
ABOUT
Connecticut VOICE, the state’s 
exclusive LGBTQ multi-media 
magazine launched in 2019 to 
provide the LGBTQ community 
with a voice -  and a resource filled 
with articles, personal stories, trends, 
destinations and more! This high-
end and informative publication 
is from the award-winning team 
at Seasons Media which has been 
a Connecticut-based organization 
since 2006 and has a portfolio of 7 
publications. Connecticut VOICE is 
delivered to over 4,000 households 
in Connecticut and distributed 
to another 4,000+ at events 
throughout the year such as: pride 
parades, pride nights, meetups, 
sponsored events and more. 

In addition to our quarterly 
publication, Connecticut VOICE 
offers a complete ecosystem of 
multi-media avenues such as 
podcasts, website, social media 
outlets, monthly newsletters 
and a TV show. Our editorial 

team, photographers and 
creative contributors reside 
here in Connecticut and are 
active members of the LGBTQ 
community. Seasons Media 
and Connecticut VOICE have 
partnered closely with the LGBTQ 
community to provide the most 
informative resource available! 
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“Overall, 
I love it. :)”

“Your magazine is 
great! Think you’ve 
done an amazing 

job. Love the articles, 
look and feel of it.”

“We are thrilled to see the 
vast array of advertisers. 

Those who chose to position 
in your magazine are mostly 
on very competitive fields. It 

makes choosing easier when a 
company chooses to align with 

an LGBTQ media outlet.”

“Very happy 
to have a LGBTQ 

publication back in 
CT, thank you!”

“Loved the first 
two issues. Keep 

‘em coming!”

“Thanks for all 
you are doing 
to be a new 
voice in the 

conversation.”

“Read the first 
two issues 

cover 
to cover.”

Just some of the things people are saying about 
the latest issues of CT VOICE Magazine ...
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LOYAL
More than 8 out of 10 
respondents agreed that they 
were more likely to buy products 
or services from companies they 
knew were LGBTQ friendly

Connecticut VOICE Advertising
Reach Connecticut’s affluent 
and loyal LGBTQ market by 
advertising in Connecticut VOICE. 
According to recent research, 
LGBTQ magazine readers are:

AFFLUENT
5.6 times more likely than 
the average American to 
earn $100,000 or more
3.4 times as likely to have 
a household income of 
$250,000+ than the 
average American

ACTIVE
37% dine out 3 or 
more times per week
45% work out 3 or 
more times per week

EDUCATED
70% have at least a 
college education and 
work in professional jobs

TRAVELERS
36% spend $3,000 or 
more on travel annually
97% of those surveyed 
took a vacation in the past 
12 months

INVESTED
54% own their 
own home
52% have 
investments

TRENDSETTING
65% identify 
themselves as having 
to have the “latest”
77% believe in 
indulging themselves
57% prefer to buy 
top-of-the-line

www.CTVOICE.com
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ARTS & CULTURE //

Taking the Stage 
Jacob Padrón plans dramatic changes for New Haven theater

By FRANK RIZZO

Jacob G. Padrón stands outside Long Wharf 
Theatre, located in the middle of the New Haven 
Food Terminal on the outskirts of the city. The 
building is closed and its large outdoor parking 
lot is nearly vacant. It’s oddly quiet on a sunny 
summer afternoon, the silence broken only by 
the hum of the nearby highway and the oc-

casional squawk of a seagull. We are meeting to take some 
photographs and talk about his career, his evolution as a gay 
man, and these unexpected times.

Outside the theater, a poster promotes a season that was 
cut short in March by the pandemic. This wasn’t how Padrón 
imagined his inaugural season when he became the the-
ater’s new artistic director. But Long Wharf’s dire financial 
struggles and the COVID-19 crisis decimated plans to trans-
form the Tony Award-honored theater from one that was on 
the verge of collapse into one that would hopefully thrive as 
it became rooted in and reflective of its city. 

“There’s sadness about not being able to be in the space, 
but I also look at the promise of what is to come, too,” says 
Padrón, a soft-spoken, measured man whose seriousness of 
tone is balanced and brightened by a glistening smile.

“He’s not an ostentatious kind of guy,” says Stephanie 
Ybarra, a classmate of Padrón’s when both were students at 
the Yale School of Drama and who is now artistic director of 
Baltimore Center Stage. “Not in his personal life and not in 
his artistry. He is thoughtful, reflective and deliberate in his 
leadership – and in his relationships.”

Like Ybarra, Padrón is one of many people of color or 
women who are part of a new wave of leadership at not-for-
profit regional theaters across the country, one with a goal of 
systemic change towards equality, diversity, and inclusion.

Padrón, 40, is a third-generation Mexican-American, a 
social activist, and a gay man who came out in his mid-20s.

