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LETTER
F R O M  T H E  B O A R D

This Pride season Égalité was busy across 

the country helping to bring together 

our LGBT and ally members through 

programming that continues to focus on 

advocacy, education, community outreach 

and business development. With our phase 

one expansion plans to Atlanta, Chicago and 

Los Angeles being complete, Égalité is in 

the process of taking root in San Francisco, 

Seattle and London. By this time next year 

we expect to have rolled out another handful 

of both domestic and international chapters 

as part of our phase three expansion plans.

With an eye towards inspiring Publicis 

Groupe teams to consider ways in which 

they can help their clients connect with 

the LGBT community, The Égalitarian 

is launching a new column called Market 

Pulse geared towards capturing business 

news that is specific to LGBT marketing and 

communications. This month’s Market Pulse 

showcases brands that have shown their 

support for the LGBT community with Pride 

and marriage equality-specific messaging.

We hope you continue to enjoy The Égalitar-

ian. If you have missed our first two issues 

you can download them here:

Issue 1: http://tinyurl.com/kj5xag2

Issue 2: http://tinyurl.com/lj5wnem

 —The Égalité Board

http://tinyurl.com/kj5xag2
http://tinyurl.com/lj5wnem


ABOUTOUT&
N E W S  F R O M  A C R O S S  T H E  G R O U P E

3 THE ÉGALITARIAN | Q3 2013



4

For a second year in a row Publicis Groupe will serve as an 

Advocate-level sponsor of the Out & Equal Summit, which 

will be taking place this year in Minneapolis. A cross-agency 

delegation of people from Leo Burnett, Publicis Kaplan Thal-

er, Razorfish, Saatchi & Saatchi, StarcomMediavest Group 

and ZenithOptimedia will participate in the Summit, which 

focuses on promoting a diverse and inclusive workplace that 

embraces LGBT employees and their allies.

In the last issue of The Égalitarian it was announced that Égalité would be launching in London, San Francisco and Seattle. Plans 

are well underway to get Égalité up and running in each market. If you are interested in taking on a leadership role representing your 

Agency in one of these markets, please reach out to the following people for more information:

Sponsoring Equality in 
the Workplace

Égalité Expansion Plans

Égalité on LinkedIn
Feeling proud of your affiliation with Publicis Groupe Égali-

té? Consider tracking us down and joining our group on 

LinkedIn: Publicis Groupe Égalité. Joining our group 

will provide you with a great way to stay up to date with 

business-building links and news updates outside of those 

published in The Égalitarian. The group will also serve as a 

job posting forum to help all Publicis Groupe agencies reach 

talented LGBT professionals from outside the network. 
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nigel.hewson@publicis.co.uk

greg.eppich@mslgroup.com

perris.richter@digitas.com

mailto:nigel.hewson%40publicis.co.uk?subject=
mailto:greg.eppich%40mslgroup.com?subject=
mailto:perris.richter%40digitas.com?subject=


C H A P T E R
U P D AT E S
Current news & events from Égalité
Atlanta, Chicago, London, Los Angeles, and New York
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The Atlanta Chapter conducted its in-

augural Happy Hour this summer. 

We received support from LGBT team 

members and allies alike from Razor-

fish, ZenithOptimedia, Moxie Interac-

tive and Team One. The next Égalité 

Atlanta mixer will be conducted in the 

fall. Details will be distributed to agen-

cy leads in October. The mixer will be 

in preparation for a Holiday Toy Drive 

hosted by For The Kid In All Of Us, a 

local LGBT organization founded in 

2003 to help underprivileged children 

in the Atlanta community. The Atlanta 

chapter will also be volunteering at the 

Atlanta AIDS Walk on October 19th and 

October 20th. We have strong support 

from Moxie Interactive, ZenithOptime-

dia and Razorfish.

If you are interested in joining our 

team of volunteers or would like 

to be added to Égalité Atlanta’s 

distribution list, please contact:                                                                                  

pedro.lugo@razorfish.com

É G A L I T É

ATLANTA

By Pedro Lugo,
Razorfish
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Égalité Chicago had a busy spring lead-

ing into summer and gay pride month. 

