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https://www.youtube.com/watch?v=il0pvlLSGLE
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Market Highlights

A critical time to support LGBTQ+
and ensure they know your
company is the place to buy from
and work for.

Proudly 100% LGBTQ+ owned & operated. www.q.digital



http://www.q.digital/

Why do brands market directly to LGBTQ+?

— A L 7 T

1. Huge Consumer Segment: $4.7 Trillion in buying power. Cadillac ot Queerty's Pride50 event in NYC

- '

2. LGBTQ+ Demographic Tsunami: 1in 5 GenZ (20%) and 1
in 10 Millennials (11%) are identifying as LGBTQ+. More and
more American consumers are saying they are part of the
LGBTQ+ community (now 7% of US vs 4% a few years ago).

3. Unique Consumer Needs: LGBTQ+ have unique
interests/needs, from searching gay-friendly travel
destinations to financial planning for things like family
building. They also prefer to shop at companies that align
with the LGBTQ+ community.

Targeted LGBTQ Targeted Spots Score 1-2 Quartiles
Above Mass Market Spots Among LGBTQ Consumers

132

1267 127*
121

4. Targeted LGBTQ+ advertising performs better with this
segment over mainstream marketing. (See ANA slide) < ) =~

sssssssss

https://aimm.sharefile.com/share/view/s9ec47ab0d06d4ddb84efcc5250665823

Source: Buying Power from LGBT Capital.

ited. Qpigital | 4



https://aimm.sharefile.com/share/view/s9ec47ab0d06d4ddb84efcc5250665823
https://www.lgbt-capital.com/index.php?menu_id=2

ANA: LGBTQ+ channels perform best

Targeted LGBTQ Targeted Spots Score 1-2 Quartiles
Above Mass Market Spots Among LGBTQ Consumers
142
132
126" 127°
121
Mass Market No Mass Market Total Mass Market With Mass Market With Targeted To LGBTQ
Representation/No Representation Only Cultural Nuances Consumers
Cultural Nuances
* = 1-2 Points From Next Quartile Down d‘
Sample-to-Date 2021-2023: 3000 ads, 900K Evaluations A = 1-2 Points From Next Quartile Up -

rated. Q\.Digitql [ 5



https://aimm.sharefile.com/share/view/s9ec47ab0d06d4ddb84efcc5250665823

LGBTQ+ orgs fault mainstream media on LGBTQ+ issues

Brands marketing to LGBTQ+ should prioritize media investments directly in
LGBTQ-owned, LGBTQ-targeted media

HRC lowered many mainstream media GLAAD’s Social Media Safety Index shows = - =3 -
rankings in their latest Corporate Equality laad most social media companies still fail =
Index on LGBTQ+ issues. glaa LGBTQ+ users on hate speech, The New York Times' Inaceurate
transparency on data, and other issues. ‘;;’;:,;*‘;?:G;J.:;';:P:;‘:;;;E:.‘:5'° '
9023-2024 2022 Transgender Community
2023 2022
iHeartMedia 45/100 75/loo e ",
Instagram 63/100 48/100 —
NY Times 25/100 65/100
X[ Twitter -25[100 100/100 Facebook 61/100 48/100
Pinterest 75/100 100/100 TikTok 57/100 43/100 .
GLAAD: Social media
. . YouTube 54/100 45/100
Discovery, inc 65/100 90/100 / / companies are enabling
Netflix 65/100 100/100 Twitter 33/100 45/100 real world violence
Spotify 85/100 100/100 T
GLAAD Social Media Safety Index of select
social media companies

Source: HRC Corporate Equality Index 2023-2024

srated. Q\.Digitql -


https://hrc-prod-requests.s3-us-west-2.amazonaws.com/CEI-2023-Appendices.pdf

Vast Majority Support and Expect
LGBTQ+ Inclusive Marketing

Americans are 2x more likely to buy or use a brand if the brand publicly supports and
demonstrates a commitment to expanding and protecting LGBTQ+ rights.

Record Acceptance Inclusive Marketing Corporate Responsibility

A 91% supermajority of non- 75% of non-LGBTQ+ adults feel 59% say that businesses could
LGBTQ+ Americans agree that : have a positive impact if they
LGBTQ+ people should have comfortable seeing LGBTQ+ devoted significant resources to

the freedom to live their lives people in advertisements protecting LGBTQ+ rights

and not be discriminated .

against 68% of non-LGBTQ+ adults feel 18-34-year-olds are nearly twice
comfortable seeing an LGBTQ+ as likely than the general

An 84% supermajority of non- family with children included in population to say that protecting

LGBTQ+ Americans support an adverti LGBTQ+ rights should be a top

equal rights for the LGBTQ+ vertisement priority for brands when it comes

community to allocating money and resources

Source: Edelman Trust 2022, and GLAAD Accelerating Acceptance 2023

>d. Qpigital | 7



https://glaad.org/new-study-glaad-and-edelman-trust-institute-finds-businesses-have-power-protect-lgbtq-rights/
https://glaad.org/publications/accelerating-acceptance-2023/#:~:text=As%20the%20LGBTQ%20community%20continues,rights%20for%20the%20LGBTQ%20community.

ANA: Backing down from LGBTQ+ marketing
brings net consumer loss

Consumers Are More Likely To Withdraw Support
For Brands That Back Down From LGBTQ
Advertising Due To Criticism

non-LGBTQ + non
-15% - Allies/Community 24%

ANA Study: “Consumers Are More Likely To Withdraw Support
For Brands That Back Down From LGBTQ+ Advertising Due To
Criticism.”

For every consumer that supports brands that back down
from LGBTQ+ advertising, there are 1.8 consumers that would
withdraw support from brands that acquiesce to anti-LGBTQ+ o e

attacks. e

Cultural Inclusion

Accelerator-

This holds true across the entire U.S., even in the most
conservative areas. In Eastern South Central U.S,, brands that
acquiesce to anti-LGBTQ+ attacks have a consumer loss of 1.2
non-LGBTQ+ consumers, and in the Western South Central and
Mountain States the consumer loss is 2.0 non-LGBTQ+
consumers.

The net loss grows exponentially with GenZ and Millennials.

Read More: https://aimm.sharefile.com/share/view/s9ec47ab0d06d4ddb84efcc5250665823

rated.

For Every Non-LGBTQ Consumer Supporting Brands That Back
Down From LGBTQ Advertising Due To Criticism, There Are1.2-2.0
Non-LGBTQ Consumers Who Would Withdraw Support



https://aimm.sharefile.com/share/view/s9ec47ab0d06d4ddb84efcc5250665823
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Q.Digital Overview

Our LGBTQ+ owned, LGBTQ+ targeted
sites and distribution partners bring
the number one scale.

We help your brand connect to the
community because we are the
community.

Proudly 100% LGBTQ+ owned & operated. www.q.digital



http://www.q.digital/

Q.Digital is Celebrating 15 Years

In 2008, LGBTQ+ people were banned from serving in the military and same-sex marriage was illegal. Q.Digital has played a role in growing LGBTQ+ rights by
connecting our community and advocating for equality. Being Founder-Led as an LGBTQ-owned, LGBTQ-targeted company in the age of changing media
ownership and investor-fueled media growth is an important distinction. Mainstream companies like Buzzfeed, Vice, Huffington Post, Viacom, and Conde Nast
have launched LGBTQ+ specific offerings to capitalize off our community, but their efforts faded as their business challenges grew. Other LGBTQ+ media
companies like Out, Advocate, Logo, and Grindr have rotated through owners. Our celebrated growth is from the steady building of advertiser relationships
year over year, cultivating our audience relationships, and being a community leader you can count on.