“Jacob’s journey is one of understanding and exploring 
how that part of his gay identity intersects with his Latinx 
identity, intersects with his Catholic upbringing, intersects 
with his artistry,” says Ybarra, one of the first people Padrón 

came out to about 15 years ago at Yale. “The fact that he 
is gay did not become the sole way he defined himself, but 
rather contributed to this beautiful tapestry of identities that 
were already operating within Jacob.”

Padron says each part of his identity has informed his val-
ues and often complement each other – but not always. 

“I love the values the Catholic church has instilled in me 
but I also struggle with other parts of it,” he says. “The same 
thing with being gay. There are aspects of the gay commu-
nity that I love and others I am challenged by – like the body 
shaming and the premium based on external factors. So, with 
each of those pieces of my identity there is both the good and 
the bad.”

GROWING UP
The son of a business inspector for the state and a book-

keeper, Padrón grew up with an older brother and sister, and 
a younger sister, in the conservative community of Gilroy, 
Calif., 80 miles south of San Francisco, self-promoted as the 
“garlic capital of the world” and last year the site of a mass 
shooting at its annual festival.

Padrón came of age in the ‘90s during the specter of HIV 
and AIDS. 

“For my generation, to be gay meant to be sick or to have 
so much fear about sex and intimacy,” he says. “So much has 
changed now but yes, that was always a trauma for me, and I 
think it still lives in my body.”

Reflecting on his youth, he says: “I think I was outgoing, 
but I struggled with social pressures in terms of fitting in, 
finding my way. I definitely didn’t have a great high school 
experience – the way in which high schoolers now are able 
to express themselves. There was a fair amount of teasing, 
actually, which was really difficult. At that age, I’m not sure 
I even had cognizance of being different. If I was attracted to 
other men, I wasn’t at all ready to acknowledge that.”

In his junior year of high school, Padrón moved in with 
his grandparents, who lived 25 miles away, so he could go to 
another school which his cousins attended – one he felt was 

more friendly and safe.
His first experience in theater was when he was a boy at 

the Children’s Musical Theater of San Jose in “The Wiz” 
and “Peter Pan,” he recalls, “but it wasn’t a particularly 
joyful experience because there weren’t a lot of people who 
looked like me. I remember the white kids being really 
dismissive and already, at that young age, I was feeling the 
dynamics of microaggressions.”

It wasn’t until he experienced a different type of theater 
– the civic-centric, Latinx-based El Teatro Campesino in 
nearby San Juan Bautista – during his teen years that he felt 
a special connection, one in which he not only felt refuge 
and comfort but a sense of community and purpose.

“That’s where I understood that theater could be a catalyst 
for social justice,” he says of the company.

Though he took some directing classes when he went to 
Loyola Marymount University in Los Angeles, his interest 
in college turned to social work. After he graduated in 2003, 
Padrón joined the Jesuit Volunteer Corps and worked for a 
year in North Carolina, providing support for those living 
with HIV and AIDS.

During an internship at Baltimore Center Stage, he felt 
the pull of the theater – and the power in its storytelling. He 
decided his passion for social justice and love of the theater 
could be compatible.

COMING OUT
In 2005, Padrón arrived at the Yale School of Drama 

for its theater management program but still had not come 
out as a gay man. He says he was “still in the questioning, 

Jacob G. Padrón, shown here outside Long Wharf Theatre in New Haven, never imagined he’d be guiding the organization through a 
pandemic when he became artistic director. Photo by Frank Rizzo.
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Frank Rizzo has written about the arts in Connecticut and nationally for 
more than 40 years; for the The New York Times, American Theatre 
Magazine and dozens of other outlets. He is also a theater critic for Variety. 
Follow Frank’s work at ShowRiz.com and on Twitter @ShowRiz.   

Soon after, Hope Chávez was named artistic producer and Kit 
Ingui joined as managing director. (Padrón remains artistic 
director of The Sol Project and also teaches at the Yale School 
of Drama.)

Padrón arrived at a time when the theater is in a financially 
perilous state.

“The board realized they could no longer do business as 
usual,” he says. “The organization was in crisis and it contin-
ues to be so. I also walked into a culture that was unhealthy 
and unsafe. There was a lot that needed to happen.”

He adds, “The city has always had activism as part of its 
DNA. I’m excited for Long Wharf to be part of the connective 
tissue that brings neighborhoods together, for Long Wharf 
to be held accountable to its community around the work of 
social justice and anti-racism, for the way in which we can 
all transform and grow together as a civic institution and as a 

civic community.”
Says Ybarra: “Jacob inherited quite a heavy lift but now he 

can do what he does best. Jacob sitting in the artistic direc-
tor’s seat carries with him, even among all of the scarcity, a 
spirit of abundance, joy, and hope.”

Padrón had announced the 2020-21 season – its theater’s 
55th – just as the pandemic began in March. That season 
will now jump a year and begin in late 2021. But Padrón is 
planning activity before then, with the theater leaving its safe 
haven on the outskirts of the city to present some program-
ming throughout New Haven.