We launched our twice monthly happy 

hours with a night of cocktails, food and 

trivia at D.S. Tequila in early May. Hap-

py hours will rotate around the city and 

will sometimes be tied to events (trivia, 

BBQ, movies in the park) and some-

times will just be a chance to meet and 

socialize. Summer has been packed full 

of events including professional events 

(LGBT Marketing 101) and social events 

(Pride Brunch, happy hours, parade 

watching).

In addition, we brought 20 screaming 

Cubs fans/Égalité members and their 

guests together for Out at Wrigley. Pho-

tos from several events are on the Face-

book Group page. To get more involved 

in Égalité Chicago, please join the group 

and/or email your brand contact listed 

on the last page of the newsletter.

É G A L I T É

CHICAGO

By Jason Southerland,
Starcom

mailto:pedro.lugo%40razorfish.com?subject=Hi%20Pedro%2C%20please%20add%20me%20to%20the%20%C3%89galit%C3%A9%20email%20list%21
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Led by Publicis London and SMG, the 

first working group for the London 

chapter of Égalité was held on June 7th, 

making London the first International 

Chapter of Égalité. From small begin-

nings we are growing slowly but proud-

ly, and are looking to increase both 

the working group members to include 

more Publicis Groupe companies, and 

those attending our social events.  

Despite not having yet formally 

launched, the London chapter is not one 

to miss a social occasion, so we held an 

informal social drinks on June 28th, 

the day before London Pride. We also 

had our first film night, an outing on 

August 6th to a screening of the docu-

mentary Vito, with dinner beforehand 

and drinks afterwards.

Much more is planned for the future, 

so watch this space, and please get in 

touch if any Égalité members are vis-

iting London. To be added to Égalité 

London’s distribution list, email me at                     

nigel.hewson@publicis.co.uk

To be added to Saatchi LA’s Égalité 

distribution list, email

kristen.hosack@saatchila.com

At SSLA we kicked off our Égalité Speak-

er Series with Sara Sperling, Diversity & 

Inclusion Manager at Facebook. Sara 

gave an inspirational talk about being 

one’s authentic self throughout life and 

how to apply simple ways of thought 

and action into daily routines to reach a 

higher level of happiness. 

É G A L I T É

LONDON

É G A L I T É

LOS ANGELES

By Nigel Hewson,
Publicis

By Kristen Hosack,
Saatchi LA

Team One LA - Égalité had its 1st sum-

mer party to kick off PRIDE month and 

fundraiser on Monday, June 3rd in sup-

port of Lambda Legal. I am happy to re-

port it was a great success. We met our 

$2,500 goal thanks to a large group of 

Team One staff, senior leadership, me-

dia partners and vendors who donated 

their time, energy, dollars, and services 

to make Monday’s event (and the rest of 

June’s events) come to life. Congratula-

tions to all the Team One raffle winners 

who walked away with some great prizes 

including 2 VIP Tickets to Beyoncé, an 

iPad mini, a GoPro camera, Spa gift cer-

tificates and more. 

Lambdalegal.org was a great organiza-

tion to support during PRIDE month 

considering they have been advocating 

for the LGBT community within the U.S. 

justice system since 1973. We could not 

have been happier when weeks later the 

Supreme Court struck down DOMA and 

Prop. 8.

By Michael Nnadi,
Team One
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Stephen Duncan, Kristen Hosack, Sara Sperling, 

Tanya Lesieur, Alex Granieri

Team One LA - Égalité & Do Good Friday 

teams volunteered our time at the Holly-

wood Gay & Lesbian Elder Housing fa-

cility on Friday, June 7th. We spent the 

day organizing the facility’s library and 

storage rooms while also making some 

new friends. Mission accomplished!

Our group also hosted a presentation on 

Gender Identity and being trans in the 

Workplace on Monday, June 17th. We 

first met our guests a few months ago 

when they gave us a well-rounded, au-

thentic, practical yet inspiring presen-

tation for Team One Égalité members. 

This time Drian Juarez and Ben Lee of 

the LA LGBT Center’s Transgender Eco-

nomic Empowerment Program (http://

tinyurl.com/7u4czet) spoke to the gen-

eral Team One staff and 40+ people 

attended. They are leaders within the 

trans community advocating for civil 

rights, recognition and the ability to live 

an authentic life where Trans folks can 

be open with family, friends, colleagues 

and the general public without issue. 