Small Business of Fast100 Q.Digital leading
15 Years! the Year Rt orowing he Industry

Company

s N
SINESS S

THE ALLIANCE FOR INCLUSIVE AND MULTICULTURAL MARKETING'S

FTHE = Y3 ¥
Qubigi ,, MEDIA GRC WTHFRONTS
S G ONlElx GA" / AIMM WILL CONTINUE TO BRING TOGETHER
ST ,y . DIVERSE OWNED AND TARGETED
: ) - A MEDIA ENTITIES

WITH BUYERS AND MARKETERS
IN ORDER TO CLOSE THE GAP BETWEEN INTENT AND ACTION

A SPECIAL THANK YOU TO OUR SPONSORS!

GOLDEN GATE BUSINESS ASSOCIATION @ nece VEFiZONY @

SAN FRANCISCO BAY AREA'S '*
LGBTQ+ CHAMBER OF COMMERGCHE O AARP Lo OMG

Q.Digital is Founder-led, and In 2023, Q.Digital was honored as San Francisco Business Times Q.Digital is working with ANA
its immense growth is fueled the Small Business of the Year by recognized Q.Digital AIMM to elevate the power of
by loyal brand partners who the Golden Gate Business (headquartered in San Francisco) Diverse Owned Media. CRO
renew again and again. Association. as one of the fastest growing Justin Garrett appeared at
companies in the city. GrowthFronts

ated. Q.Digital | 10



https://www.q.digital/q-digital-other-diverse-owned-publishers-highlight-impact-of-connecting-to-diverse-segments-at-first-ever-growthfronts/

Q.Digital is certified LGBTQ+ owned & top ranked
among competitors

nglcc ‘ N comscore
Certified LGBTBE

#1 RANKED LGBTQ+

100% LGBTQ+ OWNED CERTIFIED DIVERSE SUPPLIER PUBLISHER GROUP
Certified by The National Association of National Ranked by ComScore as the
Gay & Lesbian Chamber of Advertisers lists Q.Digital as a leading LGBTQ+ media group.
Commerce, exclusive “Certified Diverse Supplier,” Comscore also ranks Q.Digital
certifying body of LGBTQ+ encouraging brands to choose as leading LGBTQ+ with. d
owned businesses. diversity-owned marketing 9 o

B vendors. quogement metrlgs like total
Certificate # 15667 minutes and pageviews.
Expiration: 3/31/2026 Q.Digital participates annually

in ANA’s Growthfronts.

Q Digital, Inc.

et AL Ay nglec#

ated. QDigital |



https://www.q.digital/q-digital-other-diverse-owned-publishers-highlight-impact-of-connecting-to-diverse-segments-at-first-ever-growthfronts/

Six leading brands connect key LGBTQ+ audiences & interests
LGBT@NATION QUEERTY" ( GayCities INTD
QUEERTY price — g “

The world congratulates Chasten & Pete on

PRIDE("’

......
IEIIEEEY How L Nas X used a bedeviling lop
dance to bring gay male sexuality to the top of

mmmmmm

itz e e .g;;;;l

NEWS & CURRENT EVENTS CULTURE & ENTERTAINMENT TRAVEL & ADVENTURE GENZ PERSPECTIVE & VOICES

Q.Digital O&O, FULL CAPABILITIES Q.Digital O&O, FULL CAPABILITIES

AUTOSTRADDLE

Q.Digital O&O, FULL CAPABILITIES Q.Digital O&O, FULL CAPABILITIES

Q.Digital offers brands “one-stop shopping” for the
largest reach in LGBTQ+

Q.Digital’s four Owned and Operated sites are available
for Full-service Capabilities,

PLUS, Two LGBTQ owned Alliance Partners are available
for Display & Video inventory.

All inventory is Direct Sold, No PMP
LESBIAN /[BI-WOMEN GLOBAL LGBTQ+ CULTURE

DISPLAY / VIDEO RON US only Display / Video RON

erated. Q\.Digitql |




Reach the largest audience
on LGBTQ+ owned sites with the Q.Digital Alliance

QQ.Digital

AN

LGBTANATION (9 GayCities /afD

11 M Unique Unduplicated Users

ComScore

) AUDIENCE SIZE VS. TOP COMPETITORS @equqlpride @ revry @them @ L‘Zg;w
rated. Q\.Digitql | 13

Ve




Q.Digital Audience is Most Engaged in LGBTQ+ Segment

ComScore: Minutes Per Visitor s comscore
v' Q.Digital consistently leads its
competitive set for time spent Jan 23 Feb 23 Apr 23 June ‘23 Aug ‘23
per visitor, almost 2x Equal
Pride
Q.Digital 0&0
(LGBTQ Nation, .Q.ueerty, 6.0 4.0 5.0 4.4 4.9 5.5
v' Q.Digital’'s content creates INTO, GayCities)
audience loyalty; vs stop-
and-go click based traffic. THEM.US 5.9 3. 2.8 22 4.6 2.6
v :
Th'.s he]ps your brand by INSTINCTMAG 31 3.8 4.8 3.2 3.2 3.2
delivering repeat exposure
with display and video
time spent with branded
content and video Equal Pride 3.8 2.1 2.8 21 1.9 3.0
TOWLEROAD 2.1 1.6 1.2 1.3 1.4 1.4
Source: ComScore MyMatrix, 2022, 2023 HUffPO?t Queer 1.9 9 1.7 1.7 1.7 21
Voices

erated. Q\.Digitql | 14



Q.Digital Editorial Calendar Across Sites

Tentpole
Programs

Sponsorships
Available are First
Come With IO.
Book Early as we
Sell Out.

Pride Season I0’s

recommended by
February.

JANUARY @=

Signature
Editorial
channels

QUEERTIES;i

Digital
EDITORIAL NOMINEES
& AUDIENCE VOTING

,_ QeSS
ELd
~ QUEERTIESH

[

(rLil
QUEERTIES

EVENT:

LARGEST QUEER
ENTERTAINMENT AWARDS

F’RIIJE.‘“b
- .
P
:

the QUEERTY interview

\_

LGBTQ PRIDE SEASC

PRIDE &
in Pictures

PRIDEY

50 HONOREES embody
the spirit of Pride.
Digital Editorial, Video
+ NYC Pride Event

()
PRIDEFINDER

Sﬁg%? | Go-To Pride
CELEBRATING d Directory & The
EAR(')E;EENTS ll Places that
define us
880 ., .-
4 ‘.‘ GENZ MAKING A
‘.. DIFFERENCE

J

SUMMER GAMES
TEAM LGBTQ+
Q.Digital will track out
LGBTQ+ athletes as
one team at the
Paris summer games.

Coming Out Day
& Spirit Day
Coverage and
alignment, FITOs
available

QUEERTY"
er

rated.