“One city, but many stages,” says Padrón. “But it really 
is going to be up to all of us working together, working in 
partnership, around this vision of what it means to be a theater 
company that is for the community. Art has a bigger purpose 
to play, especially now.” 

Press photos by T. Charles Erickson

Photo by T. Charles Erickson

“... it really is going to be up to all of us working together, 
working in partnership, around this vision of what it means to 

be a theater company that is for the community.”
–Jacob Padrón
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garlic parmesan and its most popular sauce: 
the “spicy monkey,” made with a sweet chili 
base and a touch of honey.  

Other highlights include Chairman’s Re-
serve steaks, wild-caught fish, and chicken 
dishes, as well as vegan offerings. Its sig-
nature eggrolls feature combinations you 
won’t find anywhere else, including its Bacon 
Cheeseburger, Buffalo Mac and Cheese, and 
Steak and Cheese. Of course, you can’t go 
wrong with crowd pleasers like the Lobster 
BLT or the classic charcuterie board, either. 
And Sunday brunch is sure to please every-
one, with everything from Bananas Foster 
Waffles to Butter Poached Lobster Bennies. 
All ingredients, says Baez, are brought in 
fresh, never frozen. 

With wittily named offerings like The Clas-
sic Lindberg Burger, The Charter Chicken, 
and the Pineapple Pushback (one of many 
house-crafted cocktails, this one a mix of 
vanilla vodka, Cointreau and pineapple) the 
restaurant pays homage to its airport-inspired 
roots at its new location. 

It’s been a journey, both literal, from 
Hartford to Newington, and figuratively. Baez 
says his personal journey – learning the ropes 
starting at such a young age, and staying 
loyal to his hometown roots – as well as his 
identity as a gay man, has affected the way he 
runs his restaurant. He makes sure that their 
atmosphere is open and accepting to every 
single customer who walks through the doors, 
meaning the customer base at any given seat-
ing represents a range of backgrounds. This 
isn’t a restaurant known for a certain “type” 
of crowd; it’s a hangout where every single 
customer feels they belong. 

“My journey is to try to make a comfortable 
space for all, no matter financial status, politi-
cal views, religion, race, or sexuality,” he 
says. “I strive to make our restaurant environ-
ment as comfortable as possible.” 

His passion for doing what’s right over 
what’s easy became even clearer at the outset 
of the pandemic. As Connecticut shut down 
in March facing the threat of coronavirus, The 
Flying Monkey kept its doors open for take-
out, committed to providing customers their 
favorite dishes during a turbulent time, even if 
they couldn’t serve them in-house as usual. 

“We thought we needed to be here for the 
community, plus some of my staff didn’t want 
to stop working,” Baez says. Taking adequate 

Restaurant staff are 
working to keep 
themselves and diners 
safe with increased 
precautions amid the 
pandemic.

The Flying Monkey’s eclectic menu 
has something for everyone. 

“We take traditional dishes 
and we recreate them.” 

66  CT VOICE  |  AUTUMN 2020 CT VOICE  |  AUTUMN 2020  67  

PROHIBITING MEDICALLY UNNECESSARY SURGERY
ON INTERSEX CHILDREN

The COVID-19 pandemic stalled a bill introduced by 
Connecticut Senator Matt Lesser (D-Cromwell) that 
would “prohibit any licensed health care provider from 
engaging in medically unnecessary surgeries on an 

intersex person without such person’s consent.”

The bill flew through the senate 34-0 early this year, but never 
got to a vote in the state House of Representatives before the 
pandemic ended the session. Lesser says he will pursue its 
passage when the session resumes. 

“I really think we can pass it expeditiously. We were the first 
state to pass a law codifying same-sex marriage. There is no 
reason we can’t be the first to protect the rights of intersex 
people,” he says. “I’ve talked to people who had surgery 50 
years ago; it was really barbaric. Doctors say it’s not the case 
anymore, but to be honest, there are a lot of interventions being 
done on newborns and those who are very young. They’re 
surprisingly common.”

There is no comprehensive data on the numbers and types of 
surgery done on intersex children. There is growing agreement 
that surgery should be reserved for medically necessary 
conditions, but disagreement over what those are, and whether 
and how to legislate. Intersex people say doctors are still 
steering parents toward cosmetic surgery, but most of the 
doctors testifying on Lesser’s bill said that is not the case.

The Journal of Pediatric Urology in 2017 published a study of 
37 pediatric patients at 11 U.S. hospitals, showing that 95% 
of the parents chose surgery for their intersex children, all of 
whom were under the age of 2.

“This is in stark contrast to some doctors’ claims that such 
procedures are no longer performed, or are performed only 
in a minority of cases,” says Hans Lindahl, an intersex writer 
and director of communications and outreach for the advocacy 
group interACT.

“In some ways, data can be a distraction. Considering how 
many human rights organizations have decried the practice, 
one nonconsensual intersex genital surgery is too many,” says 
Lindahl.

