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In recent years, some companies and their brands have 
made their commitment to LGBTQI+ diversity more 
visible, whether through their participation in associations 
working for inclusion or public displays of support for 
the community during Pride. In parallel, the debate on 
pink washing or rainbow washing has also been growing. 
LGBTQI community members have pointed out how 
many of these brands were transforming their logos into 
rainbow banners in June and July, without implementing 
substantive actions in favor of LGBTQI+ diversity the rest 
of the year. In the most prominent cases, some companies 
and their brands were even accused of using the 
community as a sales target or using the flag as a gimmick, 
without a real policy of working for inclusion. 

In societies that, in many cases, are currently experiencing 
diversity setbacks driven by ultra-conservative ideologies, 
some companies have stood out in recent years for 
taking decisive steps in favor of the rights of the LGBTQI+ 
community. Support from the private sector is key when 
these rights are questioned in public spheres. This tension 
has also generated controversy over the rational of some 
company leaders who have stood out in this area, as is the 
case of Disney CEO Bob Chapek’ stance against the ‘Don’t 
Say Gay’ law promoted in  Florida1. 

It has been clearly demonstrated by multiple studies that 
taking decisive steps in favor of LGBTQI+ diversity pays 
off  in terms of reputation, as well as productivity and 
business. Beyond these results, the role of companies 
in achieving not only more inclusive and diverse work 
environments, but also societies, is an ethical issue. While 
making progress on this front is there should be no steps 
backward, only a determined drive forward.  

At LLYC, we are firmly committed to diversity in all its 
dimensions, especially LGBTQI+ diversity. We understand 
that this commitment is not a single end goal, but rather a 
journey of constant improvement in which we still have a 
long way to go. As part of that commitment, the study that 
we are presenting analyzes three years of conversation 
between companies, their brands, and leaders in the field 
of LGTBIQ+ diversity. Far from pointing out who does it 
right or who does it wrong, the study seeks to improve our 
understanding to generate a necessary conversation as 
well as to draw actionable conclusions.

INTRODUCTION

1  hollywoodreporter.com
2  forbes.com

https://www.hollywoodreporter.com/business/business-news/disney-ceo-bob-chapek-florida-dont-say-gay-bill-response-1235105879/
https://www.forbes.com/sites/josiecox/2021/05/24/pride-pays-lgbt-friendly-businesses-are-more-profitable-research-shows/?sh=33bf570d3d07
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Through this study, LLYC seeks to gain a better 
understanding of how companies position themselves on 
LGBTQI+ diversity issues, ascertaining whether their leaders 
hold these values as well, and whether their positioning 
occurs only around Pride dates or during the rest of the 
year as well. It was also key for us to analyze what type of 
conversation was generated when they did so, what topics 
the key positions were focused on, and how these trends 
developed, both over time and geographically. 

To do this, we mapped the top 25 companies with the 
most followers on Twitter in each of the markets in 
which we operate and analyzed their conversation over 
the last three years (from 2019 to 2021.) In addition, 
we mapped whether their CEOs had profiles and were 
present in the conversation, and cross-referenced this 
with the general conversation on LGBTQI+ diversity 
generated in society during the same period. 

As a first step, we extracted the general conversation 
associated with the LGTBIQ+ community, the messages 
produced by the companies’ corporate accounts, 
their CEOs, and finally the consumer responses that 
these messages are able to drive. To identify the main 
narratives and topics of interest, we use word clustering 
techniques to group messages by topic or sentiment.  
Through artificial intelligence techniques, we have 
inferred the sentiment of the messages by classifying 
them into positive, negative, and neutral.

Finally, our team of analysts has performed a qualitative 
analysis of each message segment, identifying different 
insights extracted from the data. 

