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EXECUTIVE
SUMMARY

Dan Savage and Terry Miller started the “It Gets Better Project” in 2010. 
Savage and Miller uttered three words that would give rise to a global 
movement focused on the empowerment of LGBTQ+ youth world wide: 
“It Gets Better.”

The project started as a social media campaign and has developed 
into a major multimedia platform capable of reaching millions of young 
people every year. Using inspiring media programs and a growth network 
of international affiliates, the It Gets Better Project has caused an effect 
on millions of LGBTQ+ lives worldwide. Currently, over 60,000 people 
have shared their It Gets Better story and 625,674 have pledged to help.

As the It Gets Better Project’s advertising team, our main objective is to 
develop a digital plan that connects the It Gets Better Project Pride event 
series and encourages young audiences to engage globally. Along with 
these objectives, we aspire to receive 30% of user generated content 
from outside the United States and create mass amounts of social media 
engagement.

Using a non-traditional advertising approach, we will put emphasis on 
social media channels such as Instagram, Twitter, and Snapchat. As 
well as building partnerships with LGBTQ+ influencers and brands such 
as airlines and hotels that will help get our audience to the event. This 
approach will also include experiential marketing and subscription box 
marketing.

Our research and campaign will be focused on the demographic of 
LGBTQ+ youth, LGBTQ+ allies, potential donors, and media/brand 
partners. Utilizing the methods listed above, the It Gets better Project will 
be able to gain a large following and receive engagement from its target 
market.02.



COMPANY CHALLENGE
In 2010, the United States was at a crossroad in terms of accepting 
a community, and this is the same year the It Gets Better Project was 
founded. The nation was split on decisions, such as same sex marriage, 
and activists from both sides of the argument were highly vocal.

The challenges in the early stages of the It Gets Better Project were 
greater than ever. The project needed to establish a supportive community 
that ensure the individual is not alone. The founders envisioned a world 
where all LGBTQ+ youth are free to live equally and know their worthiness 
and power as individuals. Through the help of sponsors, influencers, and 
an outstanding social media campaign, the It Gets Better Project swayed 
not only public opinion but the opinions of politicians too.

Currently, the challenge is reaching LGBTQ+ youth and allies along 
with potential donors and media/brand partners, and driving global 
engagement to help uplift, empower, and connect more LGBTQ+ youth 
leading up to the world pride event. This engagement should come 
digitally to amplify the impact beyond Pride event attendees. Reaching 
our audience in a way that resonates and creates the urge to connect 
will be a difficult task. Other nonprofits, such as the GIll Foundation and 
Trevor Project, create competition for sponsors and recognition. With our 
campaign, we seek to improve the It Gets Better Project’s positioning in 
terms of interaction with the LGBTQ+ community and allies.
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History & 
Development
The it Gets Better project envisions a world where all LGTBQ+ youth 
are free to live equally and and know their worthiness and power as 
individuals.

Vision
Statement
In 2010, Dan Savage and his partner, Terry Miller, uttered three words 
that would give rise to a global movement focused on empowerment 
of LGBTQ+ youth — it gets better. What began as a wildly successful 
social media campaign to provide hope and encouragement to young 
LGBTQ+ people has evolved into a major, multimedia platform capable 
of reaching millions of young people every year through inspiring media 
programming, a growing network of international affiliates, and access 
to an arsenal of community-based service providers.

Company
Description
The It Gets Better Project is a nonprofit organization with a mission to 
uplift, empower, and connect lesbian, gay, bisexual, transgender, and 
queer youth around the globe. Growing up isn’t easy, especially when 
you are trying to affirm and assert your sexual orientation and/or gender 
identity.
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01. High level of past engagement from celebrities and target market

02. Eight year established tenure

03. Increased contributions by nearly double from 2016 to 2017

04. Established social media prominency

05. International influence

Weaknesses:
01. Not an organization that advocates for LGBTQ+ rights, since only 

raise awareness and create a community

02. Instagram lagging behind in follower count in comparison to Twitter

03. Missing the “newness” factor of younger non-profits

Opportunities:
01. Major EU country affiliate opportunities in France and Germany

02. Re-enlistment of previous sponsors through use of success 
metrics from past campaigns

03. New sponsor enlistments through use of social media, and 
influencer tie-ins

04. Use of internet chat hubs and streaming for off-site UGC 
engagement

Threats:
01. Other established LGBTQ+ nonprofit organizations eliciting 
potential sponsors first

02. Changes in legislature and political climates

03. Organized violence during pride events IGBP is apart of in NYC

05.



