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Geographical variation in 
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recreation establishments
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Department of Geography and Geology, Florida Atlantic University, USA

Abstract

Alternative or gay tourism is receiving greater attention in both the business and
academic worlds. This segment of the tourism market is found to travel more
frequently than the ‘straight’ market and is more recession-proof in their travel
behaviour. Studies have indicated that gay tourism is, however, rather spatially
concentrated in the United States and Western Europe. This research focuses on
gay-orientated infrastructure as opposed to tourists. The paper looks at the spatial
distribution of gay tourism and recreation establishments around the world. It
was found that even though the clustering of such infrastructure does indeed occur
in the USA and Western Europe, certain places exist as ‘islands’ of regional impor-
tance in the gay travel network. These ‘islands’ could be marketed as emerging
gay centres in efforts to broaden the gay travel market.

Keywords: gay tourism, gay landscape, gay community, travel behaviour,
tourism marketing

Introduction

Alternative tourism (an emerging expression for gay tourism) has become
one of the fastest growing niche markets in the international travel industry
over the past few decades (Holcomb & Luongo 1996; Hughes 1997;
Pritchard et al. 1998; Clift & Forrest 1999). This has prompted the
founding of large gay-orientated travel companies like Our World Travel
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(Munich) and G-Tours (Cologne), as well as the International Gay and
Lesbian Travel Association (Ft Lauderdale) which promotes gay-owned
and gay-friendly tourism businesses around the world.

The growing interest by the business and academic worlds in this partic-
ular niche market may puzzle some. However, the travel industry has been
learning that gays represent an important and neglected business oppor-
tunity. Holcomb and Luongo reported that ‘gay couples average 4.5 trips
a year compared to a straight (heterosexual couple) average of 1’ (1996:
711). They further argue that gay male couples have higher average house-
hold incomes than straight couples (though this is not true for lesbians),
and that they have more discretionary income and time, owing to the fact
that many gay couples are childless. In addition, according to Holcomb
and Luongo (1996), while demand for travel has become largely inelastic
among consumers in general, research has shown this to be more true for
gay consumers. In fact, Schulz has referred to gay consumers as ‘the closest
thing to a recession-proof market’ (1994: 72). Equally important, Pritchard
et al. (1998) argued that the gay market has less ‘seasonality’ than the
straight market and is more equally spread throughout the year.

Despite the fact that the number of gay destinations is on the increase
(Pritchard et al. 1998), the range of gay holidays is limited largely to the
sea and sun market (Hughes 1997) in the USA and Europe (Pritchard 
et al. 1998). As mentioned by Holcomb and Luongo (1996: 712),

people have always gone on holiday with like-minded others, but contem-
porary gay tourism represents a particularly concentrated spatial pattern.
Although gays also take vacations in the same destinations as straights, the
former, when seeking a gay vacation will often select a place with a gay-
friendly reputation and services which cater to such clienteles.

While gay tourism may not always be tied to gay establishments and other
gay service infrastructure, the presence of such can often be an important
draw for gay tourists (Clift & Forrest 1999).

One goal of this paper is to identify the geography of gay destinations
based on the number of gay-owned and gay friendly recreation and tourism
establishments concentrated in an area. I will not focus on sex tourism,
but on the tourism place or space for this particular market segment.
Moreover, as many gay travel destinations (at least in the USA) are places
with high concentrations of local gay residents and businesses (Holcomb
& Luongo 1996), the underlying focus of this research will be on concen-
trations of gays, gay activism, and gay infrastructure. Pritchard et al.
(1978: 278) noted that ‘the existence of a core gay population (and a
substantial gay infrastructure) is often the catalyst for the development of
a gay-friendly tourism destination’. Thus, places with a large gay popu-
lation are likely to have the political and social climate for the development
of discrete space for gay-owned and gay-friendly businesses to �ourish,
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which aids in creating a ‘gay landscape’. A gay landscape, in turn, can
become an important draw for the gay tourist (IGLTA 2000).