These are rights that everyone wants in 

life.

mailto:kristen.hosack%40saatchila.com?subject=Hi%20Kristen%2C%20please%20add%20me%20to%20the%20%C3%89galit%C3%A9%20email%20list%21
http://tinyurl.com/7u4czet
http://tinyurl.com/7u4czet
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Together with members of SSLA’s Égali-

té chapter, members of Team One’s 

Égalité group marched in the LA PRIDE 

parade on Sunday, June 9th. It was an 

invigorating experience attended by a 

diverse group of 50+ staff members, 

their partners, family, friends and one 

adorable baby. What we lacked in a 

mega float we more than made up for 

with sheer enthusiasm for promoting 

EQUALITY, IGUALADAD and Égalité 

to the crowd throughout the day.

To be added to Team One LA’s Égalité 

distribution list, email me at

michael.nnadi@teamone.com

To help kick off pride festivities in New 

York, Égalité Board Member Jim Fran-

zen (Atelier) organized the group’s an-

nual pride brunch at the one and only 

LIPS (www.lipsnyc.com) bar and res-

taurant. Known for its fierce drag shows, 

30 Égalitarians piled in to the Las Vegas 

style showroom to dine and drink while 

taking in the spectacle that unfolded on 

and off stage. 

With summer holidays being in vogue 

during the months of July and August, 

Égalité New York took a programming 

hiatus but is back in force this Septem-

ber. Our first event will be a two-for-one 

event. On Tuesday, September 17th, all 

Égalitarians and their guests are invited 

to a one-hour legal workshop during 

which attorney Carol Buell will provide 

a 101 on the legal issues faced by same-

sex partners as they navigate adoption. 

The workshop will be hosted at Publicis 

É G A L I T É

NEW YORK

By Robert Camilleri,
Publicis Kaplan Thaler

Kaplan Thaler (950 6th Avenue) starting 

at 5:15pm. At 6:30pm, Égalité New York 

will be hosting its end of summer happy 

hour at the Metro Hotel rooftop. Last 

year this event had a substantial wait-

ing list so please be sure to RSVP soon if 

you would like to participate. To register 

for either event, please email egalite@

publicis-usa.com.

To be added to Égalité New York’s dis-

tribution list, email

robert.camilleri@pkt.com
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mailto:robert.camilleri%40pkt.com?subject=
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BUILDING
BUSINESS
Connecting brands 
with the LGBT market
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ALLSTATE
INSURANCE
CELEBRATES 
EVERYONE’S RIGHT TO
BE OUT HOLDING HANDS

Allstate has run ads reaching out to the LGBT community in LA 
and San Francisco since 2008. This year for the first time, All-
state allocated media dollars to extend its reach to Chicago as 
well as in national magazines, including Out and The Advocate.

Leo Burnett and Starcom developed the “Out Holding Hands” 
campaign based on the insight that LGBT people often are afraid 
to show affection out in the open. While holding hands with their 
partners as they walk down the street, LGBT couples often drop 
their hands momentarily when they’re unsure how their public 
displays of affection will be received by others.

Allstate wanted to tell LGBT people that everyone deserves to be 
in good hands. And with an Allstate Agent, being in good hands 
means you have nothing to hide.

True to the all-inclusive theme of “Out Holding Hands,” the cam-
paign is not limited to LGBT-only publications. After the first ad 
appeared in the Chicago Redeye — a general market newspaper 
with a strong urban readership — it generated immediate buzz 
for our suburban Chicago-based client. A photo of the ad posted 
on Gay Marriage USA’s Facebook page got more than 10,000 
likes within hours.

Using the hashtag #outholdinghands to post a picture of you and 
your partner out holding hands on Twitter, Facebook or Insta-
gram will help it continue to go viral.

THE ÉGALITARIAN | Q3 2013

by Christopher Warmanen
LEO BURNETT CHICAGO

Back cover of The Advocate, August/September 2013
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The campaign also includes digital, a partnership with BuzzFeed, 
out-of-home, a microsite (www.allstate.com/lgbt) where people 
can find LGBT-related insurance tips and local Allstate Agents, 
and events in LA and San Francisco, plus Allstate’s first float in 
the Chicago Pride Parade. More than 50 members of Allstate’s 
ANGLES employee resource group marched alongside it.