Primary Target Market:
LGBTQ+ YOUTH AND ALLIES

Demographics:
13-24

years old
48%

Male
52%

Female
61%

White
15%
Hispanic

11%
African Amercian

13%
Other

National and Global Population of LBGTQ+:
National averages state that LGBTQ+, ages 13 to 24, make up about 8% of the population and global research states 

that approximately 8 to 10% of the world is LGBTQ+. Traditionally statistics have been lower, but recent data is 
calculating for members who are not yet comfortable to identify as part of the community.

Psychographics:
Many members of the youth LGBTQ+ community face diversity and feel outcasted from society.

3x
More Likely

to Get Raped

2x
More Likely

to Get Bullied

60%
Feel Hopeless

25-30%
Attempted Suicided

33%+
Has Family Members That Are Not Accepting 
the LGBTQ+ Community

92%+
Hear Negative Messages
About Being LGBTQ+

10%+
Feel Uncomfortable to 
Come Out Publicly

42%+
Feel That the Community They Live in Are Not 
Accepting of the Way They Identify

75%
Believe That It Will Get Better 
and Look Forward to the Future

06.



Secondary Target Market:
POTENTIAL DONORS & MEDIA/BRAND PARTNERS

Apple is known to be an LGBTQ+ support company and has launched products in 
their support. Apple first introduced its pride Apple Watch face during the company’s 
Worldwide Developers Conference in June. Inspired by the rainbow flag, it’s designed to 
celebrate gay pride and stand against discrimination to LGBTQ+ people. In 2017, Apple 
dedicated a portion of the proceeds from their Pride Edition Apple Watch band to help 
support the work of GLSEN, PFLAG, The Trevor Project, and ILGA.

While Disney has been known to have a neutral stance within the LGBTQ+ community, 
the company recently launched the Disney rainbow ears. The new product had backlash 
within the LGBTQ+ community because Disney has never featured an LGBTQ+ character 
in any of their movies. However, Disney is having their first LGBTQ+ character in their 
2019 Jungle Cruise. This is a perfect time for the media conglomerate to introduce a 
positive stance within the LGBTQ+ community by supporting the IGBP.

For the past few years, Spotify has supported the LGBTQ+ community with curated 
playlists and social media campaigns. The company has also added features such as a 
colorful feature to the volume bar in celebration of LGBTQ+ Pride Month, and above the 
volume rocker, short phrases in the same color will appear such as “Loud and Proud,” 
and “Live At Full Volume.”

Not only is Converse owned by Nike, but Nike is proud to celebrate the LGBTQ+ 
community with the 2017 BETRUE collection that supports inclusion on and off the 
field of play. Nike believes in the passion and pursuit of sport by all athletes, a message 
articulated in the EQUALITY initiative that launched last February 2017.

For over 20 years, Starbucks has offered health insurance coverage to partners in lesbian 
and gay relationships. For nearly a decade, the company’s Workplace Gender Transition 
Guidelines has supported partners who are transgender or considering transitioning. 
In To assist transitioning partners in self-identification, Starbucks has updated our 
technology systems to ensure that documentation in stores reflects a partner’s “known 
as” name.

07.



MARKETING
OBJECTIVE
AND STRATEGIES 
Primary Marketing Objectives:
01. Drive global engagement with the It Gets Better Project’s mission to uplift, empower and connect LGBTQ+ youth

02. Make digital connections around the world to amplify mpact beyond pride event attendees

03. Increase user-generated content (UGC) submissions from around the world (more than 30% from outside the U.S.)

04. Inspire coverage of UGC from around the world from reputable publishers

Secondary Marketing Objectives:
01. Gain lasting sponsors and partners to help support future events and efforts

02. Capture data and use consumer insights to shape future interactions with our target audiences. This data is can be 
used for strategic planning and tactical goals

03. Create feedback loops throughout the campaign to evaluate effectiveness and efficiency. This information would be 
applied to future events to achieve even better results

04. Create onsite activations that can be integrated into the Pride event series to bring the message to life for a global 
online audience

08.



IMC Objective and Approach:

COMMUNICATING 
WITH THE TARGET 
MARKET USING
THE AIDA MODEL
AIDA is an acronym that the It Gets Better Project marketers will use to help develop effective communication 
strategies and connect with customers in a way that better responds to their needs and desires. AIDA describes a 
common list of events that occur when a consumer views an advertisement or other marketing communication. As 
marketing communication methods have evolved, the model has been used to encompass other marketing tools 
and channels as well.

The letters in the AIDA acronym stand for the following:

A = Attention or awareness. This is the ability to attract the attention of the consumers.