A 2013 report by the United Nations stated that “Children who 
are born with atypical sex characteristics are often subject to 
irreversible sex assignment, involuntary sterilization, involuntary 
genital normalizing surgery … leaving them with permanent, 
irreversible infertility and causing severe mental suffering.”

At public hearings before Connecticut’s Public Health 
Committee, some in the medical community outright supported 
the bill. However, most encouraged modifications, primarily 
fine-tuning the definition of intersex and the makeup of the task 
force that would write the statute. Many said surgery is already 
a last resort and warned that the legislation could inadvertently 
prevent the best option for some children.

“Though the language suggests the goal is limited to prohibiting 
‘medically unnecessary’ surgeries, it may lead to a de facto 
ban on medically appropriate surgeries,” testified Dr. Priya 

Phulwani, medical co-director of the Clinic for Variations of Sex 
Development and medical director of the Gender Program clinic 
at Connecticut Children’s Medical Center. 

“These are a diverse collection of medical conditions that 
require an approach that is individualized to the patient and, in 
the pediatric practice, to the family as well,” she added. 

Urologist Dr. Ilene Wong called the legislation necessary to 
prevent the trauma she has witnessed, including “a young 
woman whose earliest memories are the painful dilations 
her parents learned to perform on her newly constructed 
vagina, years before that anatomy would be needed,” and 
“an infant with genitalia considered too small to be a penis 
who had feminizing surgery so that their body would conform 
to a preconceived standard, only to identify as male in early 
childhood.”

Many intersex Connecticut residents supported the bill. Said 
Brenda Reyes, “As an intersex young adult who had surgical 
procedures done without my consent, I firmly believe that 
having the agency over my body is not only righteous but also a 
human right. “

A mother and father of a child with Congenital Adrenal 
Hyperplasia (CAH), testifying without disclosing their last 
names, asked that CAH be exempted from the legislation 
because “timely medical and surgical intervention is vital” to 
development.

Sarah Kosheff, who is intersex, says she cried while watching 
the hearing. “Doctors don’t want their hands tied in any way. 
One doctor testified that the parent would have difficulty 
bonding with their child if they’re different.”

Intersex advocacy groups urge that surgery be done only 
when a team of doctors, including a mental health practitioner, 
concludes it is necessary. But while some favor laws deferring 
cosmetic surgery to the age of consent, others oppose 
legislation and instead favor improving physicians’ and parents’ 
education.

Three former U.S. Surgeon Generals (doctors Joycelyn Elders, 
David Satcher and Richard Carmona) issued a statement in 
2017 saying that cosmetic surgery in these cases “can cause 
severe and irreversible physical harm and emotional distress.” 
They advised that surgery only be done in extreme cases, 
including hypospadias (when the urethra opening is not at the 
head of the penis) so severe that it could lead to infection, and 
chordee (a curved penis) severe enough to cause pain.

Organizations supporting legislation regulating intersex surgery 
include: the World Health Organization, American Academy 
of Family Physicians, Physicians for Human Rights, Human 
Rights Watch, Amnesty International, Lambda Legal, ACLU, 
The Trevor Project, GLSEN, GLMA: Health Professionals 
Advancing LGBTQ Equality, and the United Nations.  

Priya Phulwani, MD

Sen. Matt Lesser, the bill’s sponsor
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They may not have the connections that they used to have, so really reach out and es-
tablish those connections. I would also tell folks to model good self-care. Now is a time 
where everybody is under a tremendous amount of stress, and if you treat yourself well, 
that gives permission to others to treat themselves well.” 

Pick also calls on community leaders to “remember sexual orientation and gender 
identity when you are thinking about providing needed resources, access to health care, 
doing data collection on who is being affected by COVID-19, and telehealth.”

Dr. Saunders calls access to telehealth “the silver lining” of the pandemic. Through 
telehealth, doctors can conduct a house call over the internet, using video conferencing 
technology. She and Dr. Fenwick discovered through their work that the pandemic has 
opened up new pathways to treatment that might not have been used as much, if not for 
the lockdown. 

Dr. Fenwick adds that telehealth has also “allowed us to increase communication 
between LGBTQ youth and their family members.” He says it offers care providers an 
opportunity to visit patients at home and view the family dynamic in a way that may not 
have been possible if patients were coming on their own for in-person appointments. This 
has enabled the team to help patients “work through some of the rejection that they felt 
from family members.”

Dr. Saunders says through the Institute of Living’s LGBTQ support group, the team is 
also able to reach people who may live too far away to visit in person, including previous 
patients who now live out of state and may feel alone and unsupported. “Previous mem-
bers who are now in New Hampshire or in other places have been able to reconnect with 
us,” she says. “We’ve also been connecting with families of younger folks from New 
London and Fairfield County – people we would never have been able to access without 
telehealth.”

“When patients get on telehealth, they witness a mirroring from other individuals in 
the community, so that they can see that they’re not alone,” says Dr. Fenwick. “And that 
really helps them.” 

