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How to engage…

This is a recorded Presentation followed by Q&A

• Microphones are automatically muted

• Type in your questions via the Q&A function

Recording and all slides will be shared with attendees



Welcome to The Look Forward

Welcome to today’s installment of The Look Forward Webinar Series
• 2023 CEI Educational Series every other Monday 
• 50 Minutes (Including Q&A)

Purpose of this Webinar: 
• The Workplace Equality team is bringing you HRC Foundation’s new webinar 

series – timely topics to help guide your efforts in your own organizations.
• Engage with diversity & inclusion thought-leaders
• Stay up to date with information relevant to LGBTQ+ workplace equality



Who’s this for?

• HR professionals
• D&I professionals
• LGBTQ+ Employee Resource and Affinity Group members
• Executive Sponsors of LGBTQ+ employee groups
• Other stakeholders in workplace inclusion



FAQs before we get started

• All slides and resources will be shared with attendees

• This session is being recorded

• The 2023 CEI survey will open in March 2023

• Employers will have 3 months to complete the survey

• All changes need to be in place by the submission deadline 
in 2023



Transgender-Inclusive Health Benefits

2023 CEI Transgender Inclusive Health Benefits Requirement (Legacy 2022 CEI Requirement)

Employer must have at least one firm-wide plan that explicitly affirms coverage for transition-related care

• Plan documentation should be readily available to employees and clearly communicate inclusive insurance 
options to employees and their eligible dependents

• Benefits available to other employees must extend to transgender individuals.The following benefits should 
all extend to transgender individuals, including for services related to gender transition (e.g., medically 
necessary services related to sex affirmation/reassignment):

• Short term medical leave
• Mental health benefits v. Pharmaceutical coverage (e.g., for hormone replacement therapies)
• Coverage for medical visits or laboratory services
• Coverage for reconstructive surgical procedures related to sex reassignment
• Coverage of routine, chronic, or urgent non-transition services (e.g., for a transgender individual based 

on their sex or gender. For example, prostate exams for women with a transgender history and 
pelvic/gynecological exams for men with a transgender history must be covered.)

Employer must have removed all broad exclusions to transition-related health care coverage across all plan offerings.



Reminder: Inclusive Benefits

Please note: ALL other benefit criteria 
changes are still in place: 
• LGBTQ+ Benefits Guide 
• Family Formation parity



Future-Proofing Business
Embracing Today & Tomorrow’s LGBTQ+ Workers 

and Customers



HUMAN RIGHTS CAMPAIGN

Today’s Agenda

Future-Proofing Business: Embracing Today and Tomorrow’s 
LGBTQ+ Workers & Customers

○ LGBTQ+ People are Found All Over the World

○ Gen Z and Millennial Workforce is Ascendent and Growing

○ Current Workforce is More OUT and Allied

○ The Business Case for Equality
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LGBTQ+ People are All OVER the WORLD

Globally, the size of the openly LGBTQ+ population is the largest it 
has ever been. 
● Year over year, more people are openly identifying as LGBTQ+ as a result of increased 

visibility and acceptance of LGBTQ+ people worldwide. 

○ In 2021, Gallup recorded that 7.1% of all U.S. adults (age 18+) identify as LGBTQ+, 
the highest level recorded by the survey in a decade of tracking. 

■ This is over double what was recorded in 2012 (3.5%), when Gallup first 
started tracking, and a more than 25% increase from just the year prior (5.6% 
in 2020).
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LGBTQ+ People are All OVER the WORLD

● Globally, Ipsos’ LGBT+ Pride 2021 Global Survey of folks in 27 countries found that 
almost one in ten adults worldwide (9%) identify their sexual orientation as 
something other than heterosexual, and 2% identify their gender identity as 
transgender, non-binary, or something other than cisgender male or female.

● This has largely been driven by younger generations, who are substantially more 
likely to openly identify as LGBTQ+ than older cohorts. 

● The same survey found 18% of Gen Z, and 10% of Millennials, identify as something 
other than heterosexual, compared with fewer than 10% of Gen X or Baby Boomers. 

