (I-1). As I-4 says, luckily 

tourists are not questioned about their sexuality when booking travels as it would give the 

wrong impression, but it means it is impossible to count the exact number of LGBT bed 

nights. It means it is a struggle in measuring the effectiveness of LGBT tourism initiatives, 

which according to I-1 is the reason why so many tourism boards have decided to exit the 

Gay Europe campaign. On the other hand, other businesses within the tourism industry 

continues to promote LGBT tourism, such as Andersen Hotel and Scandinavian Airlines (I-

1, I-3, I-4). 

CPH Pride still works to promote Copenhagen and Denmark as an LGBT friendly 

destination, but in a different way than the other organizations interviewed for this thesis, 

namely because when it all comes down to it, it is a festival (I-3): “Copenhagen Pride is 

both the largest LGBTQ celebration and the biggest diversity festival in Denmark with 

uncompromising values such as inclusion, tolerance and equality in the very heart of 

everything we do” (Copenhagen Pride, n.d.). As a result, they have very different interests 

from the other organizations, seeing as it is the only one that is non-profit and run by 

volunteers. RBD is also an activist and political organization, but at the same time, it 

consists of individual businesses that exist to make a profit. 

Due to its type of organization, CPH Pride naturally has many partners and 

sponsors, not all of which are LGBT organizations. As mentioned, the organization is very 

conscious when appraising a potential partner as their values have to match those of CPH 
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Pride’s. As a result, “[they] always contact [their] potential partners because [they] see 

them having a good approach to the LGBT area or diversity in general” (I-3), even though 

they might not be an LGBT organization but rather a commercial business. The 

commercialization of Pride has resulted in a continued expansion of Pride, and the largest 

Pride Parade ever in Denmark’s history took place in 2016 (I-3, I-4). A part of the LGBT 

community and collaboration is unhappy with the commercialization, but what they do not 

realize is that “if [CPH Pride] didn’t have the big [commercial] sponsors, then there 

wouldn’t be a Pride week at all” (I-3). Therefore, CPH Pride actively works to get new 

partners and sponsorships each year. One of their biggest partners is 7eleven, an 

organization that is not automatically linked with LGBT tourism and rights, but in fact the 

following are key messages of the organization according to I-3: “acceptance, tolerance, 

[and] inclusivity”, thereby making 7eleven a perfect partner for CPH Pride with their broad 

and diverse segments (I-3). At the same time, I-4 underlines that “7eleven donates several 

hundred thousand kroners as a commercial partner to Pride” but it is not only for 

commercial reasons because they genuinely support diversity (I-4). 

Another relationship worth elucidating in this thesis is that of the LGBT network in 

Copenhagen. In spite of WoCo’s decision to not get involved in political issues, the 

organization still took the initiative to create an LGBT network with the community. The 

network includes “all the interested parties that have a stake in the outcome of our 

network’s collaboration” (I-4). The reasoning behind this decision was not purely 

economic, nor purely political. Even though WoCo act as a facilitator of a neutral ground 

for these organizations to meet, they on the other hand gain valuable insights for their 

LGBT website thereby again creating a symbiotic cooperation that is mutually beneficial 

for all parties involved (I-4). 

The analysis has elucidated conflicting justifications for LGBT tourism, which is 

only natural as different organizations will have diverging interests. Whereas VDK and 

WoCo are working within an economic sphere to promote Copenhagen and Denmark as an 

LGBT friendly destination, RBD and CPH Pride are both LGBT organizations working for 

increased LGBT tourism (of course in two different ways), but also increased acceptance 

and acknowledgement of human rights for LGBT people. As a result of differing 
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backgrounds, they approach the task in various ways because “people have different 

interests” (I-2) making cooperation across the organizations and the LGBT network 

difficult. The LGBT community is “a tough group of people to get to work together” (I-2) 

and each group has to “be there for [their] stakeholders” (I-3). As CPH Pride is a non-

profit organization, they probably have the most “general stakeholder target group” (I-3) 

since they do not have to be held accountable or responsible by their stakeholders in the 

same way as the other interviewed organizations. 

On the basis of this analysis it is thus clear that the LGBT community and tourism 

boards in Denmark work together in numerous ways and settings, and probably in more 

ways than what has been mentioned in the collected data. However, the ones mentioned in 

this research are: the LGBT network created by WoCo (I-4); the national gay and lesbian 

chamber of commerce (RBD) (I-2); partnerships with and sponsorships to CPH Pride (I-3). 

I-3 describes the cooperation as ‘very good’, but also mentions that “[t]he biggest 

challenge to our collaboration is that every organization deals with different things, no one 

is the same” even though they all in one way or another deal with LGBT tourism. 

An example of a conflict in between interests was mentioned by I-4 who told of an 

organization questioning WoCo’s, in their eyes, lack of initiative as to why they did not do 

more to promote LGBT tourism to Denmark. To which I-4 responded: “we have to be very 

selective in order to make sure that the population doesn’t revolt against the tourism 

industry” as they have done in Barcelona (Leadbeater, 2015). As a result, they have to be 

as critical with LGBT media as they are with every other type of media (I-4). Destinations 

have a carrying capacity that should be respected. At the same time, I-4 “think[s] it’s very 

natural that we don’t do anything until now concerning the LGBT segment” in terms of 

WorldPride and EuroGames as it could have risked too much awareness and overexposure 

in terms of the destination’s (product) life cycle (I-4) by initiating a huge LGBT campaign 

earlier. Thus, cooperation to facilitate LGBT tourism entails both challenges as well as 

opportunities. 

To briefly sum up, there are some challenges originating in the various cooperation 

methods elucidated by this analysis: it is difficult to measure LGBT tourism; it is difficult 

to make it work financially as the organizations are struggling to obtain funding; the 
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structure of the tourism boards does not make it any easier; and finally, commercialization 

of and justification for promoting LGBT tourism present controversies between the 

organizations. Following this analysis, the discussion section will apply the theoretical 

framework of stakeholder theory and queer theory the findings in order to examine the 

results in the light of a queer perspective. This way, the challenges related to the 

phenomenon of LGBT tourism will be theoretically studied in a way that has not been seen 

before. 

5 Discussion 

After having reviewed the literature and analyzed the data, I will now embark upon 

the discussion. The data analysis clearly enumerated a number of different challenges 

attached to the phenomenon of LGBT tourism. I attempt to provide a different approach in 

addressing the challenges related to LGBT tourism using the diverging theories of 

stakeholder theory and queer theory. However, the results are by no means meant to be 

definitive, but are rather meant to provide a foundation upon which future work within this 

area can be conducted. 

Even though many scholars have left the traditional (and instrumental) use of 

stakeholder theory behind, the data analysis showed that the tourism boards actually still 

identify their stakeholders based on economic affiliations. They are basically approaching 

their stakeholders in an instrumental manner. Examples from the findings include: When 

the tourism boards decided to market the destination as LGBT-friendly because they saw an 

untapped potential in the LGBT community as a ‘DINK’ segment; When the tourism 

boards claimed that LGBT tourism is a natural extension of their ‘regular’ tourism for 

baby-boomers, resulting in the persuasion that they do not have to actively target the LGBT 

community; When the tourism boards admit to primarily targeting gay men, and to some 

extent lesbian women, due to the lack of economic affiliation of and knowledge about the 

remaining minorities within the LGBT minority; When VDK pointed out that there is a 

calculated risk when promoting LGBT tourism in the form of repercussions from other 

segments; When CPH Pride ‘commercializes’ their festival in order to obtain enough funds, 
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because they acknowledge that without funding, Pride is unable to exist; Legislation for 

transgendered people is about to change, but one interviewee is suspicious about whether it 

is done for the wrong reasons through an instrumental approach; When it became clear that 

commercial businesses are less inclined to identify LGBT people as a segment due to a lack 

of economic relevance and knowledge for their businesses; The challenge of creating a 

positive image and values because if they fail to establish a positive reputation, they will 

lose business; When it became obvious in the cooperation code that the tourism boards 

(especially VDK) are extremely dependent on return on investment, measurability and the 

ability to lock down partners and sponsors, because without it, they are not allowed to do 

business; When it became clear that WoCo’s LGBT network was primarily created in order 

to gain increasingly more insight into the community (rather than for the benefit of the 

network). 

These instrumental examples are ultimately grounded in the organizations’ 

structure. In the case of the tourism organizations, their structure prohibits them for having 

an opinion about political and humanitarian matters. Their very foundation and business 

strategies must therefore be the instrumental approach to doing business. Alas, the tourism 

organizations both failed to understand why there even is a need for LGBT tourism and 

whether or not they might be able to improve the conditions of the community. Thus, from 

a stakeholder theory perspective, the LGBT community should only be considered when 

possessing utilitarian power in the form of material resources (money). However, this 

approach is clearly inadequate to address the challenges found in the analysis, as we are 

talking about a vulnerable stakeholder group (LGBT community) that does not necessarily 

have economic links to companies. In the data, the LGBT community is therefore only 

identified as primary stakeholders when an economic link is triggered. On the other hand, I 

argue that they should always be given the status of secondary stakeholder no matter what, 

since their nature as a vulnerable group commands it (according to human rights beliefs). 

The community’s status as a vulnerable group entitles them to normative power based on 

symbolic resources. As a result, I attempt to address the challenges by using a different 

theory that might assist me in shedding new light on the issues at hand. I will discuss a 
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stakeholder-centric view with queer theory, as opposed to a firm-centric view, when 

dealing with LGBT tourism and its challenges. 

By using queer theory, I attempt to show the advantages of using a normative 

approach to identifying stakeholders. I do so by elucidating a moral guideline and 

justification for why LGBT tourism and its challenges should be addressed as more than 

just another business venture. When using queer theory to discuss the findings, I try to 

elucidate the level of heteronormativity in society by criticizing what is deemed ‘normal’, 

i.e. the hierarchy of sexualities and the binary of the heterosexual vs. the homosexual. It 

entails criticizing the very reason for the existence of LGBT tourism; heteronormativity. 

Without it the need for LGBT tourism would never have risen. As Graham (2014) argued, 

the heteronormative order infiltrates every aspect of society, whether we realize it or not, 

and it also infiltrates LGBT tourism. Only when explicating the heteronormative order is it 

possible to see the effect of heteronormativity on the LGBT tourism phenomenon and its 

challenges (Graham, 2014). I will therefore discuss the results of the analysis from a queer 

perspective to explicate heteronormativity. 

The analysis found that LGBT people and baby-boomers are similar in terms of 

travel patterns and economic possibilities. By looking at it through a queer lens, the 

similarities reflect a society, which is no longer dominated by heteronormativity, at least 

not to the same degree as it might have been before. Of course, the two segments share 

much more than just economic relevance. They also share the very fact that they are human 

beings and as such they should be treated equally, as according to queer theory. The more 

organizations focus on similarities and likeness in-between sexualities, the more it erodes 

the categories of sexualities and thus the hierarchy that follows. Therefore, a way to 

dissolve these categories could be to disregard the idea of making LGBT specific material 

since it in itself can be discriminating. The findings showed that it is discriminating since it 

is separate from the regular promotional material on the basis of sexuality. VDK actually 

suggests combining the segments, although from a firm-centric view appraising what is 

most cost-efficient. Therefore, heteronormativity is still evident, since the tourism 

organizations still substantiate their choice to promote LGBT tourism on the grounds that 

the segment has a lot of money as a result of their sexuality, even though that might not be 
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the case. In an idealist queer world, sexuality would never be a factor of discrimination or 

favoritism. 

The data found that the very composition of the LGBT community is extremely 

diverse, which can prove a challenge for LGBT tourism and queer theory. Just because 

lesbians, gays, bisexuals and transgendered are grouped together, it does not mean that they 

are identical or should be treated as such. In spite of queer theory’s idealistic hope to 

converge them, the diversity of the LGBT community remains. The diversity is reflected in 

the lack of knowledge and data on some of the sub-minorities within the LGBT minority. 

Several interviewees acknowledge this while the tourism boards also admit to primarily 

focus on the two larger segments within LGBT (as according to their instrumental 

approach). From a queer perspective, the lack of data reflects the structure of the 

heteronormative order; meaning bisexuals, transgendered, intersex, queer, and so on, 

remain ‘queer’, unfamiliar and outside what is considered the norm. On the positive side, it 

means gays and lesbians are increasingly seen as ‘normal’. This finding contradicts the very 

essence of queer theory, which works to end all differentiation on the basis of sexuality. 

Several of the interviewees said that their sexual identity is not all that they are. As 

one of them explained: since homosexuality has become more accepted, he does not have 

to make it all that he is. The findings overall did show evidence of increased acceptance of 

other sexual and gender identities than what traditionally pertains to the heteronormative 

order. It can therefore be said that the concept of heteronormativity either has changed to 

include (some) LGBT people, or that it no longer has the same presence and influence in 

the Danish society as it used to. Like Gedro and Mizzi (2014) proclaimed; the 

‘homosexual’ no longer just exists in relation to the ‘heterosexual’ as the first is a socially 

constructed concept that is becoming increasingly more natural. As a result, gay space no 

longer carries the same level of importance for the LGBT community in Denmark as it used 

to. As explained previously in this thesis, gay spaces were originally created as a way to 

avoid discrimination while exploring sexualities and identities that did not belong in the 

heteronormative order. Although gay space continues to have cultural and heritage 

importance, gay space is no longer the sole opportunity for LGBT people to be themselves 

without fear of persecution. It reflects a separation from the heteronormative order; 
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something queer theory views as a crucial goal. From a queer perspective, the data 

therefore shows that Denmark does not have a strong heteronormative society. 

On the other hand, the findings also showed a different development concerning gay 

space, which is heteronormalization. Increasingly more and more heterosexuals have begun 

to frequent gay bars, thereby discouraging some of their regular customers who dislike 

being ‘taken-over’ by a heterosexual clientele. From their point of view it is a bad thing. In 

their eyes, they are losing a space that was meant to be exclusively for them. However, 

through a queer lens, the heteronormalization of gay space is a good thing as long as it is 

due to an increase in equality and acceptance. The more accepted the LGBT community 

becomes, the less the need is for gay spaces to exist. A discussion on its effect of LGBT 

tourism will follow later in this section. 

Overall, the analysis showed several types of changes from which it is possible to 

conclude that the degree of heteronormativity in Denmark has changed over the years. One 

of these changes is the generational change; the younger generation relies less and less on 

the traditional sexual identity labels connected to LGBT, thereby deconstructing the 

dichotomy of heterosexual vs. homosexual that queer theory works to abolish. The data 

showed that younger LGBT people are more fluid and less dependent on gay space as they 

are increasingly more comfortable about being ‘out’ in the open than the older LGBT 

generation. With the new generation of LGBT people, the hierarchy embedded within the 

heterosexual vs. homosexual binary has truly been shown to be unstable, as claimed by 

post-structuralism (Sedgwick, 1990). The fact that the younger generations are becoming 

more fluid in terms of their sexual and gender identities only confirms McDonald’s (2015) 

claim that the concepts of sexuality and gender are socially constructed concepts enabling 

heteronormativity. If the concepts were not socially constructed, it would not be possible to 

part from the norms. All in all, the changes found in the analysis are all interconnected 

reflecting a change in heteronormativity from a high degree to a lower degree. 

Another change from the data that is worth discussing is that of the structure of the 

LGBT community. Pro-LGBT legislation passed since the 1980s have made it possible for 

LGBT people to start their own so called ‘rainbow-families’, as the interviewees called 

them. Again, it shows a low degree of heteronormativity in society compared to before the 
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legislation was passed. If a society was very influenced by heteronormativity, its legislation 

would have enforced the hierarchy and pro-LGBT legislation would likely not have passed. 

The legislation thus reflects a normalization of LGBT people. Remembering the words of 

Yep (2003), heteronormativity is probably one of the most effective forms of 

normalization. Therefore, it is debatable whether the acceptance of at least most LGBT 

people is a true reflection of increased equality, or if it merely is a reflection of some LGBT 

people becoming a part of the heteronormative order while minorities such as 

transgendered people remain on the outside of the norms. We learned from the data that 

transgendered people are far behind other LGBT minorities in areas such as legislation and 

acceptance. The data thus showed that equality has not been achieved yet, even though 

some groups within LGBT has come far. By ignoring the problem of inequality and 

advocating for a destruction of categories, queer theory thus plays into the hand of the 

heteronormative order, or so its critics claim.  

The analysis found that LGBT people are extremely sympathetic towards other 

minorities, most likely because they themselves have experienced discrimination. The 

refugees are a great example. It is a group of people that is perceived as different, 

unfamiliar, foreign, and perhaps even ‘queer’ in the strictest sense of the word. Queer 

theory would therefore see them as being on the outside of the heteronormative order, 

regardless of what sexuality they possess. Prejudice about refugees excludes them from 

what a heteronormative society deems as normal, much in the same way prejudice about 

LGBT people excluded them. 

The meaning of the rainbow flag has also changed over time. The flag is an 

important symbol for LGBT tourism as it helps indicating safe gay spaces and places where 

there are like-minded LGBT people.  The findings made it clear that the flag today 

symbolizes values more than the actual gay movement, which is what it originally stood 

for. From a queer perspective, the rainbow was therefore an important symbol for a 

movement that was attempting to resist and break the heteronormative order. As discussed, 

the heteronormative order in Denmark today has evolved and as a result, so has the 

symbolism behind the rainbow flag. Today it signifies more generally applicable concepts 
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such as love, acceptance and diversity, although the rainbow will probably always be 

remembered for its LGBT connotations. 

The changed degree of heteronormativity was also elucidated in the analysis with 

regards to CPH Pride. It was a lot more difficult for the organization to obtain commercial 

sponsorships and partners when the parade first started 20 years ago in 1996. Alas, the 

society used to be much more heteronormative than today. Today, CPH Pride has numerous 

large commercial partners and tourism partners alike. It has led to a controversy over 

‘commercialization’ within the LGBT community. Using queer theory, one can argue that 

‘commercialization’ is really just another word for heteronormalization, meaning CPH 

Pride has slowly become accepted and ‘normal’. Today it is a national festival not 

exclusively resigned for LGBT people fighting for their rights. Just as the meaning of the 

rainbow flag has changed, so has the values and reach of the CPH Pride Parade. The data 

showed a reason for this change: the organization realized the potential of LGBT tourism 

and cooperation with business partners and used it to create a dialogue with them about the 

positive values they want Denmark to stand for. Creating a dialogue means educating 

people about the unfamiliar, i.e. LGBT people, as a way to overcome heteronormativity. 

CPH Pride thus found a way to bridge the void between the stakeholder theory and queer 

theory approaches. The organization acknowledged that a purely queer approach is not 

tangible enough to deal with their goals. The fact remains that money is power and Pride 

needs money to survive, as the data shows. However, it does not change its development: 

Pride began as a way to object to heteronormativity and today it has become a channel 

through which to celebrate the same values the rainbow flag symbolizes: love, acceptance 

and diversity. The organization’s goal is complete equality for all, not just for LGBT 

people, in a society free from heteronormativity. It is a process they hope to assist by 

promoting Denmark’s positive values and LGBT tourism to the rest of the world. They 

hope to do so by bringing EuroGames and WorldPride to Copenhagen in the near future. 

As previously mentioned, the two tourism organizations interviewed for this thesis 

have somewhat different justifications for pursuing LGBT tourism than the other two 

organizations interviewed for the thesis. It makes sense within an instrumental perspective 

that the tourism organizations are governed by the principles of stakeholder theory. Each 
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organization has important stakeholders that help determine their business practices and 

goals. Measurability is therefore an important factor for the tourism organizations, because 

if they are unable to get results they could cut it. Again, these organizations view the 

phenomenon with stakeholder theory glasses instead of seeing it with queer glasses: no 

profit should overshadow the importance of equality. 

CPH Pride on the other hand is a completely different type of organization based on 

volunteers and is thus free to use a queer and normative approach if they wish. How they 

justify it reflects the organization’s values and shows whether they are doing it for queer 

reasons, i.e. equality. It is a very idealist and optimistic goal; a goal that would also render 

human rights somewhat unnecessary since equality would entail the end of discrimination 

and persecution. However, it is highly unlikely to happen any time soon. As the interviewee 

from RBD points out, LGBT people in Denmark have it pretty well, but that also makes it 

difficult to achieve that last and final step towards equality. Therefore, it is difficult to 

recognize heteronormativity when it is masked as a ‘good’ deed, because the reasons 

behind promoting LGBT tourism or sponsoring Pride can vary. The data showed that the 

commercialization (heteronormalization) of all things gay is a point of conflict for the 

LGBT community as they seem unable to agree upon which road towards equality is the 

right one, a queer one or a normative one. 

Even though gay space is losing importance and significance for the LGBT 

community in Denmark, the case might not be the same in other parts of the world. The 

data showed that there are a limited number of explicitly LGBT-friendly destinations. 