HOW WE HAVE ANALYZED IT 

DATA SHEET

General Conversation: Marcas, CEOs, respostas de usuários

+ 300 12 3

+ 17,4 + 77,9

Corporate Accounts Years

M messages

M profiles

K messages

K profiles

Countries
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THE COMPANIES AND THEIR LEADERS IN 
THE  LGBTQI+ CONVERSATION
The first major conclusion is that, of the conversation analyzed and in which companies are involved (proactive 
messages from profiles, proactive messages from their CEOs, and responses or mentions from users), more than half 
(53.3 %) occurs in June and July, close to Pride. Specifically, 49.6 % in 2019, rising to 63.1 % in 2020, and 48.7 % in 2021. 

Percentage distribution of messages from Brands, CEOs and responses

The conversation led by companies has increased in volume over the last three years. There was a 17.7 percent 
growth in 2020 and 3.2 percent growth in 2021 for proactive brand messaging, and up to 27.1 percent growth in 2020 
and 22.7 percent growth in 2021 if we focus on company CEOs. This is especially significant as it occurs in the context 
of a pandemic in which the total social conversation on LGBTQI+ diversity (17.5M messages) is on a downward trend 
(-64.4 % in 2020 and -17.5 % in 2021.) 

Development of the conversation 

2019 2020 2021

-64,41%
-17,52

17,74 %
3,2 %

27,12 %

22,67%

Social conversation                                       Brands conversation                                  CEOs conversation

Companies and LGBTQI+ Diversity in Digital Conversation



5

However, despite the growth, these conversation volumes (which only include the top 25 companies in terms of 
followers per country) still only represent a minimal amount of the general conversation on the subject, specifically 
only 0.46 % (79.7K messages). Of those, 1.5K come proactively from company and brand accounts, 0.2K through CEOs, 
and 78K from user responses to those companies. Moreover, of this total, only 1.5 % is proactive (messages generated 
by brands) and 0.2 % in the case of CEOs. The remaining 98% are messages from users on this subject addressed to 
companies.

Percentage distribution of messages related to brands vs. general conversation

                Brands + CEOs + Responses
                General

‘‘These conversation volumes 
still only represent a minimal 
amount of the general 
conversation on the subject, 
specifically only 0.46 %’’

January 2019

July 2019

January 2020 January 2021

July 2020

July 2021

January 2022
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If we analyze the conversation by sector, we can see that the service sector dominates, followed by retail, financial, and 
entertainment. It is important to note here that the greater presence of these sectors in the top 25 in terms of Twitter 
followers also has a direct influence on the volume of messages highlighted. Industrial or construction sectors are at 
the bottom of the list in terms of the number of mentions, which is only logical. 

Percentage distribution of messages by sector

Companies and LGBTQI+ Diversity in Digital Conversation

63.07 % OF THE MESSAGES 
BELONG TO THE SERVICES 

SECTOR

14.82 % OF THE MESSAGES 
BELONG TO THE RETAIL 

SECTOR

13.04 % OF THE MESSAGES 
BELONG TO THE FINANCIAL 

SECTOR

6.82 % OF THE MESSAGES 
BELONG TO THE 

ENTERTAINMENT SECTOR

1.52 % OF THE MESSAGES 
BELONG TO THE 

INDUSTRIAL SECTOR

0.73 % OF THE MESSAGES 
BELONG TO THE 

CONSTRUCTION SECTOR
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If we look at company CEOs, we can conclude that company leaders are still largely absent from this conversation. They 
proactively generate only 0.2 % of the total number of messages by companies or brands, although it is important to note 
that the trend is one of growth (approximately 5 % per year). Their conversation is also spread more evenly throughout 
the year, with only 30.1 % being concentrated in June and July (compared to 52.8 % for the company as a whole). 

Brands, CEOs y User responses

‘‘Company leaders are absent 
from this conversation. They 
generate only 0.2 % of the 
total number of messages by 
companies or brands’’

Brands 
General
User responses

January 2019 July 2019 January 2020 July 2020 January 2021 July 2021
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The sentiment of the conversation around brands and 
CEOs in relation to LGBTQI+ issues has become more 
negative over the years as a result of the increasing 
polarization in the conversation. Positive conversation 
dropped sharply in 2021 (-64.9 %,) while negative 
conversation increased (+22.3 %.)  

