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FROM THE BOARD

HAPPY ANNIVERSARY TO US! 

This month Égalité celebrates its two year anniversary since 
its relaunch in January 2012. Originally founded in 2009, 
the group was primarily a social outlet for Publicis Groupe’s 
New York-based LGBT employees and their allies. 

Following a year and a half in hibernation, Égalité was 
relaunched under new leadership in January 2012 and set 
out to prove that a well-run employee resource group could 
be a phenomenal force for good. Organizing our programming 
around advocacy, education, community outreach and 
business development, over the last two years, Égalité has 
helped enhance Publicis Groupe agencies as employers of 
choice for LGBT employees and their allies. 

With support from the Publicis Groupe Diversity Council,  
Égalité has been able to expand to six new markets, all of  
which eagerly and generously donate content in support of 
our quarterly newsletter.

If you missed one or more of the 2013 newsletters, you can 
download them here:

Q1: http://tinyurl.com/kj5xag2
Q2: http://tinyurl.com/lj5wnem
Q3: http://tinyurl.com/np9tg7b
Q4: http://tinyurl.com/nxt8l7k

We’d like to take this opportunity to thank everyone who 
participated in our annual LGBT climate survey, which was 
fielded at the end of last year. Because of your continued  
interest and engagement we expect 2014 to be yet another 
great year for our group. If you have any questions, comments 
or ideas that come to mind, we encourage you to reach out to 
us. A detailed contact list is provided on the last page of this 
newsletter. Here’s wishing you a successful, happy, healthy 
and prosperous 2014!

–The Égalité Board
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OUT &
ABOuT
NEWS FROM ACROSS 
PuBLICIS GROuPE



In December 2013, Égalité awarded  
Publicis Kaplan Thaler’s Jun Lu with  
its first ever Égalitarian award.  
The award was given to  
Jun in recognition of the time he 
graciously volunteered designing  
our group’s quarterly newsletter,  
which last year alone totaled some  
110 pages worth of content. 

Publicis Kaplan Thaler’s Jun Lu is awarded  
Égalité’s first ever Égalitarian award.

ÉGALITARIAN 
AWARD

THE
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(GAY, LESBIAN & STRAIGHT 
EDuCATION NETWORK)

Optimedia USA, under the direction of newly promoted CEO Dave Ehlers, is very 
excited to announce its new partnership with GLSEN (Gay, Lesbian & Straight 
Education Network), and is helping out with the organization’s 2014 campaigns. 
GLSEN is the leading national LGBT nonprofit organization dedicated to providing safe 
school environments for all students, reaching all 50 states and every middle and high 
school in the nation. GLSEN is made up of educators, students and communities that 
all come together to assure that each member of every school community is valued 
and respected regardless of sexual orientation or gender identity/expression. 

Optimedia is working closely with the Ad Council in getting GLSEN’s message out, 
primarily focusing on teenagers (13-16) who consider themselves to be “neutral” 
regarding LGBT issues. GLSEN’s campaign objective is to reduce and prevent the use 
of homophobic language among teens, improving school climate and ensuring a safe 
learning environment for all. 

ThinkB4YouSpeak.com is GLSEN’S main hub for content, information, tips and 
interactive pledging to support LGBT issues. Optimedia’s Digital/Mobile, National 
Broadcast, Print and Search teams are all proactively working with numerous 
partners of theirs, to help secure media for GLSEN to increase brand awareness and  
expand its program reach. Logo (Viacom) and Optimedia will even be working together 
to develop and produce new TV creative for GLSEN. GLSEN’s four key events in 2014 
are: No Name-Calling Week (which recently launched January 20-24), the GLSEN 
Respect Awards (NY Event), Day of Silence and Ally Week. 

For more information on GLSEN and these events, visit their website 
http://www.glsen.org

GLSEN
OPTIMEDIA PARTNERS WITH

By Kurt Wahlstrom, Optimedia New York
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“For the second consecutive year,  
we have received a 100% rating  
on the Human Rights Campaign 
Foundation’s (HRC) 2014  
Corporate Equality Index (CEI),  
a national benchmarking survey  
and report on corporate policies  
and practices related to LGBT  
workplace equality. This index has 
become the gold standard for  
corporate policies and practices 
related to LGBT employees and  
their families. At DigitasLBi, we  
support the LGBT community every 
day by promoting diversity and  
providing resources for our  
talent, including our LGBT employee 
benefits guide outlining the  
agency’s LGBT benefits and  
employee workspace protections/
rights. Our perfect score reflects  
our unique and supportive culture, 
which is the heart and soul of our 
company. I couldn’t be more proud.”  