WANDER LUXE

smart splurges for queer travelers

"0UT-GOOD

PEOPLE WHO CAME OUT
AND CHANGED THE
WORLD

0UT7-GOOD

History Month

OUR SHARED HISTORY
AND HOW WE MOVE
FORWARD

=ST OF

GayCities

VOTE FOR THE BEST OF
LGBTQ+ TRAVEL

DECEMBER
LGBTGNATION

HEROES

PEOPLE
OF THE YEAR

GOOD NEWS

by LGBT@NATION

prepored, <«—— All Year

Q\.Digitql | 15




Year Round LGBTQ+ Programming

JAN-FEB
FEB

FEB

APR 22
MAR 31
MAY 16
MAY 17
MAY 22
MAY 24
JUNE

Queerty: “The Queerties”

LGBTQ+ HISTORY MONTH (UK)

Black History Month

Day of Silence

Trans Day of Visibility

LGBTQ+ Elders Day

International Day Against Homophobia, Transphobia, & Biphobia
Harvey Milk Day

Pansexual Visibility Day

Pride Month ( Events take place March-November)

MAY-JULY

JULY 14
JULY 16
AUG 19
AUG-SEPT
SEPT 15
SEPT 16-23

Queerty “Prideb0,” GayCities “Pride in Places + PrideFinder,”
LGBTQ+ Nation “Pride in Pictures”

International Non-Binary People's Day
Drag Day

Transgender Flag Day

LGBTQ Nation “Heroes”

Hispanic Heritage Month

BiWeek

erated. Q\.Digitql | 16

| SEPT 23

SEPT-OCT
OoCT

OCT 8
OCT1
OCT 19
OCT 20
OCT 21
OCT 26
NOV 8
NOV 13-19
NOV 20
NOV 20
NOV-DEC
DEC 1

DEC 8
DEC 10

Bisexuality Day

Queerty “OUT for Good"

LGBTQ+ History Month

International Lesbian Day

Coming Out Day

LGBTQ+ Center Awareness Day

Sprit Day

International Pronoun Day

Intersex Awareness Day

Intersex Solidarity Day

National Transgender Awareness Week
Trans Parent Day

Intersex Solidarity Day

GayCities “Best of GayCities”

World AIDS Day
Pansexual Pride Day

Human Rights Day



Q.Digital Impact

Q.Digital’s impact for brands is
measurable in media metrics that
surpass industry norms, acclaim in
press and award acknowledgments,
and brand lift studies that show
increases in positive sentiment and
purchase intent.

Proudly 100% LGBTQ+ owned & operated.

www.q.digital



http://www.q.digital/

.Digital’s Work Wins Acclaim for Brands!

——— Automotive News

The Stonewall Generation fought for = | h
LGBTQ  equality. Now they are fighting for their Cl out to LGBTQ
History Month

The GM brand has set its sights on amplifying key issues and voices in the LGBTQ

community in an ongoing effort called "Authentic Voices of Pride.”
NLGJA: THE ASS@EHATLON-OF-LGBTQ_JOURNALISTS

(5, SHORTY SHORTY e A
((/é?‘(W/A'4//(‘(’ ' AWARDS AWARDS NS

[N JOURNALI/%MW'(/;’

Register  Login

S | ougERTY

24635 DRIVEN

LGBTQ Nation’s “Stonewall Generation” longform feature article - 0’
won an Excellence in Journalism Award by the Association of

! > 8
LGBTQ Journalists. : N1V
LGBTQ NATION'S "AUTHENTIC VOICES OF i J‘DTRIM E N
PRIDE," PRESENTED BY CHEVROLET

éinner in CAMPAIGN BY A LGBTQ+ OWNED BUSINESS

Automotive News profiled
Chevrolet’s work with Q.Digital

in LGBTO

omonve “QUEERTY'S DRIVEN, PRESENTED BY NISSAN"

CA:J;’::S:VAWBW’ OWNED Finalist in DIVERSE-OWNED BUSINESSES CAMPAIGN

Digital

E = *
— RVBusiness ...

Entered in LGBTQ+

GLAAD

Q.Digital’'s campaign Q.Digital’'s campaign for Q.Digital's campaign for e
MEDIA for Chevrolet won a Nissan was a finalist in the Nissan was a finalist in the
% AWARDS - Shorty Impact Award Shorty Awards for Diverse OMMA awards for Auto
ﬂl | AUTHENTIC VoIcES OF and multiple Owned Business
PRIDE nominations Campaign

chevroLer sl

b QUEERTY" < G GORVING®

LGBTQ Nation’s “Stonewall Generation” longform video nominated
for a 34th Annual GLAAD Media Award in Online Journalism [ Video

RV Business profiled GO RVing's
multi-year campaign with Q.Digital

QDigital | 1



<«'* Nielsen
- I T

Q.Digital Content Drives Measurable Impact

Nielsen studied four Q.Digital-produced custom videos for various brands.

They surveyed 400 LGBTQ+ people and 400 Allies, measuring the impact of the
content on factors like awareness, affinity, familiarity, recommendation, and purchase
intent, as well as key attributes and if the brand resonated as an LGBTQ+ ally.

Each video featured product and brand logo inclusion, LGBTQ+ talent, was produced
fully by Q.Digital, and ran on Q.Digital sites in 2023.

erated. Q\.Digitql | 19




<« ” Nielsen Impactof Custom Video Content

Q.Digital custom video content delivers increases in awareness, affinity, familiarity,
and purchase intent, across a spectrum of brands.

Awareness - Total Affinity - Total Familiarity - Total Purchase Intent - Total
75%
59%
47%
38% .
+16% pts. +9% pts.

Control (Unbranded Content) = Q.Digital Total Control (Unbranded Content) mQ.Digital Total Control (Unbranded Content) = Q.Digital Total Control (Unbranded Content) mQ.Digital Total

Source: Nielsen, September 2023. Results reflect all four Q.Digital videos combined.

operated. Q\.Digitql | 20



<> Nielsen Q.Digital Content Drives Impact for Auto brand

+10 +25 +30

Increase in Increases in Positive Increases in Allyship
Purchase Intent Brand Attributes

49% aon

Inclusive 74% Brand is an Ally of the LGBTQ community for supporting

7% important LGBTQ issues.

Confident | %

53%
Adventurous i 67%

- 50%
Electric [ — 70%

Optimistic ey so
63%

Relatable [ 68%
| like Brand more knowing that Brand helps amplify LGBTQ voices 48%

— 37% .
Human [ e — 63% with LGBTQ owned media.

I 39%
Exhilarating [ 54%

39%

| feel that Brand's support of LGBTQ issues is genuine
64%

s &
] *
*

69%

Source: Nielsen, September 2023. n=400 LGBTQ+ and 400 LGBTQ+ Allies.

d & operated. Q\.Digital | W




<> Nielsen Q.Digital Content Drives Impact for brand

+15 +29 +38

Increase in Increases in Positive

Purchase Intent Brand Attributes Increases in Allyship

Fami|y Frienc"y 54% 83% Brand is an Ally of the LGBTQ community for supporting
2 °/ important LGBTQ issues.
6 ° 53%
Adventurous 77%
- 49%
Drivable 69% | feel that Brand's support of LGBTQ issues is genuine
79%
0 45%
1 1 /o Comfortable b
Adaptable 6% 62% | like Brand more knowing that Brand helps amplify LGBTQ voices 37%
with LGBTQ owned media. 73%
35%
Affordable 7%

Source: Nielsen, September 2023. n=400 LGBTQ+ and 400 LGBTQ+ Allies.

perated. Q\.Digital )




Capabilities

We tell your brand story through an
authentic LGBTQ+ lens to build
credibility with the community.

We deliver scale and engagement
with LGBTQ+ consumers because our
custom content lives organically in
LGBTQ+ endemic content
environments.

Proudly 100% LGBTQ+ owned & operated. www.q.digital
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Full-Service Custom Video Production

Award-winning custom video content made by team of experts & professional content creators.