As an added bonus, even though the campaign had spent months 
in development, it ended up launching at the same time that major 
decisions were being handed down by the U.S. Supreme Court, 
making Allstate’s efforts look especially topical.

This is a passion project for many, so a shout-out goes to others on 
the creative team and our Starcom partners including Pam Fraser, 
Lisa Leone, Ed Odyniec, Todd King, Brian Stout, Amrita Bhatia, 
Brooke Ward, Natalie Bowman, Ali Dolan, Chris Aubin, Drew 
Gascon and Sam Baron. And it certainly couldn’t be done without 
working hand in hand with our forward-thinking client.

THE ÉGALITARIAN | Q3 2013

Back cover of OUT, August 2013

Allstate’s first float in the Chicago Pride Parade

www.allstate.com/lgbt


12

by Ron D’Amico
DIGITAS BOSTON

The power to influence client and agency senior-leader decision 
makers is in the data. As LGBT individuals and allies, we are 
clearly aware that our community highly relies on our smart-
phones and tablets, but we needed to show the proof. Although 
we make up a population of nearly 12 million in the U.S., little 
research has been published about LGBT mobile-device consum-
ers. Until recently.

Corresponding with June Pride Month, DigitasLBi partnered 
with Community Marketing Insights (CMI) to release the indus-
try’s first large-scale original piece of research on mobile-device 
habits of the LGBT community. 

The study finds that LGBT individuals and the growing number 
of same-sex families with children have embraced the “mobile 
first” way by adopting smartphones and tablets to manage fam-
ily households, plan and book travel, and leverage mobile shop-
ping technology. The research shows marketers that the LGBT 
community is defining what it means to live in the mobile era by 
showing a higher understanding of and level of activity with their 
smartphones and tablets compared to the general population. 
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DigitasLBi         
OUTS LGBT MOBILE 
ENGAGEMENT

56% chose to use a mobile device over a desktop or 

laptop compared to a year ago. 

51% of LGBT mobile-device users have used a 
smartphone or tablet for three years or more. The 
percentage is nearly double the general population, 

which is 28%. 

21% of LGBT mobile-device users age 65 or old-
er have used a smartphone or tablet for five years 
or more.

35% of LGBT individuals ages 18–24 have used 
a mobile device in coming out. Across all age 
groups, of those polled who said their mobile de-
vice played a role in their coming-out process, 

70% used Facebook.

55% of LGBT mobile users own and use iPhones 

versus Androids (40%); 30% own and use iPads 
versus Android Tablets (13%). This constitutes a re-
versal of general population findings.

LGBT INDIVIDUALS LIVE IN A 
POST-PC WORLD

HERE’S THE PROFILE OF 
TODAY’S LGBT MOBILE USER:

EARLY MOBILE ADOPTERS

MOBILE-PROFICIENT SENIORS

COMING OUT MOBILE

APPLE LOYALTY
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The results of the study have been recognized by 
the Human Rights Campaign, garnered wide-
spread press attention and ignited interest from 
clients to plan LGBT marketing for 2014 budgets. 

With data and education, we can remove hesita-
tions and fears within our own office walls, and 
begin to organically start conversations with our 
brands to prove that marketers who do not target 
LGBT consumers are missing out on one of the 
most active mobile user groups.

The study finds that gay men and lesbians are twice 
as likely to use mobile shopping technology than 
their straight counterparts. Of the respondents, 
39% of gay men and 32% of lesbians use mobile 
scanners while shopping, and 32% of gay men and 
29% of lesbians buy items on mobile devices.

The study finds that 49% of respondents with fami-
lies used mobile devices to coordinate calendars 
and 47% used the devices to coordinate locations. 
Lesbian and gay parents are also more likely to 
outfit their kids with mobile devices; 85% of chil-
dren under the age of 18 with LGBT parents own 
or have access to a mobile device, and 61% of the 
respondents said they purchase mobile games for 
their children.

The LGBT mobile traveler is, on average, more than 
twice as active as others in similar general popula-
tion studies. The study finds that more than 20% 
of the respondents recently planned travel and 
made hotel reservations from their mobile devices. 
Of those users, 63% searched for restaurants, 59% 
updated Facebook, 51% checked a flight status, and 
46% explored local activities.