– Tony Weissman, CEO,  
 Digitas North America
 

“As a company that values diversity, 
Publicis Worldwide is proud to have 
achieved 100% on the Human  
Rights Campaign’s 2014 Corporate  
Equality Index. This score is a  
fantastic testament to our people 
and the culture of inclusion we have 
collectively created over the years. 
Every day we see examples of how 
our LGBT and ally employees add to 
the richness of our agency culture.
We salute them and all the other 
companies who have scored so well 
on the 2014 CEI.”  

– Patty Enright, EVP, 
 Chief Talent Officer, 
 Publicis Worldwide in the USA

Over the course of the last  
two years Égalité has been 
coaching Publicis Groupe
agencies on the steps they could 
take to become ever more  
inclusive of their LGBT employees, 
according to the Human Rights 
Campaign’s (HRC) Corporate  
Equality Index (CEI) survey. 

In 2012, Publicis Worldwide in  
the USA was the only Groupe  
agency to participate in the HRC’s 
CEI and achieved a score of 90 
out of 100. As reported in the last issue 
of The Égalitarian, many more Groupe 
agencies have scored a perfect 100 on 
the HRC’s 2014 CEI, thanks in large 
part to Égalité’s efforts in lobbying 
for and securing the adoption of 
transgender-inclusive healthcare 
benefits – worth 10 points on 
the survey. 

Digitas, Leo Burnett, MSL Group, 
Publicis Healthcare 
Communications Group, 
Publicis Worldwide in the USA, 
Razorfish, Starcom MediaVest 
Group and ZenithOptimedia 
all scored a perfect 100 on the 
HRC’s 2014 CEI and many of 
our agency leaders and 
ambassadors took to social media, 
company intranet sites and corporate 
emails to announce and praise 
our collective success. 

PUBLICIS GROUPE 
AGENCIES SCORE 
HIGH MARKS ON 
LGBT EQUALITY



“Our employees are our most  
valuable asset, enabling us to  
better serve the diverse needs 
of our clients and consumers. 
The success of our business 
depends on the ability to recruit 
and retain the best employees 
in a global market for talent — 
regardless of their gender, race 
or sexual orientation. There’s 
no question that diverse teams
are the best.” 

– Laura Desmond, CEO,
 Starcom MediaVest Group

 

“I am proud to announce that  
ZenithOptimedia has received our 
first perfect score of 100% on the 
2014 Human Rights Campaign (HRC) 
Corporate Equality Index (CEI). 
With support from our senior 
leaders and our LGBT Employee 
Resource Group, Égalité, we have 
created a diverse and inclusive 
working environment that values 
and respects our employees.”  

– Tim Jones, Chairman & 
 Chief Executive Officer,  
 ZenithOptimedia – 
 North America & Chairman, 
 Performics – Worldwide

“At ZenithOptimedia, we stand by 
our Credo and encourage a rich and 
diverse community. We want all em-
ployees to bring their true authentic 
self to work along with the ideas and 
opinions that make us all unique con-
tributors.” 

– Brian Vaught, 
 Director – Diversity 
 & Inclusion

“When Égalité was refounded 
in 2012, only two Publicis Groupe 
agencies were participating in  
the Human Rights Campaign’s  
Corporate Equality Index and  
neither of them had a perfect  
score. Égalité, Publicis Groupe’s 
LGBT and ally employee network,  
set out to meet with agency leaders,  
the Publicis Groupe Diversity 
Council and Re:Sources, 
the guardians of Publicis Groupe’s 
benefits, to advocate for policies 
that were as LGBT-inclusive as 
possible according to the Human 
Rights Campaign’s guidelines. In 
just two years we have made policy 
changes which have allowed eight 
Publicis Groupe agencies to score 
a perfect 100 on the Human Rights 
Campaign’s 2014 Corporate 
Equality Index. I am incredibly 
humbled by and proud of the 
support and effort put forward by
so many people across all levels of 
the company to make this happen.” 