I   = Interest. This points to the ability to raise the interest of our target market.

D = Desire. The advertisement convinces consumers that they want and desire to be involved in our nonprofit and 
social media engagements.

A = Action. Our market will take action by posting their #YourPrideIGBP videos and sponsoring our campaign along 
with events.

The system will help guide our #MyPrideIGBP campaign and refine our objectives. In the processes clarifying what 
we continually want to accomplish with a target segment. As campaign objectives become clearer, we will gain 
insight into ways of refining our messages and deciding which tools the It Gets Better Project can use to deliver 
these messages effectively.

09.



IMC Objective and Approach:

ENGAGEMENT 
STRATEGIES

In the age of IMC, it is essential for marketers to think creatively about what they are trying to 
accomplish with target customers through the campaign. Beyond just “pushing” a product 
through channel partners or “pulling” a customer in through advertising and awareness-building, 
marketers should consider how the campaign will draw attention, make an impact, and invite 
target audiences to take action amidst a crowded marketplace. Exposure alone is no longer 
sufficient to create brand equity and loyalty; interaction is now the name of the game.

Marketers today have many different avenues for creating engagement opportunities focused on 
making a desired impact in the mind–and behavior–of the customer. By thinking through campaign 
objectives at this level, the It Gets Better Project can better pinpoint not only a winning strategy 
for our campaign, but also the types of IMC tactics and tools to help us to deliver the desired 
results. For example:

Campaign Strategy Well-suited IMC Tatics and Tools

Interact Social media, events, guerrilla marketing efforts

Engage Word-of-mouth recommendations, viral sharing, social media

Embrace Brand community, social media, events, sales promotions, personal 
selling

Influence Public relations, though leadership activities, personal selling

Convince Case studies, testmonials, comparison, free trails, samples

Educate Advertising, though leadership activities, public relations, website and 
other content marketing activities

Inspire Testimonials, guerrilla marketing, events, advertising, case studies

Nurture Email marketing, content marketing, personal selling

10.



Promotional Strategy:

INFLUENCERS
Primary & Secondary Influencers:
As of 2017, 81% of Americans are present on social media. With the rise of social media, Influential marketing has 
become a massive part of promotional mixes. The success that correlates with using an influencer is represented 
by many statistics. A survey of 14,000 millennials done by Collective Bias revealed 70% prefered endorsement by 
non-celebrity bloggers. Also, 60% of survey respondents have taken into account a blog or social media post before 
shopping. Influential marketing will allow the It Gets Better Project to reach our target market through influencers that 
people connect with in their day-to-day lives. Our partners will put our advertisements in a position that consumers 
prefer to view and act upon.

Micro-Influencers:
As of 2018 the use of micro-influencers has increased dramatically. With social media platforms now containing billions 
of users, analysis is being done on how followers respond to promoted posts. Marketers have noticed a threshold of 
diminishing returns when an account reaches over 1,000 followers. This is because users prefer to feel as though they 
are interacting with a person or smaller entity rather than a celebrity or group. The New York Times found that accounts 
possessing less than 30,000 followers are more beneficial to work with and we will utilize this when promoting the It Gets 
Better Pride Event series and the nonprofit as a whole.

Experiential with Influencers:
The use of influencers in our campaign will be vital to creating feedback and interaction from our target market. Not only 
will our influencers be present in our social media campaign for #MyPrideIGBP and the contest that follows, but they will 
also be present at our events.
Our influencers are each tied to personal brands and personal brand images. For example Jeffree Star, a well known 
social media influencer for the LGBTQ+ community owns a cosmetics business. His brand image is that of someone 
who loves to create new looks and new trends based in cosmetics and fashion.
To create an experiential aspect that engages people at the event and helps raise money for the It Gets Better Project, 
we will offer people a Jeffree Star makeover where professional makeup artists will give people looks similar to Jeffree’s. 
Products will be sold, and some of the revenue will go to the It Gets Better Project. These experiential events with our 
influencers will give their following more of a reason to attend and engage. The chance to meet a person they truly relate 
to and idolize will boost event attendance and help raise funds.

11.
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Promotional Strategy:

INGRID NILSEN
Ingrid Nilsen is a famous YouTube Personality who released an emotional coming out video in 2015 to her millions of 
YouTube subscribers. She has 3,831,435 subscribers and 1.5 million instagram followers. She has a bright personality 
and a collection of good advice that naturally draws people to her pages. 