The paper will begin with a discussion of the gay community in urban
areas and the potential impact that the gay community has on local urban
space. This is not meant to be an exhaustive or in-depth literature review,
but is an attempt to give the reader a background into the creation of
concentrated urban gay space. Next, I will highlight the development and
importance of gay tourism space and infrastructure. The remainder of the
paper will identify major gay tourist destinations in both an international
and regional context. These destinations are generally clustered spatially,
particularly in the USA and in Western Europe. Another goal of this paper
is to illustrate the existence of emerging gay tourism centres in the world
by looking at the distribution of alternative tourism establishments in a
relative regional context. I argue that the value placed on a region with
a modest gay-friendly business environment by gay travellers may be quite
high (under certain geographical circumstances) and could be used as a
marketing tool to broaden the gay vacation segment.

The gay community

The word ‘community’ is often used to describe a group of people with
a shared bond or interest, who may or may not share a territory or physi-
cal space. As discussed by Hindle (1994), gay communities can vary
tremendously within this de�nition. A gay community in an urban area
may, for example, exist merely as a group that shares common concerns
about combating AIDS or discrimination. In this case, gays are often
spread throughout the urban area with no obvious residential or business
clustering, and thus little to no impact on the urban landscape. Britt
argued that ‘when gays are spatially scattered, they are not gay, because
they are invisible’ (Castells 1983: 138). In some places, however, the ‘gay
community’ may also refer speci�cally to a physical space within an urban
area where the concentration of gay and gay-friendly businesses and
perhaps even residences is quite evident in the landscape. The famous
Castro district of San Francisco and the South Beach area of Miami are
well-known examples in the USA, while London’s Earl’s Court and Soho
districts, as well as Amsterdam’s Rembrandtplein, Warmoesstraat and
Kerkstraat areas are prominent examples from Europe.

In areas where homosexuality is illegal (and where those laws are indeed
enforced) or socially and morally shunned by a conservative majority, the
gay urban landscape may be only slightly visible (if at all) to the outside
world. In such places, the gay community may be ‘a private world of
contacts, surfacing in only a few pubs and private gay clubs and other
places . . . knowledge of whose existence [is] passed on by word of mouth’
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(Hindle 1994: 7). Healy (1999) and Tuller (1996), for example, discussed
the dif�culties of carving out gay space in Soviet Moscow, and the
Spartacus International Gay Guide (1997) documents the secretive gay
life in the Islamic world. It is naive, however, to assume that gay sex does
not occur in Islamic nations (and other conservative or socially and politi-
cally repressed countries), or to assume that gay activities (especially gay
prostitution) are not available to tourists. In Morocco, for example, a
country with a reputation for gay male prostitution, ‘homosexual acts are
illegal and punishable with a penalty of 6 months to 3 years imprison-
ment’, thus making it dif�cult to claim visible urban space for the local
gay community (Spartacus International Gay Guide 1997: 637). The
socially repressed former Soviet Union and the Islamic world are extreme
examples, of course, but in many rural and socially conservative parts of
the world, a strong gay community, as a distinct group, is virtually non-
existent or at least well hidden from mainstream view.

One should use caution, however, with the expression ‘gay community’.
The exact meaning can take on various de�nitions, as has been pointed
out. Also, the use of the term implies perhaps more cohesiveness within
the group (and less individuality) than is often the case. For example, gay
men and lesbians may have profoundly different tastes, political issues
and life experiences. Thus, ‘such simplistic de�nitions fail to encompass
the totality of people’s experiences and conceal other important variables
which de�ne lives, including social class, gender, race, age and ability’
(Pritchard et al. 1998: 274). In addition, not all openly gay men choose
to frequent gay places (Hughes 1997). As Bell (1991) pointed out, the
gay community should be recognized and studied in its full diversity.

Creation of a gay urban landscape

Research has suggested that a strong gay community (both in sheer
numbers and in cohesive spirit) will create a strong impact on the urban
landscape (Bouthillette 1994; Hindle 1994), which can be a draw for gay
tourists (Clift & Forrest 1999; IGLTA 2000). Gays seem attracted to large
urban centres, perhaps because of ‘push/pull’ factors (Bell & Valentine
1995; Hindle 1994; Kirby & Hay 1997). Small towns can be closed-
minded places for some gays who often �ee to large cities upon reaching
adulthood. Savage (2000: 145) glibly argued that gays have no choice but
to move to larger cities because ‘gays and lesbians have to congregate;
we have to live someplace with enough gays and lesbians to form a viable
dating scene, if not a gay bowling league or two’. It is clear that gay
communities are overwhelmingly urban and, in general, ‘the larger the
urban area, the greater the number of gay facilities’ (Hindle 1994: 8). It
is also important to note obvious exceptions to this generalization, such
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as the small and well-known gay resort towns such as Key West, Florida,
and Provincetown, Massachusetts, where gays and gay-owned businesses
dominate the population and business community, respectively.