– Robert Camilleri, VP Global  
 Operations Director and 
 Re-Founder / Co-Chair of 
 Publicis Groupe Égalité
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IN GOOD COMPANY:

PUBLICIS 
GROUPE 
CLIENTS 
ALSO 
SCORE 
HIGH 
MARKS 
ON 
LGBT 
EQUALITY

Égalité congratulates all Publicis Groupe 
clients that have also achieved a perfect 
score on the Human Rights Campaign’s 
2014 Corporate Equality Index.

American Express, Avon Products, AXA 
Equitable Life Insurance Company, Bank of 
America, Best Buy, Boehringer 
Ingelheim USA, Bristol-Myers Squibb, 
Brown-Forman, Caesars Entertainment, 
CIGNA, Citigroup, Coca-Cola, 
Comcast, Darden, Dell, Diageo North 
America, eBay, Eli Lilly, GE, General Mills, 
GlaxoSmithKline, Google, Groupon, 
Hewlett-Packard, Hilton Worldwide, 
Johnson & Johnson, JPMorgan Chase, 
Kaiser Permanente, Kellogg’s, Kraft Foods, 
Lockheed, Microsoft, MillerCoors, Nokia, 
Novartis Pharmaceuticals, Oracle, Orbitz 
Worldwide, Pfizer, Procter & Gamble, 
Sprint, T-Mobile, Time Warner Cable, 
Toyota Motor Sales, UBS, United 
Technologies, Verizon Communications, 
Viacom, Walt Disney, Whirpool, Yahoo!
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My friends make fun of me because I 
almost always show up dressed for the 
wrong season or weather. I’ll wear suede 
in a rainstorm or shiver through the 
evening at a late-season baseball game, 
because even though I can easily check 
the weather with the tap of a finger on 
my iPhone the idea never occurs to me 
until I’ve left the house. That lack of 
attention to the environment we’re 
headed into would never fly in business, 
especially our business. The cultural 
environment dictates everything from 
program development to media buys.

So, guess what! We have to apply that 
same rigor to Égalité. We are an 
employee resource group and the only 
way we can be a resource to employees 
is to understand what issues they face 
and what’s important to them. So for the 
second year, Égalité has fielded our LGBT 
Climate Survey. Some of the responses 
you shared were surprising and others 
were expected. Here are some topline 
results and adjustments we’ll be making 
based on your input.

Almost a quarter of us are straight.

Yes, that’s right. Nearly one in four of us are straight allies. First off, that’s AWESOME. 
Secondly, what it means is that through the year, as a group, we will focus on two 
areas:

 1. Engaging allies. We’ll look at all our programming to make sure it speaks to both  
  the LGBT members and their straight allies.  

 2. Harnessing the power of allies. Our allies can be the biggest drivers of change.   
  A straight person sometimes can feel uncomfortable asking questions of their   
  LGBT coworkers even when the intention is to be more culturally sensitive. 
  Straight allies can often serve as a great resource to answer those questions   
  without fear of offending.

  STATE OF ÉGALITÉ: 
HIGHLIGHTS FROM 
OUR 2013 LGBT 
CLIMATE SURVEY

AS AN ALLY, IT’S IMPORTANT 
TO ME THAT OTHER ALLIES 
FEEL EMPOWERED TO BE 
ACTIvE IN THIS GROuP AND 
SHOW SuPPORT FOR OuR 
LGBT COWORKERS

By Tony Osborn, MSL New York

Survey Response, 
Los Angeles

ALMOST A quARTER OF uS ARE STRAIGHT



Last year, a quarter of members were 
out to all of their clients and over half 
were out, only if it came up. In a 
significant change, the number has risen 
to one out of three of us are “out” to all 
our clients. That speaks volumes for the 
cultural environment as a whole in the 
U.S. and especially here inside the 
Publicis agencies. 

33%29%

38%

Yes, to all of my clients

Yes, to some of my clients if it comes up

No

ARE YOu “OuT” TO YOuR CLIENTS?