Brand conversation sentiment

 

• Positive       • Neutral        •Negative

The sentiment in user responses to the positioning 
of the companies accumulated 10 % more positive 
messages on the subject compared to the analysis 
of the general conversation. In the case of negative 
opinions, these come both from the side of 
the community (LGBTQI+ people criticizing the 
aforementioned pink washing) and from the most 
hostile sectors against the LGTBIQ+ community.  Large 
volumes of specific claims against companies were not 
identified, except in the entertainment sector, where 
we identified criticism of narratives involving ridicule or 
stereotyping. 

General conversation sentiment

• Positive       • Neutral        •Negative

18 % 50 % 32 %

8 % 52 % 40 %
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As we have already mentioned, half of the conversation made by companies occurs during the months leading up to 
Pride. Therefore, they have a general tone of support for the LGTBIQ+ community. 

If we delve deeper, two major themes stand out in this conversation. The most significant and abundant theme is 
support for the transgender community, which accounts for 23.2 % between 2019 and 2021. From 2020, mentions 
of support for the transgender community double (+48.1 % compared to 2019.) In 2021, the conversation decreases 
slightly (-10.6 %) 64.3 % of the messages about the transgender community are generated during June and July,. 

Focusing on 2021, the topic related to the transgender community stands out among CEOs, who have concentrated 
half of their conversation on the demographic (48.9 %,) although these are low volumes in their total figures.  For 
their part, companies and their brands have dedicated more than a third of their conversation to this topic (36 %.) In 
comparison, the general public has only dedicated 15.8 % of messages to this topic.

The second most important topic is the overall rights of the collective; between 2019 and 2021, brands generated 
21.3 % of all messages with this theme as the focus. During June and July, they generated 44 % of the messages on 
the collective’s rights. If we focus on 2021, the most recent year analyzed, the collective’s rights represent 19.3 % of 
society’s messages. In this case, both brands and CEOs are in line, with 13.3 % and 13 % respectively.

Other topics are more residual in the conversation, such as: 

• Violence: In general conversation, this represents 2.5 % (439,133 messages) while in the conversation 
generated by brands it reaches 9.8 % (7,835 messages.)

• Public sector and politicians: This represents 3 % (528,331 messages) of the general conversation, and 9.1 % 
(7,214 messages) of the brand conversation.

• Health: In the brand conversation, this represents 5.10 % (4,060 messages) while in the general conversation it 
represents 1.25 % (218,385.)

IT LEADS THE CONVERSATION ABOUT 
THE TRANSGENDER COMMUNITY

Companies and LGBTQI+ Diversity in Digital Conversation
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Top themes in the brand conversation
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23.2 % OF THE TOPICS IN THE 
BRANDS’ CONVERSATION IS 
ABOUT THE TRANSGENDER 

COMMUNITY

21.3 % OF THE TOPICS IN THE 
BRANDS’ CONVERSATION IS 

ABOUT THE COLLECTIVE’S 
RIGHTS

9.8 % OF THE TOPICS IN THE 
BRANDS’ CONVERSATION IS 

ABOUT VIOLENCE

9.1 % OF THE TOPICS IN THE 
BRANDS’ CONVERSATION IS 
ABOUT THE PUBLIC SECTOR 

AND POLITICIANS

5.1 % OF THE TOPICS IN THE 
BRANDS’ CONVERSATION IS 

ABOUT HEALTH



11

The United States, Spain, Panama and Argentina lead in terms of the volume of conversation (proactive and 
responses). The analyzed countries with the lowest volume of conversation from companies and their leaders are 
Chile, Portugal, Peru, Ecuador, and Colombia. 

Percentage distribution of proactive messages in the brands

DIFFERENCES AND SIMILARITIES BY 
COUNTRY IN THE CONVERSATION 

63,2% United States

Portugal Spain0,7% 9,8%

Panama 6,8%

Argentina5,5%

Mexico
4,2%

Brazil5,5%

Colombia 1,6%
Ecuador 1,3%

Peru 1%

Chile 0,3%

Dominican Republic0%
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The conversation in Argentina is mostly concentrated 
during the month of July.