As the number of gay establishments grow in a city, the tendency to
cluster often (although not always) arises. This is another key element in
the development of a strong gay community and a gay urban landscape
(Castells 1983). It is important to note, however, that the clustering of
businesses does not guarantee the creation of a residential gay district.
This is more uniquely a North American experience, though it is not
found in all North American cities. The type of space required for the
residential clustering of gays simply may not be available or, in more
conservative urban areas, the gay community may not want to be visibly
‘out’. In many European cities, for example, residential housing shortages
often prohibit the development of cohesively gay neighbourhoods (IGLTA
2000). Furthermore, gays in some countries, such as Russia and the post-
communist Central Europe, may not attach importance to the development
of discrete gay residential neighbourhoods as is often done in the USA
(Tuller 1996).

A growing body of literature (some neo-Marxist in interpretation)
suggests that gays have used urban space as a base for political power,
and have transformed and ‘gentri�ed’ urban space (Levine 1979;
Weightman 1981; Castells 1983; Pattison 1983; Lauria and Knopp 1985;
Knopp 1990; Yeates, 1990; Colombina 1992; Bouthillette 1994). In the
USA, gays have been involved in many urban renewal projects, claiming
abandoned commercial areas and residential space in need of repair. In
Fort Lauderdale, for example, the 1990s brought continued residential
gentri�cation in the Victoria Park neighbourhood and commercial and
residential revival of the Wilton Manors area, largely fuelled by the local
gay community (Benedick 2000). Pattison (1983) argued that gays seek
out places in the city where they will not be highly conspicuous, and that
run-down (i.e. gentri�able) inner-city neighbourhoods are inclined to be
targeted. Gay businesses often begin to cluster in ‘low-rent’, inner-city
areas (Winchester & White 1988) and an inertia is put in place that has
‘ensured that the gay venues stay there’ (Hindle 1994: 12).

Bouthillette (1994) discussed the gentri�cation of homosexual space
(largely gay male ‘space’) in the city in detail, while Adler and Brenner
(1992) discussed the identi�cation and perhaps less obvious impact of
lesbian communities on the urban landscape.

Based on the assumption that marginalized groups are relegated to, and some-
times select, marginalized spaces . . . gay men have the economic ability and
the desire to upgrade these spaces, and in essence, gentrify. This implies that,
unlike most other marginalized groups, homosexual men are in a position to
reshape not only the landscape they inhabit, but also in�uence the social,
political and economic systems which govern it (Bouthillette 1994: 66).
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Debate occurs, however, on whether such clustering of gays in urban
areas is indeed a matter of segregation (as the above implies) or congre-
gation (clustering by choice in areas that may be perceived as a good
investment due to the low real estate prices). From a purely urban land-
scape perspective, of course, one could easily argue that this debate is
irrelevant.

Following gentri�cation in the formerly run-down Wilton Manors
section of the Fort Lauderdale metropolitan area, three of the suburb’s
�ve council members (including the mayor) were ‘openly’ gay (as of 2000),
gay businesses �ocked to the region and property values increased consid-
erably (Benedick 2000). Much of this turnaround has been attributed to
a ‘domino effect’ that has occurred as a result of the renovation (starting
with what has become one of the more popular gay nightclubs in Fort
Lauderdale) and subsequent revitalization of a run-down and largely
vacant shopping centre in the heart of Wilton Manors. Whether an
example of segregation or congregation (here, probably the latter), Wilton
Manors became a gentri�ed and concentrated space of gay businesses and
residences (as well as gay politics) in the urban landscape of metropol-
itan Fort Lauderdale. Benedick (2000: 18A) reports that ‘some Wilton
Manors [non-gay] residents and business owners could not care less about
politics. They’re just glad there’s a place like this that embraces them’.