HOW OUR PROCESS WORKS: HOW WE DISTRIBUTE CONTENT:

. RFP. . o . - Content lives on our organic channel:
. Q.D]gltol Editorial and Marketing Queerty TV, Video Content Player across
Brainstorm on Core Ideas sites

* Proposal with Top Line Concepts + Videos are distributed across Q.Digital social

- Contract/ 10 platforms: YouTube, Facebook, Instagram,
« Kick-Off Call to finalize: Twitter.
v Content concepts « Distribution models are customized to the
v Talent brand’s target audience with:
v Timeline v Cutdowns run as pre-roll across Q.Digital
v Assets v Custom Mobile Reveal with Video Cutdown
- Brand Brief, scripting, storyboarding, v/ Custom High Impact Peak Unit with Video
influencer casting Cutdown run as First Impression Takeover
« Production/Filming
- Editing

» Reviews + Final Approval

» GO Live BTS “The Queerties”, Live Stream —Lexus

ated. QDigital | 24



Custom Video Content Examples

ﬂﬂﬂll’l.' QUEERTY"
TRAVEL AS Y$VARE‘

UEEREST-VACATIONSEVER

@ueass | ~QUEERTIES:
INNOVATOR AWARD

: p =
y \
g ‘ ¥
3 e | e
-
5
~

QUEERTY

Ox;aO\Lnlcl& o PRIDE , i

THFM“SIGAI S* T @ R TTENS

OraQuick Visit San Francisco Nissan, Paramount+, Hilton Nissan

operated. Q\.Digitql | 25


https://www.lgbtqnation.com/on-the-road/
https://www.queerty.com/queerty-tv/video/deoMkVEz
https://www.queerty.com/queerty-tv/video/rR4IWGmi
https://www.queerty.com/queerty-tv/video/z68JwnOT
https://www.queerty.com/queerty-tv/video/r5qeV2Da
https://www.queerty.com/queerty-tv/video/2YyKdPRH
https://www.queerty.com/queerty-tv/video/zAjrhaOj
https://www.queerty.com/queerty-tv/video/YaiyvuN0
https://www.lgbtqnation.com/authentic-voices-of-pride/
https://www.queerty.com/best-rv-life
https://www.youtube.com/watch?v=xiU-LFPNxyE
https://www.queerty.com/queerty-tv/video/6249O0VF

Q.Digital’s Custom Video Distribution Ecosystem

Q.Digital drives Scale for your brand by creating a mix of long form and short form videos, plus high impact units with brand visuals, all run across
LGBTQ+ sites and social, reaching millions of consumers and generating millions of views.

Example: Go RVing 2022

LONG FORM VIDEO

Long form video views drive brand Queerty TV, in Q.Digital video module on Queerty and LGBTQ Nation
integration and authenticity

Q.DIGITAL SOCIAL DISTRIBUTION
IG YT FB TW FEEDS OF QUEERTY, INTO, LGBTQNATION, GAYCITIES

Includes long form posting ﬁ @ Sl 78
: - - " .ﬁfbﬁuv y
i - . = r‘.\‘ @% v N
| A = QueeRTY"

BEST RV LIFE & s

GO EAST, GO WEST,
GO WITH YOUR HEART.

CUSTOM PEAK :30 AS FIRST IMPRESSION TAKEOVERS

Dates near video launch. Video is a cut down of the custom series.

GO EAST, GO WEST,
GO WITH YOUR HEART.

Runs with brand display units

LGBTANATION  QUEERTY" SR
INTO ( GayCities _—_

GO EAST, GO WEST,
GO WITH YOUR HEART.

:30 CUTDOWN - RON
Max scale as pre-roll, inread on QueertyTV, video module, in-read

GO EASY,

BT o oo i
W M ke CUSTOM MOBILE REVEAL WITH :30 CUTDOWN

#1 LGBTQ reach leveraging Queerty, LGBTQ Nation, GayCities

INTO, Autostraddie, PinkNews
Reveals as full page unit on as user scrolls * sas
BTQ G it
Short form video views On mobile web sites Queerty, INTO, LGBTQ Nation, GayCities LG NATION QUEERTY" /wifo 6 ayCities
across Q.Digital drive scale LGBTQNATION QUEERTY" w2 (9 GayCities Ui News . aurosTRADDLE

operated. Q\.Digitql




Editorially-curated Branded Content lives in
LGBTQ+ endemic content channels

% MNAT|ON MOME NEWS LIFE POUTICS AUTMENTIC VOICESOF PRIDE BIASWATCH COMMENTARY v f@a o
e e e e v - . S S S ——
e . — . - Here's how Gay Street became Acceptance QUEERTY pnde

Meet the young leaders battling division

Street in this WorldPride mecca
Trans employees share their experiences

working at this incredible LGBTQ-friendly

company . - e s -~ [EZEIEN Love Wins: Get your gay on with these hoes o and ensuring the future is qv
- e et oy vt top 10 finds from Kohl's Pride Collection
— ’ From high sche ital universe, the next generation emesges strc
Kehly

Honoring leaders giving back
to their communities

“ QUEERTY" (vema

7 gorgeous unisex wedding bands to
celebrate 7 years of marriage equality

Let Gene & Shay take you on a queer RV

adventure across America T Rl s 2028 P -

These leaders are amplifying the voices
of the Black queer community

ettt T Sty B a1 S e Sk ..

>perated. Q\.Digitql 27



https://www.gaycities.com/outthere/55031/let-jean-shay-take-queer-rv-adventure-across-america/
https://www.lgbtqnation.com/2020/11/trans-employees-share-experiences-working-incredible-lgbtq-friendly-company/
https://www.gaycities.com/outthere/43844/heres-how-gay-street-became-acceptance-street-in-this-worldpride-mecca/
https://www.queerty.com/7-gorgeous-unisex-wedding-bands-celebrate-7-years-marriage-equality-20220512

“Enhanced” Branded Content Distribution

Q.Digital’s “Tier I” Enhanced Branded Content Distribution includes 1) our standard on-site organic editorial distribution with the article promoted on our homepage
at launch and in our editorial newsletter, 2) a custom Dedicated Email with the entire article sent to 100k email subscribers to significantly increase the audience size,
3) custom Co-brand Display with brand logo promoting the article, run across Q.Digital network, and 4) distribution on Q.Digital social feeds.

QUEERTY" Example: Planet Fitness, June 2023
(ST Joey Donatelli »;:ij:am(

FLEX YOUR PRIDE AT PLANET FITNESS.

On-Site mmrrs  QUEERIY iveees Dedicated Email Co-Brand Display
Distribution ﬁuﬁfﬁf;:?:::n‘;m:::iﬁf.me"' s FLEX YOUR PRIDE Distribution ’ + 300x250 created for article promOtion

- 3 ) @ AT PLANET FITNESS. ) . Runs across Q.Digit0| sites

* Livesin organic ; * Full article sent to 100,000 - A + Includes “Presented by” with brand logo, article
editorial space subscribers title, and image

+ 100% SOV Brand :

+ "Presented by” with brand logo

Display

+  "Presented by”
with brand logo

+ Organic Editorial

Joey Donatelli on their Judgement Free workouts and
designing Pride merch

L3 to outlaw book bans in historic

Distribution Queerty Newsletter - .
includes ‘
homepoge and B Iceland outlaws conversion
newsletter o * therapy in landslide vote

» Social Distribution T e QUEERTY

=0 Joey Donatelli on their Judgement
Free workouts and designing Pride merch

Presented By

é Joey Donatelli on their Judgement
Free workouts and designing Pride

Present ted By
Planet Fitness
NEWS (USA)
Joe Biden just threw the
biggest White House Pride
¥ party in history
- ure
2 - N J. Harrison Ghee & Alex Newell
i o b - 4 d made history at the very queer
® % : TN 2023 Tony Awards
Joey Donatell - LFE
Planet Fitness has always been about making exercise accessible. Garth Brooks says transphobic
=i “as**oles” aren't welcome at
The national fitness company’s “Judgement Free" ethos is about ensuring the . B his new bar

comfort of all members, who can get in a great workout without feeling judged
or pressured. With that in mind, it's only natural that its Pride initiative is all
about inclusivity and self-expression.