The user community is activated mainly by events 
related to the entertainment sector and statements 
made by CEOs with high media impact. It is worth 
noting that in the conversation around brands,          
62.3 % of the conversation over the last 3 years 
occurred between May, June, and July 2021.

Percentage distribution of messages related to brands 
vs. general conversation

ARGENTINA

0,00% 10,00% 20,00% 30,00% 40,00% 50,00%

General                      Brands + CEO + Responses

*Representation of the percentage distribution of the total volume 
of messages in the general conversation and in the conversation 
generated by the brands grouped on a monthly basis. 

January 2019

July 2019

January 2020

July 2020

January 2021

July 2021

Companies and LGBTQI+ Diversity in Digital Conversation

“The United States, Spain, 
Panama and Argentina lead 
in the volume of proactive 
company conversation. 
However, the countries 
analyzed with less proactive 
conversation by companies 
are Chile, Portugal, Peru, 
Ecuador, Dominican Republic 
and Colombia”
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In the Brazilian conversation, there were significant 
peaks in January 2021, coinciding with the day of 
transgender visibility. This means that in January the 
conversation was 496.2 % higher than the monthly 
average. Brands only generate 6.4 % of the messages 
analyzed, while CEOs do not participate in the 
conversation. This means that it is the users who 
carry the lion’s share of the conversation, while the 
months of June and July account for 25.2 % of the 
annual number of messages from companies. The 
conversation around brands experienced significant 
peaks between May and July in both 2019 and 2020 
(32 % and 29.6 % respectively.) However, in 2021, the 
conversation decreased in these months (7.01 %.)

BRAZIL

0,00% 10,00% 20,00% 30,00% 40,00%

General                      Brands+ CEOs +Responses

Percentage distribution of messages related to brands 
vs. general conversation

*Representation of the percentage distribution of the total volume 
of messages in the general conversation and in the conversation 
generated by the brands grouped on a monthly basis. 

January 2019

July 2019

January 2020

July 2020

January 2021

July 2021
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In July, around the time of Pride, there is an exponential 
peak in the Chilean conversation (+897 % with respect 
to the average monthly messages in the case of 2021.) 
In Chile, CEOs do not generate any messages on the 
subject. Conversation on the topic is generated by 
users responding to brands.

Percentage distribution of messages related to brands 
vs. general conversation

CHILE

0,00% 2,50% 5,00% 7,50% 10,00% 12,50%

General                      Brands+ CEOs+Responses

Colombia has a minimal volume of conversation, 
with slight peaks when International LGBTQI+ Pride 
Day is held, and in November 2021 for actions 
aimed at offering inclusive workspaces for the 
LGBT+ community. Brands barely generate 10.6 % 
of Colombia’s messages, CEOs 19.1 %, with users 
generating the rest of the conversation.

Percentage distribution of messages related to brands 
vs. general conversation

COLOMBIA

0,00% 5,00% 10,00% 15,00% 20,00%

General                     Brands+ CEOs + Responses

*Representation of the percentage distribution of the total volume of messages in the general conversation and in the conversation generated by the 
brands grouped on a monthly basis. 

January 2019

July 2019

January 2020

July 2020

January 2021

July 2021

January 2019

July 2019

January 2020

July 2020

January 2021

July 2021
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Ecuador has a minimal volume of conversation, with 
no relevant peaks. Only one company included themed 
content in 2021 and exclusively during the celebration of 
International LGBTQI+ Pride Day. This company generated 
33 % of the messages analyzed. No analyzed CEO 
conversed about the topic on Twitter. It is noteworthy that 
more conversation was generated in 2019 than in the two 
subsequent years (45.6 % in 2019, 22.5 % in 2020, and    
31.9 % in 2021.)  