ONE-THIRD 
OF LGBT 
MEMBERS 
ARE “OUT” 
TO ALL 
THEIR 
CLIENTS. GROWING uP 

I WAS AFRAID 
I WOuLD BE AT RISK 
OF BEING FIRED 
BECAuSE I WAS GAY. 
THE FACT THAT 
ÉGALITÉ ExISTS AND THAT 
OuR BENEFITS 
OuTLINE AND INCLuDE 
SAME SEx COuPLES MADE 
ME SO COMFORTABLE TO 
ME AT WORK; SO MuCH 
IN FACT THAT I CAME OuT 
TO MY PARENTS ABOuT 
3 WEEKS AGO. IF I DID 
NOT FEEL SuPPORTED AT 
WORK, I DON’T KNOW IF I 
WOuLD HAvE COME OuT 
TO THEM WHEN I DID.
THANK YOu SO MuCH FOR 
THIS ORGANIzATION.

Survey Response, Seattle



Our programming is created around what our members need and want. So we asked why members 
joined Égalité. More than 80% of us said our top reason was to network with other professionals and 
two-thirds of us said we wanted to promote pro-LGBT changes at our agencies. We’ve been able to do 
this with the protections for LGBT individuals included in our non-discrimination policies and by securing 
transgender-inclusive healthcare benefits which are now offered by Publicis Groupe. With the Human 
Rights Campaign’s Corporate Equality Index standards set to evolve again in 2016, Égalité is hard at work 
assessing the implications for Publicis Groupe’s agencies. As we first did back in 2012, Égalité will submit 
recommendations to the Publicis Groupe Diversity Council on the changes that will need to be made to 
ensure our agencies can continue to score a perfect 100 on the Human Rights Campaign’s Corporate 
Equality Index in 2016.

MEMBERS 
WANT TO 
NETWORK 
AND CREATE 
CHANGE.

“WHY DID YOU JOIN ÉGALITÉ?”

We understand that everyone’s work schedules are slammed but because of the time that many of you 
took to complete our LGBT Climate Survey, we have the valuable input that is needed to help guide 
Égalité’s evolution in 2014. Thank you!
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UPDATES
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ÉGALITÉ 
ATLANTA

The Atlanta Chapter closed out 2013 
with an end-of-year happy hour/mixer. 
We were able to come together as 
a chapter to reflect on our successes 
from the year, get excited for the 
opportunities we want to pursue in 2014 
and to welcome any new members into 
the group. 

From the mixer we were able to gain 14 
new members, bringing our participating 
membership base to about 30! We are 
currently working on planning a 2014 
kick-off meeting to discuss chapter 
plans for the year, focusing on what 
organizations and events we want to be 
involved with and also discussing how to 
continue member acquisition.

To be added to Égalité Atlanta’s 
distribution list, email me at 
pnowell@moxieinteractive.com

By Parker Nowell, 
Moxie

Égalité Atlanta 2013 en-of-year holiday mixer
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ÉGALITÉ 
CHICAGO

Égalité Chicago closed out its freshman year with  
“Four Color Process: An Event for LGBT Advertising 
Professionals and Allies.” The event was a partnership 
with the GLAAD Chicago Leadership Council and 
brought people together from within our Publicis brands 
and outside the agencies. Keynote speaker and out 
transgender activist Christina Kahrl set the tone, talking
about coming out in the world of professional sports. 
Kahrl is a member of the Baseball Writers Association of 
America, a journalist for ESPN, Sports Illustrated and 
others and has been active in both the transgender  
communities and the push for equality. She sits on 
the boards of GLAAD, Equality Illinois, the Trans Life Center 
at the Chicago House, the You Can Play Project and the
Nike LGBT Sports Coalition. The event was covered by 
Windy City Times: http://tinyurl.com/m3lywp4

Check out our events and find more photos from our entire year 
on our Facebook Group page. To get more involved in Égalité 
Chicago, please join the Facebook group and/or email your 
brand contact listed on the last page of the newsletter.