Therefore, it is probably safe to guess that the non-LGBT-friendly destinations are more 

likely to be influenced by heteronormativity than LGBT-friendly destinations. As the 

literature review on human rights showed, homosexuality remains a crime in some 

countries, meaning heteronormativity dominates the beliefs and values of said societies. As 

a result, LGBT people from such places (even less discriminating places than countries 

with anti-LGBT legislation) still have a need for safe gay spaces. The findings explicitly 

showed this with the final interviewee who firmly believes the existence of LGBT tourism 

in Denmark relies on the existence of gay space. The local LGBT community might be 

used to being accepted, but tourists can come from heteronormative orders in which they 
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are required to hide large parts of who they are. The significance of gay space for LGBT 

tourism must therefore not be underestimated. As a result, it seems fair to conclude that the 

existence of heteronormativity in other parts of the world creates the need for gay space as 

well as LGBT tourism. 

The importance of gay space for LGBT tourism is evident in the data. It showed a 

few hotels in Copenhagen promoting themselves as being LGBT-friendly as they have 

recognized the need for it. This is in spite of the accepting society found in Denmark where 

gay space is technically not a necessity. Critics of queer theory argue that a purely queer 

approach would be unable to realize such a need as the theory is unable to include 

considerations of variety and diversity in groups and categorical thought. As the literature 

review explained, minorities and their needs and identities tend to disappear within the 

LGBT minority when queer theory is so advocate against categorical thought based on 

sexualities and differences. 

However important gay space and LGBT-friendly hotels might be for the existence 

of LGBT tourism, from a queer perspective the concept of gay space should not exist. It 

confirms the hierarchy of sexualities and dichotomy of heterosexual vs. homosexual by 

indirectly acknowledging the need for gay space. If queer theory’s goal of complete 

equality through abolishment of categorical thought concerning sexual identities was a 

reality, gay space would not exist. According to queer theory, gay space should not be a 

necessity as it exists as a counter-move to discrimination and homophobia (results of 

heteronormativity). As the data shows, gay space is increasingly less and less important for 

the local LGBT community in Denmark. The same goes for Pride Parades; according to 

queer theory, Pride keeps the idea of discrimination and hierarchy alive even after it has 

almost been overcome in this society. However, queer theory would also purport that as 

long as we continue to talk about inequality for LGBT people, a need for Pride will 

continue to exist. Even though the findings show that there are very few instances of 

homophobia and discrimination against LGBT people in Denmark today. Again, it is 

something that reflects the changing nature of the heteronormative order and/or its 

decreasing influence, although true equality has not been accomplished yet. 
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The interviewees talked about their considerations concerning which minorities to 

explicitly include in their LGBT definition. However, defining a group such as LGBT 

people based on sexual identity is actually against queer theory’s principles. Trying to be as 

inclusive as possible obviously comes from good intentions, but from a queer perspective, 

the definition enables and reinforces the categories that queer theory is trying to destroy. 

Speaking of an LGBT category indirectly refers to a hierarchy of sexualities. The label of 

LGBT is therefore a result of heteronormativity. Again, queer critics point out that queer 

theory’s disregard of categories makes the approach unable to identify the needs of specific 

minorities within the minority, e.g. transgendered people. 

Conversely, one might wonder what a termination of gay space in Denmark would 

mean to the existence of LGBT tourism. Through a queer lens, the existence of a 

phenomenon such as LGBT tourism also confirms the hierarchy and dichotomy, just as gay 

space does. The phenomenon in itself is thus evidence of heteronormativity and its 

continued existence reinforces a heteronormative order in society, even though Denmark is 

far less heteronormative than other countries. Not only does the existence of 

heteronormativity keep the need for LGBT tourism alive, heteronormativity also limits the 

spread of it because tourists are less inclined to visit heteronormative destinations. If the 

point of LGBT tourism is to achieve complete equality across the world, something CPH 

Pride believes, heteronormativity is the biggest challenge standing in the way of that. The 

idea of inequality and a sexual hierarchy creates the foundation for LGBT tourism, but also 

limits the phenomenon from spreading too much. Heteronormativity thereby inhibits the 

values of diversity and inclusiveness from gaining too much ground in heteronormative 

orders. 

On the basis of this queer discussion, I argue that if it was not for the hierarchy of 

sexualities and heteronormativity (and its bi-products of homophobia and discrimination), 

there would not be the same need for LGBT people to travel to LGBT-friendly places. By 

approaching the challenges from a queer perspective, it is clear that heteronormativity 

underlines most of what contests LGBT tourism. On the other hand, overcoming 

heteronormativity on a global scale would erase the need for LGBT tourism. Hopefully 

then the phenomenon of LGBT tourism will have gone from a ‘need to have’ status to a 
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‘nice to have’ status. As a result, queer theory is too idealistic to successfully address 

LGBT tourism and its challenge, because as positive as its intentions are, its goal is not 

very realistic today. Erasing heteronormativity and achieving equality worldwide is not 

something that is likely to happen overnight. However, by aiming for it, one will most 

likely get closer to addressing the challenges than by sticking to the instrumental approach 

of stakeholder theory. The data and discussion clearly shows that one cannot simply leap 

from an instrumental use of stakeholder theory to a normative queer approach as long as 

complete equality is not a reality. It could therefore be said that equality is also a challenge 

to LGBT tourism as it is unavoidably connected to heteronormativity. 

6 Conclusion 

Conclusively, the thesis has shown that there are many challenges in LGBT 

tourism. They span far and wide from a lack of knowledge on the LGBT community as a 

segment, to the changes in society and its values, the diversity of the LGBT community, as 

well as the importance of maintaining a good image while cooperating with other 

organizations to keep the LGBT tourism afloat. The discussion showed that stakeholder 

theory is the primary way of the interviewed organizations, even though the thesis argues 

that it is not a satisfactory way of dealing with the challenges as heteronormativity seeps 

through them all. I criticize the normality of the instrumental approach by focusing on what 

makes human beings equal instead of what sets them apart from each other. Queer theory 

was therefore applied to the findings, shedding a completely new light on the topic in the 

hope of providing an appropriate method for handling LGBT tourism and its challenges. 

From this perspective, all the challenges elucidated from the data analysis are 

interconnected and stemming from the biggest challenge of all: heteronormativity. 

Consequently, I argue that the need for LGBT tourism will continue to exist as long as 

LGBT people are persecuted and their rights are infringed, no matter where in the world 

this takes place, even though the need in Denmark might not have remained strong. 

Furthermore, according to the queer way of thinking, LGBT tourism should not be a 

necessity since its very existence reinforces heteronormativity and hence inequality. As a 

result, I conclude that queer theory might be too idealistic and hypothetical to apply in 
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reality as worldwide equality is not something that will be accomplished overnight, even 

though the research shows that Denmark has made some advances in the area so far. 

Getting rid of LGBT tourism altogether, as queer theory desires, might therefore create 

more harm than good until true equality is a reality. 

The intentions of queer theory are honorable, but several flaws became clear 

throughout the analysis and discussion. These flaws showed that a purely queer line of 

thinking is lacking tangible aspects as it tried to provide an approach outside of the norm. 

Although queer theory can be idealist, some aspects of the theory could be used when 

attempting to address the challenges in LGBT tourism, but in moderation. A break with, or 

at least an understanding of, the socially constructed concepts of sexualities would be 

beneficial when addressing the challenges in LGBT tourism; Leaving sexual categorization 

behind could increase the convergence of likeness between people instead of focusing on 

what sets them apart. On the basis of this thesis, one might say that queer theory’s goal of 

achieving equality has partly been accomplished in Denmark. However, for the purpose of 

worldwide LGBT tourism, queer theory is not a good fit when addressing its challenges as 

the very existence of LGBT tourism goes against its principles. According to queer theory, 

the existence of LGBT tourism is not ethically correct. That is, however, a matter for 

another thesis. Based on this conclusion, the following section will therefore present an 

alternative normative approach to addressing the challenges related to the phenomenon of 

LGBT tourism. By proposing the following recommendation, the thesis thus embraces the 

idea of ethically sound business, something that was hopefully evident throughout the 

thesis. 

6.1 Recommendation 
As queer theory is too idealistic to prove a workable approach in addressing the 

challenges in LGBT tourism, since it is technically opposed to the phenomenon, I 

recommend an alternate way of addressing the issues as hand. Based on the thesis’ 

discussion of a queer approach to that of LGBT tourism, I acknowledge that a focus on 

social identities will be needed as long as equality has not yet been achieved. Without some 

level of categorization, minorities will disappear within larger groups, just as queer critics 

explain. The data shed light on this as transgendered, bisexuals, intersex people and so on 
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have been neglected in some ways by tourism and commercial businesses alike. Queer 

theory is therefore criticized for neglecting sub-minorities within the LGBT community. On 

the other hand, social identity theory supports the identification of stakeholders based on 

their social identities, which makes it possible to recognize the different minorities within 

the LGBT community. One cannot simply expect a smooth transition from a stakeholder 

theoretical approach to a queer approach; there has to be a stepping stone in between. 

Therefore, I propose an approach that does not aim to identify stakeholders based on 

economic ties to companies, nor does it aim to dissemble the phenomenon all together. This 

approach goes hand in hand with Crane and Ruebottom’s (2011) normative use of social 

identity theory as well as supporting the ideas behind human rights. It relates to human 

rights thinking, because social identity theory prioritizes stakeholders over corporations, the 

same as human rights do. Combining these two approaches is a way to bridge the gap 

between stakeholder theory (which enables a heteronormative society) and queer theory 

(with its idealistic goal of abolishing identity categories and the need for LGBT tourism). 

Human rights define the LGBT community as a vulnerable group, and by coupling it with 

social identity theory I point out that it is in their right to be identified as a relevant 

stakeholder on other grounds than merely their economic affiliations to businesses. This 

way, other social identities can come into the light, thereby providing alternative 

perspective on the challenges in LGBT tourism. It corresponds to my social constructionist 

perspective that not one true reality, answer or approach exists. 

By identifying all possible identities of a stakeholder, including but not limited to 

sexual and gender identities, one can uncover the motivation behind any given decision 

(e.g. the LGBT community’s apparent sympathy to other minorities such as refugees), as 

well as the cues to trigger them, within various contexts. Thus, in order to realize what 

actually motivates people, social identity will help elucidate the wishes and rights of non-

economic affiliations. As the theory explains, an individual does not have to act nor expend 

effort toward the goal of a group or a community, but if said individual feels connected to 

the fate of a certain group, it will be because of their social identities. Thus, the LGBT 

community possesses a moral identity that makes them a highly demanding segment that is 

aware of the needs of others besides themselves. As the findings showed, many commercial 
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businesses are only just now accepting the LGBT community as a segment. Companies 

need to acknowledge this if they wish to be doing LGBT tourism or LGBT business in 

general for that matter. 

From the human rights perspective, the very nature of the LGBT community as a 

vulnerable group is the reason why LGBT tourism is needed: it is a way to avoid 

discrimination and infringement of rights. The existence of LGBT tourism is in itself a 

manifestation of the fight for human rights and against the persecution of the LGBT 

community. As a result, when one talks LGBT tourism, one also has to reflect on the issues 

of human rights. Based on the discussion it is safe to say that without discrimination of 

LGBT people, the phenomenon of LGBT tourism would not have become a necessity. As a 

result, human rights are related to LGBT tourism. 

Based on this thesis, it is clear that CPH Pride sees furthering LGBT tourism as a 

way to achieve worldwide equality. This is in line with Wettstein’s (2009, 2012) 

proposition that corporations’ duty should not be limited to that of the ‘Respect’ pillar of 

the UN Framework, but rather incorporate the ‘Protect’ pillar as well. As stated by the 

Report of the Special Representative of the Secretary-General, John Ruggie, in 2011: 

“Every business venture has the potential to have positive and negative impacts on people 

and human rights” (p.1). The UNGPs thus clarifies that the duty of corporations is merely 

to ‘Respect’, not ‘Protect’, human rights. VDK and WoCo are clear examples of this 

proponent of the UNGPs, as they do not infringe human rights, but they are also not being 

proactive in protecting them as they are not allowed to have an opinion about such matters. 

Since they only deal with the LGBT community as an economic stakeholder, they will be 

unable to attend to the challenges stemming from other social identities than the economic 

one, like the refugees question or rights for transgendered. 

Instead, I recommend adopting an approach along the lines of Crane and Ruebottom 

(2011). Figure 1 and Table 1 in appendix 8.1 and 8.2 form the basis of they suggest to go 

about it. Their theory is intended to function as a guiding tool in identifying stakeholders 

based on other premises than economic affiliations, which is exactly how the LGBT 

community should be identified. The findings showed that the community’s identity is 

triggered by moral affiliations rather than economic ones. I therefore recommend 
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abolishing the theoretical stakeholder approach enjoyed by VDK and WoCo as human 

rights thinking maintains that the LGBT community is always a stakeholder in their very 

nature. I thus support Donaldson and Preston’s (1995) normative use as it will prove a 

moral guideline for businesses involved with vulnerable groups. As the literature review 

elucidated, stakeholder identification should be united with social identity theory as 

identities are fluid and polygamous, interacting and changing constantly. 

The queer discussion showed that overcoming the biggest challenge to LGBT 

tourism (heteronormativity) could eventually end the need for LGBT tourism altogether. It 

goes hand in hand with the goal of human rights, meaning if there is no need for LGBT 

tourism there should be equality. I believe, as according to Wettstein (2009, 2012), that 

companies should therefore increase their moral duties and embrace the ‘Protect’ pillar as 

well. Even though the ‘Respect’ pillar takes an explicit step in saying that businesses 

should not infringe human rights, it also lacks actual moral responsibility to improve 

human rights for any related parties, economic affiliations or not. A way to embrace the 

‘Protect’ pillar could be to promote due diligence, whereby organizations would realize 

how they are affecting vulnerable groups. The phenomenon of LGBT tourism, in spite of its 

past, could have a positive effect for the LGBT community and their rights, if only all the 

forces driving the phenomenon would recognize the potential. 

Basically, I recommend an approach to LGBT tourism along the lines of Crane and 

Ruebottom (2011) and CPH Pride’s approaches. From a social identity perspective CPH 

Pride identified the LGBT community’s concerns and motivations, i.e. the fight for their 

own and other LGBT people’s rights. The organization’s goal is therefore not just to put on 

a great festival and further LGBT tourism, but rather also to recognize and protect human 

rights in Denmark as well as the rest of the world. They have realized the inherent potential 

of LGBT tourism to spread the positive values of acceptance and diversity found in 

Denmark to the rest of the world. They acknowledge a responsibility to not only respect 

LGBT rights but actively work to protect them as well. If tourism boards and commercial 

businesses alike would realize the power and potential they hold by joining in the political 

and humanitarian fight for the protection of rights, they would be one step closer to 

overcoming the challenges in LGBT tourism. It would be an added bonus, if it also results 
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in a step towards equality for LGBT people across the world. The two are interconnected 

and one is unlikely to happen without the other. The recommendation is by no means meant 

to be final or conclusive as real examination is lacking. Moreover, further study of queer 

theory would also assist in making it less abstract. The thesis is rather meant to spur on 

businesses and other researchers to inquire further into the area of LGBT tourism in ways 

outside the norm. 
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8 Appendix 

8.1 Figure 1 
Stakeholder group membership based on social identity 

 
Source: Crane & Ruebottom (2011) 

8.2 Table 1 
Stakeholder and social identity group cross-mapping (traditional stakeholder roles on the 

horizontal axis and social identities on the vertical axis) 

 

Source: Crane & Ruebottom (2011) 
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8.3 Table 2 
Law Year Comments 

Penalty death for homosexuality 

abolished 

1866  

Homosexuality becomes de-

criminalized 

1933  

Equal sexual minimum age for 

heterosexuals and homosexuals 

1976  

Homosexuality is no longer 

deemed a mental illness 

1981  

Equal rights for cohabiting adults 

and married (heterosexual) 

couples 

1986  

Illegal to discriminate on the basis 

of sexuality 

1987  

Registered partnerships 1989  

Illegal to discriminate on the basis 

of sexuality at work 

1996  

Illegal for lesbians to be 

inseminated  

2006 Law existed from 1997 

Rainbow families are allowed to 

adopt children 

2010  

Marriage equality 2012  

Second parenting law (no grace 

period of 3 months) 

2013  

Legal to choose your own gender 2014  

Source: LGBT Denmark (2016) 
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8.4 Company profiles 

8.4.1 VisitDenmark 

 VisitDenmark is the national tourism board of Denmark and the company operates 

on an international basis trying to market Denmark as a tourist destination. It has done so 

since its establishment in 1967. The tourism board is affiliated with the Ministry of 

Business and Growth. The organization is therefore partly funded by the Danish 

government, and partly financed by their partners. It means that VisitDenmark must receive 

an equal amount of money from their partners as they do from the government, otherwise 

they are not allowed to use the governmental funds. VisitDenmark have quite a few of such 

partners. To name a few of the bigger ones: Scandinavian Airlines, Norwegian Air, Arp-

Hansen Hotel Group, Tivoli, and Frederiksborg Slot. 

The organization’s headquarters are based at Islands Brygge in Copenhagen, while 

there are 8 smaller offices abroad in the markets they are targeting. These are: United 

Kingdom, Norway, Sweden, Italy, the Netherlands, Germany, China and the United States. 

Besides these markets, VisitDenmark also promotes Denmark in France, Australia, Brazil, 

Russia, and India, but they do not have a physical office in either of those locations. 

 In order to measure its performance, VisitDenmark counts the number of bed nights 

booked in Denmark by each of the targeted markets. VisitDenmark acknowledges the 

difficulty in measuring these numbers, as they know there is no way of knowing if tourists 

book their trips to Denmark as a result of VisitDenmark’s marketing campaigns or 

something else entirely. However, the organization firmly believes that good marketing is 

when the organization attracts more value-adding tourists to the destination, which in turn 

increases the market shares and turnover (VisitDenmark, n.d.). 

8.4.2 Rainbow Business Denmark 

 Rainbow Business Denmark is an independent organization consisting of companies 

and non-profit organizations that are owned or run by LGBT men and women, or 

organizations that primarily cater to the LGBT community. The organization works to 

achieve the following points: to enhance the knowledge of Copenhagen and Øresund as a 

destination for LGBT tourists from home and abroad; to make tourists’ stays in 

Copenhagen and Øresund unforgettable; to further the collaboration and communication 
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between LGBT businesses and organizations in the best way possible; and to further the 

LGBT-life and opportunities to live it for both tourists and locals. 

 The organization also works to further the awareness of the LGBT community by 

having a yearly award show where they pay tribute to people, organizations or companies 

that help improve the living conditions for LGBT people or assist in adding value and 

content to the LGBT community in Denmark. The award show is called the AXGIL 

GayGalla and they have 8 awards each year, as well as an honorary award. They aim to 

make the award show as inclusive as possible, meaning it is an event for all members, 

including minorities, of the LGBT community. All in all, their goal is to have an event that 

acknowledges the work that is being done in the LGBT community in Denmark. 

Furthermore, Rainbow Business Denmark is also behind the LGBT magazine Out & About 

(Rainbow Business Denmark, n.d.). 

8.4.3 Copenhagen Pride 

 Copenhagen Pride is a voluntary, activist organization working for and with the 

LGBT community in Denmark. It is the biggest LGBTQ festival and diversity festival in 

Denmark and they empower values such as inclusivity, tolerance, and equality, which they 

believe should be central to all possible activities. Copenhagen Pride begun in 1996 and 

thus had its 20 year anniversary in 2016. This was also a record year for Pride with its 

biggest Parade known to date. Copenhagen Pride’s goal is to become the most meaningful 

and influential Pride Parade in Europe, which they attempt to reach with their 

internationalization strategy. This strategy involves, among other things, trying to get 

WorldPride and Euro Games to come to Copenhagen in 2021 where Copenhagen would 

then figure as the host destination, just like it was with the World Out Games in 2009. In 

order to be chosen as a host for these events, Copenhagen Pride formed the project 

organization Happy Copenhagen in the spring of 2015 alongside Pan Idræt. Happy 

Copenhagen is professionally run by funds from the city of Copenhagen and the Greater 

Copenhagen area in order to draw the events to Denmark. The sole goal of Happy 

Copenhagen is therefore to get WorldPride and EuroGames to Copenhagen, and 

Copenhagen Pride provides assistance in this. 
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 As an organization, Copenhagen Pride wishes to be the biggest and most important 

LGBTQ-activist in Denmark. They aim to be a strong political organization with very 

broad collaborations with as many partners as possible on behalf of the LGBT community 

in Denmark. At the same time they wish to assert and develop their position as a well-

known culture festival and institution that celebrates diversity with the LGBTQ community 

at its center. As a result, the organization wants to work with all relevant LGBTQ people, 

organizations and networks in Denmark (Copenhagen Pride, n.d.). 

