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Q.Digital Case Studies

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.d.digital
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SUMMARY

FX Feud S2, Capote vs. The Swans, partnered with
Queerty for the largest LGBTQ+ awards program:
The Queerties ! The program received record -
breaking audience voting with 2.5M votes cast and
included a digital channel sponsorship, custom

award category and social distribution.

FX Feud S2 also sponsored =~ | . . Realiiy TV
channel, had a FITO on premiere  date, and
leveraged key video placements

FX Highlights:

1 I
V 20% SOV in digital voting channel

V Queerty Reality TV Sponsorship

V FITO on Premiere Date

V Video Package

V Social Media Distribution
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Queerties Case Study

SUMMARY

Lexus has a continual partnership with Q.Digital sponsoring our
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Queerty elevated LGBTQ+ people who have demonstrated
innovation in their career 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
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Digital Virtual Event Sponsorship
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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

vsibos s T an L.
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
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LGBTQ+ INFLUENCERS &
EDITORIAL VIDEO

Video Scroll Unit

MY LADY JANE

-

SUMMARY
N < P
period dramas and being fans of
series with strong female leads.
A We partnered with Amazon to drive
buzz and awareness of My Lady
Jane with a custom editorial
program that included Drag Queen
influencers that drove buzz and
excitement for the new series with
the LGBTQ+ community.
A High Impact Video Scroll unit (FITO) msannar - P @ e
was amongst the highest ; ¥ .5 ; : ladycamden © 4u _
performing placements exceeding y AR ) e 5 E;ﬁ“ﬁ"i,jfbi‘hyvv'wL“?jykf
CTR benchmark by 1.75x by X # '
A Social Distribution was leveraged to
reached engaged LGBTQ+

followers on social media!

Branded Editorial Video (click to play)

Drag Queen Influencers Lady Camden and Plasma
created My Lady Jane inspired looks and Instagram
Posts, which were converted into digital RON video

Highlights
A First to market: LGBTQ+ Drag Queen
Influencer social posts converted
into video
A Program Exceeded Benchmarks
A High reach video first program
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PRIDE PROGRAMMING

SUMMARY
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digi;[al program and event in NYC .én_d.

connected with LGBTQ+ fans in authentic

LGBTQ+ spaces. Q.Digital elevated
Paramount+ programming with our
influential audience.

Paramount+ was front and center as a

main sponsor of Pride50 in NYC with host
Kandy Muse, (RPDR All Stars RUP on P+)

HIGHLIGHTS

Survey Results

All Placements Exceeded Benchmarks
Custom Mobile Reveal video unit

High reach video first program

Social Distribution

To To To o Do

G-0O-D-D-E-S-S: The collected wisdom
of mother Sasha Colby

y Cameron Scheetz June 17, 202

QUEERTY"

You could say the reign of Sasha Colby began the minute she stomped into the Werk Room on
Season 15 of RuPaul’s Drag Race—her fellow competitors gagged at the mere sight of the lauded
performer.

Jaida Essence Hall is getting the
victory lap she deserves

v Charlie Grey. J

RuPaul’s Drag Race has had plenty of gorgeous girls walk its hallowed halls, but only one queen

Positive Brand Impact from Q.Digital Audience
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xfinity

SPONSORSHIPS

SUMMARY

For 3 consecutive years, Xfinity has partnered
with Q.Digital in Q2 (Pride) and Q4 (Coming Out
Day) with fully realized sponsorships designed
to align with high profile LGBTQ+ content.

)
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The program over delivered on purchased
impressions, and beat internal site benchmarks : iy
on engagement metrics like: time spent, VCR Supercharge your home

an d CTR. with supersonic WiFi

*
est Life Entertainment Politics Out For Good QUEERTY f v 0@ @ 8 =

"0UTrGOOD — xfinity

Those who came out to make a difference

Xfinity Highlights:
V 100% SQV of 4 Pride50 video subjects
V Category Exclusivity

V' Social Media Amplification



Hilton

KEY SPONSORSHIPS &
Impactful LGBTQ+ Media

SUMMARY

Hilton has partnered with  Q.Digital for
3 consecutive years with fully realized
sponsorships throughout the year
designed to align with meaningful
LGBTQ+ content. The brand borrowed
X 07 LGBTQ+®quity to build
brand advocates within the LGBTQ+
community!