Both gays and non-gays, however, debate whether the clustering of gay
businesses or residences should occur. Such clustering creates gay ‘ghettos’
which fosters the isolation and segregation of the gay community (Hindle
1994). This could indeed imply a need for social isolation at a time when
many gays want the rest of the world to realize that they are largely the
‘same as everyone else’. Also, a known gay space in the city can make
the community vulnerable to criticism and violence from anti-gay groups.
Furthermore, Pritchard et al. (1998) point out that as gay spaces become
more popular and accepted by straights, they run the risk of losing their
gay identity and becoming ‘de-gayed’.

Gay tourism and recreation space

Hughes (1997) argued that the gay space is essentially a ‘leisure arena’, and
that the gay man may only express his gayness in a gay space. In other
words, many homosexuals feel that they are only allowed to be gay in spe-
ci�c spaces and places. Within an urban area, for example, gays may feel
that they can only be gay in particular bars or particular sections of the
city. Jafari’s (1974) ‘tourist culture’ implies that often people behave dif-
ferently, perhaps more freely (owing to the relative anonymous environ-
ment) while on vacation. Put in the present context, some gays who may
fear being gay locally, may seek out well-known gay travel destinations
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with concentrated gay infrastructure. ‘Gays from Manchester may fre-
quently forego local gay space because of the fear of discovery and choose
to “be gay” elsewhere’ (Hughes 1997: 5). Gay holidays do not, of course,
appeal to all gay men (Hughes 1997; Pritchard et al. 1998). However, Clift
and Forrest (1999) found that opportunities for gay social life and culture
were an important part of holiday and destination decision making for this
niche travel market. Gay bars, restaurants and lodging establishments are
a major source of the opportunities for such socialization and culture.

Thus, a handful of well-known gay recreational spaces has evolved, and
newly emerging destinations are evident. Local business guilds and tour
companies promote these places to the gay or ‘alternative’ market. Most
communities have local publications to assist the gay traveller in identifying
gay-owned and gay-friendly businesses and activities (such as Hotspots
Magazine in the South Florida area), and many have their own websites
that are updated frequently (such as www.hotspotsmagazine.com, again
for the South Florida area). The following discussion of major gay destin-
ations of the world used alternative leisure and tourism establishments as
the measurable variable. It could be argued that other types of data (such
as detailed traveller surveys) would provide a more meaningful measure
of spatial variation in gay or alternative tourism destinations. Gay busi-
ness information, however, is more readily available and comprehensive
at a de�ned level of aggregation, which would be more dif�cult to obtain
for gay communities worldwide. It could be easily argued that many of
the businesses that are promoted through gay publications (particularly
nightclubs and lodging establishments) provide an outlet for gay social
life and culture, which Clift and Forrest (1999) have identi�ed as impor-
tant for many gays regardless of the travel destination. In other words,
visitors to Fort Lauderdale may indeed come primarily for beach activi-
ties, but the strong reputation for gay nightlife and gay-friendly
neighbourhoods (like Wilton Manors and the Las Olas strip) are an impor-
tant added attraction. This clustering of gay leisure businesses and the
associated gay community may indeed rank Fort Lauderdale higher (as a
potential vacation spot) than other beach destinations in the minds of gay
travellers.

Data

The data used in this study were obtained from the Spartacus International
Gay Guide (1997). This German publication (written mainly by Western
Europeans and North Americans for the same audience) has been one of
the most widely used information sources by gay travellers around the
world. It provides a country by country listing of useful information about
gay life, relevant legislation and the local recreation scene from a gay
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perspective. Locals submit information to the editorial staff about restau-
rants, hotels, nightclubs, recreation facilities and other establishments that
are either exclusively gay or gay friendly. While the publication does
contain paid advertisements, establishments do not pay merely to be listed
in the guide and any establishment wishing to attract visiting gay clien-
tele is welcome. Of course, it should also be noted, that establishments
that wish to exist in relative secrecy, or at least maintain a low pro�le
(perhaps because they are located in a very conservative, anti-gay areas)
may go unnoticed and are not included in the publication.