If you are a TRANS OR GENDER-
NONCONFORMING  person seeking help,       
Trans Lifeline can be reached at 877-565-8860. 

LGBTQ YOUTH (ages 24 and younger) can 
reach The Trevor Project Lifeline at 866-488-7386. 

ANYONE can contact the National Suicide 
Prevention Lifeline at 800-273-8255, 
24 hours a day.

Doctors work to re-establish “a sense of 
connection with other people by trying to get 
them outside the house one time per day – 
even if it’s just going on a walk by themselves 
or with a friend,” says Dr. Derek Fenwick at 
Hartford Hospital’s Institute of Living.
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HEALTH & WELLNESS //

We all heard the warning as the COVID-19 
pandemic spread across Connecticut and 
the nation: Don’t let the fear of becoming 
infected stop you from seeking medical 
care when you need it. Otherwise, medical 
experts warned, patients could experience 

worse health outcomes down the road – especially those with 
chronic illnesses - and delay could result in preventable deaths of 
those too worried about the coronavirus to seek emergency care.

The warnings were well-founded. Across the country, 
emergency room visits have dropped by 40 to 50%, according to 
the president of the American College of Emergency Physicians, 
and nearly half of adults responding to a national survey said that 
they or others in their household had postponed or skipped medical 
care during the pandemic. 

“Nationwide, there has been a significant increase in mortality 
rates – more deaths than can be attributed to COVID-19,” says 
a statement from Middlesex Health. “The worry is that people 
are not seeking emergency care when they feel very sick.” That 
includes people with symptoms of potentially life-threatening 
conditions, including heart attack and stroke.

While the cisgender majority stayed away from medical offices 
and emergency departments because they feared contracting 
COVID-19 and because elective procedures were delayed, the 
pandemic has had unique consequences for trans patients, says 
Transgender Medicine Program Medical Director Kathryn Tierney, 
MSN, APRN, FNP-BC, FAANP. Obviously, trans people have the 
same health issues as anyone else, but they have additional medical 
concerns and needs as well. “It’s our job to make sure these 
patients have access to the care they require,” Tierney says.

If anyone has expertise in bulldozing barriers to obtaining 
medical care, it’s the staff at Middlesex Health. Its Transgender 
Medicine Program isn’t one that waits around for patients to 
show up; it’s an advocacy bullhorn for attracting and supporting 
transgender and gender non-conforming patients. 

And if ever there was a community that needed medical 
champions, it’s the trans and non-binary community, for whom 
the fear of contracting COVID-19 from medical settings may be 
amplified by their fears and frustrations surrounding their other 
obstacles to health care.

Fortunately, Middlesex Health’s Transgender Medicine Program 
is well-versed in encouraging and enabling one of the already 
most-reluctant communities to seek health care. And during the 

pandemic, it has ramped up its efforts to make sure transgender 
and gender non-conforming people get the help they need. 

BARRIERS TO HEALTHCARE ACCESS
“It’s always been a challenge to get trans people to access health 

care,” says Tierney. “We’re looking at people who have huge 
difficulty accessing health care to begin with, and the barriers keep 
increasing. Trans people are more likely to have transportation 
issues, to have financial issues, to be unemployed, and to be food 
insecure. On top of that, if you’re sick, you wonder, are you going 
to a place that will treat you well?”

Compounding these issues for trans people, the pandemic has 
led to job – and thus insurance – loss. “We’ve seen an increase in 
the number of patients deferring care because of no insurance, and 
lapses in filling prescriptions,” says Tierney, noting that Middlesex 
Health follows up on cancelled appointments. “We try to figure out 
if it’s an insurance issue and try to get them connected, to make 
sure they get care. When a community is told for years and years 
that they don’t deserve equal health care, they [patients] often 
don’t tell you what the issue is.”

In some cases, the pandemic has pushed trans people into high-
risk jobs, says Tierney. “It has forced trans people, who already 
have a very high rate of unemployment, into working jobs that 
others have left. A lot of patients are definitely working those front-
line jobs – grocery stores, restaurants, retail. You’re faced with the 
choice of not working or putting yourself at risk. Then there’s the 
double-edged sword of not knowing, if you get sick, whether you 
can get care.” 

And then there are the effects of isolation or being quarantined 
in risky situations.

“A lot of young people are forced to be home, including 
from college. A lot are living in places that are anywhere from 
uncomfortable to dangerous,” says Tierney. “I’m grateful that 
remote visits have allowed us to continue our continuity of care.”

Middlesex Health is also still seeing patients in person. The 
health system is again performing gender-affirming surgeries 
after delaying some due to the pandemic. The deferral was hard 
on patients, says Tierney. “For many patients, this [surgery] is the 
culmination of years of work. It can require being out of work for 
weeks or months. These procedures take a lot of coordination, and 
to not know when you are going to be able to do it has definitely 
been a source of anxiety.”

