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31.7MLGBTQ+
ADULTSINTHE U.S.

Identification has nearly
doubled over the past deeade



https://www.hrc.org/press-releases/icymi-gallup-poll-finds-almost-1-in-10-in-u-s-identify-as-lgbtq-a-record-amount?utm_source=chatgpt.com
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39%

ALMOST1IN10
of U.S. Adults
LERVWELE

LGBTQ+

38%

More than half of LGBTQ+ adults identify
as bisexual, with the remaining population
distributed across gay, lesbian,
transgender, and other identities.

Generation X

6%

8 . 1 | Boomers
N

LGBTQ+ Americans
are Gen Z or
Millennials.

2%

Generational percentages are calculated by applying Gallup’s 2024 LGBTQ+ identification rates to U.S. Census adult population estimates for each generation, then
normalizing those figures to show each generation’s share of the total LGBTQ+ adult population. Source: Gallup (2025); U.S. Census adult population data.



$1.4 TRILLION

LGBTQ+ purchasing power
in the U.S.

equalpride

Growth Audiences represent a
rapidly expanding share of U.S.
consumers and are driving trillions
in annual spending across major
categories including retail, travel,
beauty, and entertainment.

$16+ trillion of U.S. consumer
spending is influenced by growth
audiences and women, who
shape purchasing decisions across
categories.

Gallup National LGBTQ+ Identification Survey (2024-2025);
Witeck Communications; UCLA Williams Institute;
McKinsey & Company; Nielsen; U.S. Census Bureau; U.S. Bureau of Economic Analysis. 4
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46%

of U.S. LGBTQ+ adults
identify as non-white

rowth Audience

o/ Latino / Hispanic
23% i
0 Black / African
O American
0 Asian American /
(o) Pacific Islander

0 Native American,
0O Multiracial, or Other

BTQ+ Identification Survey (2023-2025); UCLA Williams Institute LGBT Demographic Analysis;
dulation Estimates (2023-2024)
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Growth Audience

Insights

Travel

51%

LGBTQ+ travelers are of LGBTQ+ adults own new LGBTQ+ 51% more likely to watch
more likely to plan a trip pets (vs. 63% of vehicle registrations sports videos online
\ when they see heterosexual adults). in the last 3 years

themselves in ads.

Entertainment
more likely to say LGBTQ+ adults report LGBTQ+ people of beauty dollars
fashion is an important \ taking at least one subscribe to streaming come from LGBTQ+
form of self-expression. cost-saving action tied services for original consumers
€ \to prescription drugs content

Sources: Expedia Group Inclusive Travel Partner Insights (2023); Pew Research Center LGBTQ Americans & Pet Ownership Data (2023); Experian Automotive LGBTQ+ Vehicle Registration Analysis (2023); GWI LGBTQ+ Audience Sports & Digital Media Index (2024); Nielsen
LGBTQ Consumer Insights (Fashion & Beauty Indexing); KFF Health Care Access & Financial Barriers Among LGBT People (2023); GLAAD Where We Are on TV Streaming Findings (2023); Nielsen Pride & Present: An LGBTQ+ Audience Snapshot (2021). 6
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equalpride

equalpride connects brands to
across content platforms, meeting
them wherever they engage.

Flexible, scalable, and data-driven activations
designed to drive reach, engagement, and measurable impact



equalpride

equalpride

2 OM + TotalReach

equalpride is the leading media and cross-cultural
entertainment company, delivering award-winning

content that connects with audiences and consumers 14 M+ Social Media Followers
across diverse omnichannel platforms.

OM + Monthly Unique Visitors

d 0 x ‘ @ u 1 3 2 K Print Readership

6. Source: ComscorePlan Metrix Audience Profile, equalpride Mobile, A18+,
July 2023. 7. Google Analytics 8. Print: The Alliance for Audited Media

OUT THEADVOCATE PRIDE egayety elghf clghty cpride S8Ave.ern ADVOCATE plus

ORIGINALS

Sources: 1. Gallup “U.S. LGBT Identification Steady at 7.2%", 2023 and Centers for Disease Control and Prevention (CDC) Report April 2023 2. The Pride Co-op Q+ Report, 2022, Global LGBTQ+ Buying Power estimated at $3.9 Trillion. 3. NGLCC America’s LGBT Economy Report, 2022. 4. US
Census Bureau’s American Community Survey 2021 5. Family Equality LGBTQ Family Building Survey, 2019. 9
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BRANDED CONTENT