FLEX YOUR PRIDE
AT PLANET FITNESS.

)

QUEERTY"

Joey Donatelli on their
Judgement Free workouts and
designing Pride merch

p Presented By
@ Planet Fitness

# Igbtgnation.com

Partnering with Baltimore-based designer Joey Donatelli, Planet Fitness’ You
Belong® Pride collection leans into nostalgic looks from the fun-loving late

t d 1990s and early 2000s, and the special You Belong® tank top and canvas bag y . D- . t I
> O pe rq e . can be used for everyday activities. -ty i \. I gl q 2 8

Even better: All proceeds benefit the It Gets Better Project, which is about
ensuring that LGBTQ+ kids feel safe and secure in their own skin.




Talent and
Influencers




Q.Digital’s established relationships with LGBTQ+ influencers and
notable personalities brings brands “friend of the family” access

Recent Collaborations

LOBTONATON 3 NATIO!
| AUTHENTIC VOICES OF I AUTHENTIC VOICES OF

PRIDE 1) BRIDE Billy Porter (FX Pose, Kinky Boots), Wanda Sykes (TV,
e s vt comedian), Lance Bass (musician), Ashlyn Harris
(soccer champion), Leslie Jordan (Will & Grace), Bob
the Drag Queen (RuPaul's Drag Race, influencer),
MonetX(:hanqe(RuPouVsEnagRoceﬁnﬂuenceﬂ,ggm
Wilbekin (Native Son), Mo Heart (RuPaul’'s Drag Race),
Victor Jackson (choreographer), Schuyler Bailar (USA
Swimming, activist) Sherry Cola (comedian) Shangela
(HBO, RuPaul's Drag Race), Trixie Mattel (Discovery,
RuPaul’'s Drag Race), Joseph Arujo (TikTok's Creator
Diversity Collective), AJ Gibson & Emile Ennis Jr (TV
personalities), Busy Phillips (Dawson’s Creek), Brita
Filter (RuPaul's Drag Race, Broad City) Aydian Dowling
5 (Men’s Health cover, influencer), Tyler Oakley
i - (influencer), Wilson Cruz (Star Trek, My So Called Life)
PRIDE Jason Collins (NBA), RK Russell (NFL), Trinity K Bonet
(RuPaul's Drag Race), Orlando Soria (designer and TV
host), Vanessa Parish (chef, influencer), Nelson Moses
Lassiter (filmmaker), Jenna Laurenzo (filmmaker),
: U , Rachel Paulson and Kelly Hrebener (influencers), Kim
i : . Chi (RuPaul's Drag Race), Lauren Elyse (makeup artist),
: Brendan Jordan (influencer), The Yoberts (influencer
couple), and many more

.
| = B QUEERTY"

ORIGINS
- OF
BMMAUDACITY

S " QUEERTY'

CHOSEN FAMILIES

ORIGINS
Biniliabiag > o e e
AUDACITY

LGBTQ
NATION

>perated. Q\.Digitql | 30


https://www.lgbtqnation.com/authentic-voices-of-pride/lgbtq-healthcare/
https://www.youtube.com/watch?v=eJDK71rqXzE&t=1s
https://www.lgbtqnation.com/authentic-voices-of-pride/families/
https://www.lgbtqnation.com/2022/10/ashlyn-harris-advocates-knocking-doors-newfests-authentic-voices-pride-screening/
https://www.lgbtqnation.com/authentic-voices-of-pride/stonewall-generation/
https://www.lgbtqnation.com/2022/06/bob-drag-queen-marti-cummings-kick-heels-world-premiere-screening-authentic-voices-pride/
https://www.lgbtqnation.com/2022/06/bob-drag-queen-marti-cummings-kick-heels-world-premiere-screening-authentic-voices-pride/
https://www.lgbtqnation.com/authentic-voices-of-pride/bob-the-drag-queen-monet-x-change-how-nyc-drag-queens-helped-revolutionize-queer-health-care/
https://www.queerty.com/queerty-tv/video/mkrvUi0g
https://www.queerty.com/queerty-tv/video/mkrvUi0g
https://www.queerty.com/queerty-tv/video/mkrvUi0g
https://www.queerty.com/queerty-tv/video/wuMbYniw
https://www.queerty.com/queerty-tv/video/vv19CzJ9
https://www.queerty.com/queerty-tv/video/W2ioSvSQ
https://www.lgbtqnation.com/authentic-voices-of-pride/small-town/
https://www.queerty.com/queerty-tv/video/ruRyzRj7
https://www.lgbtqnation.com/authentic-voices-of-pride/queer-youth-are-struggling-joseph-arujo-is-throwing-them-a-mental-health-lifeline/
https://www.lgbtqnation.com/promos/on-the-road/
https://www.lgbtqnation.com/authentic-voices-of-pride/raising-lgbtq-kids/
https://www.lgbtqnation.com/2022/06/brita-filter-uses-larger-life-drag-queen-help-others-find-pride/
https://www.lgbtqnation.com/authentic-voices-of-pride/aydian-dowling-made-history-as-a-fitness-model-now-hes-fighting-for-other-trans-peoples-bodies/
https://www.lgbtqnation.com/authentic-voices-of-pride/young-leaders/
https://www.lgbtqnation.com/authentic-voices-of-pride/young-leaders/
https://www.lgbtqnation.com/authentic-voices-of-pride/inclusion-in-sports/
https://www.lgbtqnation.com/authentic-voices-of-pride/inclusion-in-sports/
https://www.queerty.com/queerty-tv/video/PmBgQuos
https://www.queerty.com/queerty-tv/video/Fnu3IUsE
https://www.queerty.com/queerty-tv/video/YaiyvuN0
https://www.queerty.com/queerty-tv/video/9mUOsm6E
https://www.queerty.com/queerty-tv/video/9mUOsm6E
https://www.queerty.com/queerty-tv/video/Wcuxd7Dv
https://www.queerty.com/queerty-tv/video/wXNob4PG
https://www.queerty.com/queerty-tv/video/4XhJA994
https://www.queerty.com/queerty-tv/video/4XhJA994
https://www.queerty.com/queerty-tv/video/2YyKdPRH
https://www.queerty.com/queerty-tv/video/SmMXhwEN
https://www.lgbtqnation.com/promos/on-the-road/index.php?episode=202101
https://www.queerty.com/queerty-tv/video/S2ouV4Ae

High Impact and
Brand Media



High Impact Takeovers: Peak and Video Scroll

High Impact “Peak Unit with Video” has video plus brand visual space, High Impact “Video Scroll” pushes down content to reveal full screen

pushes down content for high impact effect. Served as First Impression video. Served as First Impression Takeover with brand display units below
Takeover with brand display units below

GO EAST, GO WEST, e i
GO WITH YOUR HEART. . e B

. 6 GORVING®
(& GoRvING GoRNG

GO EAST, GO WEST,
GO WITH YOUR HEART.

GO EAST, GO WEST,
GO WITH YOUR HEART.

[ ] 6 GORVING

LGBT@NATION

LGBTONATION =t s o i somsm o s s

GO EAST, GO WEST, LATEST STORIES
GO WITH YOUR HEART.

=] 6 GORVING

WELLS
FARGO

Honoring LGBTQ+ History Month
...... ¥ wellsfargo.com/pridecollection

QUEERTY" =

D EAST, GO WEST,
D WITH YOUR HEART.

BTQ ome news ure poumics GooDNE Q
TION

GOOD NEVWS;

These 8 queer Hispanics are
shaking up the art world

56

Honoring LGBTQ+ History Month
wellsfargo.com/pridecollection

spoiler avoided?