Ingrid’s YouTube channel has many categories for people to scroll through, such as skin care routines, makeup tutorials, 
seasonal favorites, etc. She has the personality to connect with event attendees and can also showcase a multitude of 
different products for people to sample. Her tent at the event could be titled by her YouTube categories, so attendees 
can easily navigate where they want to explore. 

12.



Promotional Strategy:

JAMES CHARLES

PRIDE NEW YORK

James Charles launched his YouTube in 2015 doing makeup tutorials, his page  currently has 8,809,973 subscribers. 
His most recent video with Kylie Jenner received 15 million views in only 2 days. He currently has 8.5 million Instagram 
followers and 1.76 million Twitter followers. He was an overnight sensation and became the first ever male covergirl 
model at the age of 17, inspiring millions.

Having a brand like Covergirl backing James Charles, as well as many other popular brands would make him perfect for 
our youth event. Like our 21+ event we want to have a makeup area at our all ages event. We believe this would inspire 
the younger LGBTQ+ community gain confidence and understand their not alone.
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Promotional Strategy:

JEFFREE STAR
Jeffree Star is an internet celebrity, makeup artist and entrepreneur. He has done a multitude of videos with famous 
celebrities and other influencers. He has been a social media influencer since 2006 when he becomes the most followed 
person on MySpace. He currently has 8.7 million followers on Instagram and 10,974,940 subscribers. Jeffree Star 
recently donated $125,000 to an LA LGBTQ+ center, and often posts on his social media channels encouraging the 
community with inspirational messages and hard times he’s been through. 

Jeffree Star would be the perfect influencer to be a part of out NY, 21+ event because he has a successful makeup line, 
Jeffree Star Cosmetics. He could feature his favorite products he has created, promoting and selling them to attendees. 
Jeffree has a large following and is often very open and personal at meet and greets. Jeffree would be asked to provide 
a portion, 50% - 30%, of online sales of Jeffree Star Cosmetics as a donation to IGBP, to not only be an influencer, but 
also a sponsor.
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INFLUENCER EVENT AGENDA

Exclusive access for 
contest winners to her 
custom tent an hour before 
regular attendees have 
access at LA Pride

Tent opens to all guests

20 minutes at each section 
of the tent doing tutorials

Walk around and interact 
with Pride L.A. guests

Arrive at Pride L.A.

Raffle to win some of 
Ingrid’s favorite products

Exclusive access for 
contest winners to 
CoverGirl Tent to view 
products

Tent opens to all guests

James reviews his favorite 
CoverGirl products

Arrive at Pride N.Y. Youth 
Event

James reveals CoverGirl’s 
newest product, that is 
exclusive to the event

Makeovers begin, and 
James walks around and 
assists makeup artists

Arrive at Pride N.Y. Main 
Event

Exclusive access for 
contest winners to Jeffree 
Star customized tent

Tent opens to all guests

Talk with guest about 
products he is selling at 
the event

Jeffree reveals his newest 
line of cosmetics, and 
event attendees will get 
their purchase before they 
are released to Jeffree’s 
website

Makeovers begin, and 
Jeffree walks around and 
assists makeup artists

15.
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Pride box overview:
Subscription boxes are a recurring delivery of niche products on a monthly or even weekly basis. The boxes contain 
products from a company that are trending, new, or exclusive. The It Gets Better Project will use these boxes in a 
specific way to create digital awareness of the upcoming events and gain sponsors. Our pride boxes will be sent to our 
LGBTQ+ influencers and contain products that they can bring to the world pride event as well as use in their day to day 
life. These products can range from flags, shirts, or socks to cosmetics or fun glasses. The influencers will record their 
openings of the boxes and take pictures to show their followers what they received.

Sponsors and Partners:
Partners and sponsors will be brought into this by covering production costs and shipping cost. We have decided on a 
tiered system each with specific amounts which result in how much exposure teh sponsors or partners will receive.
Tier 1: Sponsor/Partners Brand and Logo will appear on our Pride Boxes
Tier 2: Along with the logo, they are able to include a product inside
Tier 3: Our influencers will mention their contribution and product they received, and their product will also be in our 

supporter boxes

Promotional Strategy:
INFLUENCER PRIDE BOXES
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Supporter Pride Boxes:
Along with our influencer pride boxes, supporters will be able to purchase their own pride boxes. The supporter pride 
boxes will include similar products that can be used at the event but only tier 3 sponsors and partners can include their 
products. We plan on releasing these for purchase after our main influencers and micro-influencers have received their 
boxes and posted them on their respective platforms. The purchase price will depend on what sponsors and partners 
decide to contribute and how much cost the consumer will need to cover.
The goal of the supporter pride boxes is not only to give brands a great way to show their support for the LGBTQ+ 
community, but to also encourage a larger contribution to our campaign and organization. 

