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RuziCasti prostori potrosnje:

istrazivacki dosezi i perspektive

Pink consumption areas:

research accomplishments and future perspectives

Ruzicasti  prostori  potro$nje  podrazumijevaju
skup mjesta koja su kreirana /ili koja se odlikuju
visokim stupnjem otvorenosti prema LGBT zajednici.
Istrazivanja ruzicaste potrosnje javljaju se 1990-ih
godina, gotovo bez iznimke smjestaju se u urbani
kontekst, a geografski su ograniena uglavnom na
prostore Angloamerike i Zapadne Europe. Kao ishodisna
mjesta ruziCaste potrosnje identificirani su nocni klubovi,
no liberalizacijom drustvenih odnosa u zemljama
svjetskoga Sjevera ruziasti prostori potrosnje sve se vise
diversificiraju. Ipak, dominiraju mjesta zabave, a njima je
posveceno i najvie istrazivacke pozornosti. Razmjerno je
dobro istrazen i sustav kupovine, ukljucujuéi upravljanje
potro$njom i tzv. rainbow washing, dok su proucavanja
kulture i zdravlja u znatnom deficitu. Istrazivanja ruzicaste
potrosnje obiljezena su zajednickim metodoloskim
problemima. Sredi$nji je problem nepostojanje popisa
LGBT osoba, ¢ime je gotovo onemoguéen bilo koji
vid probabilistickoga uzrokovanja. Shodno tomu
kvalitativna  istraZivanja, temeljena na metodama
intervjua, razgovorima u fokus-grupama i geosemiotickoj
analizi, u novije vrijeme prevladavaju nad kvantitativnim
istraZivanjima.

Kljuéne rijeci: ruziasta potrosnja, LGBT, kupovina,
zabava

Pink consumption areas are a collection of places that
were created and/or stand out for their openness towards
the LGBT community. Research of pink consumption
first arose in the 1990s and took place in an urban context
almost without exception, and was largely geographically
limited to Anglo-America and Western Europe. Night
clubs have been identified as the starting points of pink
consumption, but pink consumer spaces are becoming
increasingly diversified with the liberalisation of social
relations in the Western world. However, entertainment
remains the dominant domain and the most research
attention has been focused on this area. Purchasing
systems, including consumption management called
rainbow washing, has also been well studied, though
studies on culture and health related to this area are
strongly lacking. Research of pink consumption spaces
shares a common methodology with this issue. A central
issue is the lack of a public list of LGBT persons,
which makes it virtually impossible to have any form of
probability sampling. Accordingly, qualitative research
based on the interview method, focus group discussions,
and geosemiotic analyses are more frequently used than
quantitative research.

Key words: pink consumption, LGBT, shopping,

entertainment
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Uvod

U sekundarnoj literaturi ne postoji konsen-
zus oko odabira prikladne terminologije kojom
bi se oznacila potrosnja LGBT+ osoba.! Medu
kori§tenim sintagmama poput LGBT potrosnje,
queer-potro$nje, dugine potrosnje i ruzicaste po-
tro$nje odabrana je posljednja. Naime, LGBT je
sadrzajno preuzak pojam, a dodavanje oznake +
moze biti neprakti¢no. Termin gueer nerijetko se
koristi kao krovni pojam za sve LGBT osobe, ali
je on viSeznacan te podrazumijeva i poziciju koja
u pitanje dovodi samu ideju normativnosti. Dugi-
na potrosnja je glede sro¢nosti u hrvatskom jeziku
pomalo nespretna sintagma. Stoga je kao najbolji
oznaditelj istaknut pridjev ,ruZicast”. RuZiCasta
potro$nja podrazumijeva potroacke aktivnosti i
prakse koje ostvaruju LGBT osobe. Shodno tomu
ruziCasta mjesta potrosnje bit ¢e ona koja su kre-
irana specificno za LGBT osobe ili mjesta koja
se odlikuju visokim stupnjem otvorenosti prema
LGBT zajednici. Iako uporaba akronima LGBT
upucuje na to da se istrazivali bave razli¢itim sek-
sualnim i rodnim identitetima, treba napomenuti
da je glavnina paznje usmjerena prema gej mus-
karcima (Reilly i dr., 2008; Yaksich, 2008; Oaken-
full, 2013; Mattson, 2014; Strubel i Petrie, 2018).
Lezbijke su znatno manje zastupljene (Maclaren
i dr., 2017; Eisend i Hermann, 2019; Kentta-
maa-Squires, 2019), a ostale rodne i seksualne
manjine istrazivacki su gotovo marginalizirane.
Istrazivanja ruzicaste potrosnje javljaju se 1990-
ih godina. Dugo su bila ograniena na prostore
Angloamerike i Zapadne Europe, no posljednjih
desetak godina znanstveni interes za tu temu po-
javljuje se i u ostalim dijelovima svijeta (Australija,

1 Kisobran pojam LGBT*+ obuhvaca Sirok spektar seksualnih i rod-
nih manjina ¢ija bi potpunija pokrata bila LGBTQQIAAP. Ona se,
redom, odnosi na lezbijke (Zene koje privlace druge Zene), gej mus-
karce (muskarce koje privlace drugi muskarci), biseksualne osobe
(osobe koje privlace i Zene i muskarci), transrodne osobe (osobe &iji
se rodni identitet razlikuje od spola pripisanog pri rodenju), gueer
osobe (osobe koje se ne Zele rodno binarno identificirati ili koje se ne
zele identificirati samo na temelju seksualnosti), guestioning (osobe
koje istrazuju svoju seksualnost ili rodni identitet), interspolne osobe
(osobe diji tijelo medicinski ni drustveno nije u potpunosti musko
niti Zensko), saveznici (engl. allies) (uglavnom heteroseksualne osobe
koje podrzavaju LGBT+ zajednicu), aseksualne osobe (osobe koje
druge osobe seksualno ne privlace), panseksualne osobe (osobe koje
privlace druge osobe, neovisno o spolu i rodu) (Milkovi¢ i Stambuk,
2019; MHMW, 2021). U nastavku teksta, radi jednostavnosti, samo
LGBT.
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In secondary literature, there is no consensus re-
garding which terminology should refer to consump-
tion by LGBT+ persons’. Among the syntagmata
used, such as LGBT consumption, queer consump-
tion, rainbow consumption, and pink consumption,
the last has been selected for this paper. LGBT is too
narrow of a concept, and the addition of the + sign
can be impractical. The term queer is often used as an
umbrella term for all LGBT persons, but it has mul-
tiple meanings and implies a position that questions
the very idea of normalcy. Rainbow consumption is
a clumsy term when translated into Croatian (dugi-
na potrosnja). Therefore, the adjective “pink” was se-
lected as the best descriptor. Pink consumption im-
plies all consumer activities and practices exercised
by LGBT persons. Accordingly, pink consumption
areas are those which were created specifically for
LGBT persons, or places that stand out for being
very open to the LGBT community. Though the use
of the acronym LGBT suggests that researchers are
examining different sexual and gender identities, it
should be noted that the majority of attention has
been focused on gay men (Reilly et al., 2008; Yak-
sich, 2008; Oakenfull, 2013; Mattson, 2014; Strubel
and Petrie, 2018). Lesbians are far less represent-
ed in the literature (Maclaren et al., 2017; Eisend
and Hermann, 2019; Kenttamaa-Squires, 2019),
while other gender and sexual minorities have been
effectively marginalised in existing research. The
first research on pink consumption appeared in the
1990s, and largely remained limited to the regions
of Anglo-America and Western Europe. However,
over the past decade, scientific interest in this topic
has appeared in other parts of the world (Australia,

1 The umbrella term LGBT+ encompasses a broad spectrum of sex-
ual and gender minorities, where the full abbreviation would be
LGBTQQIAAP. The term refers to lesbians (women who are attract-
ed to other women), gay men (men who are attracted to other men),
bisexual persons (persons attracted to both men and women), trans-
gender persons (persons whose gender identity differs from their sex
at birth), gueer persons (persons who do not wish to have a binary
gender identification or who do not wish to identify solely on the basis
of sexuality), questioning (persons who are questioning their sexuality
or gender identity), intersex persons (persons whose body is not fully
male or female, in medical and/or social terms), allies (usually hetero-
sexual persons who support the LGBT+ community), asexual persons
(persons not sexually attracted to other persons), pansexual persons
(persons attracted to other persons independent of sex and gender)
(Milkovi¢ and Stambuk, 2019; MHMW, 2021). Hereinafter we use
only LGBT for the sake of simplicity.



Isto¢na i Juzna Azija, Brazil, Juzna Afrika). Cilj
je ovoga rada ponuditi pregled tih istrazivanja s
geografskoga aspekta. Za prikupljanje relevantnih
radova koristene su baze podataka Scopus i Web of
Science Core Collection. Pritom je teZiSte stavljeno
na geografske radove te one koji vise paznje po-
svecuju prostoru.