Tierney stresses that all types of care are now available. “I 

CONTINUOUS CARE  
Middlesex Health is supporting transgender patients 

who face additional health concerns during the pandemic
By JANE LATUS

Transgender Medicine Program Medical Director Kathryn Tierney, photographed here prior to the pandemic, and her team 
stand ready to meet the unique challenges faced by the transgender and nonbinary community amid the COVID-19 pandemic. 
Photo by Tony Bacewicz.
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When you know, you know. Before then, you just 
think you know. 

Scot Haney first suspected he was gay when he 
was in first grade and a sixth-grade student came 
into his Long Island classroom to help the teacher.

“I had the biggest crush on this sixth-grade student. They looked like 
Christopher Atkins in ‘Blue Lagoon,’” Haney recalls, thinking back 
to 1970. “I was in love with this person. Then I found out that person 
was a girl, and I was upset. I was, like, angry. Because I wanted it to be 
a boy. As far back as first grade, I knew that something was different 
here.” 

But, of course, having that realization and accepting what it means 
are two very different things. It would be nearly 20 years before Haney 
would come out, at age 26. And, like many young people finding 
themselves, his path took some confusing turns. In third grade, he 
dreamed one night he lived with a girl and woke up thinking, “I might 
be straight!” But years later, in middle school, he was “grossed out” 
playing Spin the Bottle with girls.

“The kids at school, the bullies knew. They knew before I knew,” he 
says. “I was like, ‘I’m not gay because I haven’t acted on it.’ [But] they 
knew, and it was not great in high school.”

But his first kiss, in ninth grade with a girl named Karen, brought 
more certainty for him. “Everyone was like, ‘You and Karen should 
go out.’ And I kissed her, and I was like, ‘Ugh.’ I really didn’t feel 
anything. [I thought,] ‘I clearly like boys and I don’t like girls in that 
romantic sense.’”

These days, many in Connecticut know Haney as the meteorologist 
who delivers forecasts weekday mornings on WFSB Channel 3’s “Eye-
witness News.” Over the past two decades, he has become one of the 

COVER STORY //

Scot Haney is living the life 
he’s meant to live

By CARA ROSNER / Photography by TODD FAIRCHILD

FINDING
HIS WAY

Scot Haney, shown here in West Hartford’s 
Elizabeth Park, has undergone a long - and 
continuing - journey, but is enjoying the ride.
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™–Unknown

“LOVE IS NOT ABOUT HOW 
MANY DAYS, WEEKS OR 
MONTHS YOU’VE BEEN 

TOGETHER, IT’S ALL ABOUT 
HOW MUCH YOU LOVE 

EACH OTHER EVERY DAY.”

Photo by iStockphoto/Drazen_
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OP-ED //

What is Queer Art?  
How do we determine what represents a community?

By PATRICK J. DUNN

Humanity is defined by our art 
– be it the sculptural ruins of 
ancient Egypt, the hand-crafted 
silks of Japan, the incredible 
collection of the Louvre, or the 
architectural marvels of Machu 
Picchu. Art comes from the 

soul of humanity. It is a place of joy when we are sad, 
a place of beauty when we are blinded by ugly, and a 
place to celebrate who we are as individuals, as a com-
munity, and as a culture.  

One of the most beautiful aspects of art is how dif-
ferent it can be for different cultural identities. Paint is 
paint but can create an incredibly different result when 
used by a northern artist versus a southern artist, or by a 
Muslim artist versus a Buddhist artist. These differenc-
es create unique artistic perspectives that are indicative 
of the shared experience of a community. Because hu-
manity is defined by our art, a community is thus also 
defined by its unique artistic perspective, whether that 
is the color choices, the styles, or the subject matter. 

This brings me to my question: What makes art 
uniquely “queer?”

When I try to answer this question for myself, I tend 
to spiral into a onslaught of additional questions: Is it 
queer because the subject is queer – i.e. does our art 
always have to tell stories of same-sex attraction or 
be defined by the gender identity of characters? Is art 
queer because the artist is queer – i.e. can a landscape 
of rolling waves of water be queer art when painted 
by a queer person? Is it queer art if a non-queer person 
creates it when the subject is queer? And when we look 
at a larger project like a film or a piece of theatre, how 
many queer folks need to work on it for it to be queer 
art? These questions go on, and on, and on in my head. 

As a community, we are starved to see our stories put 
on canvas, in song, and featured in public spaces. Years 
(or even decades) will go by without a queer story ap-
pearing on a regional theatre’s stage or without making 
a splash on the walls of a prominent gallery. Or a queer 
composer’s work will be presented, but because their 
queerness is deemed “not important” to their work, 
it will be glossed over or completely unmentioned. 
Because of this starvation, we flock to any slightly 
queer-adjacent art that is created, which also means that 
we don’t always stop to ask the important question: Is 
this actually our community’s art?