RETAIL

AND HOW ARE THE LGBT 
INDIVIDUALS USING THEIR 
MOBILE DEVICE?

FAMILY

TRAVEL
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MARKET
PULSE

On June 28th, 1969, lesbian, gay, bisexual and transgender people rioted 

following a police raid on the Stonewall Inn in New York City. The riot was 

a pivotal moment in the modern LGBT rights movement and is the reason 

why pride festivities are widely celebrated during the month of June. In the 

United States, this pride season also saw the downfall of the Defense of Mar-

riage Act (DOMA), giving brands an additional reason to step out in force 

and show their support for the LGBT community, many through posts made 

on various social media channels.

GREY POUPON
“June is National Pride month. Though the festivities technically only last a 

month, we recommend celebrating all year – because Pride and good taste 

never go out of season.” 20,009 Likes / 3,763 Shares

THE ÉGALITARIAN | Q3 2013
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BANANA REPUBLIC
“As a San Francisco-based 

brand, we celebrate the 

Supreme Court’s ruling moving 

California forward on the road 

to marriage equality.”

4,903 Likes / 801 Shares

HILTON HOTELS & RESORTS
“To paraphrase a wise woman, if you love 

it, then you should put a ring on it. Today’s 

court ruling in the U.S. paves the way for 

this to happen. Now, let’s talk honeymoons. 

Learn more about ‘Stay Hilton. Go Out.’: 

http://bit.ly/StayHiltonGoOut”

http://bit.ly/StayHiltonGoOut


MARRIOTT
Beyond social media, brands also took 

to their websites to make their sup-

port known. Marriott International’s 

dedicated LGBT website was updated 

to include a quote from President and 

CEO Arne Sorenson in support of mar-

riage equality: “I was so pleased when 

the Defense of Marriage Act (DOMA) 

was overturned. I join all out LGBT as-

sociates, guests and allies for equality 

in celebrating this historic milestone, a 

fitting capstone to Pride Month.”

SUBARU
Pride month is a great opportunity for 

brands with a longstanding tradition 

of supporting the LGBT community 

to remind its members what they 

have done to further equality for all. 

Subaru, for example, ran a print ad 

during the month of June in OUT 

magazine with body copy that reads: 

“At Subaru, we believe in fairness for 

our employees and their loved ones. 

We’re proud to have been the first car 

company to offer benefits to same-sex 

partners. And for more than 15 years 

we have supported the GLBT commu-

nity through sponsorships.”

16 THE ÉGALITARIAN | Q3 2013
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WELLS FARGO
A similar print ad produced by Wells Fargo 

showcasing its support of the LGBT com-

munity ran in Metrosource’s June issue. 

The body copy reads: “It can be hard to be 

young, but thanks to great organizations 

like GLSEN, the It Gets Better Project, Point 

Foundation, Teach For America, and The 

Trevor Project, we’re all working together 

to bring help and hope to all young people. 

Let’s keep making it better. Learn more 

about Wells Fargo’s commitment to the 

LGBT community at wellsfargo.com/lgbt”

STOLICHNAYA VODKA
Despite having a long-standing tradi-

tion of sponsoring various LGBT 

events and organizations, Stoli CEO 

Val Mendeleev was recently put on the 

defensive and issued an open letter 

to the LGBT community stating that 

“Stolichnaya Vodka has always been, 

and continues to be, a fervent sup-

porter and friend to the LGBT commu-

nity.” The statement came in response 

to Dan Savage’s call on U.S. consumers 

to dump Russian vodka as a way to 

“show solidarity with Russian queers 

and their allies and to help draw inter-

national attention to the persecution 

of gay men, lesbians, bisexuals, trans 

people, and straight allies in Putin’s 

increasingly fascistic Russia.”

http://wellsfargo.com/lgbt


18

Celebrating the diversity of Publicis Groupe’s Égalitarians
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TRANSGENDER 201

Representing just 1% of the population, it’s safe to say that many 
people might not know a transgender person. With that in mind 
and in the spirit of helping to generate awareness for the trans-
gender community I wanted to share some facts and figures, 
which, while alarming, are important in helping to showcase the 
struggles faced by many in the community. The piece concludes 
with some tips on how all of us can continue to make Publicis 
Groupe’s agencies ever more inclusive and comfortable for all 
transgender employees. 