Our campaigns have over delivered
on purchased impressions, exceeded
site benchmarks including VCR and
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positive brand lift from a Nielsen
study & Kantar results!

Hilton Highlights:

V' Hilton has had positive brand lift from
a Nielsen study & Kantar results

V Live Event Sponsorship
V Key Digital Sponsorships
V  Impactful LGBTQ+ Media

VV Social Media Distribution
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FOR THE STAY

5 screen roles that prove why Colman

HONOREES ANNOUNCED DALY THROUGH JUNE 30, 2023

o
IT MATTERS WHERE YOU STAY. R «——»

Your support makes our travel guides possible

Queerty Pride50 & GayCities
PrideFinder Digital Sponsorships
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Suparfne brings collactible queer art to New
Yok City

S Kit Connor loses his shirt, Lil Nas X's
‘Challengers’ moment & all the new LGBTQ+ releases
this week
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‘When your d
itinerary is full,
@ GayCties v «

FOR THE STAY

VOTE NOW FOR A CHANCE TO WIN $500 TOWARD
YOUR NEXT VACATI

CATEGORIES

O TIMELESS 'HOOD

© FUN IN THE SUN

AA & gaycities.com

FITO with High Impact
Video Scroll Unit

Best of GayCities Sponsorship with Dedicated
Award Presented by Hilton
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THREE YEAR VIDEO SERIES

SUMMARY

LGBTONATION

THE

S @ TOYOTA

LOBTQNATION e s i s susman enpess commmr F

LGBT@NATION

LAl 301N

- On the Road: Austin
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°T6yc‘)ta vehicles on their'wa‘y to meet other interﬁesting LG B:ré.

Year 1 featured LGBTQ influencer couple Corey and Christian (aka The

Yoberts) discovering Southern California driving Toyota's Rav4 and
Camry. Year 2 featured engaged couple AJ and Emile exploring the

Bay Area driving the Rav4 SE and the Prius Prime. Year 3 launched with
AJ and Emile exploring Austin

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

The videos were hosted on a microsite on LGBTQ Nation. Each video gﬂﬂ
had short form cuts that ran across Q.Digital sites in pre -rolland

InRead, and appeared in custom mobile reveal high impact units. The
videos were shared across social media. Inyear 2, Q.Digital also
created custom display ad units promoting the series.

HIGHLIGHTS
V Influencer and creator scouting, casting and
manage ment:

V' Custom video production, scripting, filming, editing, logo
design

LGBTQ hosts secured by Q.Digital

Organic vehicle inclusion in video

V  Video series hub
V  Organic social and editorial distribution

V  High Impact Video modules with 30 secs sizzle

V  Toyota brand display & brand video across Q.Digital sites

& TOYOTA

e &P TOYOTA

QDigital | o




LGBT@NATION
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 an editorial, 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, Queer Healthcare. Dozens of high
contributed perspective 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
video with dozens of real, notable/influential LGBTQ, podcasts,
and dozens of in - depth, informative editorial pieces.

V  CHARITY IMPACT : Each topic was tiedto aLGBTQ non - profit
which Chevrolet donated to as well as audiences, 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 a major story,
GLAAD nominated we WON a Shorty Impact Award

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

- profile LGBTQ

.’, v} o

LGBTONATION
F | AUTHEHTKD VOICES OF ! | AUTHENT\F VOICES OF

PRIDE
Gt crevrover s

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

Throughout the Authentic Voices of Pride program,
Chevrolet has donated $25k to each of these charities:

CHEVROLET '_1_-
cemeﬂ

Mauu o
EgﬂkEITY &, M@ p;l*m LENIERWW fage
GLSEN' [T Lambdalegal @) amereany

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 | 10
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CADILLAC AUDACITY

CUSTOM VIDEO SERIES

Cadillac connected with the brave, fearless, and audacious queer
people via a multi - pronged partnership with The Queerty Interview.