Ruzicasti prostori u okviru geografskoga
proucavanja potfrosnje

Potrosnja je izrazito prostorni proces. Svaki
oblik potrosnje kreira sebi svojstvene komerci-
jalizirane krajolike. Tako ¢e ruZiCasta potrosnja
oblikovati napose jedinstven tip urbanih prostora.
Medutim, potrosnja se, ma kakva ona bila, u ra-
zli¢itim prostorima razli¢ito manifestira; transfor-
mira prostor, ali je o njemu i ovisna. Geografska
raznolikost potrosnje i pripadaju¢ih mjesta u naj-
vecoj je mijeri ovisna o sociokulturnim dimenzi-
jama prostora (Coe i dr., 2007). To zacijelo nudi
ispravan odgovor na pitanje zasto su istraZivanja
ruziaste potro$nje zasad bila ograniena gotovo
isklju¢ivo na zemlje svjetskoga Sjevera. Ujedno je
i vazan argument zbog kojega ¢e radovi biti klasi-
ficirani s obzirom na potrosacke sustave kako ih
vidi geografija. Naime, imajuéi u vidu da su rela-
tivno nova pojava, kao i s obzirom na limitiranost
prostora u kojima postoji realizirani znanstveni
interes, prostor i vrijeme ne mogu biti relevantne
odrednice za klasifikaciju prethodnih istrazivanja.
U geografiji razlikujemo Cetiri osnovne potrosacke
aktivnosti — kupovinu, prehranu, zabavu i kultu-
ru (Jakovei¢, 2011). U svrhu veée primjenjivosti
klasifikacijskoga okvira, pojam prehrane zamijenit
¢emo pojmom zdravlja.

Sve je veéi broj radova koji se bave ruzicastom
potro$njom. Pretrazivanjem kombinacije pojmova
consumption i LGBT ili gay ili lesbian ili pink ili ra-
inbow ili gueer u bazama podataka Scopus i Web of
Science Core Collection u srpnju 2021. godine iden-
tificiran je 231 rad koji se bavi ruzi¢astom potros-
njom (sl. 1). Od toga je 16,9 % radova objavljeno
u geografskim Casopisima. Tijekom 1990-ih godina
ti su radovi razmjerno rijetki, na $to je dobrim di-
jelom utjecala epidemija AIDS-a i zaokupljenost s
time povezanim temama. Od 2000-ih godina pri-

South and East Asia, Brazil, and South Africa). The
aim of this study is to provide an overview of existing
research from a geographic perspective. The databas-
es Scopus and Web of Science Core Collection were used
to collect relevant literature. The focus was placed
primarily on geographic papers, especially those with
greater emphasis on the spatial component.

Pink consumption areas in geographic
research

Consumption is an exceptionally spatial process.
Each form of consumption creates its own commer-
cialized landscapes. Thus, pink consumption forms
its own kind of urban space. However, consump-
tion manifests itself differently in different areas; it
transforms space and is also dependent upon it. The
geographic diversity of consumption and its accom-
panying places is most dependent on the socio-cul-
tural dimensions of space (Coe et al., 2007). This
certainly provides a valid response to the question of
why research into pink consumption has primarily
been nearly exclusively limited to the northern hem-
isphere. This is also an important argument from the
geographic perspective and papers will be classified
according to the existing consumer systems. Taking
into account that these are relatively new concepts,
and given the limitations of the area in which there
is a true scientific interest, space and time cannot
be relevant determinants in classifying previous
research. In geography, we can differentiate four
kinds of consumer activities: shopping, food, en-
tertainment, and culture (Jakov¢ié, 2011). For the
purpose of higher applicability of the classification
framework, we will use the concept of health, rather
than food, as health is a much broader term.

There is an increasing number of papers fo-
cusing on pink consumption. A search using the
combination of terms consumption and LGBT or
gay or lesbian or pink or rainbow or queer in the da-
tabases Scopus and Web of Science Core Collection in
July 2021 identified 231 papers focusing on pink
consumption (Fig. 1). Of these, 16.9% of papers
were published in geographic journals. During the
1990s, these papers were relatively rare, in part due
to the AIDS epidemic and the preoccupation with
health-related topics. Starting the 2000s, a trend of
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mjetan je trend sve veéega broj radova koji temati-
ziraju ruziCastu potro$nju i pripadajuce prostore, a
nakon 2010. godine trend se jos vise ubrzava. Sve to
pokazuje da su istrazivanja ruZiCaste potro$nje sve
aktualnija, a Sirenje interesa za tu temu medu znan-
stvenicima iz razlic¢itih dijelova svijeta, kao i sama
priroda potrosnje, pokazuju da su takva istrazivanja
i geografski relevantna.

Neki autori ¢ine distinkciju ruzicastih prostora
na one koji su homonormativni i na one koju su
nekonformisti¢ki. Prve obiljezavaju obrasci po-
naganja koji su odraz odmjerenosti srednje klase,

more papers focusing on pink consumption and its
accompanying spaces is evident, and this trend ac-
celerated after 2010. This indicates that research on
pink consumption is becoming increasingly popu-
lar, and that there is a widening interest in the topic
among scientists from around the world concerning
the nature of consumption. This clearly shows that
such research is geographically relevant.

Some authors have divided pink spaces into
those which are homonormative and those which
are non-conformist. The first refers to behavioural
patterns than are a reflection of the moderation of

Broj radova
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Fig. 1 Number of publications directly or indirectly addressing consumption on the part of LGBT persons (1991-2021)

lzvori: Scopus, (2021); Web of Science, (2021)
Sources: Scopus, (2021); Web of Science, (2021
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dok drugi nisu normativno obiljezeni (Mattson,
2015). Kako bilo, da bi ruzicasti prostori potros-
nje uopée bili prepoznati, nuzno moraju imati
status sigurnoga fizickog i drustvenog prostora.
To je uvjet da bi se akteri koji ih koriste mogli po-
nasati otvoreno (Kates, 2002), tj. bez heteronor-
mativnoga pritiska prilagodbe ponasanja. Stoga
im se, kako tvrde Pereira i Ayrosa (2012), pripisu-
ju sakralna obiljezja jer su od jednostavnih i pro-
fanih potrosackih prostora postali sigurna mjesta
u kojima LGBT osobe nisu stigmatizirane, nisu
suoCene s drustvenom iskljucenos$éu niti osjecaju

bilo koji vid opresije.

Sistem kupovine

Pod pretpostavkom da LGBT osobe raspola-
7u razmjerno velikom kupovnom modi dobar dio
autora tvrdi da one imaju i specifi¢ne preferencije
glede kupovine, kao i distinktivne potrosacke na-
vike (Reilly i dr., 2008; Eisend i Hermann, 2019).
Stoga se relativno najvedi broj radova koji tema-
tizira ruziastu potro$nju bavi upravo sistemom
kupovine (Kates, 2013; Cunningham i Melton,
2014; Ginder i Byun 2015 i drugi). Jos su Kates
i Belk (2001) ustvrdili da LGBT osobe u kupo-
vini pronalaze alat za stjecanje mod¢i i pokazivanje
otpora spram dominantnom heteropatrijarhalnom
poretku. Drugim rije¢ima, potro$nja ima emanci-
pacijski potencijal, ali istovremeno djeluje dezin-
tegrirajuce jer dijeli manje i viSe imuéne ¢lanove
zajednice. U svakom slucaju, velik broj istrazivanja
isti¢e da potro$nja odrazava gej identitet te da ra-
zlika izmedu LGBT i hetero-kupovine leZi upravo
u pridavanju znacenja potrosackim dobrima, prak-
sama i prostorima (Reilly i dr., 2008; Kates; 2013;
Erdei i Savi¢, 2014; Strubel i Petrie, 2018; Madin-
ga i dr. 2020). Identitet i potrosnja LGBT osoba
usko su povezani. Potrosnja ima ulogu kreiranja
zeljenoga identiteta kroz transfere simbolickih
znacenja od proizvoda prema potro$acu samom
(Strubel i Petrie, 2018), §to se, uostalom, smatra
klju¢nim faktorom unutar teorije potrosacke kul-
ture (Pereira i Ayrosa, 2012). S tim je u vezi kon-
struiran i stereotip o rastro$nim gej muskarcima
koji su uvijek u trendu te koji uzivaju reputaciju

znalaca potro$nje (Yaksich, 2008; Erdei i Savi¢,

the middle class, while the second are not norma-
tively categorised (Mattson, 2015). Regardless, for
pink consumption areas to be recognised, they must
necessarily have the status of a physical safe and so-
cial space. 'This is a requirement for the actors who
use them to be able to act openly (Kates, 2002), i.e.
without heteronormative pressure on their behav-
iour. According to Pereira and Ayrosa (2012), such
spaces are often said to possess sacral traits, as these
are simple and profane consumer areas that have
become safe places in which LGBT persons are not
stigmatised, faced with social exclusion, and don’t
experience any form of oppression.