8.4.4 Wonderful Copenhagen 

 Wonderful Copenhagen is the local tourism fund for the Greater Copenhagen area 

with the purpose of furthering business and travel trade tourism in Denmark. Besides, the 

organization is also a network organization with more than 300 commercial partners and 

through this, the organization works to create business for the tourism industry and the 

experience industry in Copenhagen and the Greater Copenhagen area. Wonderful 

Copenhagen is a commercial fund financed by contributions from the business community, 

organizations and the government, i.e. the municipality of Greater Copenhagen. 

 The Wonderful Copenhagen foundation was founded in 1992 following a number of 

years throughout the 1970s and 1980s that saw a certain degree of stagnation. As a result, a 

group of public and commercial organizations decided to join forces in order to stimulate 

growth with the creation of Wonderful Copenhagen. This way they gathered all the 

professional forces in their common goal of promoting Copenhagen. Throughout the years 

the span of the organization grew, meaning it also includes the Greater Copenhagen area 

today (Wonderful Copenhagen, n.d.). 
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8.5 Coding extract 
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8.6 Interviews 

8.6.1 Interview 1 

Bruno Bedholm, Market Director, USA – VisitDenmark, New York 

September 13, 2016 - 00:49:06 minutes 

A: As I told you on the phone, my thesis is about LGBT tourism, the challenges and 

opportunities that lie therein and how it is different from regular tourism, and which 

concerns should you think off when marketing to this segment. 

B: Oh those are very big and broad questions. 

A: Yes, but I know that you have been with VisitDenmark for many years in Germany. So 

are you able to recall when VisitDenmark started to work the LGBT segment? 

B: I am probably not the right person to ask this question, because it is not in all markets 

that we focus on LGBT consumers. Therefore, it is difficult to answer this question 

directly. It really depends on where it is relevant. I have been with VisitDenmark for many 

years, but 15 of those years were in Germany, and we did not work on the LGBT 

consumers there. It wasn’t as relevant as some of the larger segments on that market, like 

for example families with kids, and that has something to do with the distance to Denmark, 

which makes it easy for consumers to get in their cars and drive up to Denmark and rent a 

summer house on the beach, etc. So that was mostly the product being sold in the German 

market. 

A: Yes, okay. 

B: Over here where I came four years ago, the situation is different. Here we don’t focus on 

summer houses at the beach, there aren’t any American families that go to Denmark to rent 

out a summer house and so on. American tourists target big city tourism and cultural 

experiences, gastronomy, and so on, as you know. 

A: Yes. 

B: This is the springboard to saying, which segments is it then that we should work on? 

Then it is probably more these baby-boomers, the big generations that are all grown up, 

who have time and money for themselves because their kids are out of the way and are 

done with college, so now the baby-boomers have time and money for themselves. As a 

result, those are the consumers we have been trying to target. Then we have looked at what 

other segments might be possible to target, segments that might be interested in the same 

things, like culture, gastronomy, fashion and whatever else it is we try to brand ourselves 
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with. And so it was obvious to look at the LGBT segment, because they are typically 

interested in city tourism, or we are interested in that. That way… So when that started, I 

cannot say, but I can look into it. I’ll write it down. Maybe… It started before I came here 

four years ago so I don’t know. 

A: Maybe Britt will know. 

B: What we have typically done is that we haven’t worked on it that much on our own. It 

has been a little difficult. As you know, when we target the general population, or the baby-

boomers, often it isn’t just Denmark as a single destination, but rather a multi combination 

or round trip around Scandinavia with the other tourism boards. 

A: Yes, that was another one of my questions, when you work the LGBT market segment, 

do you do it with the other Scandinavian countries? There hasn’t really been anything 

LGBT related while I was here for my six month internship. 

B: We haven’t done it with Sweden and Norway, because Norway does not target the 

LGBT segment, and that probably has something to do with the larger religious influence in 

Norway, or I don’t know why, but they don’t. They also focus more on their fjords, nature 

and such and that is easier for them to market. Of course, some LGBT people are interested 

in that as well, but more often than not it is big city tourism they like. And then we had 

something called Gay Europe, which has existed longer than I have been here. When I 

started in New York, we were actually 6 countries, and that was… I’m trying to remember. 

Of course it was Denmark, then it was Sweden, Germany, Flanders, Holland and 

Switzerland. I think those were the 6 countries. But maybe you should also talk to Britt, just 

to hear the more historical part of it, because she dealt with it a lot before I came. Then 

what has happened since, which happens for a lot of tourist boards is that our budget gets 

cut. This didn’t just happen to Denmark, but it also happened to other countries. Gradually 

some of the other countries have exited the project because they haven’t had the budget for 

it anymore. 

A: Okay. 

B: If your budget is cut, then you are obliged to, or you have to evaluate which segments 

are the most important ones that you have to keep working with. And then, one might say 

that LGBT tourism is often probably more what you would call a kind of niche tourism, 

which you then say, ok if we don’t have the money for it, then we have to cut it away to 

save what is truly your bread-and-butter. 

A: Okay, so the LGBT segment is not a segment that brings in the most business. 
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B: But we should also note that the reason why the countries have been interested in 

working the LGBT consumers is because it is an interesting segment, because often until 

now, it has typically been two adults, or singles. But many of those that have traveled are 

two adults who live together, meaning they have dual income, no kids. The same counts for 

the baby-boomers whose kids have already moved away from home. 

A: Yes, that is what they label as ‘DINK’ tourists, right? 

B: Yes, exactly. The same counts for many LGBT people. As things evolve, this segment 

becomes more and more diverse and different, like for example, now you are able to get 

married, and in many places you are also able to adopt kids, and surrogate mothers, in order 

to have kids. And of course lesbians have had the option to have a baby inseminated. But 

now we are starting to see that there are LGBT families all of the sudden. So that is a new 

segment. When we talk about LGBT you also have to be aware of the fact that it isn’t just 

one homogenous group, there are actually also sub groups. Actually the ‘L’ for lesbians is 

one group, which is different from the ‘G’, or gay men, for example. Because gay men are 

more interested in city tourism, culture and whatever else the city has to offer, including 

going out, bars, cafées, or what you call the gay scene, like gay bars. The girls aren’t as 

interested in that, they are a lot more interested in nature, to put on a pair of hiking boots 

and explore the country side. 

A: Do you know if there is any research on bisexuals and transgendered, like what ‘B’ and 

‘T’ prefers, or are they smaller groups inside what we label as LGBT? 

B: Well those are even smaller segments, which business and tourism in general have 

started to become more aware of. As you know, there has been a whole discussion about 

transgendered… like which toilet are they allowed to use. In some places they are allowed 

to use whichever bathroom they wish to in accordance to which gender they identify with, 

whereas in some states over here, where they say that they have to use the men’s bathroom 

even if you feel like or identify yourself as a woman. That is something that is still 

developing, and if I can give you some advice, I would recommend you to look away from 

the bisexuals and probably more specifically the transgendered, because we don’t know 

much about this very small segment. And that is allowed in a project like yours, to limit it. 

A: My impression is also that there isn’t a lot of data or knowledge out there about these 

minorities within the minority.  

B: Exactly, because it’s only just beginning… it’s almost taboo. Like many years ago it was 

even taboo to be a gay man, but at least in our part of the world it has become very 

acceptable. Latest with the development in marriage equality. Whereas transgendered is 

still something that is not as recognized or acknowledged as being ‘normal’. 
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A: Well isn’t the same when we talk of lesbians and gays, when talking about LGBT… 

Through my research I have seen a development and discussion about whether ‘I’ and ‘Q’ 

should be added to LGBT so it becomes LGBTIQ. So it suddenly becomes a very broad 

segment that include a lot of very different people who identify themselves on many 

different scales. 

B: Exactly. And you are right in saying that when we get to ‘T’ and ‘Q’, the data is very 

limited, the groups are as well very small, so… 

A: One might say that there is something morally and ethically correct in including them, 

because they are fighting for their rights. 

B: Yes, exactly. As when you use LGBTQ or how many letters you wish to add, it is 

exactly because you want to be inclusive to all these minorities segments, and it isn’t just 

something that is used within tourism, it is also used a lot politically, the fight for civil 

rights, equality, acceptance, and so on, and in those circumstances it makes enormous sense 

to include the ‘T’ and ‘Q’ because today they are the ones that are in most need of 

acceptance and they still have a long way to go. However, within tourism, and possibly also 

business, most countries, or at least the countries that work the LGBT segment, work with 

the somewhat broader segments within LGBT, which are gay men and lesbian women. 

Again, those are also two very different groups. Depending on how you want to structure 

your paper, it is possible to focus on lesbians or gay men, or whatever you prefer, in order 

to recognize that they are different and that the two groups exist. What I can tell you is that 

VisitDenmark has mostly worked with gay men, because we market Denmark (or 

Copenhagen) as a city destination; that is what we sell on. That way LGBT tourism in 

Denmark is an extension of our ‘regular’ tourism, which is what we normal work on with 

American tourists, also the straights. Whereas the lesbians are much more… As far as 

possible that the lesbians are interested in city tourism, then they are included in the 

marketing campaigns that we execute. 

A: Right, okay. I would just like to return, for a minute, to what we talked about Gay 

Europe. Like for example Sweden… My impression is that Sweden really works the LGBT 

segment a lot more than Denmark does. Do you know if that is correct? 

B: That is actually correct, which is because Stockholm, or the Stockholm visitor’s board, 

or whatever it’s called, is a lot more interested in LGBT tourism than Wonderful 

Copenhagen is for example. They… Stockholm has been the main sponsor on those 

campaigns… actually also the Gay Europe campaign. But they have also had some 

problems with their budget, and this year they weren’t able to contribute to the campaign 

and as a result, Sweden wasn’t able to participate in Gay Europe anymore and that was 

actually because the Stockholm visitor’s board wasn’t able to contribute to it. We at 
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VisitDenmark have actually still set aside money for it, and we are still working towards a 

project or campaign in order to continue working the LGBT segment. We are talking to [an 

airline] at the moment, but that is something that should be kept on the down low at the 

moment and shouldn’t be included in the project, but I can tell you that we are talking to 

them, and they are interested in working this segment as of right now. 

A: Yes, I was about to say that, speaking of airlines, we don’t have to talk about what might 

happen in the future, but in the past you have worked with SAS on the LGBT market right? 

B: Yes we have, I don’t even know how much VisitDenmark was involved with that, but 

SAS ran a campaign where a gay couple actually got married on a plane. 

A: That’s funny, because I actually googled that, if SAS did something for the LGBT 

segment, and I actually tried contacting them by email, but so far I haven’t heard from 

them. But when I googled them I saw that they at one point had had a microsite on their 

website which was specifically aimed towards the LGBT segment with travel to 

Scandinavia, but that microsite no longer exists, or works at least, but there is still a link to 

it on their website. So I can see that they at one point did work the segment, so I was 

curious to find out whether there was a reason for them not to do it anymore, although it 

sounds like they are continuing something with you guys at VisitDenmark. However, 

during my research I have also stumbled across a phenomenon called ‘pink pound’ or ‘pink 

dollar’, which gives me an impression that they might have been a surge in… in correlation 

with the fight for equal rights, acceptance, etc., like for example equality in marriage rights 

and stuff. It seems like there might have been a revelation for business that there is this 

whole segment with a lot of untapped potential, but my impression from my research is that 

the surge of the ‘pink pound’ or ‘pink dollar’ or the popularity in marketing towards it has 

decreased somewhat, but as you say, it might have something to do with the economy in 

general, with budgets being cut. 

B: Yes and it’s the same for SAS, because they have also been forced to limit their 

marketing budgets and focus on what is the most important, like what is our foundation. 

And there we have to say that LGBT really is a niche. And something which is also 

important is that LGBT marketing is not that different from straight marketing to straight 

consumers that are interested in city tourism. It is still culture, history, gastronomy, etc. 

etc., and you still want to experience these things even if you are gay, it’s not like you have 

completely different interests all around, but there is of course, at least for gay men, that 

they would also like to visit places where they can meet like-minded people. If you are 

single, it might be because you are interested in hooking up with someone, or whatever you 

want, and if you are a couple, it might be because you are interested in being in settings 

where you are able to be yourself. In Denmark, what we look at a lot is that… we do not 
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have a very large gay universe, it’s not like we have a ton of gay bars. We have very few, 

it’s a small environment. So when people ask about gay space, we tell them that we do have 

some, but at the same time that it’s not really necessary in Denmark because it’s very 

accepted to be gay there and you can go to a regular bar with your partner and kiss in 

public, because in general people will not get offended by it, or perhaps they won’t even 

look that much. And that is because Denmark is a relatively liberal society, and it has been 

like that for quite a while. Therefore, we have also promoted Denmark a lot on the basis 

that Denmark was the first country to introduce registered partnerships 25 years ago, 

however, then we were a little bit slower to introduce marriage equality. So there is a long 

tradition in Denmark, and therefore, there hasn’t been the same need to have a ghetto where 

you are able to be yourself. Like in the US, it has been a bigger requirement to have gay 

space, because you aren’t in the same way able to go to a regular bar and show that you are 

interested in people of the same sex as yourself. 

A: That was another thing I was going to ask you about, whether that would be an approach 

to take on this thesis, whether LGBT marketing is the same as ‘regular’ or straight 

marketing… well, I don’t know how I should say this correctly, without offending anyone, 

but is there… at least for a country like Denmark, is it even necessary to separate the 

marketing in this way when they are so similar. Isn’t it more equal to unite the two, and that 

way so, okay, it probably made sense to have this focus on LGBT marketing while the 

community was fighting for equality and acceptance, then it made sense to have this 

separation during the transition phase to give a lot of attention to the fact that some people 

don’t have the same rights. But today, at least for gays and lesbians, in a country as 

Denmark where it is very accepted. 

B: You are very right in this. Concerning this it is correct, and one might say… and that is 

what a lot of the tourist boards, and airlines, like for example SAS, are saying, if they are 

going to focus on it, then they say that they automatically target the LGBT segment as well 

when they do their regular city tourism marketing. In that way they see it as it’s not crucial 

for them to do any specific marketing for LGBT travelers, as they are very much the same 

as non-LGBT travelers who have dual-income and no-kids. And gays and lesbians also read 

normal newspapers, like New York Times and so on, and they use the same social media 

like everyone else, so in that way they will also be exposed to the normal marketing with 

culture, history, gastronomy and so on. So yes, in this field there isn’t really any needs to 

do anything else. The reason why it could be a good idea to do something special is because 

even though LGBT people also read regular media, you typically also see media that are 

specifically aimed towards the LGBT community. Examples of these could be websites, 

blogs, magazines and a lot of other things aimed at the LGBT segment. They can contain 

topics specific for that segment. If you decide to do LGBT marketing, it will typically be 

because of these channels, because this is a way for you to hit the segment dead on and be 
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sure that it targeted the audience you had in mind. Then you will have the general larger 

marketing campaigns in the regular media, and then on the side you will be able to have a 

much more specific campaign for LGBT travelers. Both in terms of message and media. 

Another thing to think about is also that it isn’t required for you to tell with words that you 

are LGBT-friendly or show a lot of rainbow flags, but instead it’s better to show some 

pictures that also reflect the LGBT consumer. For example, pictures that don’t just show 

straight couples all the time, but that there are also two girls or two guys you see together. It 

is not necessary for you to enhance it a lot, but just to have it in the background for the 

consumer to notice and be like “right okay good”. A source that could be interesting for 

you to look at is CMI. 

A: Yes, Britt has already recommended them and they make a lot of really good reports. 

B: A lot of my knowledge really comes from them, and yes of course, because I’m gay 

myself, then I know some things. But some of the things they have presented in their latest 

reports… they often have conferences, there actually was one lately in, about a few months 

ago. 

A: Yes that was at Google house in New York right? 

B: Yes. It was LGBT week. 

A: Yes, I tagged along then, just for one day. That was the day when you didn’t attend, but 

it was very interesting. It was actually the reason why I found this topic, and different from 

general tourism. Afterwards, I learned that there isn’t a lot of data or material about LGBT 

tourism. The general material on the topic is actually mostly about “how do we best market 

our destination to the LGBT segment?”. Of course that is the first thing to look at but 

yeah… 

B: There are also some research done by CMI, where they looked at what is it the segment 

are looking at in tourism. It turned out that you shouldn’t necessarily make a brochure only 

for gay people, but rather you should incorporate LGBT pictures and material in the regular 

brochure. So don’t separate the LGBT segment from the ‘normal’ segment, because nobody 

likes to be told that they can’t be included in the normal marketing. They don’t like to be 

told “you aren’t welcome here, it needs to be purely non-LGBT people”. 

A: But on the other hand, can’t it also be a risk or challenge to include LGBT material in 

the regular brochure, because some other non-LGBT travelers might be offended by it and 

then choose not to go? 

B: I haven’t experienced it myself, but I know that there are some people who have 

experienced it, and I know that some people in the US are reacting against it, because there 
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are some very strong religious affiliations in this country. So that you’ll just have to accept, 

since they aren’t really our target group anyways, and they probably wouldn’t even go to 

Denmark in the first place. It is of course a decision you have to make, and something you 

have to evaluate before you do it, because if there are some other parts of your usual 

consumers that might get offended… Perhaps in the beginning with LGBT marketing it 

was an issue, it took some time. LGBT marketing only just started as it became more and 

more accepted to be gay, lesbian, bisexual and so on, because you always have to find a 

balance, right. I haven’t experienced anybody directly distancing themselves from it. But 

perhaps you should try and speak to Tai about it, because he ran our latest two online 

campaigns, and he received the feedback from the social media campaigns, and I haven’t 

been as involved with this. At least, reactions… But he hasn’t said anything or mentioned 

anything about negative reactions or comments on the campaigns. 

A: Okay, I’ll try and do that. 

B: We ran that ‘Validate your Love’ campaign. 

A: Was that this past spring? 

B: No, that was last year. And then we ran a little of the same this year, and we are 

discussing whether we should continue it… We haven’t done anything LGBT related this 

year. But if we will do something this year, it will be a continuation of this campaign, 

because the results of the campaign were so good. Just to quickly return to that with the six 

countries and our joint campaign. First, Holland exited the project because they didn’t have 

enough money for it, and then Switzerland exited the project, because… again, it was a city 

that was the main sponsor for them, which in this case was Zürich, and then Switzerland 

didn’t have enough money for it on their own. Gradually, we became fewer and fewer 

countries, and last year we were only Sweden, Germany and Denmark. Then I tried getting 

it together for 2016, but Sweden couldn’t because of Stockholm, and then Germany 

couldn’t either because their budget was cut as well. We had already set aside money for it 

in our budget, so we still would like to do something LGBT related, but it doesn’t make 

sense do to anything on our own, and also, we aren’t allowed to do anything without co-

sponsors. So we are looking into it now. 

A: Well, I had actually prepared some questions in case the conversation didn’t flow 

automatically. 

B: Yes, please look to see if there is anything else we should talk about, or something you 

would like to have elaborated a bit. 
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A: Some questions regarding VisitDenmark as an organization. Do they decide each year to 

put aside some money every year for LGBT marketing, or is it more like every market 

within VisitDenmark who decides to do that, or does it come from headquarters? 

B: That is for the market in question to decide on. As I started out saying, I think we are the 

only market who does LGBT marketing. I don’t know if UK does a little bit, but the market 

I came from, Germany, don’t do it at all. Holland… the closer markets in general don’t do 

it. The focus is more on coastal and nature holidays, summer house vacations, beach 

vacations. 

A: Does the headquarters do anything at all LGBT-related? 

B: No. That is something we have decided to do here in the US. Partly because the LGBT 

segment over here is very big, because the country is big, so the segment is in turn big. And 

because we only work with big city tourism, which is something that gay men especially 

want… Then that’s what we have naturally worked with. So because gay men’s interest are 

aligned with the interests of the non-LGBT tourists we have from the states, it’s really a no 

brainer when we decided to work the LGBT segment as well. It doesn’t take a lot of extra 

work for us. We only have to reach them via specific LGBT media and have some material 

that is more direct or specific towards the LGBT segment. Like for example, information 

about gay bars and gay town. 

A: So you don’t just do LGBT marketing because it’s the right thing to do, but also because 

there is money in it? 

B: Yeah well… of course this sounds ugly and commercial or capitalistic to say so, but we 

do it because it is a very interesting segment to work with, because as I said in the 

beginning they have dual income and they travel a lot. 

A: Well I understand that it is a tricky question to ask, and I don’t want to step on 

anybody’s toes. But for some people it might only be because of the money, but for others 

it might be because it’s something that are close to their hearts and they are passionate 

about it. 