Percentage distribution of messages related to brands 
vs. general conversation

ECUADOR

General                      Brands+ CEOs +Responses

0,00% 5,00% 10,00%
*Representation of the percentage distribution of the total volume 
of messages in the general conversation and in the conversation 
generated by the brands grouped on a monthly basis. 

January 2019

July 2019

January 2020

July 2020

January 2021

July 2021

15,00% 20,00%
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The U.S. conversation on the issue maintains its volume 
over the years analyzed and experiences a significant 
peak when International LGBTQI+ Pride Day is held 
(June and July 2021 were up +443.9 % compared to the 
monthly average.) Brands barely generate 1 % of the 
total conversation (but it is a much higher volume than 
in the rest of the countries,) while the participation of 
CEOs is residual (0.02 %.) It is the users who generate the 
volume around the subject matter and brands.  

UNITED STATES

General                     Brands+ CEOs + Responses

0,00% 15,00% 20,00%

Percentage distribution of messages related to brands 
vs. general conversation

*Representation of the percentage distribution of the total volume 
of messages in the general conversation and in the conversation 
generated by the brands grouped on a monthly basis. 

January 2019

July 2019

January 2020

July 2020

January 2021

July 2021

10,00%5,00%
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The conversation in Spain is minimal throughout the 
year, with an exponential peak in July 2021. This month 
accounted for 69 % of the messages over the three 
years in Spain. Brands generate barely 0.5 % of the 
conversation in Spain, while CEOs do not comment on 
the matter. The conversation is generated by users.

Percentage distribution of messages related to brands 
vs. general conversation

SPAIN

General                     Brands + CEOs +Responses

Conversation in Mexico is minimal throughout 
the year, with an exponential peak in July. July 
accounted for 73.4 % of the messages for the entire 
year in Mexico. Brands generate barely 3.5 % of the 
conversation in Mexico, while CEOs do not comment 
on the matter. The conversation is generated by users. 
      
 

Percentage distribution of messages related to brands 
vs. general conversation

MEXICO

General                      Brands+ CEOs +Responses

0,00% 5,00% 10,00% 15,00% 20,00%

*Representation of the percentage distribution of the total volume of messages in the general conversation and in the conversation generated by the 
brands grouped on a monthly basis. 
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July 2019
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July 2021

July 2020
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Of all the companies we studied in Panama, only one 
generated messages on the subject. It does so by 
publishing news about the community and generated 
14.1 % of all messages. Panama’s CEOs do not 
participate in the conversation.  

Percentage distribution of messages related to brands 
vs. general conversation

PANAMA

General                     Brands+ CEOs + Responses

0,00% 5,00% 10,00% 25,00%

*Representation of the percentage distribution of the total volume 
of messages in the general conversation and in the conversation 
generated by the brands grouped on a monthly basis. 

15,00% 20,00%

January 2019

July 2019

January 2020

January 2021

July 2021

July 2020
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Conversation in Peru is minimal throughout the year, with 
a slight peak in June and July. In 2021, these two months 
accounted for 65.2 % of the messages for the entire year in 
Peru. Only two of the brands analyzed in Peru generated 
conversation, and this only took place in June. These 
messages account for 3 % of the conversation analyzed in 
2021. Only one CEO participated in the conversation, and in 
a residual way (4.3 % of the analyzed messages). 

Percentage distribution of messages related to brands 
vs. general conversation     
       

PERU

General                      Brands+ CEOs+Responses

Conversation in Portugal is minimal throughout the 
year, with a peak during June and July, especially in 
2021. In 2021, June accounted for 42.9 % of messages 
for the whole year in Portugal. Brands only talk 
about the subject in June and two brands generated          
14.3 % of the messages. Only one CEO generated 1 
single message. 