Shopping

It is widely assumed that LGB persons possess
relatively high purchasing power, and many authors
claim that they have specific preferences when pur-
chasing, and distinctive consumer habits (Reilly et
al., 2008; Eisend and Hermann, 2019). Therefore,
most papers examining the topic of pink consump-
tion deal primarily with shopping (Kates, 2013;
Cunningham and Melton, 2014; Ginder and Byun
2015, and so on). Kates and Belk (2001) claimed
that LGBT persons find shopping to be a tool to
acquire power and to exhibit resistance against the
dominant heteropatriarchal order. In other words,
shopping holds emancipation potential, while also
having disruptive power, as it divides the commu-
nity into its wealthier and less affluent members. In
any case, many studies have stressed that shopping
expresses gay identity, and that the difference be-
tween gay and hetero shopping lies in the impor-
tance given to consumer goods, practices, and spac-
es (Reilly et al., 2008; Kates; 2013; Erdei and Savié,
2014; Strubel and Petrie, 2018; Madinga et al.
2020). Identity and consumption are closely corre-
lated for LGBT persons. Consumption plays a role
in creating the desired identity through the trans-
fer of the symbolic significance of a product to the
consumer themselves (Strubel and Petrie, 2018),
which is deemed a key factor within consumption
culture theory (Pereira and Ayrosa, 2012). Accord-
ingly, the construed stereotype is of consumerist
gay men who are always trendy and enjoy a rep-
utation as discerning consumers (Yaksich, 2008;
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2015; Ginder i Byun, 2015). Pritom je dokumen-
tirano da kupovina, osim §to je vazna s aspekta
identiteta, sluzi za dostizanje rigidno postavljenih
ideala ljepote (Kates, 2002; 2013; Madinga i dr.,
2020). Istovremeno, stereotipna konstrukcija lez-
bijki dijametralno je suprotna te podrazumijeva
averziju prema kupovini (Braun i dr., 2015). Tim
je razlikama mogucde objasniti i veéi znanstveno-
istrazivacki interes za potro$nju gej muskaraca u
odnosu na ostale LGBT osobe. Novijega su datu-
ma istrazivanja kojima se nastoji utvrditi uskradi-
vanje usluga LGBT potro$acima kao i diskrimina-
cija koju dozivljavaju tijekom kupovine (Camargo

idr., 2020; Rosenbaum i dr., 2021).

Upravijanje ruzicastom potrosnjom: reklamiranje,
queerbaiting i rainbow washing

Etabliranjem LGBT potrodaca kao izrazito
imuénih te identitetski vezanih uz kupovinu in-
tenziviraju se marketinski napori kojima se oni
nastoje obuhvatiti (Oakenfull, 2013). To uklju-
Cuje prezentaciju promidzbenih poruka u LGBT
medijima ili uporabu tematskih koncepata (duga,
znak jednakosti, ruzicasti trokuti...) s kojima se
LGBT potrosaci mogu identificirati u masovnim
medijima (Strubel i Petrie, 2018). Podru¢je mar-
ketinga jedno je od najbolje istrazenih u proucava-
nju ruzicaste potrosnje (Maclaren i dr.,2017). Vise
radova utvrdilo je postojanje povezanosti izmedu
stigmatiziranih drustvenih skupina i érandova koji
se njima obracaju, §to u konacnici rezultira grad-
njom osjecaja pripadanja, tj. veée vijernosti brandu
(Oakenfull, 2012; Ginder i Byun, 2015; Wooten i
Rank-Christman, 2019). Dokazano je da isto vri-
jediiza LGBT osobe pa se one pokazuju odaniji-
ma brandu od hetero potrosaca (Reilly i dr., 2008).
Kad razviju afirmativan stav, isticu Cunningham i
Melton (2014), spremni su platiti visu cijenu do-
bra ili usluge koju nudi LGBT prijateljska kom-
panija. Vazno je uputiti i na istrazivanje Tsaija
(2012) koji tvrdi da LGBT osobe upotrebljavaju
svoju kupovnu mo¢ kako bi odbacile dominantnu
heteronormativnu kulturu te ukazale na vlastitu
obespravljenost. Stoga i reklamiranje usmjereno
prema LGBT osobama ne sluzi samo za komerci-
jalne svrhe, ve¢ je vazno i za kulturno osnaZivanje
i potvrdivanje.
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Erdei and Savi¢, 2015; Ginder and Byun, 2015). It
has been stated that shopping, in addition to being
important from the aspect of identity, also serves
to achieve rigidly-set ideals of beauty (Kates, 2002;
2013; Madinga et al., 2020). Meanwhile, the stere-
otypical construct of the lesbian is diametrically op-
posed, and implies an aversion to shopping (Braun
etal., 2015). These differences can also be explained
by the greater scientific research interest in the con-
sumption of gay men in relation to other LGBT
persons. More recent research has aimed to estab-
lish denial of services to LGBT consumers, and
the discrimination they experience while shopping

(Camargo et al., 2020; Rosenbaum et al., 2021)

Managing pink consumption: advertising, queerbaiting,
and rainbow washing

'The designation of the LGBT consumer as an ex-
ceptionally wealthy person whose identity is associ-
ated with shopping led to more intensive marketing
efforts aimed at engaging this target consumer group
(Oakentfull, 2013). This includes the presentation of
promotional messages in the LGBT media, or the
use of thematic concepts (rainbow, equality sign,
and pink triangles) that LGBT persons can identify
with in mass media (Strubel and Petrie, 2018). The
field of marketing is one of the best-researched areas
in the study of pink consumption (Maclaren et al.,
2017). Several papers have established the presence
of an association between stigmatised social groups
and the brands that speak to them, which ultimately
results in building a feeling of belonging and greater
loyalty to the brand (Oakenfull, 2012; Ginder and
Byun, 2015; Wooten and Rank-Christman, 2019).
It was also shown that this is true for LGBT per-
sons, and they show greater brand loyalty than het-
erosexual consumers (Reilly et al., 2008). According
to Cunningham and Melton (2014), once LGBT
individuals develop an affirmative stance, they are
prepared to pay more for goods and services offered
by LGBT-friendly companies. Tsai (2012) stated
that LGBT persons use their purchasing power to
reject dominant heteronormative culture and to ex-
press their own lack of rights. Therefore, advertising
geared towards the LGBT community serves not
only a commercial purpose, but is also important for
strengthening culture and affirmation.



Nadalje, sve je veéi broj brandova koji prigod-
nicarski tijekom lipnja, kad se obiljezava mjesec
ponosa, inkorporiraju LGBT simbole u svoje
reklamne kampanje, proizvode i usluge (Cham-
plin i Li, 2020). Medutim, ta je praksa prace-
na sve glasnijim kritikama, a u recentno vrijeme
dobiva i znanstvenoistrazivacku paznju. Tako se
pojmom gqueerbaiting’ opisuje toboznja podrska
LGBT zajednici, a da se ona u kona¢nici ni na
kakav opipljiv na¢in ne realizira, ve¢ ima ozbiljne
posljedice u pogledu prihvacanja LGBT osoba,
ali i razvoja LGBT identiteta. Woods i Hardman
(2021) razlazu queerbaiting na tri dimenzije: kul-
turnu, drustvenu i potrosacku. Potrogacka dimen-
zija vezuje se uz koncept rainbow washinga. On
podrazumijeva korporativno promicanje otvore-
nosti prema LGBT zajednici kroz reklamiranje s
ciljem da tvrtke budu percipirane kao progresiv-
ne, moderne i tolerantne (Falco i Gandhi, 2019).3
Medutim, neki autori kriticki isticu da je rainbow
washing zapravo komodifikacija specificne drus-
tvene skupine s ciljem stvaranja profita, a ne poti-
canja drustvene promjene (Champlin i Li, 2020).*
Posljedi¢no tomu uocen je sve jaci pritisak da se
dobivena sredstva vrate natrag LGBT zajednici

kroz izrazenu materijalnu potporu (Falco i Gan-
dhi, 2019).

Sistem zabave

Razmjerno se velik broj autora bavio LGBT
potros$njom u podrudju zabave (Kates, 2013; Oa-
kenfull, 2013; Gorman-Murray i Nash, 2017,
Huntidr., 2019 i drugi). Trazeéi mjesto za izlazak
u kojem se mogu osjecati sigurno ilezerno, LGBT
osobe u pravilu nastoje izbje¢i heteronormativne

2 Izvorno su se pojmom queerbaiting opisivala nastojanja da se privuce
LGBT publika konstrukcijom bliskoga odnosa izmedu osoba istoga
spola, a koji se nikad nije realizirao u romanti¢nom smislu (Woods i
Hardman, 2021).

3 Pojam se moze odnositi i na politicke entitete. Primjerice, Izrael sebe
vidi kao modernu i otvorenu drzavu, dok istovremeno, ostatak Bliskoga
istoka prezentira zaostalim i nasilnim. ZabiljeZeni su slucajevi u kojima
Izrael ucjenjuje LGBT+ Palestince koji nisu ou# potencijalnim razot-
krivanjem njihova identiteta te ih na taj nacin prisiljava da postanu
izraelskim dousnicima (Falco i Gandhi, 2019).

4 Pridobivanje potrosaca komodifikacijom drustvenih skupina ili proble-
ma prije rainbow washinga dokumentirano je i u vezi s osnazivanjem
polozaja Zena kao i okolisnih problema (tzv. greenwashing) (Champlin
i Li, 2020).

'There is an increasing number of brands that in-
corporate LGBT symbols in their advertising cam-
paigns, products, and services during the month of
June celebrated as Pride month (Champlin and Li,
2020). This practice is receiving increasing criti-
cism, and recently has been the subject of scientific
research interest. The concept of queerbaiting® de-
scribes supposed support for the LGBT communi-
ty which ultimately is not exercised in any tangible
way, but instead has grave repercussions concerning
the acceptance of LGBT persons and the develop-
ment of the LGBT identity. Woods and Hardman
(2021) examined gueerbaiting in three dimensions:
cultural, social, and consumer. The consumer di-
mension is tied to the concept of rainbow washing.
'This implies the corporate promotion of openness
towards the LGBT community through advertis-
ing, with the aim of presenting the company as
progressive, modern, and tolerant (Falco and Gan-
dhi, 2019)*. However, some authors have critically
stressed that rainbow washing in fact represents a
commodification of specific social groups with the
aim of gaining profit, rather than promoting social
change (Champlin and Li, 2020)*. Consequent-
ly, pressure is increasing for companies to redirect
earnings back to the LGBT community through
explicit material support (Falco and Gandhi, 2019).