B: Of course, there is something about that. From our side, or at least from my side. When 

we promote Denmark and Copenhagen over here, we present ourselves as a very liberal 

place and we are very open-minded and we have been early with equality rights, gender 

equality and so on, but we have to stay away from the political aspect of it, because as an 

organization, VisitDenmark isn’t allowed to get involved with political stuff, it’s not our 

job. Of course there is an openness for the LGBT community, because it is the image we 

would like to have, so in that way it fits perfectly, but when we decide to do specific LGBT 
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marketing it’s because we know and believe that it is profitable and that it will bring some 

money for us and our collaborators and so on. Therefore, we have also had one hotel who 

has been very interested in the LGBT segment. They have been very good with support. 

They market themselves as very gay friendly. But I just want to return to the image 

question, whether or not it is only an image thing when we do LGBT marketing, because 

we want to appear LGBT-friendly and open-minded. There are… For example some of the 

banks over here are very open to the LGBT community and are marketing themselves that 

way and they are in the LGBT specific media as we talked about before. That is of course 

also because these LGBT people have a lot of money that the banks would like to 

administrate and have them as clients, of course it is. But maybe it is also a question of 

image to be inclusive and open and so on. Again, it can also have the opposite effect. It can 

be a double edged sword, because maybe other groups will choose a different bank if they 

are offended by their LGBT-friendly standpoint. Then the bank or the company has to 

evaluate what image they want. Do they want to have this LGBT-friendly and open-minded 

image even if they might experience customers who then choose to leave them? And the 

same goes for our destination. Or would you rather target the broader and more secure 

segment instead? That is the safe way to go of course. But my opinion is that Denmark of 

course needs to stand for the open, the inclusive, the friendly image towards minorities. It 

coincides beautifully with how Denmark was the first country that allowed registered 

partnerships. Always, during the past 25 years, Denmark has had a very open-minded 

image and standpoint. And as a result, it isn’t that important in Denmark to have the gay 

ghettos and places where you can go out and be safe and be yourself without a danger to 

your person. 

A: When you say ghetto, do you mean gay space? And you don’t believe that is as 

important in Denmark as in other destinations? Gay space is where you can go as an LGBT 

person and be yourself. 

B: It is important, which is why it is important that these places exist. Another reason for 

why LGBT specific media is important to use for LGBT marketing, because this is where 

you are able to present the knowledge and material without any hindrance. But we also 

have to make sure that LGBT travelers know that Denmark does not have a lot of gay 

spaces, but there are some places. And usually people only go to Denmark for 3-4 days 

when you come from the US, and that is plenty of time for the amount of gay space that we 

do have. But it isn’t a country of LGBT milk and honey. But we also market Denmark as a 

destination where it isn’t a requirement or a necessity for you to only visit gay bars, 

because it is a very accepting place to be in. Of course there have been incidents of gay 

bashing in Denmark. There have been some episodes were people were exposed to cat 

calling or they were attacked and stuff like that, but that’s very little compared to what you 

might experience in other destinations. And to have Pride, or CSD or whatever it’s called, 



Page 108 of 157 

 

Copenhagen Pride, that’s something you can have in Denmark without any episodes of 

violence or hate crime which you sometimes hear about in other parts of the world. 

A: Yes. But besides what we have talked about so far, are there any other things you feel 

haven’t been mentioned, which you feel can be a challenge when you work the LGBT 

segment and are doing LGBT marketing? 

B:Yes, there is another thing, which is very interesting, and that is the change in 

generations, which is something that CMI has also done analysis of, which is… Especially 

young people doesn’t have the same need or want for gay bars or gay space, because they 

go out a lot more with straight friends and people and go out with them a lot more to 

regular bars because they don’t have the same needs to go places where they meet like-

minded people, or to meet partners, because that happens so much more online today than 

in the past. There are plenty of online sites or apps where you can meet people and hook, 

and apps specifically aimed for the LGBT segment or gays at least. Previously, all that 

happened at these bars where you used to go there to find a partner or make friends and be 

yourself, but today it happens more online. That is a reason why going out isn’t as 

important today. But obviously the older generations, or the people who are single for some 

reason, they would still rather go to gay bars. So there is a shift and a difference in between 

the different generations, which you also have to recognize when doing LGBT marketing. 

Also the media channels… the very gay media channels might eventually also decrease in 

importance for the LGBT community, because as a young LGBT person this might not be 

where you find your LGBT information anymore in the future, because society might reach 

a point where it’s very inclusive all around. Just because I as a gay man like to be with one 

of my own sex, it isn’t what is definitive for my lifestyle or what I am or what I like as a 

person. I think that is becoming a lot more evident and something you have to be more 

aware of in the future. Perhaps in the future it might not be necessary to do LGBT 

marketing, also because these LGBT specific media channels won’t exist to the same 

extend anymore, and the message might not be that different from the non-LGBT 

marketing. But you may never know. It might fast change back again, so that you become 

tired of all the digital stuff. 

A: So there might be a resistance towards the technology and the media? 

B: Yes, that might be a possibility as well, you never know. But that is very out there in the 

future. 

A: I remember that Britt mentioned to me that back in 2009 there was something called Out 

Games, of course that was before you arrived in the New York office, so maybe I should 

speak to her about it. But in terms of gay events, like Out Games or Copenhagen Pride, 

does VisitDenmark do any marketing or promotion of it on the American market? 
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B: Yes, well in the Gay Europe campaigns we have of course mentioned Gay Pride. 

A: Okay, but not something specific just about Pride? 

B: No, we haven’t done that. 

A: Eeehhhmmmm….  

B: We are approached a lot when there is Gay Pride, both here in New York and at home. 

They would like for us to buy adds in their brochures and stuff. We have done that in New 

York for a number of years. Again, that is one of the channels directly at the LGBT market, 

where it makes sense to be visible. 

A: Well, actually I think we have talked just about all the questions I have written down. 

B: I also see this as a first, initial talk, so when you get along further with your project, 

don’t hesitate to contact me again. We can always have another chat again. 

A: I appreciate that a lot, thank you. 

B: For VisitDenmark it’s not offensive to do LGBT marketing or not to do it. It isn’t 

something headquarters focus on all that much, but they are happy enough about us doing 

it. And that is why we still have the money for it of course. And we are the only country 

who still has the money for it. But who knows whether they will cut our budget again next 

year. If they cut our money from this, we will probably try to still do social media stories 

that are also relevant for the LGBT community, because it social media marketing doesn’t 

cost all that much compared to other kinds of marketing material. Another thing you must 

remember also, is that it can be difficult to measure the return on investment in marketing, 

and specifically the LGBT marketing. Of course, digitally you can measure clicks, returns 

and how much time they spend on the site, but it’s difficult to measure whether they 

booked and whether they are actually gay. It isn’t measurably in the same way. Which 

might also be the reason why a lot of tourist boards and airlines and so on decide to cut 

LGBT marketing as one of the first things. 

A: Thank you so much, I appreciate it a lot. 
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8.6.2 Interview 2 

Niels Holm, Vice President, Rainbow Business Denmark 

September 22, 2016 – 00:33:55 minutes 

A: Okay, great. So as I said in my email, I’m writing my thesis about LGBT tourism, 

specifically the challenges, because I feel there is a gap in the academic research. Most of 

the academic research really concerns how best to do LGBT marketing and how you sell 

your destination in the best way possible to this market segment. Whereas I would like to 

investigate the challenges, whether there are normative or instrumental views on 

stakeholders, because it’s correlated to civil rights and equality, but in the research field 

there hasn’t really been made a connection between the phenomenon called the ‘pink 

pound’. I don’t know if you know it, but a lot of businesses have discovered that the LGBT 

community is very profitable so they are now doing marketing aimed at the LGBT 

segment, and have done so since the 1990s, but probably didn’t catch on fully until the 

2000s. But I want to investigate the gap between that, and what do you say… Equality and 

we are all equal no matter our sexuality and so on. Do tourism businesses do themselves a 

dishonor by doing LGBT marketing because the main objective is to earn money, or is it a 

good thing that they do it, because they actually care? I don’t know if I explained that 

properly. 

B: I think I get what your point is. Both from the marketing point, but definitely also from 

the academic point of view, there really isn’t a lot or that much. There is a whole lot from 

the 80s and early 90s about aids and all that stuff, and the act up of the movements from 

back then, but then it sort of took off. 

A: So really I’m curious to see why… I know that is has been a struggle in many countries, 

although less so probably in Denmark, but in other countries it has been difficult to gain 

equality and marriage rights and all that stuff. So I’m curious also to figure out whether the 

tourism sector has helped spread awareness of the new segment who also want civil rights. 

If there is a correlation. But anyways, to start off I just want to know more about you and 

the Rainbow Business Denmark organization. I looked at the website, but it didn’t explain 

much about how you are trying to achieve your objective of promoting Denmark and 

Copenhagen as an LGBT destination to tourists. So how long have you been with the 

organization? 

B: I have been on the board for 3 years now. Ehm… As VP. Rainbow Business Denmark 

has been, or it is in theory about 20 years old. It started with the first CPH Pride in 1996 

when the businesses started together. It has had different forms, different names and so on. 

We changed the name to Rainbow Business Denmark a year ago. 
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A: What was it called before then? 

B: Copenhagen Gay and Lesbian Chamber of Commerce. 

A: Wow that’s a long name. 

B: Yes, it is a very long name. And we used the abbreviation CGLCC instead of that long 

name. Up until a year ago we mostly dealt with the big award show Axgil, the Gay Galla 

which is hosted each year in Cirkusbygningen, where we give awards to…cultural awards, 

sport awards, media awards, activism, commerce and regular businesses. To people who 

stand out and has done something positive during the year for the LGBT community. 

A: What time during the year do you have the award show? 

B: Wednesday in February. 

A: That is very interesting. I had no idea that that actually existed. How many years had 

that award show existed? 

B: 9-10 years I think. It’s our fourth years in Cirkusbygningen, before then 3 years in 

Bremen theater, and then we have done one in Skt. Petri and one in some boat. So, it’s the 

eight year maybe. 

A: So what exactly does Rainbow Business Denmark do? How do you promote Denmark 

as an LGBT destination? Anything specific besides the award show? 

B: Not yet. The award show was sort of the main focus for quite some time, and the new 

board now wants to sort of broaden it up. We have opened it up to all of Denmark instead 

of just acting in Copenhagen. But we have a lot of contact with VisitCopenhagen, 

VisitDenmark. 

A: I had an internship with VisitDenmark in New York, which is why I have decided to 

write about this topic. I went to the LGBT week in NY in April or May was it. It was very 

interesting. So you do some work with VisitDenmark and VisitCopenhagen. 

B: Yes. 

A: Why do you think it is that the board hasn’t done as much in the past? 

B: It’s a tough group of people to get to work together, the LGBT community. 

A: Why? 
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B: Because people have very different interests. I run a business and I need to make a 

profit, and so do all the other bars and cafés. And we are in competition, but not in a proper 

sense of the word. Not in a day-to-day way of who has the guests, but now we are trying to 

make the other bars and commercial partners see that if we want to attract people to 

Copenhagen then we have to work together. So that’s sort of what we are trying to work 

out. But a huge problem is that the LGBT tourism in Copenhagen… there is a lot of it, we 

have a lot of tourists. But they don’t want to necessarily just want to go to gay bars; they 

want to see the rest of Copenhagen as well. But if you look back just 10 years ago gay 

people went to gay bars. 

A: And that was it. So are you saying that the concept of having gay space is less important 

now than back then? 

B: I still think they are important. People need their home away from home. But not the 

newer generations, they are much more fluid and hard to control, if you can say it like that. 

A: So would you say that your clientele, the regulars, so to speak… 

B: They are getting older. And we are not getting that many new ones. 

A: Do you also have a heterosexual clientele? 

B: Yeah sure. We have quite a lot of young beautiful girls who come here, because you 

know it’s a safe space. As well with heterosexual men, because (laughs) they won’t get 

preyed on. Actually quite a few semi famous people come here, because no one bothers 

them. 

A: Ahh… Like who? Can you give me an example? 

B: I have a few actors who like to sit in a corner with their friends. We leave them alone, 

they’re fine. I won’t name names. It wouldn’t be cool (laughs). 

A: No of course not, I understand. Okay, so in terms of this award show you do in 

February, do you do some sort of marketing or advertisement abroad, or is it something you 

do with VisitCopenhagen? 

B: We have only done it in our own magazine, Out and About. Do you know it? 

A: I have heard about it, yes. Can I keep this copy? 

B: Yes, sure. 

A: So this is purely in Danish? 
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B: Yes that one is. 

A: Do you have or do you do one in English as well? 

B: No not really. We make this every year, the Copenhagen Gay Guide. That’s made by 

Rainbow Business Denmark. 

A: And Out and About is made by… not you guys? 

B: We are co-owners of Out and About, and all the different bars own a part of the 

magazine, so we own it ourselves and have journalists produce it. 

A: Have you ever thought about making one in English as well? 

B: We make one in English for Pride week, so that’s one issue of each year that’s in 

English. And then there is the Homotropolis, which is in English. But that one only comes 

out four times a year. 

A: Okay. 

B: But that’s not ours. 

A: Do you know who makes it? 

B: Hmmm…. It’s called Homotropolis, so just Google it, I don’t know. 

A: Okay, I’ll do that. 

B: One of them is Thomas Rasmussen, he is also the press agent for Copenhagen Pride, so 

he might actually be worth talking to. 

A: Yes, I was thinking about contacting Copenhagen Pride as well. 

B: I’ll give you his phone number. 

A: That would be great, thank you! 

A: Do you do something for Copenhagen Pride? 

B: We have a big float. 

A: Just your bar? 

B: Yes, my bar. 
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A: So besides… Getting all the bars and the LGBT community to work together, do you 

see any other challenges when you’re trying to… 

B: Well, Denmark has a… We definitely have a reputation when it comes to tourism, 

because we were the first country in the world to allow same-sex registered partnerships, so 

we could be married in the church, but LGBT people are still a minority. For example, with 

the current government and their quite strict policies on refugees – that’s not good for our 

business, because minorities are quite focused on how you treat minorities. So even though 

it’s another minority, it’s still no good. So when Inger Støjberg puts things in the 

newspapers saying “don’t come here, you’re not welcome”, it actually reflects on us. 

A: Have you seen or noticed any drops in the number of tourists? Or is it what they are 

talking about? 

B: It’s what they are talking about. I haven’t really seen that big of a drop in tourism. There 

are quite a lot of American tourists, and only a few are from the rest of Europe, as far as I 

can see. I can see that on the credit cards. 

A: Yes, I mean I spend a whole six months in New York in the spring, and it’s definitely a 

talking point over there, especially because Americans are so aware of political stuff and 

gets blown out in the media a lot. So it’s also my impression. Is there anything else besides 

that, which you would say could be a challenge, or maybe opportunity for you, like unused 

potential to expand the business or… Is there anything at all (laughs), difficult question, if 

it’s not something you’ve thought of. Like, when you go to a board meeting, what’s the 

most important thing you discuss? 

B: Ehm… Well right now, it’s getting more members. That’s sort of a thing we are working 

on, because we expanded to be a national chamber of commerce instead of just being a 

local chamber of commerce. So that’s something we are spending on right now. 

A: What are the requirements to become a member? Does it have to be a specific LGBT 

bar? 

B: You can become a member as a single person, if you want to, but you won’t have a vote 

at the general assembly though. You have to be a business or an NGO, like LGBT Denmark 

and Copenhagen Pride and so on. 

A: Do you know how many business and NGO members you have at the moment? 

B: I can look it up. 

A: It’s not that important, I was just curious. 
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B: I think it’s about 20 or 30 or something like that. 

A: So how long have you had this bar? 

B: Oh, it’s not mine. I mean I manage it. I have been here for four years, and I have been a 

manager for three. 

A: So ever since you went on the board of RBD? 

B: Yes. 

A: So what are your own personal views… Well, I’m guessing since you work at a gay bar, 

you believe that businesses should do LGBT marketing, but do you think regular 

businesses, say airlines or other businesses in the tourism sector should be more aware of 

their CSR policies in terms of considering other stakeholders than just the ones that are 

economically affected? 

B: I understand why they market themselves as LGBT-friendly, because it is a segment 

where… We have a lot of money, we don’t spend it on kids. But somehow, it annoys me at 

the same time. 

A: It does? 

B: Yes. That they have to sort of brand that sort of … As if it wasn’t… that way already. 

A: Yes. That was actually something I was going to ask you about, but it’s tricky to ask if 

you like… Because I know that when companies do LGBT marketing, they want to be 

inclusive, but they’re separating the LGBT people from the non-LGBT people and thereby 

discriminating a little bit. I mean, not discriminating, but separating people into two 

different groups that aren’t necessarily. 

B: Yes of course. We have been fighting for centuries to not be put in separate boxes, but at 

the same time we are being treated differently. 

A: Yes it’s difficult saying we want equality, and then people start to give attention to the 

LGBT community but in a way that doesn’t necessarily make you feel could about it, or 

how would you describe it? 

B: The thing is, I feel welcome everywhere. On a daily basis, there aren’t any places I don’t 

feel like there are any places where I don’t feel welcome just because I’m gay. 

A: Okay. 
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B: But… But then for example, during Pride when you see big travel agents like Spies and 

Call me, the phone company, and 7eleven, I think, well… So, I wasn’t aware that I was 

welcome at 7eleven or… I feel like they are sort of… “de slår plat på det” I don’t know 

how to put it in English; milking it, or taking advantage and thereby ridiculing it a little bit.  

A: I know what you’re trying to say, it’s like they are trying to milk it. 

B: Yes, it’s like ‘Gay is the new black’. 

A: Yes, and … I see what you’re saying, and it’s what I was trying to get at. 

B: For example, there are always some politicians who are trying to say something… Here, 

let me show you. 

(Pulls out a copy of the newspaper ‘The Murmur’) 

B: Do you know the Murmur? I did an interview with them for Pride, and the funny thing 

was that just a week before Pride I did the interview… a month ago. The … Morten 

Østergaard from Radikale Venstre said that it was about time that gay people could donate 

blood, because we can’t. In this way we are still perceived to be “dirty”. And he said that 

just a week before Pride, and I counted the political parties in the parade, and they had 

enough political parties to put the vote through parliament, but they never brought it up 

afterwards. He just put it out in the news that it was about time. So it was just about “oh, we 

can get a little publicity and a good image”. 

A: And when did he do that? 

B: Right before the parade. And there were enough political parties. 

A: And they never followed through? 

B: No, never. Just, hot air. 

A: That seems like what Danish politics are about these days, but that’s still… They should 

follow through on that, I totally agree with you, you guys should be allowed to donate 

blood. Anything else is… 

B: Everything is screened so there is not a problem in it. 

A: It’s a legacy from the old days when people were afraid of anything that’s different from 

themselves. 

B: Yes. I used to be a blood donor when I was young, but then I accidentally told my doctor 

I was gay, and then he was like “oh, you can’t donate blood”. 
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A: I can see why a doctor has to follow the rules, but he should also just be like alright fine 

and pretend that he didn’t hear it. 

B: Where did we come from? 

A: Yes where did we come from… Yes, so about 7eleven and Call me and political parties, 

so you do feel like they do it because it’s the right thing to do and not because it’s the most 

profitable thing to do. 

B: They do it because it’s the most profitable thing for them to do, not because it’s the right 

thing to do. 

A: Yes, that’s what I was going to ask. So, would you prefer, instead of companies doing 

LGBT marketing and walking in the parade, would you prefer them not to do it, and not to 

participate or would that be worse than not doing anything at all? What would be the 

alternative that you would like? 

B: The thing is, I don’t feel like they do it all year. So they do it that one day of the year. 

A: Let’s compare it to VisitCopenhagen and VisitDenmark for example, because I know 

that they have microsites on their website that are specific for the LGBT community, do 

you think that’s something that’s a good idea, to have it all year round? 

B: Yes, definitely. 

A: That’s something you think is a good thing? 

B: Yes. 

A: If you are going to travel yourself, and let’s say you want to go to London, so you go to 

the London website, VisitLondon or whatever the counterpart is in London. Would you go 

to specifically look at the LGBT microsite or would you… 

B: Yes. I was just in Vienna. And of course I went out to check what was happening in the 

LGBT scene in Vienna. 

A: So when you travel yourself, do you go purely to the LGBT scene? 

B: No, I don’t. 

A: So you’re basically doing the same thing… 

B: I’m doing the exact same thing that I’m talking about now yes. 
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A: Is there a big gay community in Denmark, or would you say … It’s not just people 

pretending to care one day a year? 

B: I think a major problem in Denmark is that we are so close to having equal rights that we 

are somehow contend with the situation. The small steps are not big, it’s not big leaps 

anymore, they are harder to fight for. 

A: So do you think that’s why it took so long for Denmark obtain the … that you could get 

married, not just having a registered partnership? 

B: Yes, of course. The bigger leaps are the ones you find the hardest for, and the smaller 

steps are sort of… 

A: Okay. What else? Yes, do you think in the future… How do you see the future, will 

there be a time where there won’t be companies who pretend to care one day a year to try 

and make a profit? Will there be a time when it’s not necessary to do LGBT marketing? A 

change where there will be equality all over, politically, socially, economically? 