○  4% of Gen Z, and 2% of Millennials identify as transgender, non-binary, or a 
gender identity other than cisgender male or female, compared with 1% or less 
of older generations. 
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LGBTQ+ People are All OVER the WORLD

This has largely been driven by younger generations, who are substantially more 
likely to openly identify as LGBTQ+ than older cohorts. (in the United States)
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The GEN Z & Millennial Workforce

Global demographics are shifting, as younger generations increasingly account for larger 
shares of the population — and the workforce. 

As of 2021, there are 1.8 billion Millennials worldwide — the 
largest living adult cohort. 

● Millennials: born between 1980 and 1994
● account for almost ¼ of the global population and make up almost ¼ of all people 

on each continent

● Gen Z: born after 1994
●  Currently, an estimated 2 billion Gen Z people worldwide, accounting for 30% of the 

total population (including a mix of adults and minors under the age of 18). 
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The GEN Z & Millennial Workforce

● By 2030, Gen Z is expected to represent over 1/3 (34%) of the global workforce, 
surpassing all other generations. 

● Millennials will represent an estimated 32% of the workforce in 2030, with Gen X 
representing a little under a quarter (23%) 

● Within the U.S., the proportion of Gen Z in the workforce is expected to triple 
between 2020 and 2030. 

● By 2030, there will be an estimated 52 million Gen Z adults in the U.S. workforce, 
collectively making an estimated $2 trillion in post-tax income. 
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The New Workforce is Out & Allied

More people are openly identifying as LGBTQ+ today than ever before. As Gen Z and 
Millennials continue to represent larger shares of the population, the size of the openly 
LGBTQ+ and pro-equality workforce will only continue to grow. 

● A report from the HRC Foundation and Bowling Green State University using data from 
the U.S. Census Bureau’s Household Pulse Survey estimates that the proportion of 
Americans identifying as LGBTQ+ will almost double by 2040 

● By 2030, 1-in-7 (14.3%) adults age 18+ will be LGBTQ+ identifying, representing a sharp 
increase from the present day. 

● By 2040, nearly 1-in-5 (17.8%) adults will identify as LGBTQ+. 
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The New Workforce is Out & Allied

In addition to being more likely to identify openly as LGBTQ+ themselves, these 
younger generations hold more pro-equality, LGBTQ+ affirming attitudes and beliefs 
than older generations.

● A plurality of Gen Z and Millennials in the U.S. say that allowing same-sex marriage has 
been good for American society, and as far back as 2014, Millennials were the 
generation most likely to support same-sex marriage. 

●  Gen Z and Millennials in the U.S. are also far more likely than older age groups to 
favor pro-equality policies around transgender rights and issues.
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The New Workforce is Out & Allied
When asked to rank the issues they care the most about - over a quarter (28%) - 
selected equality, including broad social equality, women’s rights, LGBTQ+ rights, and 
racial equality, as their top issue, more than any older generation

● Globally, over half of adults (51%) support LGBTQ+ people being able to live openly 
as their sexual orientation and gender identity with everyone in their lives vs. only 16% 
who oppose it. Support is highest among Gen Z adults (61%). 

● Over half of all adults (55%) worldwide, including 59% of Gen Z and a majority in all 
generations, are in favor of laws banning discrimination against LGBTQ+ people vs. 
only 19% who are opposed. 
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The Business Case for Equality

Implementing pro-equality workplace policies and taking active and, when possible, 
public pro-equality stances on LGBTQ+ legislation (be it opposing discriminatory 
anti-LGBTQ+ legislation or supporting inclusive pro-LGBTQ+ legislation) is not only the 
right thing to do - it’s also good for business. 

Globally, both LGBTQ+ people and allies are already in favor of corporate citizenship for 
LGBTQ+ equality. 
● The Ipsos study found that almost half (47%) of all adults surveyed - including both 

LGBTQ+ and straight/cisgender people — support “companies and brands actively 
promoting equality for LGBTQ+ people” vs. only 19% who oppose it 

● This trend continued within specific countries: in a majority of the 27 countries 
surveyed, respondents either support or are unopposed to corporate citizenship for 
LGBTQ+ equality
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The Business Case for Equality

Research shows that most people — particularly LGBTQ+ workers and Gen Z and 
Millennials - want to work for pro-equality businesses... 