When I approach creating events for the New Haven 
Pride Center’s arts and culture programming, this 
question of “what is our art?” taunts me. Every time I 
make a decision about an artist to feature in our gallery, 
a performer to put on one of our stages, or a musician 
to play at an event, I ask myself a series of questions 
in my head over and over. “Is the artist queer?,” “Is 
the subject matter queer?,” and “Does it tell the queer 
community’s story?” This matrix is not perfect by any 
means, but it is the closest I have been able to get to 
answering this question for myself. To quote a good 
friend of mine, drag artist Xiomarie LaBeija (yes, she’s 
from the House of LaBeija): “Representation matters” 
– and representing a queer narrative created by queer 
artists is how I have answered this question. 

So again I ask you: What makes art uniquely 
“queer”? 

Patrick Dunn is executive director at the New Haven 
Pride Center, which provides educational, cultural, and 
social enrichment for the LGBTQ community and its 
allies.

Kiki Lucia and Patrick Dunn. Photo by Cate Barry Photography
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SPIRIT //

Safe Haven 
Danbury’s GSA gives students a place to be their true selves

By DAWN ENNIS

Given the ongoing coronavirus pan-
demic, educators and students across 
Connecticut are experiencing school 
this autumn in a way that is unlike 
anything they have seen before – 
even compared to last spring. On 
March 13, uncertainty over the risk 

of contagion abruptly forced most districts to move classes 
online, creating homeschool alternatives that had immediate 
consequences for students and their families. 

School sports: canceled. High school proms: canceled. 
Field trips: canceled. And commencement ceremonies, from 
kindergarten through 12th grade, were also canceled. The 

decision to shutter schools and cease in-person education 
led to one disappointment after another, all in the interest of 
stopping the spread of COVID-19, and thereby saving lives. 

But most straight and cisgender students have not experi-
enced the same consequences as their LGBTQ, nonbinary, 
gender nonconforming and asexual classmates. 

The students who take part in Gay-Straight Alliance clubs 
lost something essential when schools closed in March: not 
just face-to-face interactions, but the safe space in which 
they had them. High school is often a time of self-discovery 
and exploration, and that’s best achieved in a supportive 
environment. A GSA provides exactly that, out of sight from 
less-than-accepting peers, siblings, and parents. 

Zoom meetings, Skype, 
Webex and Google Class-
room connections are a 
poor substitute for the kind 
of face-to-face interactions 
that happen in a GSA. 
And they also can pose a 
danger for closeted kids, 
says Kimberly D’Auria, 
the teacher who leads Dan-
bury High School’s Gay-
Straight Alliance club.

“A lot of their parents 
don’t know,” D’Auria 
says. “So, if, God forbid, 
their parents walk into 
the room and we’re on a 
conference call or Zoom 
meeting or whatever, you 
might just out them.” 

“Before, we had a lot 
of kids who couldn’t meet 
after school because then 
their parents would know. 
So we would meet every 
single Thursday, during 
‘flex,’” says D’Auria. Ashley Corrie, an alum of Danbury High School and former president of D’Auria’s GSA, spoke at the Women’s 

March in Hartford in January 2019.
Teacher Kimberly D’Auria not only leads Danbury High School’s Gay-Straight Alliance 
club, The Diversity Council, she is also active in civil rights, such as the Women’s March in 
Hartford in January 2019.
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TRAVEL //

Yearning for a vacation? Try some virtual 
traveling, with an LGBTQ twist

By FRANK RIZZO

SWEET 
ESCAPES

We’re all armchair tourists now.
Since March, we’ve been hoping that easy 

vacation travel was only a speed bump away. 
But the reality is, well – complicated, because 
of the continuing COVID-19 crisis that has 

made airplane travel, border crossings and destination requirements 
problematic, to say the least. 

So how does one satisfy an LGBTQ wanderlust in the meantime?

Seeing Larry Kramer’s primal scream 
of a play “The Normal Heart” when 
it premiered in April of 1985 was 
a passionate, heartbreaking, and 
harrowing experience I’ll never forget.

The play was meant to be an in-
your-face polemic with no place to 
hide. Theatergoers were surrounded 

by walls scrawled with the names of those who 
died of HIV/AIDS. Set in the early days of that 
pandemic, which decimated the gay community, 
the play followed writer Ned Weeks – an outspoken, 
exasperating gay man who, like Kramer himself, 
found himself rising to a historical moment in a role 
for himself he had never envisioned.

In the play – and in life – Kramer boldly named 
names, calling out New York City Mayor Ed Koch, 
President Ronald Reagan, The New York Times and 
even the gay community itself, for their lack of action 
in the face of the growing scourge. He was the living 
embodiment of the war cry of the era: “Silence = 
Death.”

At that point, the disease had taken tens of 
thousands of lives. Hundreds of thousands more 
would perish in the United States, and millions more 
globally, by the time the play was revived in 2004. 
When the drama finally made it to Broadway in 2011 
in a Tony Award-winning revival, and later became 
a television movie on HBO in 2014, AIDS no longer 
made headlines. It was an increasingly distant 
memory for some, and for a new LGBTQ generation, 
it meant hardly anything at all.