FACTS & FIGURES
According to the National Center for Transgender Equality, 97% 
of transgender workers in the U.S. report feeling harassed or dis-
criminated against on the job. 26% of these workers have, at one 
point in their life, been fired because of their gender identity. As 
a result of this, transgender individuals face a poverty level more 
than twice that of the U.S. population as a whole, with 19% of 
trans people having been homeless in their lifetime (more than 
4x the rate of the general population).

Like a row of dominoes, one event leads to another. Harassment 
in the workplace leads to poverty; poverty leads to homelessness; 
homelessness leads to being relegated to work within the “under-
ground economy” (such as doing sex work or selling drugs, which 
16% of transgender individuals have taken part in).

Why is it that transgender men and women often find them-
selves in this unenviable position? Part of the problem is that 
there’s nothing preventing employers from mistreating or firing 
an employee on the basis of their gender identity. The Employ-
ment Non-Discrimination Act, legislation that would prohibit 
discrimination on the basis of gender identity or sexual orienta-
tion, has been proposed in every session of Congress since 1994, 
but has yet to pass both houses. Until 2009, several proposed 
versions of ENDA did not include protections on the basis of gen-
der identity. ENDA remains stalled in Congress, and it remains 
legal to fire trans employees at a federal level. Thirty three states, 
including New York, don’t even have protections at the state level 
for transgender employees. 

by Parker Molloy
STARCOM
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HELP LEAD POSITIVE CHANGE
As an organization, we have the opportunity to help lead posi-
tive change. After all, true societal perception change needs to 
begin somewhere and at 1%, transgender individuals alone can-
not make this happen. We need allies to help make this happen. 
Within Publicis Groupe we are fortunate to have policies that al-
low transgender individuals to work without fear of discrimina-
tion. On a day-to-day basis, however, knowing how to be a pro-
active ally in the workplace is not always obvious, which is why 
I wanted to share some commonly published guidelines from 
non-profit organizations such as the Human Rights Campaign 
(HRC), Out & Equal and the Transgender Law Center:

1. Welcome transgender people by displaying transgender-posi-
tive cues in your office, such as the Publicis Groupe Égalité ALLY 
postcard, which you can download here: http://tinyurl.com/
m9ag22b

2. Treat transgender individuals as you would want to be treated.

3. Remember to always refer to transgender people by the name 
and pronoun that corresponds with their gender identity.

4. Never disclose a person’s transgender status. Their status is a 
private matter. 

5. If the situation ever arises where you hear co-workers say 
something that’s transphobic, let them know that’s not ok.

Reinforcing the culture of acceptance Publicis Groupe’s agencies 
have helped develop is incumbent upon all of its employees. I 
hope this article will have inspired you to learn more and take 
the steps to be an active ally. If you are interested in reading 
more about being transgender, please consider checking out the 
HRC’s informational brochure titled “Transgender Americans: 
A Handbook for Understanding,” which can be accessed here: 
http://tinyurl.com/ljta9d3

As an organization, we 
have the opportunity 
to help lead positive 
change.

Within Publicis Groupe 
we are fortunate to 
have policies that allow 
transgender individuals 
to work without fear of 
discrimination.

“
“
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JUN LU

JUSTIN MERSINGER

BROOKE SKINNER

A graduate from the University of Texas at Austin, Jun Lu first started his 
career in advertising with media planning internships at The Richards Group 
followed by Wieden & Kennedy through the 4A’s prestigious MAIP (Multicul-
tural Advertising Internship Program). After graduating college, Jun worked 
at Ride For The Brand (a web design firm in Fort Worth, Texas) before mov-
ing to New York in 2011 to join Publicis Groupe. Today, as a Senior Designer 
at Publicis Kaplan Thaler, Jun works on design concepts and campaign ideas 
in the digital space for clients such as Cartier, LG, and Honda. In his spare 
time Jun has been a tremendous supporter of Égalité, volunteering his time 
generously to design many of Égalité New York’s marketing materials as well 
as Égalité’s quarterly newsletter, The Égalitarian.