Entertainment

There are a number of studies examining LGBT
entertainment (Kates, 2013; Oakenfull, 2013; Gor-
man-Murray and Nash, 2017; Hunt et al., 2019; and
so on). In seeking a place to go out where they can
feel safe and relaxed, LGBT persons generally try

to avoid heteronormative spaces (Hunt et al., 2019).

2 Originally, the concept of gueerbaiting described attempts to attract
LGBT public through construction of close relationships between
same-sex persons and which was never realised in the romantic sense

(Woods and Hardman 2021).

3 This concept can also pertain to political entities. For example, Israel
views itself as a modern and open country, while the remainder of the
Near East is presented as backwards and violent. There are cases in
which Israel has blackmailed LGBT+ Palestinians who were ou# and
threatened to reveal their identity, and in this way coerced them into
becoming Israeli informants (Falco and Gandhi, 2019).

4 Trying to obtain consumer commodification of social groups or re-
lating to social issues, prior to rainbow washing, was also documented
in the fight for women’s rights, and concerning environmental issues

(greenwashing) (Champlin and Li, 2020).
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prostore (Hunt i dr., 2019). Istrazivanja su poka-
zala da se pritom, mnogo vise od opce populacije,
oslanjaju na klubove i kafi¢e kao drustvene pozor-
nice i mjesta socijalizacije (Charlebois i dr., 2017).
Vaznost gej klubova i kafi¢a u socijalizaciji LGBT
osoba dokumentirana je jo§ od 1920-ih godina.
Identificirani su kao najvaznija mjesta, odnosno
jezgre razvoja i funkcioniranja LGBT zajednice
u razli¢itim drustvima (Lugosi, 2007; Burmaz,
2014; Mattson, 2015). Vise istrazivanja potvrdilo
je da su gej klubovi mjesta koja pruzaju osjecaj si-
gurnosti i slobode za LGBT osobe, §to ih ¢ini ne-
obi¢no vaznima i za kreiranje identiteta ljudi koji
ta mjesta koriste (Cattan i Vanolo, 2014; Bettani,
2015). Osjecaj sigurnosti i privatnosti stvara se
uslijed odvojenosti od vanjskoga (heteronorma-

tivnog) prostora, o Cemu je raspravljao Dimitrov
(2014).

Kad je rije¢ o vaznosti ruzicastih prostora po-
tro$nje za vidljivost LGBT zajednice, nije posti-
gnut znanstvenoistrazivacki konsenzus. Postoje
li javno oznaleni urbani sadrzaji, vidljivost ¢e se
povecati, no ako je rije¢ o prostorima koji su ne-
vidljivi, periferni, tada je moguce govoriti o unu-
trasnjoj periferizaciji (Burmaz, 2014), odnosno
marginalizaciji (Dimitrov, 2014). Dokumentiran
je znatno veéi broj gej klubova od lezbijskih, $to
se objasnjava Cinjenicom da su (gej i biseksualni)
muskarci viSe teritorijalni od ostalih LGBT osoba
i Ceddi posjetitelji mjesta zabave (Binne i Valenti-
ne, 1999; Thomson, 2007). Dok neki tvrde da je
rije¢ o mjestima koja su otvorena, ne samo svim
pripadnicima LGBT zajednice, nego opcenito
(Cattan i Vanolo, 2014), drugi autori isticu da ru-
ZiCasti no¢ni klubovi nisu podjednako dostupni
razliCitim seksualnim i rodnim manjima (Kates,
2002; Binnie, 2004; Bettani, 2015; Baudinette,
2017; Motschenbacher, 2020). Stoga se istrazivac-
ki fokus sve ¢e$¢e pomice prema problematizira-
nju normalizacije heteronormativnoga poimanja
maskuliniteta/feminiteta, $to rezultira margina-
lizacijom ostalih pripadnika LGBT zajednice
(Brown i Bakshi, 2011; Baudinette, 2017). Kako
bilo, gej klubovi vazna su mjesta za LGBT osobe,
osobito za one koje putuju iz ruralne i/ili suburba-
ne okolice u grad da bi ublazili u¢inke socijalne i
prostorne izolacije heteronormativnoga prostora u
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Research has shown that they rely heavily on night
clubs and cafes as social stages and places for social-
isation, to a much higher degree than the general
population (Charlebois et al., 2017). The importance
of gay clubs and cafes in the socialisation of LGBT
persons was already documented in the 1920s. They
were identified as the most important spots, i.e. the
fundamental and developmental nuclei of the LGBT
community in various societies (Lugosi, 2007; Bur-
maz, 2014; Mattson, 2015). Much research has con-
firmed that gay clubs are places that offer a feeling
of security and freedom for LGBT persons, making
them unusually important for the formation of the
identity of the people who use them (Cattan and
Vanolo, 2014; Bettani, 2015). The feeling of security
and privacy, though, creates isolation from external
(heteronormative) spaces, as discussed by Dimitrov

(2014).

'There is currently no scientific consensus consid-
ering the importance of pink consumption spaces
for the visibility of the LGBT community. If there
is publicly-marked urban content, that visibility in-
creases; while in the case of spaces that are under
the radar and peripheral, this can then be considered
internal peripherisation (Burmaz, 2014) or margin-
alization (Dimitrov, 2014). There are substantially
more gay clubs than lesbian clubs, indicating that
(gay and bisexual) men are more territorial than
other LGBT persons and more frequent visitors to
places of entertainment (Binne and Valentine, 1999;
Thomson, 2007). While some claim that these are
places that are open to all LGBT persons and the
broader (heterosexual) community (Cattan and Va-
nolo, 2014), other authors stress that pink night
clubs are not equally accessible to different sexual
and gender minorities (Kates, 2002; Binnie, 2004;
Bettani, 2015; Baudinette, 2017; Motschenbacher,
2020). Therefore, the research focus is increasingly
shifting towards the issue of normalisation of the
heteronormative concept of masculinity/femininity,
which in consequences marginalises the remaining
members of the LGBT community (Brown and
Bakshi, 2011; Baudinette, 2017). Regardless, gay
clubs are important places for LGBT persons, par-
ticularly those who travel from rural and/or subur-
ban surroundings to the city to mitigate the effects
of social and spatial isolation of the heteronormative



kojem Zive (Mattson, 2015). Dokumentirano je da
gej klubove obiljezava nepostojanost, odnosno ne-
stalnost fizickoga prostora u kojem se nalaze, oso-
bito u manjim gradovima (do milijun stanovnika)
(Burmaz, 2014; Cattan i Vanolo, 2014). U veéim
je gradovima ipak zabiljeZena njihova stalnost, ali
i izrazitija diversifikacija (Baudinette, 2017; Gor-
man-Murray i Nash, 2017). Istovremeno uslijed
liberalnih drustvenih promjena pojave LGBT
drustvenih mreza i aplikacija za upoznavanje
primijecena je smanjena potraznja za gej klubo-
vima (Collins i Drinkwater, 2017). U kontekstu
prostora zabave prili¢no velik broj autora proble-
matizirao je i pitanje manjinskoga stresa te njegov
utjecaj na konzumaciju sredstava ovisnosti (Boyle
i dr., 2018; Charlebois, 2017), no oni su dobrano
iz podru¢ja medicine i zdravlja te im u fokusu nije
prostorno-potro$acka problematika.

Sistemi kulture

Dok je glavnina istrazivackoga interesa za ru-
Ziastu potro$nju usmjerena prema aktivnostima
zabave i kupovine, sistem kulture (mjesta poput
kina i kazalista, zatim koncerti, festivali...) dobra-
no je zanemaren. U jednom od rijetkih radova koji
se bave ovim vidom ruzicaste potro$nje La Rocca
(2019) istice kako festival Gay Village u Rimu s
godinama sve viSe posjecuju hetero muskarci, sto
povezuje s porastom agresivinoga prostornog po-
naganja. Naravno, vazne manifestacije ruziCaste
potrosnje jesu i povorke ponosa (Kenttamaa-Squi-
res, 2019). Iako se njihova povijest vezuje uz otpor
ugnjetavanju i represiji nad LGBT zajednicom,
jo§ je ranih 2000-ih dokumentirano da su one u
zemljama svjetskoga Sjevera izgubile elemente
politickoga aktivizama, komercijalizirane su te po-
zicionirane kao neizostavan dio kulturne i turistic-
ke ponude gradova (Bell i Binie, 2004; Johnston,
2005). Svoju izvornu svrhu povorke su zadrzale
u Isto¢noj Europi te zemljama svjetskoga Juga
(Brown, 2009; Peterson i dr, 2018). Ipak, veéina
istrazivanja koja se bave povorkama ponosa foku-
sirana je na borbu za prava LGBT osoba (Brown,
2007; Barrientos i dr., 2010; Milani, 2015), a ne
na njihov potrosacki aspekt pa tu postoji prili¢no
§irok, a razmjerno neistrazen istrazivacki prostor.

space in which they live (Mattson, 2015). It has been
stated that gay clubs are characterised by a fleeting-
ness, or lack of permanence of the physical space in
which they are found, especially in smaller cities (up
to 1 million inhabitants) (Burmaz, 2014; Cattan and
Vanolo, 2014). In larger cities, these clubs are far
more permanent, with more pronounced diversifica-
tion (Baudinette, 2017; Gorman-Murray and Nash,
2017). Meanwhile, due to liberal social changes and
the appearance of LGBT social networks and dating
applications, the demand for gay clubs is in decline
(Collins and Drinkwater, 2017). In the context of
entertainment, a number of authors have examined
the issue of minority stress and its impacts on the
consumption of addictive substances (Boyle et al.,
2018; Charlebois, 2017); such research, however, is
usually in the fields of medicine and health and its
focus is not on spatial or shopping issues.