As a traditional media sponsorship, Cadillac had a high SOV of the
t 6 ~

- ~ ’ ~ N o

profrle interviews with queer culture | Ieaders |cons celebs and content
creators who queer people are obsessed with. Cadillac enjoyed 33%

1 L | t

- J . - + 5 N - . - ’ + o " N -

Sponsorship of The Queerty Interview

CADILLAC

QUEERTY"

the QUEERTY interview -

the QUEERTY interview
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Emrl W|Ik|nson and others. The Q. Drgrtal produced vrdeo featured a
Cadillac vehicle and represented the undeniable ambition, audacity
and boldness of queer people.. The videos were distributed in a mix of
high impact units, short form and long form editorial.

Cadillac Benefits include:

V  Editorial Sponsorship of Premium LGBTQ Content with High SOV

V  Custom Video Series featuring talent and brand supplied vehicle

V' Custom High Impact Units

QUEERTY"
J ORIGINS
AUDACITY

QUEERTY"
ORIGINS

AUDACITY

GAoILLAC

-+ n < N € o 5

Custom High Impact Units with short form video

CADILLAC

QUEERTY"

A

T Legendary Jack Mizrahi is spreading the
gospel of ballroom across

the globe

e R

QUEERTY"
ORIGINS >
AUDACITY

DL acl

ORIGINS
AUDACITY

NDA B
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Sponsorship of LGBTQ Naton 6" .. _ [ | B Sponsorship of GayCities Wander Luxe

LGI
n

O‘th’g ties  cities Aricles Events WanderLuxe Beaches
7 5 |
WANDER LUXF
N £ | / | presented by

smart splurges for queer travelers

CADILLAC

i Y &
| \

SUMMARY S
Cadillac returned to Q.Digital for its second year of capILLAG

supporting LGBTQ owned media with a dedicated , CLNE =
campaign. Q.Digital brought Cadillac creative around S Ermmaman me
premium signature programming with High SOV, auto Lonusin ot e et e

L e e oL T T T 6, L] memeeew e

Programsincluded _ - , ~ .67 _ . _sSBayQtiés allofus

6", .. .,.%.B ", " LGBTQHRBtory

Month, and GayCites 6 -, ., , _ . ' .. *B ek

Q.Digital also created custom high impact units that _— ; - 6" -
elevated the user impact of the Cadillac brand. — i )
Custom Peak Units were created for first impression ‘ . N | - :] . ——

takeovers, and a custom Mobile Reveal with Video was " First Impression Takeover ry N 4

created to run across mobile web sites. O ™ ™~

Cadillac Benefits :

V' Premium Editorial Sponsorship with high SOV

and presented by logo and auto category

exclusivity )
\ l | ; L . E}
V' Custom High Impact Units N N e

V  Brand Media RON across #1 reaching LGBTQ
collective

Your Gay Travel Guide
Discover LGBTQ+ friendly destinations across the < ’ P |
globe in one of our 268 City Guides: \oDlgltaI 12

Where to?
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PRIDE SPONSORSHIP

SUMMARY

= ‘

. A- renewal parthership with Q.Digital
continues with a sponsorship of the Queerty Pride50 IN
2023 celebrating 50 people who embody the spirit of
Pride. Revealed each day through May through July,
Nissan surrounded each honoree with a high SOV and
100% SOV of advocate Raquel Willisand  Thaddues
Coates. Nissan also sponsored the Pride50 eventin NYC
which hosted hundreds of influencers in a chic venue in
Chelsea Piers.

HIGHLIGHTS

A - e
presented by logo

Queerty Pride50 Event sponsorship

Display / Video RON across LGBTQ sites

High Impact First Impression Takeovers

< < < <

Social Distribution

& pRoGAESS

QUEERTY

7

[ Author and advocate Raquel Willis is
blazing a path for the LGBTQ+ community by
telling her story

PRIDE *

B kles b
pgﬁ#i"@

PRESENTED BY
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&S GORVING'
THREE YEAR PARTNERSHIP

SUMMARY

For three years, Go RVing chose Q.Digital to create unique,
relatable travel content elevating the RV industry to travel
passionate LGBTQ+, enticing them to choose an RV adventure
for their next vacation. This is one of the

most significant overtures the RV industry has made to the
LGBTQ+ consumer.

Queerty created nine (9) custom videos that were be

produced in full by Q.Digital and featured LGBTQ+ influencers
using the RV in a variety of ways. The video series was
promoted long form and short form across Q.Digital in LGBTQ+
content environments and on a custom microsite. Q.Digital
also produced branded content for the campaign.