AUDIENCE & CONTEXTUAL
EXTENSION
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equalpride Audience 75%

of equalpride’s audience
identifies as non-white

240/ Black / African
0 American
Latino / Hispanic
20% [Hisp
0O Asian American /
O Pacific Islander
y/ i
Other / Bi
9% /

0 American Indian/
(o) Alaskan Native »

)al LGBTQ+ Identification Survey (2023-2025); UCLA Williams Institute LGBT Demographic Analysis;
pulation Estimates (2023-2024)
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equalpride Audience Insights

[ Trave! [ Pets NN Auto
' 34x | 32x | 77%  3.2x

more likely to travel more likely to own dogs in the market to more likely to attend
\, internationally purchase a new professional soccer

Fastior Yl Phar
3.7x 2.4x 88%

\ more likely to consider \ more likely to search subscribe to a paid more likely to try new

themselves fashion- online for health or streaming video service beauty Brands
conscious \ medical information

6 months.

2.6X

Q

Source: Comscore Plan Metrix, Adults 18+, LGBTQ+ Audience vs. Total U.S. Adults, Composition Index UV — International Travel (Advocate.com, September 2025); Owns Dog (PRIDE.com, May 2025); Tesla (OUT.com, August 2025); Attended Professional Soccer Event (Advocate.com,
October 2025); Fashion-Conscious / Style-Oriented (OUT.com, September 2025); Searched Online for Health/Medical Information (OUT.com, July 2025); Paid Streaming Video Subscription (Advocate.com, June 2025); Try New Beauty Brands (OUT.com, July 2025). 12
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equalpride Audience Extension enables brands to scale
LGBTQ+ reach beyond owned properties while
maintaining cultural relevance and precision targeting.

equalpride

Amplifying Existing Creative

(DIO & PMP)

equal

OWNED AND OPERATED

Access premium LGBTQ+
editorial environments:

Display

Online Video
Social

Print

Email Newsletter

Delivered across Out, The
Advocate, PRIDE, Gayety, and
extended equalpride network
properties.

equal

AUDIENCE EXTENSION

Expand LGBTQ+ reach
beyond owned properties:

e Display
e Online Video
e« CTV Inventory

Powered by equalpride first-
party data and multicultural
audience modeling.
Contextual Targeting.
Behavioral & Interest
Targeting.

14


https://docs.google.com/spreadsheets/d/1i7Fx75BjnvHeg5Rjh4_vaOmLI9GVTUoXxSvCsPtd7t4/edit?gid=1481605768#gid=1481605768
https://docs.google.com/spreadsheets/d/1i7Fx75BjnvHeg5Rjh4_vaOmLI9GVTUoXxSvCsPtd7t4/edit?gid=1481605768#gid=1481605768

< [ Q) Find related content

Search ]

“After a lifetime in the Sports & Entertainmen
Capital of the World, I can say this:
Las Vegas nightlife is unmatched.
Here are my top 5 picks for
I an unforgettable (& affordable) night out.”

Gaygty @ 525

At cost, high glam. @Ricky Cornist] A
i . Lo ]
wMiRgas recs are a vibe — and frie.. mo .

Q‘J comment...

equalpride

Social Media

@ OUTMAGAZINE @OUTTRAVELER cpride clgbtq o fgbf < gayety
@ PRIDE_SITE @THEADVOCATEMAG @HIvplusMAG @ Gaycation

equalpride connects brands to 11IM+ LGBTQ+
followers on Facebook, Instagram, and Threads.

Our first-party data powers precise, trusted
Custom and Lookalike Audiences providing
reach and scale.

144M+ Monthly Social Reach
5.3M+ Monthly Engagements

‘Social media outperforms all other channels
in driving campaign performance’ in
DoubleVerify study, “2025 Global Insights:
North America Report”

d OO X & G O
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equalpride

Content:
White Label & Branded

Create Captivate Connect

ep STUDIOS fuses creativity, production, and purpose.

We create white label and branded stories that stand out and
connect with today’s audiences.