Justin Mersinger is a Marketing and Advertising graduate from Rider University. 
During his time at the university he was a Board member of the Gay Straight 
Alliance and was elected to represent the group as President during his senior 
year. While President, Justin developed and produced a variety show, which had 
the largest turnout in years and helped raise money for an LGBT-related char-
ity. After college, he had the life-invigorating experience of traveling on the road 
with Lady Gaga and her foundation, the Born This Way Foundation (http://
bornthiswayfoundation.org). The foundation’s mission is to empower youth and 
inspire bravery, especially within the LGBT community. While on the road, he 
was able to experience the power that this foundation has and the loyalty of Lady 
Gaga’s fans in her movement to push for LGBT-inclusive rights. Justin is currently 
a member of the Project Management team at Saatchi & Saatchi X. After hearing 
about Égalité, he volunteered to represent Saatchi & Saatchi on the Égalité Board 
to help generate awareness for the group and further drive an ever more inclusive 
corporate culture at Saatchi.

Creative catalyst and observer of the human condition, Brooke Skinner serves as 
senior vice president and head of brand strategy practice for DigitasLBi (Chicago 
and San Francisco). Her team includes creative strategy, experience design strate-
gy and connections strategy, leading the agency’s high-profile global brand teams 
in building brands and driving business with creativity and relevance. Named 
a Crain’s Chicago “40 Under 40,” and published in AdAge and Philanthropy for 
Dummies, Brooke is also an advocate for the LGTBQ community. She has paired 
her dedication to the industry with her commitment to causes she cares about. She 
founded and leads a queer women’s giving circle (www.she100.org), and has do-
nated her time and talent to fundraising and leadership for GLAAD, the Howard 
Brown Health Center, and the Center on Halsted. She will run her third marathon 
in 2013 as a fundraiser for Team to End AIDS and the Chicago AIDS Foundation.

PUBLICIS KAPLAN THALER

SAATCHI & SAATCHI X

DIGITASLBi
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ÉGALITÉ
CONTACTS

Robert Camilleri
Anthony Fischetti
 

Lange Taylor
Parker Nowell
Rebecca Holton
Pedro Lugo *
Laura Mills

Josh Booher
Jessica Edwards
Richard Wong
Donnie Young
Kyle Jackson
James Phillips
Jason Southerland *

Nigel Hewson *
Derrick Lewis
Luke Dowding

Michael Nnadi *
Kristen Hosack *

Jim Franzen
Royi Gavrielov
Nicole Scalamandre
Andrea Cancro
Anthony Fischetti
Paul Kenjarski
Alicia Case
Danny Hackett
Bryan Rivera
Aaron Charron
Bridget Kelly
Robert Camilleri *
Jenna Robles
Dana Lee
Justin Mersinger
Jonathan Fan
Brian Vaught
Ruben Ramirez

Perris Richter

Greg Eppich

National Co-Chair & Re-Founder
National Co-Chair

 
Digitas
Moxie

MSL
Razorfish

Team One

 
Digitas

Leo Burnett
Performics

Razorfish
Spark

Saatchi & Saatchi X
Starcom

 Publicis London
StarcomMediavest Group
StarcomMediavest Group

Team One
Saatchi LA

Atelier
Digitas

Digitas Health
MediaVest
MediaVest

Medicus
Medicus

PHCG
Publicis Kaplan Thaler (1675)

Publicis Kaplan Thaler (Chelsea)
Publicis Kaplan Thaler (Herald Sq.)
Publicis Kaplan Thaler (Herald Sq.)

Rokkan
Razorfish

Saatchi & Saatchi
Starcom

ZenithOptimedia
Zenith

Digitas

MSL

ÉGALITÉ USA

* = EMAIL THESE PEOPLE TO BE ADDED TO A LOCAL EMAIL DISTRIBUTION LIST.

ÉGALITÉ ATLANTA

ÉGALITÉ CHICAGO

ÉGALITÉ LONDON

ÉGALITÉ LOS ANGELES

ÉGALITÉ NEW YORK

ÉGALITÉ SAN FRANCISCO

ÉGALITÉ SEATTLE

THANK YOU JUN LU FOR THE TIME PUT FORWARD 

IN DESIGNING THIS NEWSLETTER!