By Jason Southerland, Starcom

Kristina Kahrl addresses Four Color Process,  
an event for LGBT advertising professionals and
allies co-hosted by Égalité Chicago and GLAAD.
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ÉGALITÉ 
LONDON

Since you last heard from us here in a rather damp Blighty
we have moved on from our successful launch event and 
have the building blocks of the London Board. A few new faces 
have joined the original working group of myself, Nicola Raj 
(Re:Sources UK) and Derrick Lewis (SMG London). Steve 
Carrigan, also hailing from SMG London, Tim Payne of 
ZenithOptimedia and Giulio Vaiuso from Saatchi & Saatchi 
have all heartily signed up to the cause. Each of us, in a similar 
model to how things began in the US, have taken on areas of 
responsibility from the Égalité London objectives according to 
our interests and passions. 

Upcoming projects look set to include: Stonewall’s Workplace 
Conference in April, Stonewall’s Pride Walk in the capital of 
England’s seaside, Brighton, in May, a diversity conference to 
be hosted at SMG London, London Pride and seminars 
highlighting the importance of an LGBT workforce – particularly 
regarding advertising to an LGBT audience. 

Perhaps most excitingly of all is the opportunity for Égalité 
London to become not only a conversation facilitator for LGBT 
issues across the industry but also to lead the charge in 
providing much needed coverage of the LGBT population within 
advertising – an aspect within diversity reports that doesn’t 
exist. The UK’s Institute of Practitioners in Advertising (IPA) 
published a report for Campaign UK, highlighting the 
“pathetic lack of diversity in agencies” – shockingly an LGBT 
statistic was noticeably missing. Read the article here: 
http://tinyurl.com/lsr9rbh

With all this bubbling along nicely we’ve certainly got our hands 
full as we kick off Égalité London’s first official year.

To be added to Égalité London’s distribution list, email me at 
luke.dowding@smvgroup.co.uk

By Luke Dowding,  
Starcom MediaVest Group

Michael, Eve, Nicola and Luke
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ÉGALITÉ 
LOS ANGELES 
- TEAM ONE

For the 2nd year in a row the Égalité and Do Good Friday teams 
volunteered their time to Project Angel Food for the agency’s 
annual Day of Good in December. In addition to volunteering 
time, the agency also made a monetary donation. 

We helped prepare 1,400 meals delivered to patients and also 
wrapped Christmas presents for the many children that the 
organization serves. Project Angel Food’s mission is to nourish 
the body and spirit of men, women and children affected by 
HIV/AIDS, cancer, and other life-threatening illnesses. 

The commitment and care this institution provides to patients 
daily makes a real difference in people’s lives when they need 
support most. All of the volunteers were happy to be there and 
glad to make a difference during this past holiday season.

To be added to Team One LA’s Égalité distribution list, email me 
at michael.nnadi@teamone.com 

By Michael Nnadi, Team One
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ÉGALITÉ 
SAN 
FRANCISCO

The San Francisco chapter wrapped up 2013 in true 
holiday spirit with the Trevor Project’s annual ice-skating 
fund-raiser. We lent our hands helping with check-in 
and getting skaters on the ice. It was the first volunteer 
effort for our chapter but certainly not the last. Perhaps 
our most exciting initiative for 2014 is an ongoing partnership 
with Dolores Street Community Services, a local nonprofit 
that has a range of services for the homeless. 

More specifically, we are planning to work with the shelter 
for LGBT youth, which is launching this summer and will 
represent the first of its kind in San Francisco. We are 
currently working with the director to solidify the details of 
our involvement but there is mutual excitement for the 
partnership. In the meantime, we have officially launched our 
second round of “New Year, New Member” recruitment, 
which is culminating in an information session on 
February 7, 2014. There are several new additions to 
the group and we anticipate more to come!

To be added to Égalité San Francisco’s distribution list, email 
perris.richter@digitas.com

By Perris Richter, Digitas

Kim, Karen and Perris at the Trevor Project’s  
annual ice-skating fund-raiser.
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ÉGALITÉ 
NEW YORK