HIGHLIGHTS

V  Custom Video Series b 9 videos over three years
LGBTQ influencers and LGBTQ notables

Custom High Impact Units

Custom Branded Content Series (3 Articles).
Microsite

< << <

)perated.

— 6 GORVING
.
QUEERTY

QUEERTY"

BEST RV LIFE - & corviNg:

QUEERTY'S BEST RV LIFE WITH GO RVING: MODERN
FAMILY

PR ——— TIPS ——
Sverture preserted by
SEASON TWO: BEST RV LIFE

ﬁn{i,b;@; 3

QueeRTY”
BEST RV LIFE & e

SEASON ONE: BEST RV LIFE

Lot Gone & Shay take you on a queer This il hit the road in an RV for the.
RV adverture acrose Amenica first ime. It changed thei ves for the
bettec.

TURN STORIES
INTO STARRY EYES LI 6 GORVING

¢ Free of an agenda (except that gay one)

KIT & JOHN’S ) KIT & JOHN’S 1 KIT & JOHN’S

RV ROAD TRIP RV ROAD TRIP GoRVing RV ROAD TRIP

82, B\ ‘ﬁﬁ;;#@! ;

QUEERTY" QUEERTY"

BEST RV LIFE 6 GORVING® BEST RV URE -

High Impact

Ly Me D
QUEERTY" -

S | e GO EAST, GO WEST,
BEST RV LIFE = re: GO WITH YOUR HEART.

o
BEST RV LIFE

& coms
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https://www.gaycities.com/outthere/54292/family-hit-road-rv-first-time-changed-lives-better/
https://www.queerty.com/queerty-tv/video/tyjJCxl6
https://www.queerty.com/queerty-tv/video/rLK7uUM0
https://www.queerty.com/queerty-tv/video/tMn4Nqs9

CHASE ©

reedom: e QUEERTY interview

Queerty Interview / LGBTQ History Month

Chase Freedom card sought to connect with LGBTQ with a new campaign

T - -~
specific campaign. G =
During LGBTQ History Month October 2022, Q.Digital wrapped the Chase ctnn

display and logo creative around the high - T T T,
AP - B - MataGoy
Additional awareness was drawn with high impact First Impression Aboutthe Future
Takeovers and Video in Pre - Roll and In - Read across six LGBTQ sites.

HIGHLIGHTS
—_— EVERY “YOU” MOMENT,
A" 6_4a. . . b33% SOV oyerall, ples 100% SOV | WITH CASH BACK. L P

REWARDED
| WITH CASH BACK. |

three editorial interview articles

INTO Site Sponsorship b25% SOV overall
T R

LGBTQ
History Month

presented by

First Impression Takeovers

Display RON Premium LGBTQ Content

p SN S D S

Video RON

LY
O fresdom

You can't know where you're going, if you don't know
where you've been. Learn more about celebrating LGBTQ
History Month by reading the informative and inspiring
stories below.

| am the founder of LGBTQ
History Month. Now I'm

the QUEERTY interview

EVERY “YOU"

The Old Gays reveal their earliest crushes
Tk Tok might be thoughi of @ young person's game, but The Okt Gay. .

EVERY “YOU"
MOMENT,

REWARDED
| WITH CASH BACK.

O st

EVERY “YOU"

MOMENT

REWARDED -
| WITH CASH BACK. © freonv

Learn more

Write for
us




. mastercard.

SUMMARY

MasterCard partnered with Q.Digital in 2022 to
elevate the True Name feature which helps people
use their real name on their cards. Q.Digital created
a branded content article that appeared on Queerty,
detailing the highlights of the feature, with the article
surrounded by MasterCard display and presented by
logo. The campaign also included MasterCard
creative running across Q.Digital sites.

HIGHLIGHTS

V Branded Content with 100% SOV, brand video

t = 1 ’ 6 ) ‘

-+ + . + L= 4 -

V Display RON across LGBTQ sites

V Social Distribution

-
st e e e DUIEERTY

[ES553 5 things we love about Mastercard’s
trans and non-binary inclusive True Name®
feature
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LGBT@NATION

outing hateful

®
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[EIIET3 5 things we love about Mastercard's
trans and non-binary inclusive True Name®
ure