Supporter Pride Box Contest:
For purchasing the It Gets Better Supporter Pride Box, individuals will be entered into a contest similar to our 
#MyPrideIGBP contest. They will have a chance to attend the world pride event in New York and meet our influencers. 
This opportunity will encourage more people to purchase our pride boxes.

Promotional Strategy:
SUPPORTER PRIDE BOXES

17.



What?
The influencer box will consist of branded products and apparel of companies who 
support the LGBTQ+ youth community. The box will be sent to our three major 
influencers and will also consist of transportation and travel arrangements for each 
influencer to a World Pride Event.

Why?
The main purpose of the box is to give a reason for our major influencers to create a 
video of themselves opening the box and spread the message about the It Gets Better 
Project, our social media contests, and the LA pride event. 

Brands and Products: 
1. Delta Ticket to event   5. Uber Gift Card
2. Hilton Hotel Stay at event  6. American Eagle Gear
3. Apple AirPods   7. Starbucks Merchandise
4. Free year Adobe Creative Suite

Promotional Strategy:
INFLUENCER BOX

18.



19.

Discord is a video, text and voice chat service for gaming enthusiasts. Advertised as an all-in-one chat system, they offer 
a method for free community chat server-hosting without the hassle of alternatives like Skype.

With 150 Million registered users, and an average daily message count of 530 million, Discord is an international internet 
community behemoth. Many Twitch streamers prefer Discord as their go-to community chat servers, as the amount of 
customizability per server is second to none.

Discord’s text and voice chat services are more popular than their video chat is, and this creates an opportunity for IGBP 
to help promote the use of the tool while achieving its objectives. Discord has a main page where they deliver news and 
status updates on friends, and update messages as well.

Partnering with Discord to raise awareness about the project and to facilitate a venue for UGC recording and collection 
is a given. Discord generates revenue through Discord Nitro subscriptions, retailing at $4.99 a month. IGBP will ask for 
25% to 100% of Discord Nitro subscriptions during Pride Month 2019, as a nonprofit donation.

Sponsors and Partners:
DISCORD



Sponsors and Partners:
APPLE
Apple, Inc.
Apple, Inc. is a computer, phone, and electronic accessory manufacturer, and cloud service provider based out of 
Cuppertino, California. Apple does yearly releases for its iPhone and iPhone accessory products, and IGBP stands at a 
unique opportunity to help promote their 2019 releases of accessories, specifically their new and improved airpods and 
airpod charging case theorized to release in 2019. 

Our Promotional Method
IGBP will request Apple to decorate the Airpods and their charging cases in rainbow colorations for sale to consumers, 
to bring awareness to LGBTQ+ rights and to provide LGBTQ+ and allies the ability to accessorize and show their pride. 
IGBP will create positive exposure of Apple Inc. and their new Airpods on its social media channels, email newsletters 
and on it’s website. Our slogan for the social media posts: “The New Airpods? It Got Better.” With the rainbow colored 
earbuds on full display in the photo and links on where to buy them.

How We Can Raise Funds
IGBP will request Apple Inc. to donate 30% to 50% portion of sales proceeds from the Rainbow Airpods. Apple Inc 
has funded a number of organizations this way in the past through their Pride edition Apple Watch, so likelihood of 
acceptance of this sponsorship is high.

20.



Nike
Nike is a company that believes diversity fosters creativity and accelerates innovation. Their belief that the inspirational 
power of sport can break down barriers, overcome differences and bring people together is a fundamental factor in their 
business strategy. Nike has in the past sold out their BETRUE Converse Pride collection with all net proceeds having 
gone to LGBTQ+ community partners globally. 

Our Promotional Method
The BETRUE collection and the Converse Pride Collection both utilize the colors and symbols of the LGBTQ+ 
movement. Nike has stated that they are joined in with sponsors to help amplify the voices of the LGBTQ+ youth, in 
doing so they also celebrate progress and inspire change. The It Gets Better Project can get involved by having our 
influencers design a custom shoe which will be sold internationally. Proceeds from our shoe would go to the It Gets 
Better Project and shoe owners can wear them to the pride events. More digital engagement can also be achieved by 
asking shoe owners to post pictures in their shoes for a chance to be featured on our social media and included in our 
Instagram or Snapchat stories.

How We Can Raise Funds
The 2018 Pride collection from Converse was designed by Miley Cyrus and are currently sold out in almost every size. 
Demand for these shoes is high and people also enjoy supporting a cause more when they know exactly where their 
money is going post purchase. 