With hundreds of hours volunteered in support of various LGBT 
charities and all the effort put forward to raise in excess of 
$30,000 in support of AIDS Walk New York, Broadway Cares / 
Equity Fights AIDS and the Ali Forney Center for homeless youth, 
Égalité New York had much to celebrate at the end of 2013. 
Board Members Justin Mersinger (Saatchi & Saatchi X) and 
Alicia Case (Medicus) organized a phenomenal holiday party at 
Vlada bar and lounge complete with food, music, goodie bags 
and a raffle with prizes generously donated by Food To Eat, 
Samsung, John Varvatos and Crunch gyms. All proceeds for the 
raffle tickets were donated to the kids of the Ali Forney Center 
in the form of gift cards, candy, winter hats, gloves and scarves. 
Missed your chance to purchase raffle tickets in support of the Ali 
Forney Center? You can always check out the Center’s wishlist 
on Amazon: http://tinyurl.com/m4cnh4q

A special shout-out goes to an anonymous donor who was not 
able to make it to our end-of-year holiday party but who left 
a generous contribution for the Ali Forney Center under a clip 
board on my desk with a note that read: “Sorry to have missed 
the Égalité end of year holiday party. I hope this will buy a 
handful of gift cards for the Ali Forney Center.” Thank you,  
anonymous donor! 

Winter is typically a slow season for Égalité programming 
because of the weather and people’s general desire to “nest.” 
That being said, our New York board has already convened twice 
to ideate events for the year. As we navigate through the year 
we will continually look for ways to deepen our relationship with 
the Ali Forney Center for the benefit of New York City’s homeless 
LGBT youth.

To be added to Égalité New York’s distribution list, email 
robert.camilleri@pkt.com

By Robert Camilleri,  
Publicis Kaplan Thaler

Égalité New York Board Members pose  
at the end-of-year holiday party.

Gifts from Égalité New York to the Ali Forney Center
for homeless LGBT youth.
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Curve magazine began publishing in 
1989 and has become America’s 
best-selling newsstand magazine for 
lesbians. Curve is the only national lesbian 
magazine title in the U.S. and publishes 
8 issues annually. Covering news, 
entertainment, politics, pop culture, style, 
products, fashion and travel, this 
cutting-edge, high-quality publication 
is the leading source of information on 
trends in lesbian lifestyle. Reaching over 
80,000 women with every issue, Curve 
has documented the advancements in 
LGBT rights and the acceptance of gay 
women in America. If it matters to 
lesbians, it’s in Curve.

As editor-in-chief of Curve for the past 
four years, my mission has been to honor 
and preserve the magazine’s 25-year 
history while bringing it into the digital 
age with freshness, relevance, and all 
the features that are now expected from 
new media. In addition to the hard copy 
publication, Curve now has an exciting 
and fully interactive digital edition as well 
as a strong and rapidly growing online 
and social media presence. 

Curve has won numerous awards for its 
timely and insightful editorial, having 
been honored by some of the LGBT 
community’s peak organizations such 
as GLAAD, NLGJA, GLAMA, NCLR and 
POWERUP. The New York Times called 
us, “Hip, sexy, well-written and politically 
astute,” while highly-rated web series 
and TV shows such as The L Word have 
incorporated Curve into their scripts and 
storylines, such is its relevance to the 
lesbian community. 

The readership of Curve also cites  
the publication as their leading source  
for brand information, and in our last 
reader survey readers voted Curve their 
number one source for information on 
leisure and travel. As editor-in-chief I am 
asked on a regular basis to speak at  
national and international business 
forums and symposiums on the topic of 
the lesbian market and what advertisers 
can do to reach this segment. I always 
say that reaching lesbians is easy—their 
publications and digital platforms mirror 
the latest trends and concerns, and Curve 
is a great place to begin to understand 
what the lesbian consumer wants. And 
while lesbians are undoubtedly a part 
of the gay community, they tend to 
identify with their gender first, making 
them a part of the world’s largest 
consumer group—women. 

With America’s LGBT spending power 
estimated at $830 billion, and 87% of 
Curve readers stating that a company 
which actively advertises to the LGBT 
community will receive further 
consideration of their product or service, 
marketing to this lucrative and loyal 
demographic makes sense. Today, some 
of America’s leading corporations in 
fashion retail, finance, travel and leisure 
and health care advertise in Curve. 