Data were collected for every country listed in the publication. This
included most countries of the world except a small number of the more
poor developing countries and a few of the more conservative religious
countries in the Middle East, most of whom have low numbers of inter-
national arrivals. The data consisted of a simple tally of the number of
restaurants, bars and nightclubs, hotels, and recreational facilities listed
in the guide, along with the number of publications (hereafter referred to
as establishments, as well) geared towards gay visitors in the area in ques-
tion. The data were then totalled (with equal weighting) for each country
and each region. Maps and tables were generated to illustrate the resulting
geographical patterns.

Some international comparisons

Table 1 gives the top 20 countries for gay recreation and tourism estab-
lishments. The top 10 countries from the list are largely European, with
the exception of the USA, Brazil and Japan. Most of these countries are
top tourist destinations in general: 13 countries in Table 1 were in the
World Tourism Organization’s top 20 countries for international arrivals
in 1996. The top 10 countries alone from Table 1 account for 74.1 percent
of the world’s total gay recreation and tourism establishments, indicating
a clustering of the gay recreation environment in a small number of places
(see also Figure 1). In fact, only 17 of all the countries in the world have
1 percent or more of the world’s total number of gay establishments.
These 17 countries make up 84.3 percent of the world’s gay recreation
and tourism establishments as listed in the Spartacus International Gay
Guide (1997).

Figure 1 illustrates each country’s percentage share of the world’s gay
recreation and tourism establishments. North America (excluding Mexico)
accounts for 36.8 percent of the world total of gay recreation and tourism
establishments, with most of the contribution from the USA (95% of the
regional total). As mentioned in the guide, ‘nowhere on the globe is there
a gay scene bigger and more diverse than in the US’ (Spartacus Inter-
national Gay Guide 1997: 980).
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It should be noted, however, that the gay establishment map of the USA
does not show an equal spatial distribution. In other words, gay travel-
lers cannot assume that all parts of the USA are gay friendly or have a
signi�cant gay landscape. Some parts of the USA have a much stronger
alternative tourist business environment and gay landscape than others
(Figure 2), just as some parts of the USA have a stronger tourist envir-
onment in general than other parts of the country. The top two states,
California (20.3% of the US total) and Florida (11.9% ), together account
for slightly less than one-third of the country’s total gay recreation and
tourism establishments, but even at this scale, there is spatial disparity.
In Florida, for example, most of the clustering of gay establishments is
in three speci�c communities in the southern end of the state (Miami, Ft
Lauderdale and Key West).

The gay landscape that is present in the USA is sometimes perceived
of as a collection of points or islands of concentrated gay space within
the map of North America (Savage 2000). Some US cities and resorts
boast higher totals of gay tourism and recreation establishments than most
countries around the world. Again, it is the concentration of gay tourism
establishments on the landscape (at various scales) that is signi�cant. In
the Florida example, not only are the gay establishments mainly clustered
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Table 1 Top countries for gay recreation and tourism establishments

Rank Country Percentage of world total

1 USA 35.1
2 Germany 8.9
3 France 7.0
4 United Kingdom 5.5
5 Netherlands 3.6
6 Italy 3.4
7 Spain 3.3
8 Brazil 2.7
9 Japan 2.4

10 Belgium 2.2
11 Mexico 2.1
12 Canada 1.7
13 Portugal 1.6
14 Australia 1.4
15 Switzerland 1.3
16 Greece 1.1
17 Thailand 1.0
18 Poland 0.9
19 Colombia 0.8
20 Argentina 0.7

Calculated from Spartacus International Gay Guide (26th edn), Bruno Gmunder,
Berlin, 1997.



in a few communities, but within those communities, the gay scene is
spatially clustered in speci�c neighbourhoods or distinctive districts. Such
concentrations make an even greater impact on the urban landscape.
Important gay cities and resorts in the USA (based on their abundance
of gay establishments as de�ned in Table 1) are shown in Figure 3.

As calculated from the guidebook, Africa and the Near East (which
excludes Turkey as a European-orientated country) accounted for only 1.4
percent of the world’s alternative recreation and tourism establishments.
Low levels of economic development, and conservative religions and
cultures are greatly responsible for the lack of gay tourism and recreation
establishments. As with North America and Europe, however, we see a
clustering of these enterprises in a handful of countries. The Republic of
South Africa (55%) and Morocco (23%) together account for 78 percent
of the gay-friendly establishments on the African continent, whereas Israel
dominates with 65 percent of the gay recreation and tourism enterprises
in the Near East (again excluding Turkey).