Kyrsten Sinema’s big eff u to

R e N AN LY i T 2 SER bt By & v 7



High Impact Mobile Reveal

As user scrolls on mobile web, the full screen unit reveals under the content. Q.Digital creates the unit with brand assets, with or without video.

WELLS FARGO
S

THE ALL-ELECTRIC CHEVROLET BOLT EUV

PROUD TO FIND NEW ROADS THEALL‘E;.ECTRICCHEVﬂDLETBDLTEUV
PROUD TO FIND NEW ROADS

the splash zone (2088 Honoring LGBTQ+ sty Honoring LGBTQ+
. FARGO . FARGO .

Jonathan Groff admits to Hlstory Month HIStory Month

spitting on Daniel Radcliffe, says

he gets “wet” when he sings (us
too!)

But, in adapting Mallon’s evocative words for the
screen, veteran filmmaker and Oscar award-
nominated screenwriter Thomas Mallon sought to
follow the threads of these so-called “fellow
travelers” further still, imagining later points in Hawk
and Tim’s lives where their paths cross yet again,
and giving viewers immersive glimpses into different
eras of gay American culture along the way.

ERE0E0

@ queerty.com

bad flex

This guy’s “pleasant”
conversation & photo opp with
an anti-gay bigot has social

@ queerty.com media up in arms

# queerty.com

& queerty.com I & queerty.com

operated. Q\.Digitql | 33




Premium Video - Run of Network

Reach the largest scale in LGBTQ+
media with direct-sold video inventory
across six LGBTQ+ owned sites including
Queerty, LGBTQ Nation, GayCities, INTO,
PinkNews, and Autostraddle.

QUEERTY"

Queerty TVHome  Latest on Queerty TV Queerty LOL  OutForGood Pride50 Travel That's Our Sally ~The Queerty Interview

Q.Digital serves Pre-Roll in editorial
video environments across Queerty TV
& our LGBTQ+ Video module on LGBTQ
Nation and Queerty, and In-Read/In-
Stream across LGBTQ+ editorial
content.

Benefits include:

v" Pre-roll inventory with high viewability &
high completion rate for LGBTQ+ content.

v" LGBTQ+ content alignment

v" Distribution Partners: PinkNews and
Autostraddle

QUEERTY

QDigital | 34




Custom Creative

For some clients, Q.Digital can create custom photo shoots with LGBTQ+ talent and create display and video ad creative.

@ TOYOTA

S ' R, 2 N CHEVROLET TO 4 :
8 L - B o FIND NEW f {

= D AT . ROADS '

' * B ks : % =

CHEVROLET BOLTEUV:

2022 -
CHEVROLET EQUINO;

PROUD TO FIND
NEW ROADS

CHEVROLET BOLT EUV

ROUD TO
FIND NEW
ROADS

LGBTQVIDEOS

Z

LGBTQNATION

i

& TOYOTA

1

022 CHEVROLET FQUNGR
ROUD TO FIND
NEW ROADS

| 35




Using effective strategies to reach
LGBTQ+ people by uplifting voices in
the community though storytelling.

Look inside past work to see how

Q.Digital helps brands connect with
LGBTQ+ audiences.

Proudly 100% LGBTQ+ owned & operated.

www.q.digital



http://www.q.digital/

A Few of Our Recent Brand Partners

AMERICAN| P rn
. Cl tl Capit-‘:'l/lOne’ NETFLIX HBOMAX
mastercard.
7\
E;-IE;LEI_ @LE(LIS @ Mercedes-Benz NI\SS}\I MAYBEL IN_E \Iu ,Y\L 5 H%n
& = @ e s AARP
@Tovota X S ATRT Vi; ﬁtaw §Unny 04as- o

m

SONY
PICTURES

@ *MNCCYS KOHLES ([(JGILEAD g

25

TARGET
hulu  §Y o Sl 577 »% o

ited.

AN San
Wi
Bz Travel

é

VISIT

seattle

g
nulo

R 4

CapitalOre
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M\ K4

SUMMARY
McDonalds partnered with Queerty for the largest LGBTQ+

awards program available: The Queerties! The program
included a digital channel sponsorship, a custom award
category, influencer casting and amplification, and a unique
LGBTQ+ event integration.

HIGHLIGHTS

v/ 100% SOV Custom ‘Livin” My Truth’ Category

v 25% SOV in digital channel

v" Social Media Amplification

v" Influencer Casting: Manila Luzon & Shea Diamond

v On stage in-show integration with co hosts & McDelivery

*"QUEERTIESw = M =

perated. Q\.Digital | 38

% im lovin'it'

Latest Life Entertainment Politics Queerlies

VOTE NOW

i'm lovin' it’

QUEERTIESuu me

1TOTH ANNIVERSARY

% ’
BADASS DRAG ROYALTY nrrunzmsmn ausmowu STUDIO MOVEE
;A, \ :.r,h';-eq l-”:‘,'.

' <
B Y l

““E LMH' Y TRUTH ON -
SCREEN ROMANCE Avmn FILM PERFORMANCE TV SERIES

”f " !m im

FAVDRIIE INSTA- |
FAVORITE TII(TUKEH

m

ENTERTAINMENT IIEAUTV/ [I]CUSERIES DOCUMENTARY

= » -

e |

TVPERFORMANCE |

STANDOUT STAND-UP

.=ﬂ

l‘ " '\‘ . DIGMAL

INDIE MUSIC VID INDIE MOVIE

= b=

NDXTBIGTHNG ~ BESTREAD GIRL, BYE GROUNDBREAKER

[ % i'm lovin’ it




LGBT@NATION

& TOYOTA  (NTHERDAD

THREE YEAR VIDEO SERIES

SUMMARY

In Toyota's first custom LGBTQ+ content program, Q.Digital created a
multi-year custom video series for Toyota called “LGBTQ Nation’s On
the Road, presented by Toyota,” showcasing LGBTQ+ couples driving
Toyota vehicles on their way to meet other interesting LGBTQ+.

LGBTQNATION  woe e e souncs masuron oiasoss ccsmmuion

LGBT@NATION

LA AN

T On the Road: Austin

Year 1featured influencer couple Corey and Christian (aka The
Yoberts) discovering Southern California while driving Toyota's Rav4
and Camry. Year 2 featured engaged couple AJ and Emile exploring
the Bay Areaq, driving the Rav4 SE and the Prius Prime. Year 3 launched
with AJ and Emile exploring Austin.

Q.Digital produced all 11 videos, securing talent, filming, editing, and
distributing the series.

The videos were hosted on a microsite on LGBTQ Nation. Each video
had short form cuts that ran across Q.Digital sites in pre-roll and
InRead, and appeared in custom mobile reveal high impact units. The
videos were shared across social media. In year 2, Q.Digital also
created custom display ad units promoting the series.