To find out more about ad sales in Curve, 
please contact Todd Evans at
 212-242-6863 or todd@curvemag.com

By Merryn Johns, Editor-in-Chief of Curve Magazine

CURVE 
MAGAZINE

21



MARKET
PULSE



GET MARRIED IN HAWAII

Since the passing of the same-sex marriage bill, Hawaii has set 
its sights on same-sex marriage tourism. Businesses hope to  
profit off the multimillion dollar gay wedding market. Hawaii 
takes its cue from such states as Massachusetts (which gained 
an additional $111 million from 2004-2009) and Iowa (earned 
up to $13 million in its first year). Also on top of the market is 
New York City, netting an estimated $259 million in economic 
impact and $16 million in city revenues in its first year, with help 
from its “NYC I Do” gay marriage tourism campaign. 
(Source: http://usnews.nbcnews.com)

COCA-COLA

History was made, as Coca-Cola became the first ever  
advertiser featuring a gay family in a Super Bowl television 
spot. The one-minute spot celebrates American diversity  
with images of landscapes from around the country and the 
song “America the Beautiful” sung in seven different languages. 
The ad features a five-second clip of two male partners  
and their daughter roller-skating. The ad has garnered praise 
from GLAAD, as they pronounced it “a step forward for  
the advertising industry.” Coca-Cola also released a  
behind-the-scenes video featuring additional footage of  
the family. (Source: www.lgbtqnation)

BARNEYS NEW YORK

In a bold move to change perceptions about gender identity
and the fashion world, Bruce Weber shot 17 transgender 
models for “Brothers, Sisters, Sons, & Daughters,” for the 
Barneys New York spring 2014 campaign. In addition to the 
photographs, the catalog will include personal stories and 
interview excerpts with the models, all of who vary on the 
transgender spectrum. The campaign is spearheaded by 
Dennis Freedman, who told The New York Times that he is 
aiming for the transgender community to share in the progress 
of the LGB community. Barneys has partnered with the National 
Center for Transgender Equality and the LGBT Community 
Center and will donate a portion of the proceeds to charity. 
(Source: www.timeout.com)

By Steven Myers-Yawnick, Publicis Kaplan Thaler



SMOKING CESSATION

The Los Angeles County Department of 
Public Health has launched a campaign 
aimed at curbing smoking in the LGBT 
community. Data revealed a statewide 
smoking rate among lesbians, gays, and 
bisexuals of 27.4 percent compared with 
the heterosexual rate of 12.9 percent. 
The $500,000 campaign is funded 
through a federal grant from the 
Centers for Disease Control and 
Prevention. The campaign will be 
targeting nightlife spots in places such 
as West Hollywood and Long Beach and 
will feature out-of-home ads, digital 
displays, barware, social media, and 
branded handouts.
(Source: www.dailynews.com)

DISNEY

Recently, there was a marketing push to attract same-sex  
newlyweds to honeymoon in Central Florida. Beginning this 
summer, Disney will host the first ever “Family Outfest,” a  
summer vacation for the modern family. Family Outfest is set  
for the first week of July, including the Fourth of July holiday.  
It is an effort to increase spending in Central Florida by LGBT 
families by 25 percent. Organizers expect Family Outfest to 
bring in more than $2 million. Following Disney’s lead, other 
brands have come on board for Family Outfest including  
Nickelodeon Suites Resort and Fun Spot amusement park. 
(Source: www.wftv.com)

STOLI VODKA

With a message of support on its Facebook page, Russian vodka 
company Stolichnaya (Stoli) has declared that they stand strong 
and proud with the global LGBT community. In addition to the 
Facebook post, Val Mendeleev, Stoli’s chief executive, issued 
an open letter addressing the LGBT community. Prompted by 
a “passionate reaction of the community,” Mendeleev spoke on 
behalf of Stoli, saying that the company “has always been, and 
continues to be a fervent supporter and friend to the LGBT 
community.” (Source: www.pinknews.co.uk)



TARGET & AMERICAN AIRLINES

Target and American Airlines continue 
to court the LGBT community with ads 
in OUT magazine and The Advocate in 
February of 2014. Target has released 
two ads (one gay and one lesbian) 
encouraging same-sex couples to 
select the store for their wedding 
registry with the copy, “be yourself, 
together.” Having scored a perfect 100 
on the HRC’s CEI once again, American 
Airlines leverages the logo to further 
cement its relationship with the 
LGBT community. Their newest ad 
features a gay couple sharing an 
intimate moment abroad, with copy 
encouraging special moments.