Percentage distribution of messages related to brands 
vs. general conversation

PORTUGAL

General                     Brands+ CEOs+Responses

0,00% 5,00% 10,00% 15,00% 20,00% 0,00% 5,00% 10,00% 15,00% 20,00% 25,00%

*Representation of the percentage distribution of the total volume of messages in the general conversation and in the conversation generated by the 
brands grouped on a monthly basis. 
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In the Dominican Republic, neither the brands nor 
the CEOs talk about the subject. Conversation is only 
generated when users mentioning the companies.

Percentage distribution of messages related to brands 
vs. general conversation     
       

DOMINICAN REPUBLIC

General                     Brands+ CEOs+Responses

0,00% 5,00% 10,00% 15,00%2 0,00% 25,00%

*Representation of the percentage distribution of the total volume 
of messages in the general conversation and in the conversation 
generated by the brands grouped on a monthly basis. 

January 2019

July 2019

January 2020

January 2021

July 2021

July 2020
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CEOS SHOULD PLAY A MORE PROMINENT 
ROLE 

Although the increase in CEOs participating in the conversation over 
the last two years is a good sign, it is in such a low volume that we 
can conclude that company CEOs are absent from this conversation. 
This is true even during Pride, and even when their companies 
are taking a stance. In addition, their presence is often limited to 
disseminating what their companies have to say, without making their 
own individual positions clear. Company leaders visibly participating in 
this conversation is not only key to it being established in society, but 
within the companies themselves. 

THE MORE COMPLEX THE SOCIAL SITUATION, 
THE MORE KEY IS SUPPORT 

In an environment of rights regression in several of the analyzed 
societies, the role of companies becomes even clearer to be not 
only safe spaces for the LGBTQI+ community, but also an engine of 
conversation. The commitment of companies to diversity is crucial, 
especially in those societies where companies remain silently 
complicit, as may be the case in Chile, Portugal, Peru, Ecuador, and 
Colombia. 

DESEASONALIZE THE COMPANIES’ 
CONVERSATION 

With more than half of the conversation that companies are 
involved in taking place in June and July, there is an urgent need 
to deseasonalize mentioning LGBITQ+ diversity in companies. It is 
essential that companies position themselves on these issues at 
different times of the year to avoid being viewed as pink washing or 
rainbow washing their company during Pride.  It is not about toning 
down the intensity during those months and forgoing celebrating 
Pride as a key moment of vindication for the community, but rather 
extending that conversation to other times of the year. 

Companies and LGBTQI+ Diversity in Digital Conversation
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DOING VS TELLING BY THE SPECIALISTS 

One of the hypotheses as to why many companies may only be 
commenting on LGBTQI+ issues during June and July is that they do 
not have a lot of company news related to this topic to discuss the rest 
of the year. Developing LGBTQI+ diversity programs hand in hand with 
LGBTQI+ associations that exist in most markets is essential, not only 
because of its real impact on the company’s culture, but also because 
it generates new points of contact and conversation with the outside 
world. 

MOBILIZE EMPLOYEES AND MAKE 
LEADERSHIP MORE VISIBLE 

Employees’ awareness of the company’s LGTBIQ+ diversity plans 
is essential to involving them in their implementation. Employee 
networks and promoting a culture of allies are strategies that can 
encourage this involvement, both in terms fostering its development, 
and in terms of dissemination. In addition, making LGTBIQ+ leadership 
visible within companies helps to generate not only inspiration 
among the younger strata who will have role models for their own 
development, but also to diversify the traditional stereotypical 
leadership models. 

AVOID GENERAL MESSAGES AND FOCUS ON 
THE COMMUNITY’S STRUGGLES

One piece of good news from this report is that companies focus 
(even more so than society as a whole) on one of the community’s 
greatest struggles in societies where more rights are guaranteed: 
the discrimination suffered by transgender people. Focusing on this 
problem, especially with the socio-labor insertion difficulties that it 
implies, means listening to what the community itself demands.  The 
key is to avoid the general messages that abound during Pride, in 
order to work on the deseasonalization of conversations through 
dialog with the people from the community itself, inside and outside 
the company, and to understand their concerns. 

Companies and LGBTQI+ Diversity in Digital Conversation
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