Sponsors and Partners:
NIKE/CONVERSE

21.



Sponsors and Partners:
DISNEY

22.

The Walt Disney Company 
The Walt Disney Company, or known simply as Disney, has been around since 1923 and was founded by brothers Walt 
and Roy Disney. The company is the world’s largest media mix in terms of revenue and has grown with straights in 
animation, live-action film production, television, and theme parks all over the world. Based out of Burbank, California, 
Disney is testing the limits yearly and it finally set to create a movie with their first ever openly gay character. People 
are saying it will be a major turning point for Disney and the movie is set to be released in October of 2019. The Jungle 
Cruise movie will feature a number of well known names, such as, Emily Blunt and Dwayne “The Rock” Johnson. 

Our Promotional Method 
IGBP will reach out to Disney to discuss promotion for this upcoming movie at the 2019 World Pride Event. There will 
be special merchandise sold and wild postings at each event of the movie posters, specifically designed for the event. 
Disney will also have the option to become a special Tier 3 sponsor, if they do so the top of the Pride Boxes will be 
Jungle Cruise designed, so that when influencers show boxes on Social Media the advertisement will be clear. 

How We Can Raise Funds
IGBP will request Disney to donate 30%-50% portion of merchandise and future movie sale proceeds. Disney is looking 
to be more open and involved in the LGBTQ+ community, this will be an even bigger opportunity for them to do so and 
show their support. Due to this being the first time World Pride is held in the US, it will generate an even greater buzz, 
and bring more attention to Disney’s new movie.



Sponsors and Partners:
DELTA AIRLINES & HILTON HOTELS

23.

Delta Airlines and Hilton Hotels
Delta Airlines and Hilton Hotels and Resorts are both partners of the World pride event, They also both have a strong 
standing when it comes to fighting for equality and supporting the LGBTQ+ community. Hilton is one of the largest hotel 
brands in the world and has been around for almost a century. They describe themselves as a forward thinking global 
leader. Delta operates over 5,400 flights daily and serves an extensive domestic and international network that includes 
319 destinations in 54 countries on six continents. 

Our Promotional Method
IGBP will partner with both Delta and Hilton to help fly and house influencers and contest winners for the World Pride 
events. They will also be advertised on all things World Pride as the number one preferred choice of travel and stay 
when it comes to these events. IGBP will have both companies release special prices for anyone traveling to world 
pride. World Pride attendees will use special codes advertised by Influencers to use at time of purchase. Hilton will have 
Guerilla advertising created special for World Pride event. Delta will offer a special inflight World Pride cocktail that can 
be purchased on flights to World Pride. 

How We Can Raise Funds
IGBP will request Delta and Hilton donate 30% of sales from booked flight and rooms. IGBP will also request Delta 
donate 50% of all inflight World Pride cocktail purchases.



24.

Spotify and Hulu
Spotify earns revenue through ad sales on free service users and through subscription sales via Spotify Premium. Their 
subscription packages range from $0.99 for the first two months followed by a $12.99 a monthly charge thereafter OR 
with a combined package of Showtime and Hulu for a $4.99 monthly Student subscription (Our target age demographic). 

Our Promotional Method
IGBP will produce audio-only podcast-formatted UGC stories, listed as “Inspirational Stories.” These stories will be 
taken from some of the more inspirational, popular and of course celebrity IGBP stories we have in reserve. Each audio 
file will end with a call to action telling the listener to record their own videos and to post them on their social media 
channels to spread the word. We will ask Spotify to feature these stories on their Browse front-page.

What We Do for Spotify & Hulu
IGBP will create positive exposure of Spotify’s freemium and Premium services on its social media channels, email 
newsletters and on it’s website. Exposure and subsequent goodwill will be highly beneficial for our partners. Hulu’s 
LGBTQ+ shows and movie line up would likewise be promoted on our various channels. 

How We Can Raise Funds
IGBP can request Spotify and Hulu to donate 30% to 50% portion of the subscriptions made during 2nd Quarter and 
specifically June to help raise funds for the cause. 

Sponsors and Partners:
SPOTIFY AND HULU



Sponsors and Partners:
STARBUCKS
Starbucks 
For more than 20 years, they have offered health insurance coverage to partners in lesbian and gay relationships.
For nearly a decade, their Workplace Gender Transition Guidelines have supported partners who are transgender 
or considering transitioning. In order to assist transitioning partners in self-identification, they have updated their 
technology systems to ensure that documentation in stores reflects a partner’s “known as” name.Their health insurance 
program now covers procedures that were previously considered cosmetic, such as top surgery, facial feminization, and 
hair transplants. Gender-affirmation surgery, or bottom surgery, has been covered by Starbucks’ health insurance plans 
since 2012.