Culture

'The majority of the research interest for pink
consumption is focused on entertainment and
shopping activities, and culture (e.g. cinemas, thea-
tres, concerts, festivals) has been largely neglected.
In one of the rare papers addressing this aspect of
pink consumption, La Rocca (2019) stressed that
the Gay Village festival in Rome is increasingly vis-
ited by heterosexual men, and associated it with an
increase in aggressive spatial behaviour. Indeed,
pride parades are important pink consumption
events (Kenttamaa-Squires, 2019). Though the
history of these events is associated with resistance
against the persecution and repression of the LGBT
community, the elements of political activism start-
ed to fade in the countries of the global North by
the early 2000s, becoming more commercialised
and positioned as an essential part of the cultural
and tourism sphere of cities (Bell and Binie, 2004;
Johnston, 2005). Pride parades have retained their
original purpose in Eastern Europe and the coun-
tries of the global South (Brown, 2009; Peterson et
al, 2018). However, most research on these parades
focuses on the battle for the rights of LGBT per-
sons (Brown, 2007; Barrientos et al., 2010; Milani,
2015), and not on the consumer aspect. Therefore,
this is a relatively large and untouched research area
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Primjerice, upravo posredstvom povorki ponosa
dolazi do izrazaja neprimjetna normalizacija ho-
moseksualnosti javnoga prostora, bududi da jer uli-
ce tada primjetno prestaju biti heteronormativne, o
¢emu raspravljaju Brown i Bakshi (2011). S toga su
aspekta povorke (i) kulturoloski vazan dogadaj. S
druge strane, neki radovi, s pozicije neomarksisti¢-
ke kritike, apostrofiraju da je komercijalizacija po-
vorki zapravo manifestacija ,,desublimirane” repre-
sije, odnosno da obmanjuje potencijalne potrosace
toboznjim doprinosom vidljivosti i prihvacanja,
dok istovremeno i nesvjesno ti isti potrosaci trpe

opresiju (Kates i Belk, 2001).

Sistem zdravija

Vrlo je malo istrazivanja koja se bave ruzica-
stom potro$njom vezanom uz prehranu i zdrav-
lje. Iako rijetki, takvi radovi donose zanimljive
rezultate. Primjerice, Gavulic i Gonzales (2021)
nedvojbeno su utvrdili da se LGBT osobe isti¢u
prosjecno ve¢om potrosnjom zdravstvenih usluga
od opée populacije, $to objasnjavaju posljedicom
manjinskoga stresa i socijalne isklju¢enosti. Nada-
lje, Fish (2010) je raspravljala o na¢inu na koji ra-
zli¢ite dimenzije socijalne iskljuenosti rezultiraju
drukdijim uvjetima Zivota i rada te imaju posljedice
za zdravlje i koristenje zdravstvenih usluga LGBT
osoba. Dokumentiran je i utjecaj migracija LGBT
osoba na njima manju dostupnost zdravstvenih
usluga u SAD-u (Lee i dr., 2019). Iako su se tek
usputno bavile gej i biseksualnim muskarcima,
Hollyday i Cairnie (2007) tvrde da ¢e promjena
od pozicije pacijenata (javno zdravstvo) prema po-
ziciji potrosaca (privatno zdravstvo) ojacati trziste
(muskih) plasti¢nih operacija. S tim u vezi, znatan
je broj radova utvrdio da su gej muskarci prosje¢no
nezadovoljniji vlastitim tijelom od hetero muska-
raca pa ¢e viSe ulagati u fizicki izgled (Reilly i dr.,
2008; Madinga, 2020). To se ne odnosi samo na
kupovinu robnih marki. Transformacija tijela, na-
ime, takoder pomaze u kreiranju Zeljenoga identi-
teta. Dapace, Reilly i dr. (2008) isti¢u da taj proces
obi¢no podrazumijeva ¢lanstvo u teretani i pose-
ban rezim prehrane. Strubel i Petrie (2018) ucinili
su korak dalje pa raspravljaju kako vjezbanje fo-
kusirano na mrsavljenje, stjecanje snage ili misi¢ne
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to explore. For example, thanks to the pride pa-
rades, the subtle normalisation of homosexuality in
the public space has become prominent, as streets
cease to be heteronormative during these periods, as
discussed by Brown and Bakshi (2011). From this
aspect, parades are also an important cultural event.
On the other hand, some authors take a neo-Marx-
ist stance by stressing that the commercialisation
of pride parades is in fact a “desublimation” of re-
pression, by misleading potential consumers with a
supposed contribution to visibility and acceptance,
while those same consumers unknowingly suffer

oppression (Kates and Belk, 2001).

Health

'There is very little research addressing pink con-
sumption relating to diet and health. Though rare,
such studies show interesting results. For example,
Gavulic and Gonzales (2021) clearly established that
LGBT persons have a higher average consumption
of health services than the general population, ex-
plained due to minority stress and social exclusion
that they suffer from. Further, Fish (2010) discussed
how different dimensions of social exclusion resulted
in different living and working conditions, and how
these affect the health and use of health services by
LGBT persons. The effect of migration of LGBT
persons due to less-accessible health services in the
US has also been recorded (Lee et al., 2019). Though
they only studied gay and bisexual men, Hollyday
and Cairnie (2007) claimed that the shift from the
position of patient (public health) to the position
of consumer (private health) would strengthen the
market for plastic surgery among men. In line with
this, there is a large number of studies that have
found that gay men are, on average, more unsatis-
fied with their bodies than heterosexual men, and
thus will invest more in their physical appearance
(Reilly et al., 2008; Madinga, 2020). This does not
only refer to the purchase of branded goods, as body
transformation also contributes to developing the
desired identity. Reilly et al. (2008) stressed that
this process typically implies a gym membership and
special diet regime. Strubel and Petrie (2018) took
this one step further and described that exercising
focused on weight loss, strength, and muscle gain is



mase postaje primarni nacin na koji gej muskarci
pokusavaju biti fizicki atraktivni te se oduprije-
ti drustvenoj percepciji kao feminiziranih, fizicki
inferiornih te nedostatno maskulinih. Konac¢no, u
suglasju s prethodno navedenim, Meyer i Wilson
(2009) uocavaju da gej i biseksualni muskarci u ve-
¢oj mjeri pate od poremecaja prehrane u odnosu
na ostatak populacije.

Relevantnost, problemi i perspektive
istrazivanja ruzicaste pofrosnje

Prevladava stav da LGBT zajednica predstav-
lja dio trzista koji raspolaze prilicnom kupovnom
modi (Kates, 2013; Braun i dr., 2015). Stoga ne ¢udi
da se u pojedinim radovima oznacavaju termini-
ma kao §to su ,trziste snova’, ,neiskoristeni zlatni
rudnik” ili pak kao dio trzista nedovoljno izloZen
usluznom sektoru (Skover i Testy, 2002). Mit o bo-
gatstvu LGBT osoba nasao je uporiste u nekoliko
istrazivanja iz 1990-ih godina koja su potvrdila da
gej muskarci i lezbijke zaista imaju viSe prihode od
heteroseksualnih osoba (Miller, 1990; Fugate, 1993;
Penaloza, 1996, prema Braun i dr., 2015). Novija
istrazivanja, medu kojima posebno treba izdvojiti
Braun i dr. (2015) te Le Nauzea (2015), pokazala su
da teza o visoj zaradi ne vrijedi na razini pojedinaca.
Stovise, raskoraci u placama negativni su na tetu
gej muskaraca (SAD, Kanada, UK, Svedska...).
Istovremeno, nulti su ili pozitivni za lezbijke (Le
Nauze, 2015). Cinjenicu da gej muskarci zaradu-
ju manje od hetero muskaraca Braun i dr. (2015)
objasnjavaju njihovim manje ¢estim zaposljavanjem
u pladenijim poslovima (pravo, poslovni sektor, IT),
dok vece prihode lezbijki posljedicom neprihvaca-
nja tradicionalnih rodnih uloga te njihovim veéim
investiranjem u vlastiti ljudski kapital (Braun i dr.,
2015). S druge strane, istospolna domacinstva u
pravilu biljeze viSe prosje¢ne prihode od hetero-
seksualnih, §to osobito dolazi do izrazaja s pora-
stom Zivotne dobi uslijed nezasnivanja obitelji (tzv.
DINK sindrom) te kao rezultat drukéijega Zivotnog
stila (Eisend i Hermann, 2019). Procjenjuje se da su
prihodi istospolnih domaéinstava u SAD-u oko 20
% visi od prihoda heteroseksualnih domacinstava
(Strubel i Petrie, 2018). Predstavljene tvrdnje po-

tvrduju trzi$ni potencijal ruzicaste potro$nje. Stoga

becoming the primary way that gay men try to be-
come more physically attractive, and to counter the
social perspective of gay men as feminised, physical-
ly inferior, and insufficiently masculine. Finally, and
in agreement with the aforementioned, Meyer and
Wilson (2009) observed that gay and bisexual men
suffered from eating disorders more often than the
rest of the population.

