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Why Is an integrated approach
important in the UK 7?

More people are online 40.5 million in UK
Older maturing internet audience — 1.2 million more 55 plus up 16% YOY
Ubiquitous broadband 92% of UK now have high speed broadband

Social Media Fever — Around 23% of all time spent online in UK is to socialise with
others making sessions more immersive, interactive and engaging.

Devices and Connectivity — i-Pads, smart-phones, 3G Dongles and enhanced Wifi are
driving an “always-on” culture.

Media use by age - Text more important than email to younger adults. Email of higher
Importance to 45 plus market.

People spending more time consuming media Media is fragmenting yet people are
spending 7 hours 5 mins or 45% of their day their waking lives consuming some form
of media communications.

Media multi-tasking is prevalent. This has also highlighted benefits and increased
attention re traditional media — print and TV benefiting from highest solus attention.

Print and online display advertising is creating a halo/media multiplier effect and
supporting online calls to action such as driving search behaviour or research online
driving store visits.

Source: Ofcom/Nielsen/IAB 2010 reports




OutNow UK Media consumption
statistics -




OutNow UK Media consumption
StatiStiCS (applied to Ofcom’s media day)

e 31% spend 5-9 hours per week watching TV. (44-77mins per day v UK average = 212 mins per day)

e 32% spend 1-4 hours per week Iistening to radio (8.5 to 34 minutes per day compared to UK average 91
mins)

* 43% spend 1-4 hours per week reading newspapers
« 35% spend 1-4 hours per week reading books
« 39% spend 1-4 hours per week reading magazines (8.5 to 34 v UK average is 31 mins per day)

« 30% Spend 10-19 hours per week (85 mins to 162mins per day compared to 36 mins per day UK average)
surfing the web with a further 22% spending 20-49 hours per week surfing the web (3 — 7 hours per day)

LESS time spent on TV & RADIO MORE time on PRINT and ONLINE MEDIA by the gay market in UK

Specific Gay Media consumption:-

69% spent less than 1 hour per week and 25% spent 1-4 hours per week using gay
print media.

35% spent less than 1 hour per week and 41% spent 1-4 hours per week using
online gay media.




UK Sample Social & Search Media

62% use Google many times per day and 49% a few times per day

34% use Facebook many times per day and 24% a few times per day.
Over 1/3 of GT and DIVA readers use FB many times per day and 66%
a few times per day and Pink Paper 30% & 53% high daily use across

most age brackets( Under 18-54)

62% Never use Twitter (only 4% use it daily)

BUT 38% of GT and almost 30% of DIVA and Pink Paper samples
use Twitter daily

30% use You Tube once every few days

REMINDER: 23% of UK population uses social media daily
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Portable Media Device Take-Up

by MPG Media Brand compared to Ofcom UK media report

« GT

73% own a Laptop 26% intend to buy one.
26.1% own an iPhone and 21.2% intend to.
16.4% % own an Blackberry and 8.3% intend to
22.1% have other mobile phone 18.2% intend

6.2% own an iPad 17.5% intend to.

- DIVA

71.5% own a Laptop 24.7% intend to buy one
17.8% own an iPhone and 17.6 % intend to.
13.2% own an Blackberry and 6.4% intend to
25.2% have other mobile phone 19.7% intend to
1.8% own iPad 9.8% intend to

» PinkPaper.com

70.4% own a Laptop 24.1% intend to buy one
22 % own an iPhone and 18.3% intend to.
14.9% % own an Blackberry and 5.4% intend to
24.4% have other mobile phone 19.6% intend
2.6% own iPad 15.5 % intend to

64% of UK population own a
computer ( PC or Laptop)

60% take up of mobile
phones

24% own a 3G handset
(incl. smart-phone or
iIPhone)

12% own other handheld
PDal/devices (incl. iPad)
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Influence of gay media & events

 Brands Targeting our market need to think
about the right media mix because...

* 60% are more likely to be influenced by well
targeted gay marketing activities and...

* a further 25% may be influenced by brands actively
advertising, marketing or taking our sponsorship
targeting gay men and women, or companies with

a diversity & inclusion policy. (OutNow 2011)




Meaningful Engagement

» Targeting specific audiences - Lesbian, Ga]y Men
and bi-sexual as well as, geo-demographics, litestyle
and age profiling.

» Use of an integrated touch-point driven media

mix — print, digital, events/venues, social media,
sponsorship, video and audio.

* Use of %eographic targeting via mobile, web
segmented network targeting.
Use of content driven segmentation to benefit from

media multiplier effect and enhance relevance and
engagement.
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Content & Channel based segmentation via UK
Gay media and community touch-points

LGBT News — PinkPaper.com and Pink News.co.uk aimed at men and women

Men'’s Lifestyle — GT & Attitude magazines and online

Women — DIVA (print, web and digital) and Gaydar Girls (online dating)

Digital and Mobile media — GT, DIVA & Attitude digital editions and Pink News mobile app.

Shopping Communities — via Prowler Stores, Prowler Direct and DIVA Direct
Targeted events — From Local Prides to Gay Wedding and Gay parenting shows (see following slide)

UK/Europe Ad Network — Spectrum LGBT Ad network pulling some these and other LGBT community web
sites together coming in Spring 2011.

Digital Radio — Gaydar aimed at men and women
Free & Regional Gay Media — Boyz, QX, G-scene, Midland Zone, Out in The City & G-3

Dating Communities— Gaydar, Parship, Manhunt online and GrindR, QrushR on mobile - 10% or the OutNow
sample regularly use dating websites.
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Relationships and Alternative
Families

As many (gay men) GT readers & as DIVA
readers (women) planning to become
parents through adoption, donor or
surrogacy.

» Slightly more of the GT than DIVA sample
intend to enter into a Civil Partnership in the
future

« Removal on 2"d date myth busted! ©




MPG Media Brands

* GT monthly glossy magazine 68,143 copies
* DIVA monthly glossy magazine 55,643 copies
» Since 1984 Print circulation & Subscriptions

» Since 2009 Digital back issues, single issues
and subscriptions showing 80% growth in six
months launch via Apps store.




Meaningful print advertising




MPG Media Reach

« Web traffic

* Pinkpaper.com 240,950 unique visitors per
month generating 414,519 page views.

 GT uvpms 53,156 and 175,803 page views
* DIVA 37,902 uvpms and 107,123 page views

Source: Google Jan-Dec 2010




Deloitte Sponsored feature




E-Marketing, Social and Rich Media
opportunities

GT Xtra e-newsletter sent twice monthly
DIVA Xtra e-newsletter sent twice monthly
Pink Paper Xtra e-newsletter sent 3 times per week

SOCIAL Media

Facebook GT now has 100,000 followers

Twitter - hourly tweets and links

You Tube — added value content and video footage

Video advertising via pre-roll Pink Sixty News and digital
Issue hyper-links to own video adverts
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GT & DIVA in Apps store




MPG - Trusted, heritage brands that innovate

* GT est. 1984 and celebrating 400th issue In
10 months time.

* DIVA est. 1994 celebrating 200 issues in Jan
13.

* Pink Paper est. 1986 and 25 in 2012.

» 3 Heritage media brands that are leading
through trailblazing change, continued
community engagement and relevant reach.




Global program
Quality media
Setter targeting
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The world’s LGBT marketing agency.

All concepts, data, materials, strategies & forms of expression remain at all times property of Out Now Consulting.