Our Promotional Message 
A sponsorship with Starbucks will be included within both of our influencer boxes and at all the Pride events. We will 
request LGBTQ+ merchandise that can be included in the influencer box along with box branding and sponsorship.

How We Can Raise Funds
Given that Starbucks is an international brand with global influence, their sponsorship for the IGBP could bring 
awareness from all over the world. It would be an excellent opportunity for the brand to take a public stance within the 
LGBTQ+ community given the LGBTQ+ spending power of almost $1 trillion. We will request a percentage of proceeds 
of the LGBTQ+ merchandise sales to raise money for the IGBP, and we will request that Starbucks mentions their 
sponsorship on their social media. The incentive would be that Starbucks has taken a stance on the movement and will 
be known as diversity supportive brand which will help them gain press about their brand within various media.
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Twitch.tv has become a powerhouse of online entertainment for Gen Z and Millenial youth throughout the world over the 
past 7 years. Further driving cord-cutting amongst users with 35% of their 15 million DAUs (Daily Active users) using 
mobile devices for viewing, Twitch is a forward thinking company with the future in mind. 

Twitch’s monthly unique viewership and and monthly broadcasters month differ greatly. On average, they have 140 
million viewers and 2.2 million broadcasters, with 55% of their users being male aged between 18-34, the other 
45% including those below that age and less so those above it. Broadcasters, or streamers as they are known in the 
community are roughly 70% male, and 30% female. Of that 70%, 59% of male streamers are aged 21-50. Of the 30% of 
female streamers on Twitch, 24% are aged 21-50.

Using Twitch as an avenue to create conversations between youth and older generations, we can better raise awareness 
of how things truly get better. Twitch has partnered with IGBP in the past, by having LGBT staff share their stories. Now, 
we will ask Twitch streamers to do the same, while encouraging their communities to do so, too!

We will have Twitch bring awareness to the campaign by announcement, similar to their HRC donation fundraising: any 
streamer who would like to show support of the IGBP would receive special emotes for their participation in creating 
their stories by streaming them live and then clipping them with #ItGetsBetter in the title to be collected throughout the 
campaign to be posted on our various social media channels. To drive more online UGC, we will also ask streamers to 
get their communities involved, video-taping themselves through the Twitch.tv Desktop App through a provided easy-
access button that brings up the prompt and the recording right away. Likewise, Discord will be used, which will be 
discussed further on in detail.

Sponsors and Partners:

TWITCH AND USER-
GENERATED CONTENT
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Sponsors and Partners:

TWITCH MICRO INFLUENCERS
To better drive UGC and awareness from Twitch, we will partner with LGBTQ+ micro-influencers that use the platform 
regularly. Twitch follower counts roughly translate from every 50,000 followers to 1,000 daily viewers. When considering 
leveraging their other social media follows, these micro-influencers are a force to be reckoned with in terms of 
incentivizing user engagement.

We will target influencers from a variety of cultural and national backgrounds, and approach them with the project 
personally to attempt to get them to help bring awareness to the cause; all Micro-influencers selected have worked 
with HRC in the past. By posting their stories that they record live and clip through the sponsored program to our social 
media and retweeted or tagged to their own, IGBP will gain clout through the subsequent exposure to their audiences, 
and an influx in UGC from inspired followers.

8BitDylan
Gay Twitch Streamer
Located in Nebraska
56k Twitch Followers
30.4k Twitter Followers
100k Youtube Followers

Krism and Minx (KrinxShow)
Lesbian Couple Streamers
Located in Britain
157k Twitch Follower
98k (Krism) and 321k (Minx) Twitter Followers
83k Youtube Followers

FerociouslySteph
Trans Gaming Streamer
Located in America
15.3k Twitch Followers
3.2k Twitter Followers
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Dangthatsalongname
(Smajor1995)
Gay Twitch Streamer and Content Creator 
Located in Scotland
29.5k Twitch Followers
59k Twitter Followers
454k Youtube Followers