Relevance, issues, and perspectives of
researching pink consumption

There is an overwhelming opinion that the
LGBT community represents part of the market
that possesses significant purchasing power (Kates,
2013; Braun et al., 2015). Therefore, it comes as
no surprise that some papers denote this area with
terms such as ‘dream market’, ‘untapped gold mine’,
or “part of the market that is insufficiently exposed
to the services market’ (Skover and Testy, 2002).
'The myth of the wealth of LGBT persons has been
supported by a number of studies from the 1990s,
which confirmed that gay men and lesbians in-
deed had higher average earnings than heterosex-
ual persons (Miller, 1990; Fugate, 1993; Penaloza,
1996, according to Braun et al., 2015). More re-
cent research, particularly Braun et al. (2015) and
Le Nauzea (2015), has shown that claims of higher
earnings, however, do not apply at the level of the
individual. Furthermore, the salary gap is negative
at the expense of gay men (in the US, Canada,
UK, Sweden, etc.). Meanwhile, salary gap is either
non-existent or positive for lesbians (Le Nauze,
2015). Braun et al. (2015) explained that gay men
typically earn less than heterosexual men due to
less-frequent employment in higher paying jobs
(law, business sector, I'T), while higher earnings on
the part of lesbians is due to their non-acceptance
of traditional gender roles and greater investment
in their own human capital. On the other hand,
same-sex households generally report higher aver-
age earnings than heterosexual households, which
becomes even more pronounced with increas-
ing age, due to the non-establishment of a family
(DINK Syndrome — dual income, no kids) and as a
result of a different lifestyle (Eisend and Hermann,
2019). It was assessed that the revenues of same-sex
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je istrazivacki i viSe nego relevantno baviti se pro-
storima potro$nje i potrosackim navikama LGBT
osoba.

LGBT zajednica povijesno se oblikovala u ur-
banim prostorima, a utjecala je i na njihovo obli-
kovanje (Gieseking, 2016). Naime, gradovi po-
drazumijevaju moguénost otvorenijega ponasanja,
anonimnost te dostupnost veéem broju mjesta
potrosnje (Woods, 2014). Dakle, sirenje LGBT tr-
Zi§ta povijesno je vezano uz urbanizaciju (Pereira i
Ayrosa, 2012). Mjesta odrzavanja LGBT dogadaja
i potrosnje odavno su prestala biti iskljucivo getoi-
zirane gej Cetvrti (engl. gay villages) i sve su rasprse-
nija (Hubbard i dr., 2016; Lewis, 2016). Istrazivanja
ruziaste potro$nje stoga se u pravilu pozicioniraju
u urbani kontekst. Pri odredivanju relevantnoga
prostornog obuhvata istrazivanja korisno je poslu-
7iti se gej indeksom (engl. gay index). Rijec je o jed-
nostavnom lokacijskom kvocijentu koji mjeri broj
istospolnih domacinstava u manjoj prostornoj jedi-
nici prema broju istospolnih domacinstava u vecoj
prostornoj jedinici te dobiveni iznos dijeli s brojem
stanovnika manje prostorne jedinice prema broju
stanovnika vece prostorne jedinice (Florida, 2002).
Medutim, tim je pokazateljem moguée dobiti is-
klju¢ivo koncentraciju istospolnih domacéinstava
u nekoj prostornoj jedinici, ¢ime se zanemaruju
LGBT osobe koje su u vezi s osobom razli¢ita spola
(biseksualne, transrodne, panseksualne i druge oso-
be), koje su samci 1/ili koje se jednostavno ne zele
identificirati. Time dolazimo do klju¢noga proble-
ma u istraZivanjima, a to je Cinjenica da ne postoji
popis LGBT osoba. Stoga je istraZivanje gotovo
nemoguce provesti slu¢ajnim uzorkovanjem (Reilly
i dr., 2008), a kao najprimjerenija metoda odabi-
ra ispitanika namece se neprobabilisiticka metoda
uzorkovanja tehnikom snjezne grude. Ta se tehnika
koristi u najvecem broju istrazivanja LGB prosto-
ra i obrazaca potro$nje (npr. Kates, 2013; Braun i
dr., 2015), pri ¢emu se kao polaziste uzorkovanja
u pravilu kontaktiraju LGBT organizacije. Time se
eliminira autorova pristranost u odabiru inicijalnih
sudionika istrazivanja. Medutim, to istodobno zna-
¢i da dobiveni rezultati nisu reprezentativni, tj. da se
ne mogu generalizirati na opéu LGBT populaciju
(McCormack, 2014; Ginder i Byun, 2015). Jasno,
uzorkovanje tehnikom snjezne grude istovremeno
znali da ¢e dobiveni skup ispitanika biti pod ve-

70

households in the US are about 20% higher than in
heterosexual households (Strubel and Petrie, 2018).
These claims clearly confirm the market potential of
pink consumption. Therefore, it is more than rele-
vant to research areas of consumption and the con-

sumption habits of LGBT persons.
Historically, the LGBT community was formed

in urban spaces, and has influenced how these
spaces are shaped (Giescking, 2016). Cities imply
the opportunity for more open behaviour, greater
anonymity, and access to more consumption sites
(Woods, 2014). Accordingly, the expansion of the
LGBT market has been associated with the process
of urbanisation (Pereira and Ayrosa, 2012). Sites
where LGBT events are held and consumption
areas have ceased to be exclusively ghettoised gay
villages, and are now increasingly dispersed (Hub-
bard et al., 2016; Lewis, 2016). Research of pink
consumption is therefore, as a rule, in the urban
context. In determining the relevance of the spatial
scope of research, the gay index is a useful tool. This
is a simple locational quotient that measures the
number of same-sex households in a smaller spa-
tial area in comparison to the number of same-sex
households in a larger spatial area, and the obtained
amount is divided by the population of the smaller
spatial area in comparison to the population of the
larger spatial unit (Florida, 2002). However, this
indicator only gives the concentration of same-sex
households in a spatial unit, and neglects LGBT
persons who are in a household with a person of
a different sexual orientation (bisexual, transgender,
pansexual, or others), who live alone, or who do not
wish to be identified. This gives rise to the primarily
problem in the research: the fact that there are no
lists of LGBT persons. Therefore, research based
on a random sample is virtually impossible (Reilly
et al., 2008). The most appropriate method of se-
lecting subjects is the non-probability method of
snowball sampling. This technique is used in most
research of LGBT spaces and consumption habits
(e.g. Kates, 2013; Braun et al., 2015), whereby con-
tacting LGBT organisations is the starting point
for sampling. This eliminates the author’s bias in se-
lecting the initial study participants. However, this
also means that the results obtained are not repre-
sentative and cannot be extrapolated to the gener-

al LGBT population (McCormack, 2014; Ginder



likim utjecajem inicijalnih ispitanika (Braun i dr.,
2015). Znatno rjede koristena varijanta prikuplja-
nja ispitanika jest kombinacija prigodnoga uzroka
(prijatelji i poznanici koji su dio LGBT zajednice) i
uzorkovanja tehnikom snjezne grude (Kates, 2002;
Ginder i Byun, 2015). Neki su autori rjesenje meto-
doloskih poteskoca u proucavanju LGBT zajednica
pokusali naéi u probabilistickoj metodi slucajnoga
sustavnog uzorkovanju na javnom mjestu (McCor-
mack, 2014). Medutim, takav pristup sadrzava dva
osnovna problema — prvi se tice sigurnosti istraziva-
¢a u manje tolerantnim dru$tvima, a drugi iskljuci-
vanja osoba koje su i dalje ,,u ormaru”. S obzirom na
neminovne probleme pri uzorkovanju, a onda i mo-
gucnosti statisticke obrade podataka, ne treba ¢uditi
da u znanstvenom bavljenju ruzi¢astom potrosnjom
nemali udio zauzimaju kvalitativna istraZivanja.
Kao istrazivacke metode dominiraju intervjuiranje
i razgovori u fokus grupama, a u novije vrijeme za-
mah dobivaju istrazivanja semiotickoga krajolika
(tzv. geosemiotika).’