HIGHLIGHTS
v Influencer and creator scouting, casting, and
management:

v/ Custom video production, scripting, filming, editing, logo
design

LGBTQNATION

THE

v" Video series hub

& TOYOTA

v Organic social and editorial distribution

v High Impact Video modules with 30-sec sizzle

v" Toyota brand display & brand video across Q.Digital sites

QDigital | 39




LGBT@NATION
| |'I AUTHENTIC VOICES OF

PRIDE

CHEVROLET

FULL SCALE PARTNERSHIP

SUMMARY

"Authentic Voices of Pride" is a multi-year partnership with LGBTQ
Nation and Chevrolet to shine a light on vital LGBTQ+ issues through
long-form video and editorial, featuring intimate conversations, in-
depth profiles, and firsthand stories from within our community. From
2021 through 2023, the topics included LGBTQ+ Families, Drag as
Activism, Inclusion in Sports, Youth Homelessness, Raising LGBTQ+ Kids,
LGBTQ+ Youth, Stonewall Generation, and Queer Healthcare. Dozens of
high-profile LGBTQ+ people contributed perspectives in videos and
editorial content, along with micro social influencers. LGBTQ Nation
hosted live panel discussions during NewFest film festival. Each pillar
drove donations to a partner charity. The program ran in tandem with
custom ad creative developed for Chevrolet for LGBTQ+ media.

v" CONTENT: For each topic, Q.Digital created seven long-form
videos with dozens of real, notable/influential LGBTQ+, plus
podcasts and dozens of in-depth, informative editorial pieces.

v" CHARITY IMPACT: Each topic was tied to an LGBTQ+ non-profit,
which both Chevrolet and audiences donated to, netting over
$500k raised for 7 orgs.

v EVENT: Paired with NewFest Film Festival, Q.Digital hosted a
screening and panel discussion with people featured in docs.

v PR: Automotive News profiled the campaign in a major story,
GLAAD nominated us, and we WON a Shorty Impact Award

v Custom LGBTQ Creative: Q.Digital created custom display /
video for Chevrolet to support brand awareness.

l_ba

i AUT rm EVUIC[< oF i| | A uThENTL VOICES OF

PRIDE
vRoweT sl crevrover sl

Seven long form videos with high profile and influential
LGBTQ, fully executed by Q.Digital production teams. Long
and short form content distributed across six LGBTQ sites.

Panel and Screening at NewFest Film Festivals

CHEVROLET . Throughout the Authentic Voices of Pride progrem,

Chevrolet has donated $25k to each of these charities:

A B2, DUCKIER o .0 SE°

Centory

GLSEN IE gal QATHLETEALLY

$500K raised and counting..

Chevrolet reaches out to LGBTQ community
The GM bran 1 veicos n the LGAT

SHORTY
IMPACT

WON Shorty Impact Awards, NOMINATED
for GLAAD Media Award and profiled in
Automotive News

Custom Microsite, homebase for all
content and destination of all media.

QDigital | 40




QUEERTY"

AWARDS

/SN
===* DRIVEN

SHORTY

AWARDS
SUMMARY

Nissan leveraged Q.Digital to elevate the thrill of being authentically
LGBTQ+ and how it drives success in people’s lives.

Q.Digital brought forward its queer culture and entertainment site
Queerty to host a custom editorial channel called “Queerty DRIVEN,

presented by Nissan,” featuring articles, interviews, and photos of o PRoUD pARTNERS oF r :
LGBTQ+ individuals driven to succeed. They then created a two-part '{‘ff:"t PROGRESS ® '
custom video series profiling chef Vanessa Parish of the Queer Food S’ —

Foundation and Orlando Soria of HGTV's Build Me Up about their QUEERTY"
journeys of living authentic queer lives. The videos featured Nissan
vehicles organically and ran across Q.Digital in long and short form i e

with high Impact units. SEn e o
gnimp DRIVEN — {3

H I G H L I G H T s Driven features stories and interviews highlighting the thrill of the queer
Jjourney, celebrating tenacious LGBTQers whose courage to be

themselves fuels their drive to succeed

v' Dedicated Editorial Channel with 100% SOV
v Custom Video Series

v' Custom Video Series Distribution including First k
Impression Takeover with Custom Peak :30, Mobile = = =3 & pr—
Reveal with :30, Cutdown Run as Pre-Roll/inRead, Social T pmvin nmni PRGN T
Distribution. ' . '

>perated. Q\.Digitql | a4




‘fhe

©_ QUEERTIES;i.

CUSTOM VIDEO SERIES

SUMMARY

Lexus has a continual partnership with Q.Digital sponsoring our
award show The Queerties. In 2021, as part of The Queerties,
Queerty elevated LGBTQ+ people who have demonstrated
innovation in their careers with a special "Innovator” Award.
Each honoree was profiled in a custom video series. Lexus
served as Presenting Sponsor for the Queerties overall and
100% SOV of the "Innovator” Award. In 2022, MJ Rodriguez was
awarded the Icon award, sponsored by Lexus.

HIGHLIGHTS

v Award Sponsorship with "Presented by" Acknowledgment
Custom Video Series

Video Distribution Program

Display and Video Media

XN XX

Digital Virtual Event Sponsorship

Vlovin' it ) QUEERTI

RTIES:
W QUEERTIES: é lovin'it’
&Sk me lmlu ? s
VYm lovin' it - QUEERTIES

M @ I'mlovin' It

M @ i'm lovin

QUEERTIES ovin l D uLmaus

| LS

QUEERTIES«

QUEERTIES;i

OrLus

BRIGHT
LIGHT
BRIGHT
LIGHT

HEIDI N BILLY
CLOSET ANGELICA  EICHNER
ROSS

STREAMING LIVE ON REVRY

9PM ET / 6PM PT

~IEERTIES: e
\ " ! lovin’ it’ @

= 1 lovin’ it
QUEERTIESs
RTIES« M@ im sals

# I'm lovin'it’ ¢

QUEERTIES

Orsaus

QUEERTIES s
IN rg.?YATO R QUEERTIES

>

Orsxus QUEERTH
“ i'm lovin’

N e

-RTIES:

n lovin’it’

' 4 L QURERTIESe
INNOVATOR AWARD




LGBTQ
NATION

Branded Content

SUMMARY

In 2022, Wells Fargo celebrated the 30t year of their
involvement in LGBTQ+ Pride events. Q.Digital collaborated to
build a custom branded content article talking about Wells
Fargo history in the community and the organizations that
have been helped because of it. The article ran on LGBTQ
Nation in the Pride section and was part of a campaign with
ad creative celebrating the 30-year anniversary.

HIGHLIGHTS

v" 30% SOV across all Pride50 content with display ads

v" 100% SOV across 7 honorees: Dan Levy, Holland Taylor, Renee
Montgomery, George C Wolfe, Russell T Davies, Ray Yeong, lan
McKellen.

v “Presented by” with clickable logo on Pride50 landing page

& operated.

8:33 8:33

il LTE = il LTE 8:33 Wil LTE .
< Slack < Slack < Slack
a A . called the International Lesbian & Gay Freedom

@ 30 Years of Pride o . . s

1 - Day Parade in San Francisco. Hanlon and Hickey
LG were so inspired that they decided to reach out to
NATION ToME. (MNEWS: SHEE BOLITICS AUTHEN:Q. their colleagues to gauge interest in marching in

- the following year’s parade under the Wells

PRIDE PRIDEZ PRIDEFINDER PRIDE&PLACES

in Pictures

banner.

LGBTC PRIDE

30

7 Years

This bank has supported Pride
for three decades. Here's how it
happened

lls Fargo téam members at the Siolx Falls, SD Pr tiva
in 2019. The company makes sure to show up in small-town
Pride festivals as well as those of larger cities.

Photo: Peter Klien

The multinational banking giant has been
supporting LGBTQ rights since before some of us
were born.

Sure, lots of big companies have jumped on the
Pride bandwagon over the last decade, but one of
them — Wells Fargo — has been in the game for
30 years.

Long before Will & Grace premiered, Ellen
e R DeGeneres came out or the Supreme Court
“

legalized marriage equality, way back in 1987,

¥ Wells Fargo added sexual orientation to its non-
discrimination policies (a protection still not

guaranteed under federal law).

Wells Fargo Team members with the Wells Fargo stagecoach at
Twin Cities Pride in 2013. That year, Wells Fargo partnered with
GLSEN and the It Gets Better project to amplify the mission of

those organizations in several Pride marches. Hochberg 2

& Igbtgnation.com ¢ Four years later, Wells employees Tim Hanlon

Q:E 30 Years of Pride

“Our Flag Means
Death” m Bmenez

case Don’
Let Gillian



BRANDED CONTENT IN FULL YEAR CAMPAIGN

SUMMARY

Planet Fitness chose Q.Digital to amplify the
brand’s focus on inclusivity to LGBTQ+ of all
body types.