AMERICAN APPAREL

After the success of its “Legalize Gay” campaign, American 
Apparel has partnered with LGBT groups All Out and Athlete 
Ally to sell a clothing line in response to what has been 
described as Russia’s “anti-gay laws.” Reflecting the 
anti-discriminatory sixth principle of the Olympic Charter, 
the “Principle 6” clothing line includes T-shirts, hoodies, and 
briefs. The clothing will be sold from the company’s global 
ecommerce sites and international stores—the majority of the 
proceeds will be donated to Russian LGBT advocacy groups. 
(Source: www.marketingweek.co.uk)
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My name is Cait (pronounced like Kotch) 
and I am honored to be a LGBT ally and 
incredibly proud of the work that is being 
done by our Égalité chapter here at 
Team One. Interacting with this incredible 
group would ALMOST make me believe 
that we lived in a tolerant, accepting 
world.  Alas, I know that is not the case.

Part of my own Personal Purpose is to 
live in a world that is free of prejudice 
and even as a child I could feel the deep 
pain of kids that were bullied. I was not 
prepared, however, for the pain I felt 
when my youngest son underwent 
terrible abuse as a young gay teenager 
in what you might imagine was a 
liberated area of Los Angeles. 
I was witness to his deep sense of 
hopelessness as the bullying continued. 
As a mother, it is the greatest pain we 
can feel. We were lucky to find a good 
therapist and with the support of his 
brother he began to recover his worth 
and self-esteem.

He was also lucky to have a group of 
teachers who loved him and with their 
support he brought the first chapter 
of the Gay Straight Alliance into his 
school. Smart kid that he is, he 
enlisted the high school quarterback 
to be his straight ally and vice president. 
A testament also to that brave kid! In 
that moment I understood the value 
of an ally and vowed that where I could 
find a place to be an ally I would and, 
voilà, along came Égalité.

Allies can and do change lives.

CAIT 
DRURY

TEAM ONE LOS ANGELES
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Reva McEachern is Regional Learning & 
Development Manager at Razorfish, 
New York, and heads development of 
Razorfish University nationally, 
partnering with business leads to 
develop and deliver discipline-specific 
training solutions. 

Reva began her career as a journalist 
and commercial voiceover talent before 
transitioning to Web design and 
content management, and later, SEO 
and instructional design. She holds a 
Masters in Instructional Technology & 
Media from Teachers College Columbia 
University. Reva has published many 
op-eds on LGBTQ issues, including a 
2007 response to the media coverage 
of a group of African American lesbians 
from Newark who were confronted by a 
man on the street in the West Village in 
August 2006. Titled “Young, black,  
lesbian… and always on guard,” the 
op-ed asked, “when does a victim  
become a villain?” and “how much of this
translation relies on race and sexuality?” 
In 2013 Reva participated in a  
feature-length documentary that  
examines the night of the fight as well as 
the trial, the media attention and  
the aftermath.

An occasional model, Reva has been 
featured in DIVA Magazine, Autostraddle 
and DapperQ, and can be seen ripping 
the runway for Race Point swimwear 
during Fashion Week ‘14. Reva is
also part of the musical act JackLucy.

REVA 
MCEACHERN

RAZORFISH NEW YORK
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Gary is the Publicis Groupe Atlanta 
Technical Specialist. He covers IT needs 
for various Publicis Groupe agencies in 
town, including Razorfish. Gary joined 
the police force as a young guy,
before coming out at the age of 33. 
He moved to Atlanta in 1989 and 
joined a Coming Out support group. 
The organization changed his life and he 
grew more involved in the gay rights
movement of the early ‘90s, becoming 
board chairman of the Atlanta Gay 
Center. In 1996, the Olympics were 
held in greater Atlanta. Men’s Volleyball 
events were set to take place in a 
suburb of the city. This part of the city 
associated Men’s Volleyball with the 
LGBT community and were not in 
support of hosting the gay community 
in a values-driven county. Gary and 
fellow group members attended the 
event with pride, waving flags proudly 
at the event and in surrounding
areas, gaining support from allies across 
Atlanta. He is one of many who have 
paved the way for the gay community!

GARY 
RICE

RAZORFISH ATLANTA
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