Ekstenzivan osvrt na primjenjivane teorijske
pristupe u istrazivanju ruzicaste potros$nje ponudili
su Ginder i Byun (2015). Uglavnom su vezani uz
teoriju potro$acke kulture, pitanja identiteta, sek-
sualnosti i roda. Izuzev njih, u problematiziranju
ruzicastih prostora potro$nje od velike koristi mogu
biti i teorije prostora H. Lefebvrea i M. Foucaulta.
Kako bi analizirao gej kinesku Cetvrt u Singapuru,
Tan (2015) je promatra kao lefebvrijanski prostor,
§to podrazumijeva skup triju preklapajuéih prosto-
ra — materijalnoga, socijalnoga i zamisljajnoga. Os-
novna postavka pritom glasi da prostor ne moze biti

5 Geosemiotika (engl. geosemiotics) ili istrazivanje semiotickoga krajoli-
ka (engl. semiotic landscape) smatra se subdisciplinom sociolingvistike.
Obuhvaca proucavanje pojavnih oblika jezika u javnom prostoru (pro-
metni znakovi, reklamni panoi, imena ulica, imena trgovina, natpisi
na drzavnim zgradama...) (Baudinette, 2017). Geosemiotika nastoji
razumjeti motive, uporabu, ideologiju, odabir odredenih jezi¢nih vari-
janata i forma (Gorter, 2018), odnosno pruZiti integrativan pogled na
razli¢ite semioticke sustave koji zajedno tvore znacenje/osjecaj mjesta
(Baudinette, 2017). Pritom je vaZno usmjeriti paznju na isprepletenost
verbalnih i neverbalnih znakova, njihov prostorni razmijestaj, ulogu
koja je obi¢no grani¢na, tj. demarkacijska (npr. znakovi koji stratifi-
ciraju mjesta na mikroprostore) te nacin na koji se znakovi oslanjanju
na vizualni identitet prostora (Blommaert, 2013). U polju kriticke ge-
ografske semiotike uobicajena je analiza na dvjema razinama — sin-
taktickoj (pozicioniranje znakova u odnosu prema drugima) te pra-
gmatickoj (povezanost znakova s drustvenim kontekstom). Istrazivanja
semiotickoga pejzaza vezana uz seksualnost nova su pojava. Nastaju na
preklapanju znanstvenoga interesa geografije te istrazivanja seksualno-
sti (Motschenbacher, 2020).

and Byun, 2015). Moreover, the snowball sampling
technique also means that the obtained group of
subjects will be under the strong influence of the
initial subjects (Braun et al., 2015). Less often, sub-
jects are chosen through a combination of suitable
sample (friends and acquaintances that are part of
the LGBT community) and then further sampled
using the snowball technique (Kates, 2002; Ginder
and Byun, 2015). Some authors find a solution to
this methodological issue in studying the LGBT
community by applying the probability method of
random systematic sampling in public places (Mc-
Cormack, 2014). However, such an approach pre-
sents two fundamental problems — the first is the se-
curity of the researcher in less-tolerant societies, and
the second is the exclusion of persons who are still
“in the closet”. Considering these issues in sampling
and the problems they also present in statistical
analysis of data, it should come as no surprise that
pink consumption accounts for a large portion of
the qualitative research in the field. Research meth-
ods in this area are predominantly interview- and
discussion-based in focus groups, while geosemiotic
research is receiving new importance®.

Ginder and Byun (2015) have an extensive
overview of the applied theoretical approaches to
researching pink consumption. These approaches
are primarily associated with theories of consum-
er culture, identity issues, sexuality, and gender.
Another theory that could be useful in examining
pink consumer spaces is that of space by Lefebvre
and Foucault. In order to analyse Singapore’s gay
Chinatown, Tan (2015) examined it as a Lefeb-
vrian space, implying a group of three overlapping

5 Geosemiotics or researching the semiotic landscape is considered a
subdiscipline of sociolinguistics. It includes studying the emergence of
forms of language in the public space (traffic signs, advertising boards,
street names, square names, signs on state buildings, etc.) (Baudinette,
2017). Geosemiotics aims to understand the motives, use, ideology,
selection of various language formats and forms (Gorter, 2018), and
to provide an integrative overview of different semiotic systems that
together form the significance or feeling of a place (Baudinette, 2017).
It is important to direct attention to the intermingling of verbal and
non-verbal signs, their spatial position, and rules that are often borders,
i.e. demarcation lines (as signs that stratify places into microspaces),
and the ways that these signs depend on the visual identity of the space
(Blommaert, 2013). In the field of critical geographic semiotics, anal-
ysis is typically performed at two levels — the syntactic (positioning of
signs in relation to one another) and pragmatic (association of signs
with the social context). Research of the semiotic landscape as it relates
to sexuality is new. The aim is to overlap the scientific interests of
geography with the study of sexuality (Motschenbacher, 2020).

71

K. Mak
M. Jakovéi¢

Ruzicasti prostori
potrosnje:
istrazivacki dosezi i
perspektivea

Pink consumption
areas: research
accomplishments
and future
perspectives



HRVATSKI
GEOGRAFSKI
GLASNIK
83/2,59-77 (2021.)

razumljiv iskljucivo kao konkretan i materijalan, ve¢
se tomu pridodaje ideologka, zivljena i subjektivna
komponenta (Warf i Arias, 2008). Medutim, razli-
Cite interpretacije Lefebvreove prostorne dijalektike
govore o nepostojanju suglasja u njegovu tumacenju
(Brkovi¢, 2013) kao i o ogranicenoj primjenjivosti.
Foucaultova je prostorna dijalektika primjenjivi-
ja. On razlikuje zbiljske od nezbiljskih prostora
(utopija), a prostor koji je istodobno i materijalan
i iluzijski definirao je kao heterotopiju (Foucault,
1997; Brkovi¢, 2013). Taj je pristup upotrijebio Di-
mitrov (2014) pri analizi gej klubova u Beogradu.
Ipak, kao najcesce koristen teorijski koncept u pro-
ucavanju ruzicaste potro$nje proteklih deset godina
isti¢e se koncept homonormativnosti (Visser, 2008;
Brown, 2009; Bettani, 2014; Mattson, 2014; Ken-
ttamaa-Squires, 2019; Motschenbacher, 2020).

Homonormativnost se definira kao politika
koja ne ugrozava dominantne heteronormativne
drustvene postavke i institucije, ve¢ ih podrzava i
odrzava. Istovremeno osigurava postojanje demo-
biliziranih gej aktera (u dru$tvenom, politickom i
ckonomskom smislu) te depolitiziranu gej kulturu
ukorijenjenu (i sputanu) u potrosnji i obiteljskom
zivotu (Duggan, 2004). Homonormativno struktu-
riranje veza i odnosa medu LGBT osobama, prema
tomu, podrazumijeva marginalizaciju odredenih
skupina i pojedinaca kako unutar tako i od strane
ruziCastih prostora, $to rezultira socijalnom isklju-
Cenoséu (Brown i Bakshi, 2011; Bettani, 2015).
Time se znatno ogranicuje emancipacijski poten-
cijal LGBT prostora kao ukljucivoga i otvorenoga
spram razliCitosti (Baudinette, 2017). Homonor-
mativni je prostor ekonomski i etnicki privilegiran,
ekskluzivan te seksualno konzervativan. Medutim,
u razli¢itim se socioekonomskih uvjetima drukeije
materijalizira. Stoga homonormativnosti valja razu-
mjeti kao mnogostruk, relacijski i prostorni feno-
men (Kenttamaa-Squires, 2019).

U drustvima u kojima ne postoje istrazivanja
ruziaste potrosnje, a takvo je i hrvatsko, kao naj-
primjereniji teorijski okvir istrazivanja namece se
upravo koncept homonormativnosti. Naime, kao
izrazito prostorno senzibilan, primjenjiv je u razli-
Citim geografskim, socioekonomskim i kulturnim
uvjetima. Njegova prikladna provedba omogucéila
bi razumijevanje nacina na koji su mjesta ruzicaste
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spaces — material, social, and imagined. The funda-
mental assumption is that the space does not need
to be understood exclusively as something specific
and material, but can also take on ideological, liv-
ing, and subjective components (Warf and Arias,
2008). However, different interpretations of Lefe-
bvre spatial dialects indicates that there is discord
in its interpretation (Brkovi¢, 2013), and that its
applicability is limited. The Foucault space is di-
alectically more applicable. It differentiates real
from unreal spaces (utopias) and space that is si-
multaneously material and illusionary is defined as
a heterotopy (Foucault, 1997; Brkovi¢, 2013). This
approach was applied by Dimitrov (2014) in ana-
lysing gay clubs in Belgrade, Serbia. However, the
most commonly-applied theoretical concept in the
study of pink consumption over the last decade has
been the concept of homonormativity (Visser, 2008;
Brown, 2009; Bettani, 2014; Mattson, 2014; Kent-
tamaa-Squires, 2019; Motschenbacher, 2020).

Homonormativity is defined as a policy which
does not jeopardise the dominant heteronormative
social settings and institutions, but instead supports
and maintains them. Meanwhile, it secures the
existence of demobilized gay actors (in the social,
political, and economic sense) and depoliticises gay
culture that is rooted in consumption and family
life (Duggan, 2004). Accordingly, homonormative
structured relationships between LGBT persons
implies the marginalisation of certain groups and
individuals within both within and adjacent to the
pink space, resulting in social exclusion (Brown and
Bakshi, 2011; Bettani, 2015). This significantly lim-
its the emancipation potential of LGBT space as
inclusive and open towards diversity (Baudinette,
2017). The homonormative space is economical-
ly and ethnically privileged, exclusive, and sexually
conservative. However, in different socioeconom-
ic conditions, it manifests differently. Therefore,
homonormatism should always be understood as
a multifaceted, relative, and spatial phenomenon

(Kenttamaa-Squires, 2019).