B: No, there will never be equality.  

A: Of course, it’s… But why do you think that? 

B: Because people are not the same. 

A: But what about a hundred years from now, you never know what’s going to happen. In a 

hundred years from now, you know, people might not identify themselves as male or 

female or a by their sexuality, but saying first I’m a human or a person. 

B: That would be a wonderful world, but I don’t think that’s how it’s going to work. 

A: Ok, so what about in business, do you think they will ever overcome that step? 

B: Well, we are already overcoming it in business. 14 years when this bar started, it was 

purely male, very few lesbians went here. It was much rougher and explicit, if you can say 

it like that. And much less clothing and the sexuality was way more explicit, now it’s just a 

bar where people come to have a beer and meet their friends. And the theme jailhouse, 

which has become sort of more of a gimmick, the identity is not the same, and that is 

because everything is a lot more fluid now than it was 14 years ago. 

A: Ok. Do you think at some point, in terms of business, companies might not necessarily 

market themselves as LGBT-friendly in the future? Or destinations like Copenhagen won’t 

necessarily say “come here, we are LGBT-friendly, we can be your home away from 

home”. Could it just be that they come because Copenhagen is amazing. 
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B: Yes, I don’t see that LGBT hub in Copenhagen in the future either. 

A: Do you perceive any other places to be LGBT hubs in that sense? 

B: That’s more like vacation destinations like Gran Canaria and Barcelona, Berlin… 

A: Okay. 

B: But I don’t know why. I don’t go there myself. Things can get too gay sometimes. 

A: In terms of gay space, or gay hubs, are you afraid with the development and the way 

things are going that spaces will be less gay. Are you afraid that places like your bar will be 

overrun by heterosexuals? 

B: No. 

A: That’s not something you’re afraid of, that places like this will lose their identity as a 

gay bar? There has actually been academic research on this. That some people are afraid 

that by gaining acceptance and equality and awareness of the LGBT community and their 

rights, that in turn they will lose this space or places where they originally came to feel 

home away from home. 

B: Definitely, I see customer who don’t like it when we’re invaded by heterosexuals. 

Because they feel like it’s their space, yes. 

A: But you don’t personally feel that? 

B: Perhaps. 

A: Have you seen some of your customers that were upset about it, did they go somewhere 

else? 

B: Yes. 

A: Do they ever come back? 

B: Some come back, others stay away. But that’s when we are sort of talking about 

minorities within the minority. This used to be a place where a lot of guys from the leather 

segment went, and the bear segment. I don’t see them all that much anymore. 

A: What about lesbians, do you see them more than in the beginning? 

B: Yes, definitely. 

A: Do you have a bisexual or transgender segment or groups too? 
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B: I have quite a few bisexuals. Some transgendered, but not that many. 

A: Because my impression from working with VisitDenmark is that the transgendered is a 

minority within a minority. 

B: Definitely. But I don’t see that many…. I have quite a few bisexual guys. They like this 

place because it’s still a man’s man place. They talk about football, politics and so on. It’s 

not that much nail polish and concealer. 

B: There is another challenge in terms of the generation shift. The younger generations are 

a lot more fluid, they are all over the place, and they are difficult to control, because they 

don’t have a need to go to a specific gay bar anymore. Everything is accessible all the time. 

Like 20 years ago, you had to go to a gay space to get knowledge, but not anymore, today 

you can google it. Technology has changed the game so much you know, also with dating 

apps. If a guy wants to meet a guy, they can just go on Grindr and whatever else they are all 

called. That is also something we are in strong competition with, because we can’t compete 

with that.  

A: Do you think young gay people’s identities are different today than 20 years ago? 

B: Yes, for sure. Like, I don’t identify myself as being gay first before anything else. It’s a 

part of my identity, but it doesn’t make my identity. It coincides with the whole thing being 

more accepted as well.  

A: I actually don’t think I have any more questions. Thank you for your time. 

B: You’re very welcome. Feel free to contact me in the future, if you have any other 

questions. 

A: Thank you. 
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8.6.3 Interview 3 

Thomas Rasmussen, Head of Communications, Copenhagen Pride 

September 29, 2016 – 01:10:27 minutes 

A: Thank you so much for taking the time to meet with me. 

B: You’re welcome. 

A: I am writing my thesis about LGBT marketing in relation to tourism. The reason why I 

got interested in this field is because I was an intern at VisitDenmark in New York this past 

spring, and I participated in LGBT week in New York, which was held at Google House, 

and then I participated in the NY Pride parade with VisitDenmark and the other 

Scandinavian countries. That was an amazing experience. 

B: Wow, that’s very cool. 

A: So that’s why I’m interested in writing about this. And I met with Niels last week, and 

he suggested contacting you. But first I was thinking that maybe you could just tell me a 

little bit more about yourself and how long you have been with CPH Pride and what you do 

and so on. 

B: Of course. I’m Head of Communications here at Pride, and this year was my third year 

doing Pride. I’m responsible for, not just communications, but press, PR, social media and 

everything we do in relation to that. I’m also responsible for all our sponsors, the sponsor 

gifts we receive, and all of our partnerships that we negotiate/make every year. So that’s a 

different part of what I do. Besides that, it’s a lot of other and different things that occur 

when you are in an organization such as ours. A lot of different things, but these are the 

primary tasks. 

A: Do you work for Pride all year around, or do you have another job on the side? 

B: I do not have another job on the side. I’m actually self-employed with my colleague 

Helle, who is sitting at the end of the table, and we have a company called Homotropolis, 

which makes a magazine that comes out every third month. Right now we are working on 

the next issue. You might say… that’s really what we do on the side, we are self-employed 

and are trying to make a living out of being in this LGBT environment. A part of the tasks 

we have are for CPH Pride… 

A: Yes, because I understood that CPH Pride is a non-for profit organization? And you 

have a lot of volunteers, correct? 

B: Yes, we are a non-profit organization. Yes, we are based on volunteers and their efforts. 
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A: Great. Regarding your sponsors, you tell me that you are getting new ones every year, 

how exactly does that happen, do you contact them or do they contact you? 

B: It’s 50/50 right now. Luckily, we have a lot of people who are contacting us at the 

moment to say “hey, we are very interested in talking about cooperating with you guys next 

year”. Other companies that we see do something during CPH Pride Week, like changing 

their logo to Pride colors, we contact them. Nordea made gayTMs this year for Pride Week, 

but those people are not necessarily our sponsors, so if we see that they are doing 

something on their own, we go out and contact me to ask about collaboration. “Hey you 

guys are doing something that matches us, let’s talk”. So it’s very 50/50 I think. 

A: Okay. I have also looked at your website, and I can see that there are a lot of companies 

that sponsor you that don’t actually have anything specific to do with LGBT during their 

everyday business. Like Andersen Hotel and SAS, although SAS often do LGBT marketing 

campaigns, but … When you contact new possible sponsors, is it also organizations that 

don’t necessarily work with the LGBT segment? 

B: Well, we always contact our potential partners, because we see them having a good 

approach to LGBT area or diversity in general. For example, you mentioned Andersen 

Hotel, who is actually, without actually promoting it very explicit, very LGBT-friendly and 

it is actually very high on their agenda. So one part of it is of course that a company can be 

very open regarding inclusivity, LGBT or diversity, but there are also companies, in reality 

also a lot of small companies, that do not have diversity policies because there is no need 

for it. But in those cases we have a dialogue with them about what we can do for each other 

and why we should work together. For Andersen Hotel it’s really about what matters for 

them, which is when LGBT tourists are staying with them, they will experience that they 

feel completely included, and that the staff don’t accidentally do unfortunate 

heteronormative things or say unfortunate heteronormative things to them like “what’s your 

wife’s name?” “I have a husband”. Something like that. There are some partners where we 

really talk about it, because it is something that is close to their hearts and values, it means 

something to them. 

A: Okay. Are there any other hotels in Copenhagen that you know, who do LGBT related 

marketing? 

B: Urban House, which is a hostel, they do a lot about this right now. They are planning in 

the next year in their promotion to present themselves as LGBT friendly. There aren’t that 

many in the Copenhagen region that have done this traditionally. We don’t have gay hotels 

really. And we don’t have that because in Denmark there is an understanding that you are 

welcome anywhere not matter what, and that’s how the hotels in Copenhagen are as well. 

And that is correct, we have never heard about anybody who has had a bad experience. 
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Places like Urban House is still a good idea though, because some tourists come from 

places where it is important that the hotel is LGBT friendly, and therefore, these tourists 

will also look for hotels where it is obvious and explicit that they are welcome. As a result, 

Urban House believes it is a good idea to market this segment. And they are one of our 

really good partners; they want us to plan events and activities at their location during the 

entire week and not just during Pride Week. So that is again one of the partners where we 

can feel that they really want this cooperation with us. 

A: That’s awesome. Niels told me… Well, I didn’t have the opportunity to experience the 

CPH Pride Parade this year, since I was still in New York, but he told me that it was the 

biggest Pride parade that has ever been in Copenhagen. How many participated? 

B: Yes, we had a little bit more than 30.000 people who walked in the parade. 

A: Wow, that’s is amazing. 

B: Yes, it is really big and a lot of people and it is very big for Copenhagen. And the police 

estimated that there were around 200.000 people in the streets in Copenhagen that day.  

A: Well that is just fantastic. When started CPH Pride? 

B: In 1996 we had… Copenhagen was the host city for Euro Pride. That is when Pride 

started in Copenhagen, so it really started kind of late compared to other cities. We had our 

20 years anniversary this year. We have also changed name during that time. At some point 

it was called Mermaid Pride and, you know, there were some of the organizations that went 

bankrupt. It is very interesting, perhaps even more so in connection with this topic, that 

when Pride started it was incredibly difficult to find sponsors and partners, because 

companies were afraid to support the gays and do LGBT marketing. On TV2 Lorry there 

was a clip from the 1990s, or maybe 2001, and it is actually still online, where Frederik 

Prejsler, who is CEO or was CEO for Propaganda (advertisement bureau in Copenhagen), 

said in this clip from 2001 that companies would not benefit at all by committing 

themselves to the gay segment or to put the LGBT cause on their agenda. He compared the 

LGBT people to how companies also wouldn’t benefit from committing themselves to 

pedophiles, or… and we were all “wauuuw”… So it’s that many years ago, and things have 

moved very very quickly in Denmark since then. Today it is visible that there is a domino 

effect, because when we got our first, huge, clear sponsor, like 7eleven in Denmark 

ehhmm… They also made a lot of visible advertisement; they didn’t just try to pay some 

money under the table without anybody knowing about it. They changed the facades of 

their stores, they made rainbow cups in all their stores, and they did all sorts of things. And 

I believe that this made a lot of other people see that there is something here in this market 
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segment. 7eleven get so much out of it, doing all this LGBT marketing, although they also 

do it because they want to. 

A: Do you remember when you got 7eleven as a partner? 

B: This is the third time that 7eleven is a partner, they were in the parade for the first time 

in 2014. 

A: Okay, so when… if you should give an estimate about when it all started to change and 

companies realized that they could and should commit themselves to the LGBT agenda?  

B: I actually think that was around 2013-14, right as I joined Pride. But I think another 

reason why this is, is because the former Head of Communications for Pride didn’t really 

actively work with the sponsor part of the job, so he really just worked with whatever or 

whoever contacted them at the time. The first thing I was really confused about was why 

7eleven wasn’t a partner or sponsor. So then we contacted them and asked “why aren’t you 

a sponsor?”, and they said “why have you never asked before?” So it is also a lot about that. 

A: So what do you think is the main reason for 7eleven’s wish to be a part of Pride? Is it 

because it is good PR and marketing and they get a good image and they can make a lot of 

money out of it, or is it also because it is the right thing to do? 

B: It is yes [because it is the right thing to do]. It’s more about… It’s a mixture of it all. We 

can’t forget that a lot of our sponsors, such as 7eleven for example, they have to make 

money; they have to make a profit. And there aren’t a lot of companies that understand that 

diversity will help you make a profit. But that’s what 7eleven understands and what they 

can see. They want this a lot. Of course it’s both about attracting customers to the stores 

and says “you’re welcome, regardless of who you are you are welcome in our stores, and 

everybody has to be.” But it’s also about employer branding: that you as an employer go 

out and say “hey we are crazy open about Pride”. And 7eleven is the kind of store where 

people are trotting in and out of the stores at all hours of the day, so of course they have to 

be inclusive and diverse. So of course they are gaining a good public image and a lot of 

good PR. On the other hand, they are the perfect partner for us, because they have a very 

broad segment of customers and reach so many people, and Pride and its messages, you 

know, acceptance, tolerance, inclusivity and all of these things, they are in reality 

something that we are looking to spread awareness for. That is what we [Pride] was put in 

the world to do; to create more tolerance, more love, more acceptance. And when we can 

get 7eleven as a partner and get that message out in their stores to all of their customers, we 

have come a long, long way already.  
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A: I have talked to a few people, who after Pride… For example, Niels mentioned that 

7eleven was a partner in the Pride and some of them expressed that they thought it was a 

little strange for 7eleven to walk in the Pride because they feel that 7eleven doesn’t do 

anything for the remainder of the year. So they kind of said that it was weird and “why are 

they in the Pride; I didn’t know that I was welcome in 7eleven, so it’s weird that they are 

suddenly…” I can understand why 7eleven is a partner, but I was wondering if you feel the 

same as them, perhaps have a personal opinion of “why don’t they do something all year 

long, why is it only for Pride?” 

B: One might say that they [7eleven] should do something all year long, but their visibility 

around it surrounds Pride Week because that is when we and everybody else puts a lot of 

focus on it, and so they do it too. So that is true, but what they do in terms of internal 

policies and for their employees, we actually don’t know anything about it. I know that it is 

something that is close to their hearts, especially when they hire people, but others will of 

course not know anything about this. There is no doubt about that we strive towards having 

a good match with our partners. We talk to these people in order to figure out their policies 

and what they do concerning the issues and ask them wait their goals in the area are. And 

then I know that the visible part of that work is primarily during Pride Week, but I’m 

absolutely certain that if I call 7eleven and say “Hey, Winter Pride, February” then they’ll 

say yes, because they really want to do it. For a lot of those companies their hesitance is 

because it’s sort of still an untouched territory and will probably remain so for a while. 

There is a need for us to help them develop these ideas, because they never say no. If I ask 

them if we should do some exciting winter offer or if we shouldn’t promote something 

again, then I’m sure that they are up for it. I mean, it rests a lot on our own shoulders, but I 

do know that there is a group of people, and there Niels knows a lot more than some other 

people in this group, but we do have a group of people who are very, very resistant to what 

they call a commercialization of Copenhagen Pride. In general it means that they are 

against admitting generally commercial actors in the Pride, because Pride started as a 

movement where businesses and companies weren’t a part of it. It started because the 

LGBT community was placed in a shitty and unequal situation and created a demonstration 

and uproar. So Pride started as a primarily activist movement, but slowly as time passes, 

the things have changed, but there is definitely a fraction of people who think it’s very 

problematic. 

A: They basically believe that it works against the very principle upon which Pride was 

built? 

B: Yes and of course they still know that if we didn’t have the big sponsors, then there 

wouldn’t be a Pride week at all. That is also just a fact. We do not receive governmental 

funds. 
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A: Do you think they are afraid of the heteronormative, and that Pride might be 

heterosexualized? 

B: I think so. The difference is they don’t see it as the unique opportunity it is for us to get 

out there and influence the companies, because otherwise Nykredit just sit there and be a 

stigmatizing sourpuss of God’s mercy and instead we have this dialogue with them twice a 

year about Pride. At the same time we are able to talk to them about diversity and 

inclusivity and they ask for our advice, even though they don’t always listen to us or able to 

do what we would like, but they listen to our ideas and we thus put it on their agenda. We 

can tell a marketing director “don’t forget to ask yourselves, do you do enough? And what 

has happened since the last time we spoke? How do you work with inclusivity and make 

sure that your employees are treated well so that your customers want to continue being 

your customer?” So I think there is something that goes the other way. We have this 

opportunity to get out there and put it on the agenda of a lot of big businesses in Denmark, 

and that is where… there is new survey which shows that 40% of employees aren’t out on 

their place of employment. Two years ago a survey conducted by someone called Q Factor, 

which showed that the number was 50%. That survey has been recreated this year, although 

it was done by someone else. It’s Fagbevægelsen. It shows 40% of LGBT aren’t out at their 

place of employment, but rather they stay in the closet, and that is what makes us say “Hey, 

people! Going to work is a big part of ones’ everyday life”. So we have been to a lot of 

companies trying to influence them in this area, because it is obviously a part of the job, 

and people should feel comfortable enough to be themselves, also at work. 

A: Yes, of course. Have you ever experienced that you have talked to a company or an 

organization where it was clear to you that their effort was a little half-hearted and that 

maybe they were only doing it because they were focusing on their bottom line? 

B: Yes, well, I think we have had a few that we don’t work with anymore because our 

values and goals were pretty far from each other, and you don’t really feel like calling them 

the next year because it was a bad match. But we have also learned from this afterwards. 

Today we have a procedure that says there needs to be a certain type of values and beliefs 

with the company or organization before we would like to work with them. We are not 

afraid to say no to somebody if we are afraid that it will be a poor match. For example, we 

can vouch for all the sponsors we have had this year. 

A: That’s great! Then I had a question regarding something you said about… I can’t seem 

to recall it at the moment. 

B: I also talk very fast. 
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A: But you know what, that is really great when you interview people that talk a lot and 

when the dialogue just flows, because then you get a lot of data that you didn’t necessarily 

expect. But I’ll get back to that question later then. In the meantime I would like to ask you 

about your website. You mention an internationalization strategy, and I was wondering if 

you could elaborate a little bit on what that entails? 

B: Yes, I can, because… It came because when the current President Lars, who is right out 

there, and I joined Pride the organization was very local, very much only based in a 

Copenhagen perspective. On the other hand there is the Stockholm Pride and CSG Berlin 

and many other large Pride events. At the same time, we could see that Pride in 

Copenhagen was getting to a size where everybody really knew about us. We had a large 

basis of people in Copenhagen who knew about us. So we were wondering how we were 

going to make Copenhagen Pride more meaningful and make it an international destination 

as well. That is something we have worked towards since then by making an 

internationalization strategy. It is a few years old now, and some of the things we have 

already accomplished, but we basically sat down and discussed what it is we would like to 

be. And we want to be the most meaningful Pride Parade in Northern Europe, because we 

will never be the largest one. We want to make Copenhagen and Copenhagen Pride to a 

capital for human rights debates and human rights discussions. That is our vision, which 

means that we during Copenhagen Pride Week make a human rights program that includes 

debates, keynote speakers and all these things in order to try and accomplish this goal. It 

means we look a lot to the international arena when we plan Pride Week. This year we had 

activists from a lot of countries in Africa, from Iraq and from Asia. That is one part of it; 

we would like to have a very international outlook on Pride. And I also think it’s very 

connected to the question that we get each year: “Hey why are we actually having a Pride 

Parade in Copenhagen, don’t we have it pretty good here?” So some people ask why we 

have it. And a lot of people don’t think that it’s enough that hate crimes and gay bashing 

still happen every single weekend, and they are the people who might also not know that 

trans people in Denmark are having a really tough time. So for those people it can make a 

lot of sense to say that just because we have it well in Denmark and we have what we need, 

the same might not go for Russia, or Africa, or other parts of the world, so try to look 

outside Denmark’s boarders. So we believe that we should show some solidarity with the 

parts of the world that don’t have it as well as us. And we do have this solidarity in 

Denmark. It’s a way to make a lot of sense of Pride for other people with Pride. So our 

vision is to make Copenhagen Pride known as the place where we have some debates and 

bring up some really important issues, big or small, even though they might not concern 

Denmark, but in fact they might concern other places outside our boarders. We do that with 

conferences and so on. The biggest part of our internationalization strategy is on full speed 

ahead at the moment. Now it gets complicated: Copenhagen Pride and the sports 



Page 128 of 157 

 

organization called ?? have joined forces to create Happy Copenhagen, which is a project 

organization with the goal of getting World Pride and Euro Games, two giant LGBT 

organizations, to Copenhagen in 2021. 

A: Yes, I was going to ask you about that as well, but we can get back to that later. 

B: Yes. Then one might say that once we have that… Once we have such a big event in 

Copenhagen, yes, well then we have achieved our internationalization strategy, then we 

have done it, we will have put Copenhagen on the map. But there are these smaller steps on 

the way which are about how we get more tourists to Copenhagen during Pride Week. 