Q.Digital created custom branded content
about finding community in the gym where
everyone is accepted, targeted Planet Fitness
placements around Gen Z content on INTO,
and created high Impact Units for first
impression takeovers.

HIGHLIGHTS

Custom Branded Content with Social Distribution

High Impact Peak Units with 30 secs, First Impression Takeovers

v
v
v INTO site sponsorship targeting Gen Z
v~ RON brand media and display

v

Full year campaign

dperated.

s peRsTO
S0 TAKE PRIDE IN!

xxxxxx
Here's lhc secret Lo slaying
fitness and finding
community IRL at an
awesome gym

»»»»»»»»

WORK OUT 5 s“"’”’”" PEBLACKCARD :
R 61

« BRING A FRIEND ANYTINE NO COMMITMENT
+ ACCESS 2.400+ LOCATIONS DEAL ENDS JUNE 14™ .
« RELAX IN MASSAGE CHAIRS & MORE! F’ TNESS

JoIN NOW ol ENERGY:

DOWN[= ¢ b
MONTH *’r"?ﬁiés M \* itr l"

™

« CLEAN & SPACIOUS DEAL ENDS APRIL 5 \

< Park

« EQUIPMENT FOR EVERY WORKOUT | JOIN NOW | > Out of the Park

Lose yourself to the music at these queer
festivals around the globe

BIG FITNESS
; ENERGY




CLOROX,

BRAND DISPLAY

SUMMARY

In its first Q.Digital campaign, Clorox ran
turnkey display across Q.Digital’s sites
Queerty, LGBTQ Nation, GayCities, INTO,
PinkNews, and Autostraddle.

HIGHLIGHTS
v/ RON Display
v" AV RON Display

v #1Reach for LGBTQ+

d & operated.

03

€

LIFE COMPASS

Where to Start with the

Queer Cinematic Canon
87 HENRY GARDINA

04

Viral Sensation Kalen Allen
Reaches New Heights in
Media and Expands His
m Career in the Digital Age

95

BECAUSE

SPAGHETTI-

Start cloan @ ‘

LGBIﬁ HOME NEWS LIFE POLITICS GOODNE O
NATIO

GOOD NEWS

(e
Children of gay dads are
happier & healthier than the
children of heterosexual
parents

The authors are using the results to advocate
against anti-surrogacy laws.

By Molly Sprayregen Sunday, November 19, 2023

-~

& Igbtgnation.com

READ THE RAINBOW

Ir's you Start clean. @ 10 YA books.wilh LGBTQ+
represenlation lo read now

INDIGENOUS / TWO-SPIRIT

AGENDER MYTHS

TRANS SAFE WORKPLACES

LGBTQ+ IDENTITIES 101

Start clean. @D

Use a1 divected.

Latest Life Entertainment Politics

QUEERTY'

BESTOF

GayCities

2023

FOR THE STAY

curtain call

breaking free

One Million Moms is now Alicia Keys strikes a chord A gay, former Secret Service
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® "0UT/-GOOD

FULL SCALE PARTNERSHIP
B FSE =S Explore Target's full

& &.m“ L 3 LGBTQIA+ book assortment
SUMMARY

QUEERTY

The coming out stories of today’s generation

span across sexual orientation, gender identity, HIV
status, uniquely abled, and relationships. Queerty .OUTfOT GOQD osewhocwe oo romue e
celebrates the inspiring, honest, authentic stories
where athletes, artists, teachers, parents, teens,
business leaders, and newsmakers use their platforms
to bring awareness as they come out, affecting change
and acceptance in the broader community. The
stories embrace diversity, leaning into intersectionality
with LGBTQ+ of all ethnicities.

Cara Cunningham has always been her
Sotic, hilarious, authentic self RISE

5 conry,
vy :;::- SU & '“:l"
B \ e

¥
A

Explore Target’s
full LGBTQIA+
book assortment

stakepride  swopnow

HIGHLIGHTS

v Target sponsored “OUT for Good,” Queerty's highly-
regarded editorial pillar during October's peak
awareness periods like LGBTQ+ History Month,
Coming OUT Day, Spirit Day, highlighting this year's
inspirational coming out stories from the year.
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adidas

SUMMARY

In its first Q.Digital campaign, adidas
ran original video across Q.Digital’s
sites Queerty, LGBTQ Nation, GayCities,
INTO, PinkNews and Autostraddle as
pre-roll and in-read.

HIGHLIGHTS
v Video Package RON

v #1Reach for LGBTQ+

QUEERTY"

QUEERTY™ - [N

Queerty TVHome Lateston Queerty TV Queerty LOL OutForGood Pride50 Travel That's OurSally The Queerty Interview

“‘

M |

Learn Mor:

an Gus Constantellis Thought His Dad Was Gay After a Family Bahamas Vacation

. 1«

\d : (0:01)

QUEERTY" =

Taylor Swift attends Chiefs
game with Antoni from ‘Queer Eye’ &
we’re wondering if there was

guacamole

By Alex Reimer 5 minut
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Gay San Francisco: City by the Bay

CUSTOM VIDEO SERIES

SUMMARY

San Francisco Articles

Visit San Francisco has chosen Q.Digital as its primary LGBTQ+ O GaCites } S T O R
travel partner for 8 years.

In 2021, GayCities created a campaign called “San Francisco
Stories” with seven custom video and article interviews
profiling San Francisco’s most iconic personalities who
proudly exemplify the LGBTQ+ community in the “City of Love.”

HIGHLIGHTS

v Branded Content

Featured Videos

SAN FRANCISCO STORIES: D'arcy Dvedlinger

v Focusing on the rich culture and racial diversity
of San Francisco’s LGBTQ+ community, the
series looked at sports leaders, nightlight
leaders, community activists, and business
leaders.

Mucs relatnd videos

STAYING HOME m
y IS A DRAG
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VIZLY

HARD SELTZER

SPONSORSHIPS

SUMMARY

Vizzy partnered with Queerty on The Queerties and ) e—

Prideb0 events, and connected with fans in authentic

LGBTQ+ spaces. The brand borrowed Q.Digital’s

LGBTQ+ equity to build brand advocates within the

community.

« Vizzy was front and center as a main sponsor of
the 10" annual Queerties awards

« Vizzy campaign successfully ran during Pride

QUEERTY™

uoerty TVHome  Lateston Gueerty TV Thats OurSally  Entoriainment  Prices0  Dragtube  Michael and Michae are Gay  Trawed

=\
vizZ\VIZZYVIZZY Y127

“Edd

QUEERTY |DE. fvoees

PRIDET  PRIDEC  poincrinper  PRIDEZPLACES
season 2022 " WA
PRIDE"E’
"wVIZZY
H I G H I. I G H T S 5 times Leslie Jordan won our hearts =+
« All Placements Exceeded Benchmarks " - ater
. G ) ) el

Custom Mobile Reveal video unit
Custom FITO with video Peak unit
High reach video first program

omm—
- —

nnnnnnnnnnn VIZZY vizzy

STRAWBERRY
nnnnnn
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Let’s Work Together!

Get in touch:

CRO Digital Ops
Justin@q.digital Susan@aq.digital
Sales Team Oscar@qg.digital

Joel@q.digital

Scottfurman diqgital
@q.d9 Bl & Planning

Richard@g.digital Israel@q.digital

A — 4

Adliyah@qg.digital

www.qg.digital
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