It is important to note that the signi�cance of a country with a rela-
tively small number of these establishments can be elevated if it greatly
outshines its neighbours in relative percentage share, greatly increasing 
its relative locational value. This is particularly true when those estab-
lishments are clustered in a few cities or resorts. In other words, Africa
may not have an international reputation for gay-orientated tourism and
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recreation, but South Africa may be known as ‘the place to be’ on the
African continent for gay tourists. In the Republic of South Africa, most
of these establishments were concentrated in Cape Town and Johannes-
burg, elevating those cities to the potential status of the leading gay centres
of Africa. It is unclear how clustered and visible the gay infrastructure is
within Cape Town and Johannesburg as no maps were provided of these
cities in the Spartacus International Gay Guide.

Asia and the Paci�c accounted for 5.4 percent and 2.3 percent of the
world total of gay tourism and recreation establishments, respectively. In
Asia, Japan and Thailand (the latter having a reputation for sex tourism)
together account for 65 percent of the regional total doe such establish-
ments. For the Paci�c World, Australia and New Zealand account for 
62 percent and 20 percent, respectively, of the region’s alternative estab-
lishments. Throughout both regions (Asia and the Paci�c), the gay tourism
environment is largely restricted to the major urban centres in the more
developed countries or countries with generally high international tourism
�ows. In the larger cities, as mentioned earlier in this paper, there is more
likely to be a clustering of gay-owned and gay-friendly establishments and
a more liberal attitude towards homosexuality. The cities with the highest
concentrated gay tourism and recreation infrastructure were Sydney,
Tokyo, Hong Kong and Bangkok. The gay scene in Sydney is well devel-
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oped and highly concentrated in the urban landscape. A clustering of gay
tourism and recreation establishments has established itself around
Sydney’s Golden Mile of Oxford Street in the suburb of Darlinghurst, and
around King Street in New Town. In Tokyo, the gay scene is largely
concentrated in the Shinjyuku–ni-chome district, and in Bangkok, the scene
is strung along Sukhumvit Road. Maps in the Spartacus guide show impor-
tant spatial concentrations of gay establishments in these three cities
comparable to those found in European and North American urban
centres. As mentioned earlier, this high visibility of gay life on the land-
scape is believed to be an important draw for many gay tourists.

As Asia is a large travel region, it may be more useful to focus on the
various subregions of the map. For example, Thailand (Bangkok in partic-
ular) could easily be touted as the main gay destination of peninsular
Southeast Asia, while the Philippines (particularly Manilla) could stake a
claim as the leading gay destination in insular Southeast Asia.

Latin America boasted 9.9 percent of the world total of gay recreation
and tourism establishments. The pattern that was again concentrated and
clustered. For the South America portion of Latin America, Brazil clearly
was the principal gay-friendly tourist environment with 44 percent of the
establishments listed within South America. It should be mentioned,
however, that both Argentina (13% of the South American total) and,
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surprisingly, Colombia (14%) were important gay centres on the conti-
nent, as well. As both an important travel destination and a country with
several large cities, tourism infrastructure in general is well developed in
Brazil. Important gay centres in Brazil included Rio de Janeiro, Saî  Paulo,
Salvador, Belo Horizonte and Recife. No maps were available in the
Spartacus guide to determine the clustering pattern of gay tourism and
recreation establishments within the urban areas mentioned above.