There are a lot of points with this, for example we would like to have more international 

artists and people on the stage than what we have previously done. Guests from Canada, 

Italy, France, England and so on. That is also a way to do it, because it will spread to those 

local communities and networks abroad when these people… It’s big news for example in 

Milan that we had two homosexual singers from Milan in Copenhagen this year to perform 

during Pride. That is one way to do it as well. We really just want to make Copenhagen 

popular and famous as a Pride destination, and that’s what we are trying to do with our 

internationalization strategy. We are a lot more focused now on the international media, 

especially the bigger media and we also talk with them in order to give them a good story, 

which we are happy to do. 

A: Would you say there are any challenges in your internationalization strategy? What is 

the biggest issue when you try to appeal to foreign tourists? 

B: Yes, there are challenges. For one thing, it’s very expensive. It’s really, really expensive. 

I think it’s one of the things (and it’s especially due to our location, I mean, you can’t find a 

more expensive hotel room than in Copenhagen in mid-August, you know that’s really 

difficult), and then there is our reputation. Denmark’s reputation as a closed country and 

destination, even though that really more affects the general considerations about whether 

you would choose Denmark as a destination or not, because we do not only have a 

reputation as the world’s happiest country and everyone are just so happy all the time and 

everything is always so cute. There is another side to it as well, which is something I 

believe means a lot to the LGBT tourism, which is the fact that LGBT travelers would like 

to go to accepting and tolerant destinations. Meaning, if LGBT tourists have the impression 

that the Danish population is semi-racist up here in the north, then our destination might not 

be as attractive anymore.  

A: Can you feel that when you talk to foreigners about CPH Pride? 

B: No, I can’t, but I think they are just being polite to be honest.  
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A: It’s funny that you mention it, because Niels told me that he sometimes have customers 

who mention it. They were a little apprehensive about choosing Denmark because of what 

they hear about the refugees in the media. So that was definitely a concern for them when 

they were debating whether or not to go to Denmark, because it’s a very strong message to 

send to people to be so xenophobic. 

B: Absolutely. 

A: Refugees and immigrants are also a minority in Denmark, just like the LGBT 

community is. 

B: Absolutely. Yes, but I haven’t heard anybody say it to my face, but that is also my 

impression of it. I think the refugee crisis and policies in Denmark towards this minority 

have a big influence on the LGBT tourism for Denmark.  

A: Are you afraid that it will become a challenge in terms of you wanting to have World 

Pride and Euro Games come to Copenhagen? 

B: I hope not. No, I actually don’t think so. Not really for these events, I seriously hope not. 

I haven’t really thought about that connection, yet. 

A: But when will the decision be made? 

B: It will be decided in 2018, but we are already now working on bids trying to secure both 

events, and it’s a very big process and a lot of procedures to go through, but we will know 

in 2018. I’m almost convinced that we will get it. We have scared off most of the others 

potential cities and rivals away (laughs softly). 

A: Which other cities were in the running for it? 

B: Oh, yes… Who was it? It was… Hamburg, Las Vegas, they are the cities which at the 

moment have backed out of the running. And then there is a city in Florida by the name of 

Skt. Petersburg (but which city is really called that outside of Russia?), it’s a very small 

town, but they are still in the running. 

A: I have never heard about that city before. 

B: Neither have we. But they are apparently, because they have a very long street, the 

longest Pride Parade in the US. So a very long and slim street (laughs). 

A: Ahh okay then. That will be very exciting. 

B: Yes, well we hope that it will happen and we will succeed. It will! (Whisper). 
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A: If there nobody has ever heard of this Skt. Petersburg then… It’s a given. 

B: Well, we believe in it. We actually believe so much in it that we have started booking 

places and so on. That’s how much we believe in it. 

A: So if World Pride and Euro Games come to Copenhagen what will it… well of course it 

will entail a lot of positive PR and a lot of business for Copenhagen and Denmark, but what 

else will it entail? 

B: I think it will result in a positive branding of the good things we have in Denmark. 

People who come here for World Pride and Euro Games will take these good and positive 

things with them to their home countries, and I think that will happen a lot, which is really, 

really good. The things that we are planning to do [for the events] go well in hand with 

what is uniquely Danish in a positive way. Everything from sports… you know the spirit of 

sportsmanship which is so special in Denmark where you might almost want to hit each 

other on the field you know, but then afterwards in the locker room you can sit around 

drinking beer. You know the good sports and athletic spirit that we have. Another thing is 

the debate culture, which we in reality are also very good at. There are of course other 

things as well… But the things that we believe are positively and uniquely Danish, we hope 

that some will actually bring those things home with them and think “wauw, that was really 

awesome!”. 

A: But, I mean, is there even enough room for more people in Copenhagen, in terms of 

World Pride and Euro Games? But what is World Pride specifically? 

B: Well, every year there is a city that hosts world Pride and that is in reality a concept 

where Pride’s in different cities around the world take turns hosting the concept of World 

Pride, which attracts an incredible number of people than normally. There are a lot of 

tourists that travel for it. When a city hosts World Pride, it also involves a huge human 

rights conference where … which of course has an international focus, we wouldn’t sit 

around debating in Danish, obviously, which we sometimes do during CPH Pride. So 

World Pride also includes a big LGBT human rights conference. There are a lot of tourists 

that travel for it because they love the concept of going to Madrid, but it’s not just Spanish 

people who are there to celebrate Pride, but rather people from all over the world. 

A: When will World Pride take place if you will be hosting it in 2021? Will it be when your 

Pride normally takes place in August, or when the traditional Pride takes place in the end of 

June? 
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B: It would be in August. I think. We haven’t decided 100%, but that’s what we are 

expecting. Euro Games and World Pride will be at the same time, so we are talking about a 

huge event on a large scale… 

A: It’s going to be incredible… I mean, Copenhagen will probably have to close for 

everything else, right? 

B: Yes, well, it will be the biggest ever held in Scandinavia. 

A: So when you have determined the dates and so on, will you then begin booking hotels, 

meeting places and so on? Now that I have tried working for VisitDenmark, I have learned 

that hotels are booked for conferences years in advance. 

B: Yes, we have already talked to several places and made initial bookings and we have 

actually had a meeting with Malmø about their capacities and so on, and we are talking to 

them about the logistics about transportation from Malmø to Copenhagen and how that 

could be done in a clever and easy way. 

A: That’s a good idea. 

B: Also because they are also close to Copenhagen, and there could be something unique 

about commuting from Sweden to Denmark, it might give people a fun experience. 

A: Yes, there are lot of people, especially Americans who come from far away, who think 

that it’s fun to “get” two countries in one trip. They think it’s great. Even if it’s only to 

Malmø. 

B: Yes, well I know that we have already contacted a lot of people and places and started 

making reservations, for example Palads, which will be used for conferences and stuff. So 

we have already begun. 

A: It’s going to be so exciting; I really hope that it will happen! 

B: So do we and we will also be having shaking hands and be super nervous if it’s actually 

going to happen! 

A: Totally understandable! 

B: It’s going to be insane. 

A: Well, I remembered what question it was that I forgot. When you mentioned, back in 

1996 when Pride started, you said it seemed like businesses were a little apprehensive about 

joining and supporting Pride (and in turn LGBT rights). So in terms of that, I was curious to 

see if you could explain why that was? 



Page 132 of 157 

 

B: Yes, I can. Ehm… I think … well there has been a big change in society over the past 

twenty years, not just in Denmark, but across the world. The world, or most of the western 

world, has developed in a direction toward a tolerant and accepting society in which it’s ok 

to be homosexual, it’s really not that exciting anymore. It’s not big anymore. So generally, 

the western world has become more tolerant and being homosexual is more natural. At the 

same time, Pride has changed from being a bøsse [gay] parade, that’s what it was called 

back in 1996, that was the headline. I just saw a clip from the news yesterday with the 

headline “Gay Parade take Copenhagen” or something like that. So Pride has changed from 

being a parade for gays and lesbians to … I mean using the rainbow flag no longer means 

that you are gay, lesbian, bisexual or a transgendered person, today it means that you love 

that people are allowed to love whomever they want, it means you love diversity and 

inclusivity, basically it means you embrace people’s differences of all kinds. That’s what 

Pride has come to be a symbol for in recent years, and that’s what you’re tying your values 

to when you as a business brand yourself as. It’s not that a business is saying, “we love the 

gays”, but it rather means “we love diversity and we believe there ought to be room for 

everybody”. That way, the rainbow has suddenly become a symbol for important values 

that businesses not only see profit potential in but values that are important in society today 

in general. Society and successful businesses across the world are those who understand 

that diversity and inclusivity pays off. Those are the ones who understand that diversity is 

cool. Back in 1996, businesses and society didn’t focus on that [diversity]. Not a lot of 

businesses had diversity policies back then. Businesses tried not to attract employees or 

customers of a different ethnic origin, or a different sexuality or a different gender identity, 

those things were not on the agenda back then, but today they are. So one might say that it 

has become clear to society and business that there is value and worth in this and it’s 

important to consider, but you didn’t have that in 1996. In 1996 people were still afraid, 

people still believed that gay men ran around infecting people with aids. It was a 

completely different way of seeing things just twenty years. And when the CEO of 

Propaganda, which is or was one of the craziest advertisement bureaus in Copenhagen back 

in the day, could come out to the public and compare homosexuals to pedophiles, it also 

shows what that time was like. 

A: They might have been afraid of scaring off their non-homosexual customers? 

B: Yes, of course, and you can also see how debate… if 7eleven had decided to collaborate 

with Pride back in 1996, it would have been with a calculated risk that they might lose 

customers, because there will be people who will not purchase our coffee because the mug 

is suddenly rainbow colored. Businesses would have had to deal with that. If businesses 

had chosen to adopt those values in 1996, they would have definitely attracted some 

specific customers, but it would also have deterred some away from them. It’s no longer 

like that. Not in the same way at least. 
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A: Do you know when the rainbow became a symbol for diversity rather than LGBT 

people? 

B: No, I don’t know precisely, because I think it was a sliding transition, and in theory it 

always has been you know. It has always been the flag of the LGBT community, and it 

continues to be so to this day, but the values attached to the rainbow flag have gone from 

being specific LGBT values, which are about being allowed to be gay and hold another 

man’s hand, to rather be about values that say we want to be allowed to love whomever we 

want. It’s a development which happened very naturally from 1996, but at the same time in 

different ways depending on the country and the city across the world, but I believe that it’s 

a development and a change that everybody will have to go through eventually, some 

countries before others of course. 

A: I’m thinking, you’re of course, if I’m assuming correct, working with the rest of the 

LGBT community in Copenhagen and Denmark, since you are a part of Rainbow Business 

Denmark, but what is your experience in working together with the rest of the community 

which constitutes a lot of very different organizations with very different interests and goals 

– is it difficult to get everybody to work together? 

B: It actually is, and there are also some organizations that we have a better collaboration 

with than others… ehm… But we do work together, because we know that we get further 

when we work together, we are stronger united. But we are very different as organizations. 

CPH Pride for example is a very activist organization in the way that if we get an idea and 

Lars, our chairman, thinks it’s good, then we just do it. And then suddenly we have a street 

party tomorrow or something like that. On the other hand, LGBT Denmark, which is the 

big political organization, across the country… it’s a much more politically heavy 

organization where you cannot really decide on anything before it’s gone through a bunch 

of committees and has been discussed in detail and so on, but we can do things a lot faster. 

So we are built and maintained in very different ways as organizations. However, I do 

believe the collaboration we have with the other LGBT organizations is very good. We 

worked with all the LGBT organizations during Pride this year, at least the ones from 

Copenhagen. We work together a lot, especially in the human rights field. Sometimes we 

have lectures, for example we had one for parents about how it is to be the parent of an 

LGBT child. In that way we work together a lot. I think it’s a good collaboration, but we 

could also be better at it, a lot better. 

A: What would you say is the biggest challenge in your cooperation, what’s the biggest 

obstacle to pass? Why do you think there are organizations that are more difficult to work 

with, besides what you told me about LGBT Denmark? 
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B: The biggest challenge to our collaboration is that every organization deal with different 

things, no one is the same. CPH Pride is very, well we are an LGBT political organization 

that do a lot of different things throughout the year, which then culminates in Pride Week 

with Pride in August, but it doesn’t change the fact that what we in the end are doing is 

planning a festival. LGBT Denmark doesn’t do that, which means they are often unable to 

take a position on what we do and this part of the LGBT community, because they don’t 

work with it. So we have very different areas that we work with, I think, and in turn we 

have very different interests. Even though we have one big goal in common, we do so many 

different things that in the end become the big challenge for us as a community. We all 

need to get to our goal, but we each have our own little paths to take in order to get there 

and be there for our stakeholders. For CPH Pride it’s a very general stakeholder target 

group, because we basically fit all the criteria within the LGBT community, but for other 

organizations their target group might be a lot smaller. LGBT Denmark is very focused on 

long-term political solutions and they don’t have the same type of activist approach to the 

dilemma, like they wouldn’t take to the streets for example. 

A: But isn’t it… Well, are the people who work for Pride, is that only you guys sitting here 

in this office? 

B: Well, Lars, whom you just met, he is the chairman of CPH Pride, and Helle is my 

colleague, she is in reality working with Homotropolis, like me, and the other guy sitting in 

there is also called Lars and he is the head of Happy Copenhagen and he knows everything 

about World Pride. 

A: Well then it might also be a lot easier for you guys to make things happen, since you 

aren’t that many people and proposals don’t have to go through too many chains of 

command first. 

B: Yes, absolutely, it’s a bid advantage. CPH Pride is an organization with a board that 

consists of 7 people, but during a worst-case-scenario then we just call each other in 5 

minutes to talk about something, and then we will have made a decision pretty quickly. 

A: That definitely makes it easier. I saw on your website that you write about, well now we 

have said LGBT all the way through our conversation so far, but on your website I can see 

that you’re very aware and considerate by writing LGBTQ. My impression is that Rainbow 

Business Denmark and LGBT Denmark are more working “just” with the label LGBT, and 

I do know why you include the Q, but I was wondering if you had made a conscious 

decision to include the letter? 

B: We would like to be the most inclusive organization. And oh boy, have we discussed it a 

lot. 
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A: Oh, I’m sorry if I hit a sore spot there. 

B: Yes, well, a little bit actually, because we would like to be the most inclusive 

organization. So we have chosen because we can see on the outside society that a lot of 

people define themselves as queer, who we would like to make sure are included when we 

talk about LGBT. But then what about the people who are asexuals or intersex people, then 

it suddenly becomes LGBTQIA… you know (sighs). But then at some point last year we 

said, okay, it won’t hurt us to try and include the Q and say the LGBTQ environment and 

community, but it becomes a lot. Especially for PR and the media who often finds it hard to 

remember the Q now that the concept of LGBT has become very established. So we often 

also say that it’s fine when we talk to the media that they can just use LGBT, because 

otherwise there is often a long pause between the T and the Q, like LGBT… and Q (insert 

long pause). It’s totally fine. It doesn’t make the big difference, we just really wanted to 

include the queer community this way and we also forget ourselves from time to time, so 

we aren’t completely settled and it’s not 100% a principle for us. 

A: I know that today, people might take it for granted that the concept and definition of 

LGBT implicitly stands for diversity and inclusivity without the explicit letters, I mean 

even though the other letters aren’t literally present in the label, the other vulnerable groups 

are also included, right? Or so is my own perception of it really. 

B: Yes of course they are. And we have debates about all these community things. 

Sometimes when Lars describes our target group of stakeholders, we don’t always use 

LGBT, but we rather use the definition of minorities of sexual and gender identities. 

A: Okay, and that really includes everyone. 

B: Yes but that is also a long definition to say on the news you know, but you have to find a 

balance of some sort. 

A: Yes, of course. As to LGBT… or what is was you just said… 

B: Yes, minorities of sexual and gender identities. 

A: Yes, when we talk about these minorities of vulnerable groups concerning sexuality and 

gender, it’s my impression that the T is included in LGBT, because transgendered people 

truly are a minority within the minority and that they are having a really rough time. But 

it’s very difficult for me to find any specific research and data about this minority, because 

there isn’t a lot of material on this minority. So I was just wondering if you had any insights 

in this group of people? You did mention it yourself earlier. 
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B: Well, Amnesty [International] has created a report on this topic of transgendered people 

in the health system, and this is the first time that Amnesty is criticizing Denmark on a 

human rights issue in one of their reports. The report is very concrete, so there will be a lot 

of data of the subject, as Amnesty has taken the lead in building reports on these issues. I 

can just take a look to see if we still have some material from Amnesty on transgendered 

people. Give me a minute. 

A: Ok. 

… 

B: Yes, this is all we have left, we have a poster from Amnesty (laughs). 

A: Ahh, so you have a poster (laughs as well). 

B: Yes, but they have printed pamphlets on the topic and the report is online, so I would 

look at it, if I were you, and then there are a couple of people in the transgender community 

in Copenhagen who know a lot of stuff on the topic. Among others, there is Laura 

Mølgaard Tarms. She is very knowledgeable and very sharp. 

A: How do you spell her last name? 

B: T A R M S, Laura Mølgaard Tarms. 

A: And she is from Amnesty or? 

B: No, she is a sort of a representative for this network for transgendered people, which she 

is a member of, but she is herself a transgendered person herself and she is often on the 

news, when the media is trying to dig a little deeper than usual. She is a big activist person 

and she is super tough, but she has a lot of knowledge about the area, so as a contact, I 

would always begin with Laura, if you would want to get inside the transgendered 

community and environment. And then this report from Amnesty, because it is an issue. It 

is really difficult… I mean we have focused on it for a while now, but there are things… 

and right now we have a momentum and political support to change areas of the healthcare 

system for transgendered people. The problem is that the transgendered category is 

different from the others, which makes is difficult because it doesn’t have anything to do 

with a person’s sexuality, it has to do with a person’s gender. You can obviously both be 

transgendered and homosexual at the same time, so you can belong to more than one letter 

in the LGBT definition depending on which sexuality you identify with. So there are many 

things that go again. You know, when we do some work for women, for example lesbians, 

then it’s also for transgendered women, you know, it doesn’t matter. It’s a quite difficult 

area, or different at least, because it’s about gender issues. But the way we look at it in 
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Denmark is very old school, when you read this report, when you read the experiences the 

transgendered have when they interact with the healthcare system… it’s very shocking. I 

mean, it’s horrific. For people who it means a lot to and who have thought about something 

for five years and then finally go to the sexualogical department at Rigshospitalet, they 

have monopoly in Denmark for this treatment of sexual transition surgery, although it was 

previously free for people to decide on their own, but not anymore. So they have monopoly, 

and transgendered people have to go to this department and meet with people who are the 

most binary you might ever find. In the report it says that transgendered people would be 

met with responses like: “you tell me you’re a woman, but then why do you have short 

hair? Why do you wear jeans? It doesn’t add up”. 

A: No, you’re kidding. 

B: And what happens is that they are treated like they are mentally ill. It means that before 

anything can happen, the hospital has to determine that these transgendered people aren’t 

schizophrenic or that they are not psychopaths, which mean they have to answer the most 

Ludacris questions. It is … or what people don’t understand is that, when ones’ body 

doesn’t match up to who you feel you are, it’s not a mental illness but rather a physical one, 

and the doctors should make it work! But you have to go through this process of lunatic 

questioning first, and to make matters worse, there aren’t any treatment guarantees for 

transgendered people in Denmark. It can take up to 5-6 years before people gain access to 

just hormone treatment. 

A: But it’s incredible that Denmark is that much behind in this area, especially when you 

consider our country’s values and how proud Denmark was to be the first in the world to 

have registered partnerships and so on. I don’t understand it. 

B: Yes and that’s the thing… Now there is suddenly the possibility for Denmark to make 

this giant quantum leap, because in June it was passed that if WHO doesn’t changes the 

diagnosis code for transgendered people so that they are no longer deemed as being 

mentally ill, you know that has to change, but if WHO won’t do it, then Denmark will go 

alone and do it. So transgendered people will be removed from the list of psychic illnesses 

and mental disturbances. That’s a big step, but it’s a political one. It is… And that’s what 

the transgender environment and community say, is that suddenly Denmark will look like 

they are way ahead, like “wauw how incredible is this?” But it doesn’t change the real life, 

if transgendered people are only still able to receive treatment in the same department in the 

same way as before, then this political change doesn’t really matter you know, it has to be 

implemented in practice as well. 

A: It’s great to have it on paper yes, but it doesn’t matter if there aren’t any changes to the 

way things are actually done no. It was also, I mean… Ehm… Of course it doesn’t have 
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anything specifically to do with transgender people, but Denmark was in fact also pretty 

slow to pass the law on marriage equality instead of just having a registered partnership. I 

actually talked to Niels about this as well, and he thinks it might be because we have gotten 

so far in Denmark and we have been ahead in a lot of LGBT civil rights issues that 

Denmark has sort of reach a point where “why do we have to fight so much more, because 

of course it would be nice have the final 5 km as well, but if the rest of the marathon was 

going great, then why do we have to continue, because we really are doing ok here in 

Denmark”.  