Bruna Balbino
LGBTQ+ Streamer

Located in Brazil
41.4K Twitch Followers

17.5k Instagram Followers
7.8k Twitter Followers



#MyPrideIGBP Video Contest:
To create digital engagement globally, the It Gets Better Project is going to hold a contest for a chance to attend the 
world pride events in New York. Our influencers will be posting their own #MyPrideIGBP videos and telling their followers 
to do the same. The global engagement will come from our influencer’s followings because they are internationally 
recognized and have followings from their respective countries of origin.
The videos will be 10 to 15 seconds long and can include anything from dialogue to event clips. We want users to show 
their pride for the community and post them on social media with our hashtag. Videos will also be sent via email to the 
It Gets Better Project. Prior to the event, to further digital engagement, our winners will be selected by our social media 
followers. Our instagram will post two of the most viewed submissions each day and be voted on by people who follow 
our account. 
We chose to do this contest on our Instagram because it lacks followers compared to our twitter account. In one study, 
Instagram accounts that held contests grew 70% faster than accounts that did not. Utilizing this contest we expect our 
follower account to grow and make our Instagram profile more useful for future events.

Advertising Strategy:

#MYPRIDEIGBP
VIDEO CONTEST
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The Ellen Show
Average viewership per episode: 3.9 Million
This talk-variety show features comic Ellen DeGeneres in the studio performing an opening monologue and interviewing 
guests who include celebrities, newsmakers and ordinary people with extraordinary talents. Additionally, segments 
include performances from top music acts, audience participation and man-on-the-street interviews. Music is a key part 
of the show, with an in-studio DJ -- including occasional celebrity guest DJs -- spinning tunes and DeGeneres often 
breaking out into dance moves during the show.
With a successful execution of our influencer campaign and #MyPrideIGBP video contest, we can get our initiative and 
social media sucess featured on the Ellen show. Given Ellen is a part of the LGBTQ+ community, she is likely to want to 
participate with our objective and present the success of our project..
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TIMELINE IMPLEMENTATION
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Event
04/06/19: 
• Miami pride event and campaign launch
• Announcement of our influencers and their 
experiential events

• Announcement of the #MyPrideIGBP contest

04/15/19:
• Influencer pride boxes sent out

04/25/19:
• Influencer box arrival
• Start of the #MyPrideIGBP contest

05/20/19 - 05/25/19:
• Contest nominations are announced

05/26/19:
• Winners of the #MyPrideIGBP are announced

06/08/19:
• LA Pride Event
• Ingrid Nilsen appearance
• Experiential with Ingrid Nilsen

06/28/19:
• World Pride Youth Event (NY)
• James Charles appearance
• James Charles Experiential

06/29/19:
• World Pride Main Event (NY)
• Jeffree Star’s appearance
• Jeffree Star experiential

06/30/19:
• World Pride parade and campaign culmination (NY)
• Influencer float

Social Media
04/06/19:
• Miami Pride event and campaign launch
• Announcement of our influencers on every platform
• Announcement of the upcoming contest

04/25/19:
• Influencers will be releasing pride box videos
• Mention of Sponsors and Partners
• Start of the contest #MyPrideIGBP

04/30/19:
• Influencers will release their #MyPride videos
• Followers will be told to participate

05/20/19 - 05/25/19:
• Contest nominations are announced on Instagram - 
two a day

• Voting will be done through polls posted in our 
Instagram Bio

05/26/19:
• Winners of the #MyPrideIGBP are announced
• Winners Post about their upcoming experience

06/01/19:
• Influencer Appearance posts on IGBP accounts
• Influencers post on personal accounts announcing 
appearance

06/08/19:
• LA Pride Event
• Ingrid Nilsen post announcing her appearance

06/28/19:
• World Pride Youth Event (NY)
• James Charles post announcing his appearance

06/29/19: 
• World pride Main Event (NY)
• Jeffree Star post announcing their appearance

06/30/19:
• World Pride parade and campaign culmination (NY)
• Influencer float posts
• Conclusion of the events posted

07/04/19:
• Recap of contributions and amount raised to support 
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CONCLUSION
In conclusion our #MyPrideIGBP contest along with the 
use of popular LGBTQ+ influencers will give us the digital 
engagement and global recognition the It Gets Better 
Project deserves. Our target market of LGBTQ+ Youth and 
allies are present on the social media platforms we intend 
to reach them on and are also impressionable by the 
people we have carefully selected to be our influencers. 
New sponsors and partners will be gained through 
opportunities presented in our Pride Boxes for influencers 
along with the Support Boxes. As well as opportunities for 
our current brand partners to get involved and increase 
their contributions.

Opportunities for new sponsors include the likes of 
Starbucks, Spotify, Apple, Hulu, and Nike. Each of these 
brands has exhibited support for the LGBTQ+ community 
and youth. They have also created products in the 
past that align with our digital efforts and present new 
opportunities to raise funds for the It Gets Better Project.
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