In the Middle American region (Mexico, Central America and the
Caribbean), Mexico contains 57 percent of the establishments listed, while
Costa Rica and Puerto Rico accounted for 8 percent and 7 percent, respec-
tively. The Spartacus guide lists Acapulco, Monterrey, Puerto Vallarta and,
especially, Mexico City as important gay cities in Mexico. In Mexico City,
the gay scene is largely clustered in the Zona Rosa district. The gay recre-
ation and tourism establishments that exist in the Caribbean are largely
concentrated in the Dominican Republic, Barbados and the Cayman
Islands, although, the Cayman Islands has, in recent years, discouraged
the docking of gay-orientated cruises. While the Caribbean region in
general has low percentages of gay facilities, it should be noted that some
of the islands have reputations for sex tourism, including sex tourism
associated with the homosexual male market. Cabezas (1999), for
example, discusses the ‘Sanky-Pankies’, a male prostitute market in the
Dominican Republic, and Martis (1999) writes of prominent homosexual
prostitution for the tourist market in Curacao and St Maarten. This repu-
tation may appeal to some gay tourists and may indeed be a more
important draw than gay tourism and recreation businesses. (Sex tourism,
however, was not the main focus of this paper, though it is sometimes
associated with an openness to gay interests.)

The European region accounted for the remaining 44.2 percent of the
world total of gay establishments listed in the Spartacus International Gay
Guide (1997) and European cities made up the majority of the top 10
gay-destination countries of the world (Table 1). As in the USA, the spatial
distribution of gay establishments within Europe was uneven, with a strong
focus on Western Europe (Figure 1). However, according to the
International Gay and Lesbian Travel Association (IGLTA 2000), one of
the fastest growing regions for gay tourism establishments in the 1990s
has been the former communist region of East Central Europe. Tourism
in general, of course, has grown rapidly there as Westerners are satisfying
their curiosity about a part of the world that has been largely closed to
the travelling public for decades (Ivy & Copp 1999). Political pressures
from the European Union, Amnesty International, and HOSI Wien (a
political organization in Vienna promoting the rights of homosexuals in
Austria) have increased the visibility of gays and the growth of alternative
establishments throughout East Central Europe (Spartacus International
Gay Guide 1997).
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Figure 4 shows the stark difference between the Western and Eastern
European countries (based on the old Iron Curtain division). Germany
and France clearly stand out as Europe’s core region of concentration in
the distribution of gay tourism and recreation establishments. The reader
is reminded, however, that the Spartacus International Gay Guide is a
German publication and, as such, Germany may be overrepresented, along
with destinations of strong German interest throughout the world. Smaller,
less established businesses in many other parts of the world are more
likely to be ‘missed’ by the guide’s researchers than would be the case in
Germany. Berlin, Frankfurt, Hamburg, Cologne and Munich were listed
as Germany’s most important gay centres. The spatial concentration of
the gay scene in speci�c neighbourhoods of most German cities has created
a visible impact on the landscape. Most notable to tourists is probably
Berlin’s ‘gay triangle’ (bounded by Wittenbergplatz, Nollendorfplats and
Victoria–Luiseplatz). Other cities in Western Europe that have long been
known for gay concentrations are London, Paris and Amsterdam. The
Spartacus International Gay Guide (1997), however, also points out up
and coming gay centres in cities like Manchester, Madrid and Prague.
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Conclusions

This paper has discussed the development of a gay community, gay urban
space, and gay tourism and recreation space. It has also presented the
argument that a link exists between the three. The value to the gay and
lesbian community of alternative leisure and recreation space can vary
greatly on both an individual and a geographical basis. Admittedly, some
gays may not desire to seek leisure ‘refuge’ in areas with high concen-
trations of other gays and gay infrastructure. The study by Clift and
Forrest (1999), however, indicated that many gay travellers desired the
opportunity for gay social life and culture. In fact, some gays may desire
gay social life and gay infrastructure more when travelling than when at
home (Hughes 1997). Holcomb and Luongo (1996: 712) have argued that
when searching for vacation spots, gays will ‘often select a place with a
gay-friendly reputation and services which cater to such clienteles’.

The distribution of gay tourism and recreation establishments is not
spatially uniform. Globally, gay-orientated destinations (as measured by
the number of gay-owned or gay-friendly establishments) were shown to
be geographically concentrated in the USA and in Western Europe. In
particular, urban areas in Western, developed countries clearly had higher
concentrations of the infrastructure in question, although a growing
number of urban areas in the non-Western world were rising in gay promi-
nence. The clustering of gay travel services can create an important draw
for the gay tourist. Such clustering creates gay visibility in the landscape
that some travellers seek out. When gay businesses and residences congre-
gate in certain sections of a city, for example, this creates a visible
alternative scene on the urban landscape that may be important for many
gay travellers (Holcomb & Luongo 1996; Hughes 1997; IGLTA 2000).