B: That’s one of the issues, yes. I agree with Niels, because a lot of people here in Denmark 

think like that because they themselves have it good, but not everybody have it that well. 

But that’s what CPH Pride’s task is; we continue and don’t stop until there is complete 

equality. That’s why CPH Pride deals with issues such as why gay men aren’t allowed to 

donate blood, and why aren’t gay men allowed to donate semen, it’s not because gay men 

have this feeling of missing out on something by not being able to donate blood all the 

time, but it’s the feeling of a differential treatment which is completely unnecessary and is 

something that has always been there. And it is a great example, because some people tell 

me “man, why does it matter? It doesn’t matter that you’re able to donate blood, why do 

you need it that much?”  

A: Well, I also think it’s very strange that there are so many political parties who walk in 

the parade, but at the same time, they aren’t willing or able to pass certain laws for the 

LGBT community. 

B: Yes, it is. 

A: Yes, pass some laws that can make some of this discrimination right again, you know. 

B: Yes, I completely agree. There are some things where it’s just a principle. It’s not that 

it’s physically hurting us, but when there aren’t any sound reasons for it, when all the 

doctors are saying that it doesn’t matter, and then I don’t see why not. 

A: It’s weird. Of course, we shouldn’t discuss politics; it’s not a part of my thesis… 

… 

A: Well, back to the questions… Do I have any more… I think I have almost asked you all 

the questions, as you can see I had written many notes, but here at the end I would like to 

ask you what you think lies in the future for the LGBT community? Of course, we have just 

talked about it in terms of transgendered people, but what about for CPH Pride, do you 

have any future plans, besides what we have talked about? 
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B: Yes, well our final goal really is to achieve a society with complete equality. Complete 

equality so that there isn’t any differential treatment, but that’s a very long road ahead, even 

if we look fifty years into the future. It’s difficult to see. I mean, in a way, we would like to 

get to a point where we dissolve ourselves in a way, because it doesn’t matter one bit and 

that there aren’t any more issues about people coming out of the closet from something and 

into something, because it doesn’t matter. A society where nobody asks questions because 

being homosexual is now so much a part of the norm. But then we have internal discussions 

about what happens then to gay spaces like Nevermind, cafées, clubs and so on, because it 

would be a shame to lose all of that, but that’s a joke in our community… but the idea that 

it will no longer be an issue and that it’s completely normal just to love whomever you 

want. 

A: But do you think that it, I mean I myself hope that it will happen and I asked Niels the 

same question, so now I’m just curious what you think, do you believe that we will achieve 

such an equal society where CPH Pride will be superfluous? 

B: Yes and no, it’s difficult to see it happen today, so that way… In that way both yes and 

no, but at some point we must be in a place where it’s no longer exciting. Because the 

world changes and moves all the times, and to say that you will never get there is also to 

say that at some point the world won’t change anymore, and I don’t that will happen, I 

think the world will keep on moving. Of course, the last step might be a long a difficult 

one, but… In a way I believe it, but it won’t happen in the near future, no it won’t. 

A: No that you mentioned Nevermind and gay bars and clubs, I was wondering, do places 

like these mean a lot to you guys as an organization? Or for your private lives? Does it 

mean a lot to have gay space? I mean, within the academic literature, there is a lot written 

about the importance of gay space and the issue and fear of “normalizing” of these spaces, 

and it’s especially the older generation that fear that heterosexuals might take over these 

places that have previously functioned as their “home-away-from-home”. 

B: Yes it’s an issue, which I completely understand. But it’s primarily a loss for the older 

generation and then one might say that if it’s not that big a deal for the younger generation, 

then it might not be that big of a loss in the end. I come from a time when it was a necessity 

to have places like these. There are really two parts to it. First, it would be such a shame to 

lose that homosexual sub-culture and environment there is when you’re gay, which only 

really takes place in the bars. I think that would be such a shame. There are elements in the 

homosexual environment that have so much cultural importance, like for example the drag 

culture. It would be horrendous not to have that anymore, and it’s something that really 

belongs to gay places. On the other hand, it is very different to go out in Gay Copenhagen 

today than it was twenty years ago. It probably has just as much to do with technology and 
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the ways in which one can connect and talk to other homosexuals and like-minded people 

in the same community. We talked about it the other day that today going out doesn’t have 

as much to do with hooking up as it did in the past. I mean, I remember that I came to Cozy 

bar the first time, it baffled me all the things that went on in the bathrooms and nooks and 

crooks of the bar, you know (laughs). It was a place to meet people, but then things have 

happen. Today you can just use Grindr, I mean take your Grindr and link up with people 

and then you can just meet up at someone’s place if you’re just looking to have sex, so in a 

way it has changed the way you party and the places you party at. And you often bring your 

friends who aren’t necessarily homosexuals and you go out to straight bars as well. In 

Copenhagen I think we have some really old established gay bars that they keep on pretty 

well to this concept, and the bars have also tried to adopt policies in order to limit the 

number of heterosexuals entering their establishments, without discriminating them. For 

example, some gay bars have implemented VIP cards for Saturdays where you will be able 

to jump the line and get in before people without VIP cards. Those high schoolers from 

Hellerup who are looking to go out, they don’t have the VIP cards so they will always be in 

the back of the line. This is a way to maintain the balance between the numbers of 

heterosexuals in a gay bar. Nevermind might have taken it a bit too far by at one point 

beginning to kick out heterosexuals, but that is also scandalous. It’s a principle that you 

cannot do that, you can’t treat others the way you don’t want to be treated yourself, because 

we don’t want to have that done to us. 

A: No, you have to treat everyone equally, it goes both ways.  

B: I think it’s enormously important to maintain that scene and that environment and then 

it’s positive that it has opened up so there is room for other people to be there too, but of 

course it’s a balance.  

A: Niels did tell me about some of his older clientele who would go to a different bar, if 

there were too many heterosexuals because they didn’t feel comfortable. 

B: You can also do a lot to attract the right customers, and if you do that, then … Then it 

comes together, and that’s what bars have to learn, you know learning by doing. There are 

some things that make places more gay than hetero, so they should learn how to play on 

that, and then perhaps it will become a little less interesting for heterosexuals. However, it 

is a very interesting problem, because you can fear… For example, I really like that 

subculture, I mean I like subcultures in general, and that’s the danger of opening places up 

to outsiders, because then the unique part of it might disappear in the process. 

A: At the same time it might also be one of the things that have helped the LGBT 

community gain attention politically, or rather, the two things have probably gone hand in 

hand that the normalization of homosexuality has helped the process of opening up gay 
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spaces as well as the other way around. People realize that there is nothing wrong with it 

you know. 

B: And you can see the result, in the long run that there isn’t any reason for dividing 

people, because everything is the way it should be. If the price is the dissolution of what 

was the old core of what it meant to be homosexual then that’s how it has to be, you cannot 

really change that. So that might have to be the price you have to pay in the long run. It’s 

very difficult. 

A: Ok, well I think I got all my questions covered, but then you mentioned that you created 

Homotropolis, which is also something that I wanted to Google as I don’t know much 

about it, but I was wondering if you would tell me a bit about it? 

B: Yes, of course. We have existed since 2011. Both Helle and I have communications and 

marketing backgrounds and used to work in the private sector and we decided to look into 

this field because we could see the tendencies that businesses began to focus on the LGBT 

market segment. Both how they did it and why they should do it. So we founded 

Homotropolis, which was … It started as an online blog in Danish and then we began to 

publish some magazines in Danish, which we weren’t able to work economically. So we 

closed the published magazines and stayed with the online platform for a long time. Then 

we thought about the future and what was missing in the LGBT community. We have 

always wanted to do something that makes sense and that didn’t exist before and there is 

already an Out&About magazine in Denmark, so we figured we would do something 

different. So we decided to do something in English, because that didn’t exist at all at the 

time. When you come here as a tourist and don’t speak Danish at all, then you have a hard 

time finding LGBT information. You can read about what happens in the city, where you 

should go in Copenhagen and Malmø. So we have combined the two regions and are also 

distributing the magazines on the other side of the bridge, because it makes a lot of sense 

for the local community, for the Swedish LGBT community to know what’s going on in 

Copenhagen and for our local LGBT community to know what goes on in Malmø as well 

as for tourists in terms of both destinations. So we found a path where we are combining 

the two. We produce the magazine every three month now. It’s super difficult still. It’s very 

old school to have a printed media, but when you have a free magazine and you need to get 

it out to cafés and stuff, then it’s just the easiest way. But it’s very difficult to make ends 

meet you know, I mean economically.  

A: How do you and Helle make a living? 

B: Well we live off of the magazine and then the fact that we are paid on a commission 

basis from the sponsors we get for the Pride Parade. So that’s it. It’s super tough. As long 

as we can make ends meet then it’s okay. 
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A: And Helle doesn’t do anything else either on the side? 

B: No. We are very… Sometimes we have some ad hoc tasks for different companies that 

we help do some sort of branding if they are targeting certain segments. We are crazy 

creative sometimes with projects so we come up with great projects from time to time, so 

that’s a way for us to keep afloat by acting as a consultant for businesses. Through CPH 

Pride we get a lot of contacts with businesses where we often present them with 

opportunities to do certain things in a more awesome and creative way. But yes, it’s hard. 

A: That was everything, but I’m sorry we went over time a little bit. 

B: That’s no problem, don’t worry. 

A: Great, well thank you so much for taking the time to meet with me. 

B: You’re welcome! 
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8.6.4 Interview 4 

Henrik Thierlein, International Press Officer, Wonderful Copenhagen 

October 11, 2016 – 00:53:43 minutes 

A: Thank you for taking the time to meet with me.  

B: Yes, well I’m glad you came and I’m glad we are able to do this interview. 

A: Yes, thank you so much. I have prepared quite a few questions here so… But initially I 

would like to… 

B: Don’t forget we are called Wonderful Copenhagen, the name of our organization, it’s 

just our website that’s called VisitCopenhagen, if you want to use this for your thesis. 

A: Yes, well I have been a little confused about it, to be honest. 

B: Yes, I would also just like to explain it to you. Our organization is called Wonderful 

Copenhagen and it’s a business fund/foundation. We are not founded in the same way as 

VisitDenmark. 

A: So how do you guys function instead? 

B: VisitDenmark is much more funded by the government under the business conditions 

and they receive support from businesses. We on the other are a business fund and as the 

regional tourism board we receive support from the municipalities and the regions as well 

as from business in general. So we have… Where they have the Denmark umbrella, we 

have the Greater Copenhagen umbrella, and then we have just chosen to call our website 

VisitCopenhagen and that website is what we use to communicate and we utilize it when 

we are in different places promoting the destination. The website is where people 

automatically go to and they use VisitCopenhagen as a hashtag. In the end, it doesn’t really 

matter what we are called, because that’s just the name of the slogan and website, so we are 

called Wonderful Copenhagen, but we might as well be called the Copenhagen Tourism 

Board, like VisitDenmark used to be called the Danish Tourist Board. 

A: So you use VisitCopenhagen for your online platform because it’s more obvious that it’s 

the local tourism board? 

B: Yes exactly. People will ask “Wonderful Copenhagen, what’s that?” Is it a snaps or is it 

the weather report or what is it? 

A: Ahh, it’s probably not the weather report (laughs). 
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B: No, but sometimes it’s… when I answer the phone I always say, “Hello, this is the 

Danish Tourism Board, Wonderful Copenhagen”, because otherwise they say something 

like “Oh hello Wonderful Copenhagen, here’s rainy Ireland” or something like that. It 

becomes so Eurovision-ish, I love it (laughs). 

A: Yes okay, I see your point (laughs). One of my questions were how long you had been 

with Wonderful Copenhagen, but I can almost calculate it myself. 

B: Have we started already? 

A: Yes, but we can wait a little, if you’d like? 

B: No, no, let’s get started. 

A: But I can understand that you’ve been working for Wonderful Copenhagen since 1996? 

B: Yes, I’ve been here for twenty years on May 1
st
 of this year. So I have followed the 

LGBT segment’s path through Wonderful Copenhagen. 

A: But then you know all about how LGBT marketing at Wonderful Copenhagen began. 

B: Yes I do. 

A: Did they do any LGBT marketing before you started working for them? 

B: So I express my views based on the position I hold as International Press Officer for 

Wonderful Copenhagen and as project coordinator for the LGBT network that Wonderful 

Copenhagen has, where we gather the different interested parties that have to do with the 

LGBT segment. But in order to answer your first question: I have been with Wonderful 

Copenhagen since the tender beginning where nobody really had the guts to use the 

concepts of ‘gays and lesbians’. Back then the MIX Festival for LGBTQ people was called 

the Gay and Lesbian Film Festival. Our website was called Gay Copenhagen and not 

LGBT Copenhagen. It was a completely different time than today. It was the first year that 

Copenhagen had a Pride festival. That was in 1996 in connection with Euro Pride which 

was held in Copenhagen that year. Later we had World Out Games in 2009 in Copenhagen 

as the big lighthouse. The next thing we will be doing PR for is 2021 which will be a 

mixture of World Gay Games and World Pride. I think I’ve said it correctly, but otherwise 

you can look it up. 

A: No, I think you got it right. 

B: It will be settled in 2017, next year, when you are done with your thesis. 

A: Yes, it’s a shame. 



Page 145 of 157 

 

B: Yes. But in 2017 it will be settled whether Copenhagen will win the bid, and it’s about 

90% sure, I might as well say it, because there is only one competitor for each of these 

‘games’. Both for the Pride and for the sports part of it. 

A: Yes, I have heard the same from Thomas from CPH Pride; that there is only one 

competitor in the running. 

B: Yes, because you’re merging these two big events to create one huge one for the first 

time. It will be the biggest ever in Copenhagen for its LGBT segment. There is no doubt 

that after all the time that has passed here since the first Pride in 1996 where people were 

stealing glances from the windows in their apartments to this year where I stood in the 

Parade where I thought “oh my god, the entire city has joined in”. Back then, you would 

think “they shouldn’t be using our rainbow flag”. Today, however, it has become a national 

festival where even families with kids are joining in. I saw a man, who was obviously very 

heterosexual, walking with his son at the Parade asking around for a rainbow flag for his 

son, because the kid really wanted one. There were rainbow cups at 7eleven and even the 

most homophobic Arabic teenager working at 7eleven has to make up his mind about 

homosexuality because he is standing there in a rainbow colored t-shirt. And besides just 

given out rainbow cups out at Aarhus Pride and Copenhagen Pride, it’s incredible to see the 

ethnic LGBT organization in Denmark, which is called Sabaat. They were represented the 

first year with just one guy and just one tiny flag and he was wearing a mask, because he 

was afraid to be recognized, but this year there were several hundred people walking with 

Sabaat in the Parade without any masks. 

A: How do you spell the name of that organization? 

B: S-A-H-A-B-T. And then I must apologize because I’m actually not 100% sure, but it’s 

something like that. It’s an organization for ethnic homosexuals. But it has been an 

incredible development of Pride, and we have felt it a lot especially at Wonderful 

Copenhagen, because we have taken in the target group. It’s a market segment on the same 

level as ‘empty-nesters’… 

A: I’m sorry, what? 

B: ‘Empty-nesters’, you know the grey gold where the kids have left the home, it’s a kind 

of marketing concept that was used in the late 1990s. Or it could’ve also been the segment 

with couples or kids and then we have adapted it to the city segment, the big city segment, 

but that’s what we have done with the LGBT segment as well. I don’t know if I’m getting 

ahead of myself now in terms of your questions… 

A: No, no, you just go right ahead and talk. 
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B: Great. For the LGBT segment, we have created two online platforms, one of which is 

our website called VisitCopenhagen.com/LGBT and the other platform is our facebook 

page called Gay Copenhagen. And the reason why it’s not called LGBT Copenhagen is 

because it was actually created by VisitDenmark New York a few years ago and when they 

didn’t feel like they had the time nor the knowledge about the segment in order to update it 

properly, they then asked us, or rather me, if we would like to take over in our online 

department at Wonderful Copenhagen, and we decided that we would very much like to do 

it. It’s a page where visitors to the city can go and take a look at what goes on in the city at 

that specific point in time, because our microsite on our website doesn’t really set the stage 

for that. It really just sets the stage for where to go, what to see, what restaurants to visit 

and so on, and of course, it carries the basic information about why we think Copenhagen is 

such a great LGBT destination in terms of human rights and civil rights and it shows the 

tourists that Copenhagen is a destination you can come to and just be yourself. 

A: Okay, yes. Do you measure how many visits you get on your LGBT website? Or 

Facebook site? 

B: Well, facebook is an easy one, we just look at the likes, and even though it doesn’t have 

humongous number of likes, it still has about 3000-4000 users, depending on what is going 

on at the time, like MIX Festival, Pride Week or if it’s Christmas shopping in Copenhagen 

or if it’s August where most people come to Copenhagen in general. But I can find some 

numbers for you to see how many people look at our LGBT website, if you’d like? 

A: Yes, I would like that very much. 

B: But it’s very difficult to measure, and it’s also very difficult to calculate the number of 

LGBT bed nights because, luckily, when people book their trips they are only asked where 

they are from[, they aren’t asked about their sexualities], but we also need to consider the 

fact that it’s a segment or a community that is persecuted in a lot of countries, it doesn’t 

necessarily have to be Zimbabwe or Russia. It could also be countries where the Catholic 

church is very strong and influential or it could be countries that have a strong homophobic 

culture with a strong stereotypical view of homosexuals which we also see a lot. So the 

LGBT segment doesn’t like to state their sexuality when booking a trip or coming to 

Denmark, but then we have a very nice deal with the tourist information office in 

Copenhagen, which is located across from Tivoli. These LGBT city maps, which you may 

have seen, they are actually placed behind the counter at the tourist information office, so if 

people ask for it, it’s there. The problem is just that all the brochures, maps, pamphlets, etc. 

that are represented at the tourist information office, they have to pay for it, which is not 

something the LGBT network and community in Copenhagen has been able to afford. 

However, now it’s become acknowledged that it’s a necessity for the LGBT segment and 
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LGBT tourists to have this guide and be able to get it without drawing attention to them 

when doing so. It means that the LGBT guide has now gotten a small spot at the tourist 

information office in front of the counter. But the guide has always been there. One might 

say that if you are from a location in the world where you are persecuted or you are afraid 

to say that you are homosexual, bisexual or transgendered, then it’s difficult to approach a 

counter at a tourist information office and ask for the LGBT guide. As a result, we have 

acknowledged, we should give the guide as a form of public service. 

A: So now the guide is on the other side of the counter? 

B: Now it’s on the shelf. Although not a very prominent placement, which is because the 

other companies are actually paying to be up there, but in this case it actually doesn’t have 

anything to do with a single company which is represented like a store, a hotel or a 

restaurant, but in fact it’s tourist information with a map in it so it’s a sort of public service. 

And then I would just like to mention that today I don’t speak on behalf of the tourist 

information office. In the past the Copenhagen tourist information office was driven by 

Wonderful Copenhagen, but not anymore. Today it’s driven, like every other tourist 

information office in the country, by the municipality of Copenhagen. Previously it was run 

by Wonderful Copenhagen, which was pretty abnormal and that’s also why we let it 

become municipal like everywhere else in the country. Because Wonderful Copenhagen’s 

role is to do marketing as an organization that’s trying to get tourists to go to Denmark, but 

once the tourists come here it’s the local tourist information offices’ responsibility to take 

care of the tourists and make sure they have what they need. 

A: That’s great, a lot of background knowledge. In relation to when it all started back in 

1996, perhaps we could talk a bit more about the changes that took places and in relation to 

the general environment in Denmark. For example, when I talked to CPH Pride they said 

that due to the changes, it’s now a lot easier for them to get new sponsors than in 1996, 

because it’s now become a lot more legitimate and accepted than previously. Is that also the 

experience you’ve had? 

B: I actually don’t think it’s ever been a problem to get the tourism businesses to realize 

that the LGBT community is an important segment. I think it’s been more of a problem in 

terms of the type of commercial businesses that Pride historically has turned to. I think they 

are the type of businesses that have had trouble acknowledging the market segment as 

legitimate. 

A: Why do you think there is such a big difference between commercial and tourism 

partners? 
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B: I think tourism partners to a greater extend know the LGBT segment from the hotels, the 

restaurants, the attractions, and the museums, where you see the LGBT segment as a group 

and these businesses are used to analyzing their buying patterns. It is probably difficult for 

a commercial product to know who their buyers are. Who buys the cars? Who buys the 

wine? Who buys Coca-Cola? Who goes to 7eleven? And so on. 

A: The question is also whether… at least it’s something I have encountered during my 

work with this… Of course, I can see the challenge for commercial companies like Coca-

Cola or 7eleven, which is that how much does ones’ identity as a member of the LGBT 

community determine whether or not you go to 7eleven or not.  