●  One study by Ernst and Young, found that “almost 2/3 (63%) of Gen Z adults in the 
U.S. feel it is very or extremely important to ‘work for an employer that shares their 
values’” 

● A 2022 study from GLAAD and Edelman Trust Institute of 2,000 Americans found that 
U.S. employees are 4.5 times more likely to want to work at a company if it publicly 
supports and demonstrates a commitment to expanding and protecting LGBTQ+ 
rights.

○ Gen Z and Millennials age 18-34 are 5.5 times more likely to want to work at a 
company that does so
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The Business Case for Equality

On the flip side, a 2022 global study from Deloitte found that more than 1/3 of Gen Z 
(37%) and Millennials (36%) worldwide have “rejected a job or assignment based on 
their personal ethics.” 

● Over 1/2 of Gen Z and Millennials (52% of each) who were unsatisfied with the 
progress their current organization was making in creating a diverse and inclusive 
environment stated they intended to leave their job within two years. 

● Globally, over half (56%) of Gen Z respondents to the Ipsos study, along with more than 
4 in 10 Millennials (48%), Gen Xers (43%), and Boomers (43%) worldwide support 
corporate action for LGBTQ+ equality.
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The Business Case for Equality
Customer buy from and support pro-equality brands.
● Folks are twice as likely to buy or use a product from a brand that publicly supports 

and demonstrates a commitment to expanding and protecting LGBTQ+ rights  

● Over half (53%) of Americans want and expect CEOs to “inform and shape 
conversations and policy debates about LGBTQ+ rights” 

● In the 2022 LGBTQ+ Community Survey from CMI, more than 7-in-10 (71%) of U.S. 
LGBTQ+ adults reported they were more likely to purchase from a company that 
“outreaches and advertises to the LGTBQ+ community.” 

● (69%) think more positively about companies that advertise to LGBTQ+ community - 
whereas three quarters (76%) think more positively about companies that sponsor 
“LGBTQ+ community organizations and events” 
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The Business Case for Equality
And when workplace climates are LGBTQ+ inclusive, all employees—and company 
bottom lines — benefit.

Businesses and employees in general benefit from corporate social responsibility (CSR). 
Research from the American Marketing Association found that engaging in CSR of any sort 
was associated with: 

● More successful recruiting of new employees 
● Improved retention of existing employees 
● Increased sales and customer loyalty among customers  
● More positive business reputation among peers
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The Business Case for Equality

Similar trends are seen specifically for LGBTQ+ inclusive workplace climates, as well as 
the presence of LGBTQ+ inclusive business policies, which are “sound business 
decisions, in addition to the fair or right thing to do.” Businesses with LGBTQ+ inclusive 
policies benefit from: 
● Improved ability to recruit and cultivate a diverse workforce, including highly 

talented LGBTQ+ workers 
● Lower job turnover/attrition of LGBTQ+ employees
● Lower insurance costs (due to healthier employees) 
● Increased employee productivity, creativity and innovation (due to happier and more 

supported employees being more open to take risks) 

● Improved business reputation, particularly among socially conscious consumers
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The Business Case for Equality

LGBTQ+ workers at businesses with LGBTQ+ inclusive policies or workplace culture 
report:  
● Greater job commitment 
● Higher job satisfaction  
● Better relationships with colleagues and supervisors  
● Lower levels of discrimination 
● Improved psychological and mental health  
● Increased well-being at work

EQUALITY IS MORE THAN RAINBOWS DURING PRIDE MONTH The majority of 
consumers and workers - including both LGBTQ+ and straight/cisgender people - support 
companies and brands actively promoting equality for LGBTQ+ people. 
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Learn more about ways to future proof your 
company:
● Download and read the full report here:

Hrc.im/Futureproofing



Questions?
Please use the Q&A function to ask your questions!
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