In societies where there is no research of pink
consumption, such as Croatian, the most appropri-
ate theoretical framework for research is, in fact, the
concept of homonormatism. This concept is highly
spatially-sensitive, and applicable to various geo-



potro$nje organizirana te nacina na koji ona uopée
funkcioniraju. Znanstvena istrazivanja potrosnje u
Hrvatskoj dosad su se ogranicavala uglavnom na
mlade (ucenici, studenti), dok su ostale drustvene
skupine, posebno seksualne i rodne manjine, bile
zanemarivane. Medutim, popisom stanovnistva iz
2011. godine biljezena su i istospolna domacdinstva,
§to moze posluziti kao dobro polaziste za izracu-
navanje prostorne koncentracije LGBT osoba. Od
2014. godine dostupan je i Registar Zivotnoga par-
tnerstva, koji odredivanje odgovarajucega prostor-
nog obuhvata istrazivanja ¢ini jo§ jednostavnijim,
a ulazne podatke aktualnijima. Time metodoloski
problemi nisu ni po ¢emu vedi od uobicajenih po-
teskoca s kojima se susrecu istrazivaci kojima su u
fokusu osjetljive i tesko dostupne drustvene skupi-
ne.

Lakljucak

Istrazivanja ruzicaste potro$nje zadnjih dvade-
set godina sve su Ce§¢a. Osim ishodisnoga prosto-
ra Angloamerike i Zapadne Europe, pojavljuju se
iu ostalim dijelovima svijeta (Isto¢na i Juzna Azi-
ja, Australija, Brazil, Juzna Afrika). Gotovo bez
iznimke pozicioniraju se u urbani kontekst. Iako
bi akronim LGBT, uglavnom koristen u radovima
koji se bave ruzi¢astom potro$njom, trebao znaciti
da su dokumentirani prostori i potrosacke navike
pripadnika razli¢itih seksualnih i rodnih manjina,
uvjerljivo je najviSe istrazivackoga interesa posve-
¢eno gej muskarcima. Nesto je vedi korpus istrazi-
vanja koji se bave lezbijskom potro$njom, a ostale
seksualne i rodne manjine gotovo su u potpunosti
marginalizirane.

Istrazivanja ruzicaste potros$nje klasificirana su
vodedi se osnovnim sistemima potro$nje u geo-
grafiji: kupovinom, zabavom, kulturom i zdrav-
ljem. Ruzicasta potros$nja u sistemu kupovine
prilicno je dobro dokumentirana. Kupovina se
usko veze uz LGBT identitete, $to ¢ini potro-
$acku kulturu dobrim teorijskim okvirom za nje-
zino proucavanje. Minogo je istrazivacke paznje
posveéeno upravljanju ruzicastom potro$njom,
a radovi koji se ti¢u rainbow washinga novija su
pojava. Ipak, ruzicasta potro$nja jest prije svega
potro$nja, a ne pokret za ljudska prava te se vodi

graphic, socioeconomic, and cultural conditions.
It enables an understanding of how places of pink
consumption are organised, and how they function
overall. Scientific research of consumption in Croa-
tia to date has been limited mostly to youth (pupils
and students), while other social groups, particular-
ly sexual and gender minorities, have been neglect-
ed. However, the 2011 census reported same-sex
households, which could serve as a good starting
point for calculating the concentration of LGBT
persons. Since 2014, the Registry of Life Partner-
ships has also been accessible, making entry data
more current and facilitating the determination of
an adequate spatial scope for research. With this,
the methodological problems are not any greater
than the issues faced by researchers examining other
sensitive and difficult to access social groups.

Conclusions

Opver the past twenty years, research on pink con-
sumption has been increasing. In addition to the
original areas of Anglo-America and Western Eu-
rope, such research is also appearing in other parts
of the world (East and South Asia, Australia, Brazil,
South Africa). Almost exclusively, this research is in
the urban context. Although the acronym LGBT, as
typically used in papers addressing pink consump-
tion, should mean that they document the spaces
and consumer habits of different sexual and gender
minorities, the strong majority of the research inter-
est to date has been focused on gay men. There is a
moderate body of literature addressing lesbian con-
sumption, while other sexual and gender minorities
are almost completely marginalised.

Research on pink consumption is classified based
on the fundamental systems of consumption in ge-
ography: shopping, entertainment, culture, and
health. Pink consumption in the area of shopping
is well-documented. Shopping is closely associat-
ed with LGBT identity, making consumer culture
a good theoretical framework for its study. Much
research attention has been directed at managing
pink consumption, and papers concerning rainbow
washing are a new area of the literature. Above all,
pink consumption is consumption and not a battle
for human rights; and, as such, it is based on mar-
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trzisnom logikom, tj. akumuliranjem profita. Is-
hodise ruzicaste potrosnje jest sistem zabave, od-
nosno no¢ni klubovi i kafi¢i. Njih valja apostrofi-
rati kao Zari$na mjesta za uprostorivanje LGBT
zajednice. Obi¢no im se pristupa kao sigurnim
prostorima izvan dominantnoga heteropatrijar-
halnog poretka, a rasprave o njihovoj homonor-
mativnosti ili gueer obiljezjima i dalje traju. Si-
stemi kulture i zdravlja najslabije su proucavani.
Prvi je uglavnom ogranic¢en na LGBT festivale
i povorke ponosa kojima se odri¢e nekadasnja
politicka funkcija jer postaju sve vise komercija-
lizirane manifestacije. U okviru potro$nje veza-
ne uz zdravlje dokumentirano je da su LGBT
osobe, uslijed izlozenosti socijalnoj iskljucenosti,
manjinskom stresu i njegovim posljedicama, zna-
¢ajna, ali jo§ uvijek nedovoljna prepoznata potro-
sacka skupina.

U metodoloskom pogledu prevladavaju kvali-
tativne istrazivatke metode (intervjui, razgovori
u fokusnim skupinama), §to ne ¢udi s obzirom
na tedkoce u dostupnosti LGBT osoba, ¢ime je
onemogucen gotovo bilo koji vid probabilisti¢-
koga uzorkovanja te je ograniCena statisticka
obrada podataka. U novije vrijeme nemali broj
autora provodi geosemioticku analizu ruzicastih
prostora potrosnje. Buduéa istrazivanja suocit ée
se s jednakim metodoloskim ogranicenjima kao
i dosadasnja. Medutim, to nikako ne umanjuje
njihove perspektive. Naime, istrazivanja mjesta
ruziCaste potro$nje u Srednjoj i Isto¢noj Europi
gotovo nema, a ni istraZivanja toga fenomena s ge-
ografskoga aspekta u Hrvatskoj uopée ne postoje.
Stoga bi usmjeravanje znanstvenoga interesa na tu
temu pruzilo uvid u dosad zanemarivan segment
(geografskog) bavljenja potrosnjom. Mimo toga,
odabirom prikladna teorijskoga okvira omogucilo
bi se (bolje) razumijevanje te pruzila moguénost
sagledavanja struktura mod¢i i mehanizama koji
oblikuju mjesta potrosnje LGBT osoba. Time bi
bilo omoguceno ogovarajuce planiranje dogadaja,
prostora i mjesta ruzicaste potrosnje. To je vazno
i u drustveno-politickom smislu jer nudi odgovor
na pitanja koja mjesta i potrosacke prakse pruza-
ju moguénost drustvenoinkluzivnoj interakciji te
tako promic¢u medusobno razumijevanje i prihva-
¢anje.

74

ket logic and the accumulation of profit. A start-
ing point of pink consumption is entertainment,
particularly night clubs and cafes. These must be
stressed as the focal point for the spatial identity
of the LGBT community. These are usually con-
sidered safe spaces outside of the predominantly
heteropatriarchal order, and discussions regarding
their homonormatism and/or queer properties are
ongoing. The areas of culture and health are the
least studied. The first is mostly limited to LGBT
festivals and pride parades, which have since lost
their original political function, as they are increas-
ingly becoming commercialised events. Within the
framework of consumption relating to health, it has
been documented that LGBT persons, following
exposure to social exclusion and minority stress, are
a significant though still fully-recognised consumer
group.

From a methodological perspective, qualitative
research methods (interviews, focus group discus-
sions) are dominant, which comes as no surprise
given the problems related to (in)accessibility of
LGBT persons, which prevent virtually any form
of probability sampling and limits the statistical
analysis of data. In recent years, more authors have
been conducting geosemiotic analyses of pink con-
sumption areas. Future research will face similar
methodological limitations, though this in no way
diminishes their perspectives. Research on pink
consumption areas is virtually absent in Central
and Eastern Europe, and there is no research at
all on this phenomenon in Croatia from the geo-
graphical aspect. Therefore, directing research in-
terest towards this topic would provide insight into
this previously neglected (geographic) segment
of consumption research. Further, selection of an
appropriate theoretical framework would enable
better understanding, and provide an opportunity
to view the structures of power and mechanisms
that shape the places of consumption of LGBT
persons. This would allow for better planning of
events, spaces, and venues of pink consumption.
'This is also important in a socio-political sense, as
it offers answers to the questions of which places
and consumer practices offer the opportunity for
socially-inclusive interactions, thereby propagating
mutual understanding and acceptance.
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