Countries with high concentrations of alternative tourism infrastructure
(Table 1) were also among the most visited countries in the world for
non-gay travellers. Recall that 13 out of the 20 most visited countries
were from the tabulated list of countries with the highest concentration
of gay tourism and recreation establishments. This study did not attempt
to compile a list of the top places visited by gay travellers. However, the
similarity of the two lists implies that gays ‘are like everyone else’ and
may prefer the same travel destinations as the general travelling public.
However, the lack of exact duplication in the two lists implies that some
places that are popular for the travelling public in general are not as
important for gay infrastructure, and may not be considered as desirable
by some gay travellers. The degree to which this last statement is true
depends on the importance of a visible gay landscape in the travel desti-
nation to gay travellers, which was not directly explored in this study.

One goal of the paper was to identify potential emerging destinations
that could be marketed as regional ‘gay centres’ to further spread the gay
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travel dollar geographically. Because gay space is so specialized and far
from ubiquitous, relative regional importance deserves a serious look. It
is a concept that could be used (with caution as not to mislead the gay
traveller or to alienate the anti-gay traveller) as a marketing tool by some
emerging gay-friendly places to capture some of the destination-concen-
trated gay travel market. For example, it was stated earlier that the
Republic of South Africa has the dominant share of Africa’s gay recre-
ation establishments. While Africa, as a whole, may not have a reputation
as a gay destination, South Africa could be touted as the ‘gayest or most
gay-friendly destination’ on the continent. This alone may not be signi�-
cant enough to draw gays to Africa, but gays who are interested in an
African vacation may be likely to give the Republic of South Africa serious
consideration.

A recent scan of various gay travel web sites by the author found that
Istanbul, Turkey takes some advantage of this marketing concept
(www.istanbulguide.net). As quoted within the web site, ‘Istanbul is the
�rst (most important) gay city in Turkey and the second (most impor-
tant) in Eastern Europe (after Mikonos, Greece)’. With over 1 percent of
Europe’s alternative recreation and tourism establishments (mostly concen-
trated in Istanbul), Turkey could be perceived as one of the more important
gay countries in Eastern Europe. Moreover, the country could be touted
as the most important gay country in the Islamic world (using alterna-
tive recreation and tourism establishments as the key variable). The modest
clustering of the gay scene in Istanbul’s Taksim district also helps create
some visibility on the urban landscape.

Thus, regional importance as a gay centre could indeed be used as a
marketing tool, particularly for places with a modest build-up of gay infra-
structure that are islands (so to speak) surrounded by a region with little
to no gay infrastructure. Marketing Turkey as the gay core of the Islamic
World or the Republic of South Africa as the gay Mecca of Africa could
indeed be an effective niche marketing approach that could increase
tourism earnings by luring the lucrative gay travel market.
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Résumé: les variations géographiques dans les établissements de
tourisme et de récreation alternatives

Le tourisme homosexuel ou alternative a reçu l’attention du monde des affaires
et le monde universitaire. Ce segment du marché touristique voyage plus fréque-
ment que le marché ‘hétéro’ et c’est un marché qui résiste la récession économique.
Toutefois, plusieurs études ont démontrés que le tourisme homosexuel est, plûtot
spatialement concentré aux Etats-Unis d’Amérique et l’Europe Occidentale.
L’objectif de cette étude est centré sur l’infrastructure et non sur les touristes
homosexuels. L’étude aussi éxamine la distribution spatiale des établissements
touristiques et récreatifs autour du monde. Bien que le groupement de ces infra-
structures est trouvé dans les Etats-Unis d’Amérique et l’Europe Occidentale,
quelques endroits jouit d’une importance régionale relative en tant qu’ ‘iles’ avec
des centres homosexuels. Ces ‘iles’ peuvent etre commercialisées comme des centres
homosexuels qui émèrgent avec l’éspoir d’étendre le marché du tourisme homo-
sexuel.

Mots-clés: tourisme homosexuel, paysage homosexuel, communauté homo-
sexuelle, comportement touristique, marketing du tourisme
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