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About EDGE

Founded in 2004, the EDGE Media Network delivers
news, commentary, entertainment, business, technol-
ogy, style, health, ytness and travel information to gay,
lesbian, bisexual and transgender (GLBT) communi-
ties around the United States.

Our award-winning content is managed by a team of
seasoned editors and a stable of journalists, photogra-
phers, critics and bloggers in each of our target com-
munities and around the world, and includes content
partnerships with some of the country’s largest and
most respected gay and lesbian community newspa-
pers and websites.

EDGE is also leading the way toward the future of
GLBT media by incorporating a variety of interactive
local-community features, integrating our content with
the worldis largest social networks, and leveraging
next-generation technologies for delivery to our audi-
ences.

Our Platforms

EDGE publishes the leading network of GLBT web-
sites in the world. Our next-generation portals are
friendly, fast and functional, hand-coded to our exact-
ing standards and designed to support the unique
needs of the gay community.

EDGE’s mobile platforms include a smartphone
website and the only original LGBT news app for the
iPhone/iPod Touch. Our app has enjoyed more than
150,000 downloads since its launch in April 2009,
and enjoys an average weekly readership of 75,000
individuals.

ege

EDGE is dedicated to the presentation of local news
and information to the GLBT community across tech-
nological platforms in an objective, entertaining and
socially responsible format.

Target Communities
EDGE currently has seventeen online communities
speciycally targeted via our network:

Atlanta GA (edgeatlanta.com);

Boston MA (edgeboston.com);

Chicago IL (edgechicago.com);

Dallas TX (edgedallas.com);

Fire Island (edgeyreisland.com);

Ft. Lauderdale FL (edgeftlauderdale.com);
Las Vegas NV (edgelasvegas.com);

Los Angeles CA (edgelosangeles.com);
New York NY (edgenewyork.com);

Miami FL (edgemiami.com);

Orlando FL (edgeorlando.com);
Philadelphia PA (edgephiladelphia.com);
Provincetown MA (edgeptown.com);
Providence RI (edgeprovidence.com);
San Francisco CA (edgesanfrancisco.com);
Seattle, WA (edgeseattle.com); and
Washington DC (edgewashington.com)

Individuals outside these communities are served via
a national portal (edgeonthenet.com) and generic set-
tings in our mobile products.

This network of media properties represents the
largest targeted GLBT readership in the US.



An audience
with an EDGE
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Why the
EDGE Media Network
reaches your

market

Demographics :: Age

18-25 5%

26-35 33%

36-45 44%

46-55 16%
Demographics :: Sex

Male 63%

Female 36%

Our Readers...

A See more than two movies per month

A Spend at least $5,000 per year on travel

A Dine out at least twice a week (85%)

A Make regular purchases online (95%)

A Come from households with incomes greater

than $70k (70%)

[Source: Community Marketing Inc.]

Our Readership

EDGE'’s technology platforms serve over 5 million
stories each month, delivering up 20 million ad impres-
sions to 600,000+ individuals (unique IP addresses
and mobile devices). We serve an afpuent, well-ed-
ucated group of GLBT consumers in multiple diverse
communities.

The GLBT Market

Market data aggregator MarketResearch.com in
partnership with Witeck-Combs Communications es-
timates the buying power of gay men and lesbians to
exceed $835 hillion and projects the gay and lesbian
population will exceed 16.3 million by 2011.

According to Greenyeld Online, four out of ten (42%)
gays agreed that advertisements they read online have
inpuenced their purchasing decisions for one product
or service over another, and eight out of ten (78%)

of them prefer to buy from companies that advertise
directly to them.

In 2009, TIME Magazine reiterated this point, stating,
“Some research indicates that merely delivering a
gay-tailored message is enough to create a long-term
relationship. According to the Outright 2006 survey,
more than one-third of gays and lesbians claim that
tailored advertising in gay media will foster their loyalty
to a brand — regardless of the quality relative to other
brands.o

EDGE was recently the subject of a study by Com-
munity Marketing Inc. that concluded that 65% of our
readers take a comanyis willingness to advertise to
the LGBT community into account when they make
purchasing decisions.

Proving it Works

“Since their inception, EDGE has proven invaluable in
helping our clients reach the various GLBT communi-
ties in the US Northeastern market.o

- Matthew Skallerud, President, here! Interactive Media

“EDGE consistently delivers for our clients interested in
reaching a gay audience, across the growing network
of EDGE sites. The rates are competitive, and the
staff friendly and responsive.o

- Shawn Thomson, Co-Founder, Osmosis Medialab, Inc.

fiAs we enter our third year working with EDGE, | have
erased all doubts about the quality of the product,

its readership, the interest of its target audience and
whether or not they have the disposable income that
yts in our world of selling a luxury item.o

- Nic Faitos, Senior Partner, Starbright Floral Design

fiTheyire the strongest online magazine and a deynite
gaurantee to inpuence guests for my event in New
York. | most certainly look forward to a continued rela-
tionship with EDGE. Their professionalism and support
to ALL races in the gay/lesbian community is of the
highest regard.o

- John Campbell, Producer, Blaque Heat



The Gay Media
Landscape
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Where the

EDGE Media Network
yts in the online
LGBT space

Our competitive matrix is included here by
popular request. It breaks out the major cat-
egories of players in the online LGBT media

space and analyzes their offerings in terms of
quality, audience reach, approximate cost and
multi-platform capabilities.

Chat/community
webites

Sites such as Gay.com whose
primary offerings include chat,
social networking, and sex;
single-platform.

LGBT Ad Networks

Cheap - but low-quality, single-
platform inventory across

blogs, sex sites and occasional
medium-quality site monetizing
remnant space

Low Value Trafpc

Blogs

Variable quality sites with very
little audience reach; single-
platform.

GLBT Travel Guides

Lists of bars and gay-friendly
establishments of brief use to
traveling users; single-platform

yoeay ybiH

yoeay Mo
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High qlality inventory in proxim-
ity to premiere content with
large national reach across
multiple platforms

High Value Trafpc

Newspaper, maga-
zine websites

High quality content, but very
limited reach; single-platform

Cable video websites

Dual platform, but websites are

primarily drivers to cable; cable
buys represent the highest cost-
per-acquisition