Aesthetics = g water : '&KEVE.@@
Googe #M @ hulu (0) IKEA J&J @Dusxus 'OREAL

Allergan bvb[y Cap@e DISC '\VER €SSi€ Horidakeys () GILEAD \ﬁ?V

Media Investment Management

AUDIENCE EXTENSION :

equalpride equalpride D% advertising
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https://docs.google.com/spreadsheets/d/1i7Fx75BjnvHeg5Rjh4_vaOmLI9GVTUoXxSvCsPtd7t4/edit?gid=1481605768#gid=1481605768

ep

STUDIDOS

OUT: LOS ANGELES

In 2024 and 2025, Los Angeles Tourism selected
equalpride as its preferred LGBTQ+ content partner
to deepen engagement with queer travelers.
Together, they focused on elevating LA's inclusive
culture and diverse neighborhoods through
authentic storytelling.

The partnership activated across branded digital
content, organic and paid social, and strategic
digital placements to reach LGBTQ audiences at
scale. This integrated approach strengthened LA's
visibility as a vibrant, welcoming destination for
queer travelers year-round.

OUT | @45‘3@


https://www.out.com/los-angeles/protest-to-pride-in-los-angeles-an-angelenos-journey-in-style
https://www.out.com/los-angeles/protest-to-pride-in-los-angeles-an-angelenos-journey-in-style

CASE STUDIES:
ZOOM OUT

For Out’s 30th anniversary, Out partnered with Google
Pixel to recreate 10 of its most iconic covers through a
modern LGBTQ+ lens, shot entirely on Pixel 6 to blend
cultural legacy with cutting-edge creativity.

Campaign Highlights:

e Custom editorial series and dedicated content hub
e Digital display, OLV, and social amplification
 Visually driven storytelling celebrating diversity and
intersectionality

e Seamless product integration within a culture-first
concept

OUT | GooglePixel

equalpride

k
N|PARTINERSHIP WITH GOOGLE PIXEL 6
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OUT In San Diego

In 2025, equalpride and the San Diego
Tourism Authority partnered to boost
awareness and inspire travel to San Diego
through strategic, authentic, and visually
rich custom content and digital display.

The campaign delivered strong
performance across all key metrics, with
engagement and click-through rates
exceeding equalpride’s benchmarks.

OUT ‘ (SDve(f)
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https://www.instagram.com/reel/DJ2Nr2Cyg41/

equalpride

CASE STUDIES:
MADEIN: 05

Created with Walmart and L'Oreal, Made in :05 delivered
fast, results-driven beauty storytelling designed for
today’s time-conscious shopper.

Campaign Highlights:

e Short-form video spotlighting five curated products
e Retail-aligned storytelling built for conversion

e Digital and social amplification across Out properties
e Strategic alignment with modern shopping behaviors

Walmart > < | LFOREAL
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KEY WEST: INSIDE OUT

The campaign raised brand awareness and
drove bookings to The Florida Keys & Key West
by spotlighting authentic LGBTQ+ travel
experiences. An integrated branded video
series showcased Out travelers sharing their
favorite activities and exploring the island’s
inclusive spirit.

We Explore Key West: Inside OUT followed Laith
Ashley, Arisce Wanzer, Marti Gould Cummings,
and Kate Austin through four original episodes
featuring personalized itineraries and curated
recommendations. All content was syndicated
to The Florida Keys & Key West booking site to
inspire future travelers and position Key West
as a must-visit LGBTQ+ destination.

| 1 | |I:_III'II:_J|'I- *'nt_ ]
OUT | K.\ “Clickhere to watch
cy West |



https://www.out.com/books/2019/6/04/inside-guest

equalpride

All OUT In Vegas

In 2025, equalpride partnered with LVCVA to engage
LGBTQ+ travelers nationwide through a custom,
social-first series, “All OUT in Vegas,” led by
equalpride’s Las Vegas editor and influencer Ricky
Cornish.

The content delivered authentic, community-driven
storytelling and insider tips, showing that the iconic
destination is more accessible than you might think, no
matter your budget.

OUT | 7o

' 12705 0N 3 BUdgeTE@Ricky


https://www.tiktok.com/@lgbtq/video/7521079023670201614?_r=1&_t=ZT-8zHioq1Zaph

equalpride

THANK YOU

L ooking forward to continuing our conversation

Stuart Brockington Kaylyn Blackmore
EVP, Partnerships Managing Director, Partnerships
Stuart.Brockington@equalpride.com Kaylyn.Blackmore@equalpride.com
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