B: I think, I would almost venture to assert that LGBT consumers put a greater thought and 

emphasis on the companies they support by buying their products, because as an LGBT 

person you are so used to getting a bad reception in a lot of countries in the world. That’s 

also why the term LGBT-friendly or gay-friendly hotels is completely unnecessary in 

Denmark. Here you don’t see anybody twitching an eyebrow if two men book a hotel room 

or if two women book a hotel room. Of course I can’t say if that happens in Ringkøping or 

Møgeltønder, but at least I know that it doesn’t happen in Copenhagen. 

A: Well, those cities might also not be the places where tourists are going to go anyways. 

B: No, most likely not. In Copenhagen it’s not an issue, and we do have legislation that 

prohibits it and which labels it as homophobia and you would absolutely win that case. But, 

I would like to say that I think that there are many people in the LGBT community who are 

political or activist in different forms of debates and unions and are in different 

communities of minorities, so they are used to posing critical questions in all kinds of 

places and so LGBT people don’t support people they don’t think are doing proper ethical 

and moral business. You have also been able to see how some places have had 

demonstrations due to… And today everybody is aware of the potential purchasing power 

that this segment brings along with it, which is also why CPH Pride has a much easier time 

today in getting sponsorships and partnerships. 

A: It’s funny that you mention it now that I’ve both talked to somebody from Rainbow 

Business Denmark and also Thomas Rasmussen from CPH Pride, of course I shouldn’t rat 

about what they’ve said to be… 

B: No, no, but I already know what their opinions are from our work together in the LGBT 

network. 

A: Okay, good… When it comes down to it, it seems like a small network when you all 

work with it and it’s a big part of your life, but it was funny that you mention 7eleven, 
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because the two of them had very different opinions about 7eleven’s participation in the 

Pride Parade and a very different perception on why they were doing it. Pride of course 

have a different interest in the way that they really need sponsors and partners in order to 

make ends meet and create the Pride, but at the same time they were really positive towards 

7eleven’s participation in Pride, while Niels was a lot more critical about it. He didn’t 

understand why 7eleven suddenly felt the need to tell the world that we was suddenly 

welcome in 7eleven, because of course he is welcome in 7eleven, even if the company 

doesn’t explicitly say so in their marketing campaigns, it goes without saying. Or it should. 

So he was wondering why they participated in Pride since they are commercial and don’t 

have anything to do with the LGBT environment. He viewed it differently and took it for 

granted that he should be welcome in 7eleven. 

B: To me, it’s not about whether you’re welcome or not at a specific store, it’s about the 

fact that 7eleven donates several hundred thousand kroners as a commercial partner to 

Pride. 

A: Yes, it’s just nice to have more than just two opposite views of a case. 

B: Yes, of course. 7eleven also does a lot to create a positive public image that supports 

diversity, but at the same time, 7eleven doesn’t just do it for commercial reasons, although 

they also do it to improve their image.  

A: Yes, having a good public image in itself is also a way to promote oneself in a positive 

light, it’s for the profit. 

B: Yes, you also see it at the hotels. At some of the hotels, a percentage of what you pay for 

the room goes to Save the World Child Foundation. You see a lot of charity in business 

today. 

A: Now that you mention hotels. I do realize that there isn’t the same need for gay-friendly 

hotels in Denmark, so not a lot of the hotels promote themselves that way, but I also heard 

that Andersen Hotel actually do see themselves as LGBT-friendly, but that they don’t 

actively and explicitly promote themselves that way to the public all that much? 

B: No, they actually do that, because the owner, Karen, I have introduced her to it. At the 

large travel conference IBT Berlin I had her… 

A: Is that Karen Nedergaard? 

B: Yes. 

A: Oh, I have emailed with her a couple of times during my time at VisitDenmark. 
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B: aha. Well I have brought her to the LGBT pavilion at IBT Berlin and talked to her about 

the segment, because Wonderful Copenhagen together with VisitDenmark and SAS have 

an advertisement in the Spartacus guide, which is the world’s largest LGBT guide for the 

entire world. And there we have made an advertisement together us three organizations. 

A: So you and SAS and… 

B: VisitDenmark, yes. Ehm… In connection with that, Karen from Andersen and Absalon 

Hotel, she has decided to actively enter the collaboration in order to attract the LGBT 

community, especially Andersen Hotel which has an environment that feels a bit more 

young and vibrant. 

A: I actually talked to Bruno about it as well, which is why I thought Andersen didn’t 

actively do as much, because that’s what he told me. 

B: No, okay. 

A: But they obviously do it. 

B: Yes, in some areas they do. 

A: Is there anything else marketing related you do for the LGBT segment? 

B: Yes, besides what I just mentioned with the website and facebook, we do press trips for 

LGBT media. Leading up to World Out Games in 2009, we invited LGBT media from 

across the world to Copenhagen to spread knowledge of our destination together with 

VisitDenmark. We will also do that with Happy Copenhagen when World Pride Euro Gay 

Games come to Copenhagen in 2021. Most likely, we will do press trips in 2019 and 2020 

leading up to 2021 with LGBT themes. This means inviting media from prioritized markets 

as well as… 

A: Which markets do you focus on at Wonderful Copenhagen? 

B: In this case it’s the US, the UK, Germany, Sweden, Norway and most likely the three 

southern countries, Spain, Italy and France. 

A: Do you expect it to happen in collaboration with VisitDenmark? 

B: For sure, VisitDenmark and SAS. But it sort of depends on who will be the flight 

sponsor. 

A: Is that within the Global Connected campaign you have going? 
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B: No in this instance, it wouldn’t be Global Connected. Perhaps the American part of it 

would be, but we do not have any European Partners in it. It isn’t on the agenda with some 

of the other Global Connected markets, such as India, China, and South Korea and so on. In 

those markets you have to be careful of the cultural differences. But it will definitely 

depend on the airline partner, because if it ends up being Norwegian then it’s their 

destinations and if it’s SAS it will be their destinations. Press trips we do… we actually 

aren’t that proactive in the field with the LGBT media, only when a relevant LGBT media 

contacts us and it’s from a relevant market, then we will take them on a press trip like with 

every other media we deal with. 

A: Okay, great. What do you think is the biggest challenge, or opportunity, when you do 

LGBT marketing? 

B: Well, it’s a segment like any other segment. They like to eat well, live well, experience 

nice things and so on. It’s an extremely demanding segment and extremely aware of high 

quality. The same goes for the political aspect and opinions of the segment, but at the same 

time it’s a segment like all the others. Twenty years ago one might venture to assert that it 

was a dual-income, no-kids segment, but that doesn’t really stand today. Lesbians have 

always been having kids, and now the men are also having kids. But in terms of the bar and 

club scene, it’s very clear that gay men go out more than lesbian women do and that’s also 

often how it is within the heterosexual segment. Men are more outward and might go out 

on their own and with themselves, where women are less likely to go to a bar to hang out in 

the same way. So it’s very clear that we have targeted the homosexual part of the LGBT 

segment more than the rest, although we do realize that there is a giant potential in the 

women part of the LGBT segment, especially now that the number of rainbow families is 

increasing, which means we have to acknowledge that we could start doing rainbow family 

PR and marketing in the future. Copenhagen is a big family-friendly city so there is a great 

potential to do that. 

A: Do you ever target transgender people as a specific segment? Or the queer segment or 

bisexuals? 

B: It’s incredibly difficult to measure who comes here. On the website we have made an 

effort to include everybody. We have four profiles with interviews where we have a 

transgender person, a bisexual, a gay guy and a lesbian woman who all express their views 

on ‘their’ Copenhagen. Besides that, we haven’t done anything for the other letters in the 

LGBTQ community represented, it’s incredibly difficult to do, and at the same time I don’t 

think their travel patterns are that much different from the others’. They all book plane 

tickets, book hotels, they eat and buy Copenhagen Cards like everyone else, so I don’t think 

we have to worry that much about it. When gays and lesbians experience a city as being 
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friendly towards them, the city will most likely also be friendly towards the rest of the 

LGBT segment. On the other hand, there is still hate crime, gay bashing and homophobia in 

Copenhagen and Denmark, because there is, but many other cities have it a lot worse than 

we do, also in terms of legislation. 

A: I have just learned that the law in relation to transgender people in Denmark… 

B: It’s going to change on the 31
st
 of December 2016 as the first country in the world. It’s 

actually coming from an initiative from the current Venstre [right wing] government, but of 

course it’s only happening due to a majority within the remaining right wing parties. 

A: Oh, so the other right wing parties aren’t a part of that? 

B: No, they are not. 

A: Well, while they are at it, can’t they just change the law that says it’s illegal for 

homosexuals to donate blood? 

B: Yes, that’s discriminating against homosexual men, but for many homosexual men it’s 

also a natural law because they see themselves as part of a group that’s more likely to be in 

danger of diseases than others like other groups, who aren’t allowed to donate blood either. 

But that is something political which Wonderful Copenhagen doesn’t have an opinion 

about (laughs). 

A: Yes, that’s right, it’s just like VisitDenmark that way. 

B: No, we don’t do that. 

A: I remember when we spoke on the phone that you mentioned the refugee crisis. Does 

that influence your work at Wonderful Copenhagen? Do people ask about it? 

B: On the surface no, but of course there is the occasional journalist who wants to get a 

political angle to different matters. Generally the journalists we work with are working with 

the travel desk and the travel industry, so they don’t normally have anything negative to say 

about our destination, because if there is something negative then they mostly just choose 

not to write about our destination. For example, even if there is the impression that the 

Danish population  have voted for parties in government that create laws that limit refugees 

access to the country, it’s not something that travel desk journalists concern themselves 

with. Journalists that write about politics and so on, we don’t really deal with them. That’s 

for the ministry of the interior to deal with. But it’s definitely evident that the refugee crisis 

has had a negative effect on the tourism industry in Denmark. I’ve had a few journalists 

who have called and written to me, and I know them well, and they have told me if that’s 

Denmark’s attitude toward refugees, then they do not wish to write about Denmark 
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anymore. So it has definitely had a negative effect on Denmark’s tourism industry. 

However, I haven’t noticed that it has had a negative effect on the LGBT segment in its 

own right. As a refugee or immigrant, you are able to obtain asylum based on your 

sexuality, if you’re persecuted in your home country, so that’s not something that has 

changed in Denmark, we are still a tolerant and accepting countries of different sexualities. 

LGBT Denmark also has an asylum group and is also represented in CPH Pride and with 

movies at the MIX Film Festival which takes place in October, which is right now. But 

there is something else I would like to add to what I said about the LGBT network, because 

it was actually Wonderful Copenhagen that took an initiative and gathered all the interested 

parties in Copenhagen for a network. It was everything from MIX, Pride, the Aids 

foundation, to the bars, restaurants, cafés, and there have also been representatives from the 

political parties and the Gay House (Bøssehuset), the Women House (Kvindehuset). 

Basically, it was all the interested parties that have a stake in the outcome of our network’s 

collaboration. First of all, we did it to gain some insights for our LGBT website; but 

secondly, we did it in order to give all these companies and organizations the opportunity to 

meet in a neutral location that they haven’t met in before. It has been very beneficial and 

successful and we continue to have a meeting every quarter where we exchange views and 

opinions and we give each other updates, like how did it go with Pride this year, how are 

the preparations for MIX coming along, and Happy Copenhagen and their preparations for 

2021. We also talk about the events that happen across the network and we at Wonderful 

Copenhagen tell how our press trips went, and we inform the others about any future press 

trips that are in the works. We have put-on a hat that is very natural for us when taking this 

initiative because the LGBT segment is one of our five key target groups. We can tell from 

the community that they like to be able to meet in a neutral location that isn’t inherently 

gay, but it’s at an organization that would like to do something positive for the community. 

So I just wanted to tell you that it’s also a part of our work, just like we have a cruise 

network, a meeting and conventions network, and a business tourism network, we have an 

LGBT network. 

A: When did you initiate this network? 

B: We started it [the LGBT network] about three years ago. 

A: Is it the same place you meet every time? 

B: Yes, it always takes place at Wonderful Copenhagen’s office. We are the one who 

facilitates it. At the moment, it’s Kathrine from us who calls the meetings and writes the 

agendas and I’m the chairman. Then we create an agenda and discuss the different LGBT 

issues there might be relevant. From our perspective, we of course do it, so that we can get 
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information about what’s going on in Copenhagen so that we can tell the world about and 

create a buzz. 

A: Have there been any other… Has it been difficult to get this network to work together, 

because everybody has their own interests? I’m just thinking that since some of them are 

commercial and others are political, it might have created some tension? 

B: There have definitely been a few parties that have asked why we don’t do more or why 

we have said no to certain things, where we have to put on the professional hat on and tell 

them that we are as critical toward every other media out there, like food media, 

architecture media, Dagbladet, news channels, small bloggers with too few followers, just 

like we are with any other media, it’s not just LGBT media. 

A: Have there been a lot of dissatisfaction with it? 

B: No, there has only been one. Just one who didn’t really understand how we prioritized in 

terms of a very niche related magazine, but it’s the very same prioritization we take with 

every other area we work with. But it’s going to be very exciting with 2021. It’s been a 

while seen we did something for the LGBT segment. We haven’t done anything since 2009. 

A: Yes, it’s going to be very exciting! And by 2009 it will have been more than 10 years 

since the World Out Games. 

B: Yes, it’s a long time. However, one can also say that there are plenty of other cities in 

the world that should also have their turn in cultural and sporting events, and at the same 

time you have to watch out that you don’t accidentally … there has to be some sort of life 

cycle for the tourists that make them return to Denmark. Therefore, I think it’s very natural 

that we don’t do anything until now concerning the LGBT segment. Otherwise, people 

reach a saturation degree for Copenhagen. 

A: Of course, that’s a valid point. What else do have in terms of questions? All of this… 

It’s of course difficult to ask you these questions, when you are not supposed to be 

political. But to do LGBT marketing… Doing LGBT marketing sort of contradicts the 

whole point of the (political aspect of the) LGBT community’s fight for equality, because 

doing LGBT specific marketing separates the segment from the non-LGBT segment. Please 

let me know, if I cross any boundaries by saying this, but do you see where I’m going with 

this? 

B: Yes, you’re saying that if we do marketing and PR targeted at this segment, then … 

A: Yes, then you inherently put the LGBT people in a box that they politically and socially 

don’t want to be put in. 
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B: Yes, that the community should be a part of the greater society. However, there is no 

doubt in the fact that the LGBT community sees itself as a different market segment, at 

least when they travel. There are some things that you would like to experience. They 

would like to travel to cities where there are a certain number of gay bars and clubs were 

you can meet like-minded people and places that are for ones’ own group. There is no 

doubt that we are in a strong competition with big cities in Europe, where there is only one 

big competitor across the ocean, which is the US, and that is really to do with human rights 

and civil rights, because if you venture out east there isn’t much to come for in terms of 

rights. The same is the case for Africa, and the only place in the Middle East where it’s 

possible is Tel Aviv, which I have only just visited myself this year again after being away 

for 16 years. 

A: What about South America? 

B: South America has a very limited LGBT environment due to the influence of the 

Catholic church, but I have also been there. You can see this in their pride parades because 

they are often very, very big, because they have so much to fight for politically and 

socially. In ?? they practically don’t have any rights at all (10:25), but the other South 

American countries have begun to follow suit a lot more than previously in terms of LGBT 

rights. In terms of Europe, we are in competition with cities such as Amsterdam, Berlin, 

London… 

A: What about Paris? 

B: Of course Paris as well, but not that many other southern European countries. The 

LGBT environment and community is incredibly small in Rome and Milan, but then in 

Madrid and Barcelona the LGBT community is very big. We compete against some very 

big LGBT destinations; whereas Copenhagen is more on the same level as for example 

Hamburg. There is no doubt that there is an A and a B team, like there is for regular 

tourists. A tourist doesn’t come across the ocean or from southern Europe to go to 

Copenhagen as their first destination. It’s most likely going to be London, Paris and Rome. 

Afterwards, the B destinations will follow, including us. Not to say that Denmark is less 

influential or important, but we are a smaller priority until the tourists have visited the more 

trendsetting destinations, no doubt about it. However, but in the last five years we have 

been riding the wave of ‘New Nordic’, which has to do with the movie term ‘Nordic noir’, 

but also the ‘New Nordic Cuisine’, Nordic and Scandinavian design, architecture and 

furniture as well as fashion. On those areas we are doing pretty well and tourists find our 

destination very interesting within these areas, which is evident from the inquiries that we 

receive. We have to say no a lot. That is a positive thing, it’s almost unbearable. 

A: Well, the goal must be to make Copenhagen a part of the A team. 
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B: Ah, but that won’t happen. There is a language barrier but also the obstacle of a lack of 

knowledge about Denmark in the world in general. 

A: Sure, but if you aim for the moon, you’re bound to end up among the stars, right? 

B: Ah that was very of you to say (laughs). Luckily, we also have a level of saturation that 

we haven’t quite reached yet, we are still a destination that hasn’t gone through its life 

cycle phase of being something different and exciting and off-the-beaten-track just yet. One 

might say that it has happened to some of the bigger cities, for example Barcelona where 

the mayor decided to say “enough is enough”. There are cities that are imposing bans on 

Airbnb. So I think we have to be very selective in order to make sure that the population 

doesn’t revolt against the tourism industry, and at the same time, we have to make demands 

of our different players involved that we don’t want a population that is against the stream 

of tourists, because it will only go one way from now on and that’s up. 

A: I also heard that two new hotels are being built in Copenhagen at the moment, is that 

correct? 

B: We are getting a big boom year in 2017 after a complete 0 year in 2016 in terms of new 

hotels. No new hotels were built in 2016, but in 2017 we are going to see a lot of exciting 

hotel projects, both in terms of renovation projects but also new hotels. It’s going to be very 

exciting. 

A: I remember that a lot of the hotels in Copenhagen have been fully booked, especially 

during this week in fact, it was completely impossible to find any available rooms for this 

period. 

B: Well, it’s because Copenhagen is hosting the biggest conference it has ever had, right at 

this very moment. 

A: Well, I actually think we have covered most of the questions that I had prepared. You 

have talked about most of the things I wanted to ask you about, even without me asking 

you, so that was very nice. 

B: That’s good, I’m glad to hear. And then I express myself on the basis of my role as 

International Press Manager for Wonderful Copenhagen and as facilitator of the LGBT 

network at Wonderful Copenhagen and not officially Wonderful Copenhagen, but rather on 

the basis of my role I have. 

A: Oh, by the way, I had another question that I forgot to ask. How come you have decided 

not to include the letter Q in your LGBT term in general in your communication? Has 

Wonderful Copenhagen had any thoughts and considerations on this matter? 
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B: I would rather say that we have been debating why we should at it. We have actually 

discussed it with the LGBT network and community in Copenhagen, whether or not it 

should be included or if we should continue the stream of letters after that. We all pretty 

much agree on including the Q because it makes a lot of sense. However, as a tourism 

organization, we have decided to be apprehensive about it so far, in order to wait and see 

what the environment of the LGBT community will result in. I know that MIX Film 

Festival and CPH Pride have decided to include the Q, but we are awaiting the rest of the 

community to see how the rest of community is going to adapt to it. We were also a little 

apprehensive about changing our site from Gay Copenhagen to LGBT Copenhagen in the 

beginning, but we did it because it shouldn’t be offensive or exclude anybody. I forgot to 

mention that we can’t change it on facebook, because the site is a group and facebook 

doesn’t allow a name change. If we wanted to do it, we would have to close down the group 

and ask all followers to join the new one, but if we do that the domain has also been taken. 

So it’s a dilemma where we have decided to maintain the name as of right now. 

A: Okay. In relation to the LGBT network, gay bars and clubs and so on, in total what you 

could call gay space. Is it important, from the perspective of your job, do you think it’s 

important for the tourists to have these gay spaces that are LGBT-friendly, even though 

Denmark is very tolerant in general? Is it something LGBT tourists look at when they 

choose a destination? 

B: Absolutely. If we didn’t have the supply of LGBT places that we have now, then there 

wouldn’t be the same level or number of LGBT tourists seeking us out. It’s a very 

important… it’s not a reason to go, because people come for the food, the architecture, the 

design, the monarchy, the environmentally-friendly biking culture, the climate and the 

culture and so on. That’s what tourists primarily come for. When we have the supply that 

we do… I usually say that we have five LGBT bars, one sauna, one café, one piano bar, one 

musical bar, one leather bar, one leather club and one film festival and one Pride and so on; 

That we have one small and compact LGBT scene, which is absolutely definitive for LGBT 

tourists and their decision to come here. There are many other cities that can brag about 

having the same amazing architecture, shopping, culture and gastronomy and so on. 

A: Okay. I think that was everything. Unless you have any other information you feel like I 

need to include here at the last minute? 

B: No I don’t think so. 

A: Ok, great, but thank you so much for everything! 

B: You’re welcome. 