Larry Kramer, the Bridgeport-born, Yale University-
educated writer-activist, died May 27 at age 84          
of pneumonia.

I interviewed Kramer several times over the years 
at his Manhattan apartment off of Washington 
Square, a home that he shared with his husband, 
David Webster. My first visit was in 1986, when New 
Haven’s Long Wharf Theatre presented its own 
production of “The Normal Heart” starring Tom Hulce 
(Academy Award nominee for “Amadeus”).

“Now AIDS has a human face,” Kramer told me      
at the time. 

With a scruffy beard and big brown eyes, Kramer 
could be gruff, relentless, and exhausting but he was 
also inspiring and, yes, funny 
and charming, too. He was a 
teddy bear with teeth.

Kramer first found success 
in his early life in Hollywood as 
a producer and writer, earning 
an Oscar nomination for his 
screenplay for 1969’s “Women 
in Love,” based on the D.H. 
Lawrence classic. (And what 
gay man then will forget the 
homoerotic nude wrestling 
scene by firelight between 
Oliver Reed and Alan Bates?)

Kramer was a novelist, too, 

challenging norms – and other gay men – with his 
1978 novel “Faggots,” which pulled the curtain to 
reveal the gay community as he saw it, and it wasn’t 
all pretty.

“We should get people – and ourselves – to stop 
defining us by the sexual acts that we do,” he         
told me.

In 1982, shortly after news began spreading of a 
“gay cancer,” he co-founded Gay Men’s Health Crisis 
(GMHC), the nonprofit AIDS service organization. 
(Kramer resigned in 1983 due to his many 
disagreements with the other founders.)

An article Kramer wrote in 1983 for the New York 
Native, titled “1,112 and Counting,” was a further 
wake-up call. “If this article doesn’t rouse you to 
anger, fury, rage and action, gay men have no future 
on this earth,” Kramer wrote. 

In 1987, Kramer founded the grassroots, more 
militant group, ACT UP (AIDS Coalition to Unleash 
Power), which took to the streets demanding an 
acceleration in AIDS drugs research and an end to 
discrimination against gay men and lesbians. Both 
organizations he started reshaped national health 
policy in the ’80 and ’90s.

By his own accounts, he should never had lived as 
long as he did. He was HIV-positive since the ’80s, 
and in 2001 he was dying of a liver disease until a 
transplant allowed him to live into the third decade 
of the 21st Century. 

In a memorial piece written for The Guardian, 
playwright Matthew Lopez (who wrote the epic “The 
Inheritance,” which spans several generations of gay 
men) recalled a panel that included Kramer last year 
celebrating the 50th anniversary of the Stonewall 
riots. When asked about the importance of that now-
hallowed 1969 event, Kramer said it wasn’t important 
at all. One can imagine the gasps and the clutching 
of pearls. 

But that was Kramer. Deliberately contrarian, 
wanting to shake people out of complacency and 
easy narratives. Though Stonewall brought visibility, 
it did not bring meaningful change, he said, adding 
that it took the scourge of AIDS to turn gays queer, 
and to launch an unstoppable political movement 
around the globe. 

His mantra throughout had always been that until 
gays came out of the closet, 
until people recognized the 
LGBTQ community – not in the 
abstract or as “the other,” but 
as their sons and daughters, 
brothers and sisters, fathers 
and mothers, friends and 
neighbors – meaningful 
change would not happen. 

Larry Kramer was right – 
absolutely – and millions of 
LBGTQ people living today, 
survivors and descendants 
alike, owe him their eternal 
thanks. 

IN MEMORIAM //

Larry Kramer (1935 - 2020) 
Sounding the alarm, fighting for rights

By FRANK RIZZO
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Escapist aspect: Filmed on location on Santorini. 
Other scenes were filmed on the islands of Crete, 
Delos and Mykonos, all featuring gorgeous skies, 
glistening white homes and nude swimming.

A touch of gay: A threesome relationship 
complicates paradise.

Worth the trip? Ah, the ‘80s, with carefree youths, 
Peter Gallagher before the eyebrows went rogue, and 
lithe Daryl Hannah before she made her “Splash.” 
There’s a great pop score, too.

THE DURRELLS [IN CORFU]
What is it? A four-season British comedy-

drama series inspired by Gerald Durrell’s three 
autobiographical books about his family’s four years 
(1935-1939) on the Greek Island of Corfu. The series, 
which ran from 2016 to 2019 on PBS, is written by 
Simon Nye and directed by Steve Barron and Roger 

Goldby. It stars Keeley Hawes, Milo Parker, Josh 
O’Connor, Daisy Waterstone, Callum Woodhouse and 
Alexis Georgoulis. Available on Amazon Prime.

What’s it about? A British widow and her four 
self-possessed, nonconformist children escape 
dire circumstances in Bournemouth, England to 
live cheaply in Corfu. They adapt to a spartan and 
challenging – but also happy and gorgeous – life there 
among Greeks and other expatriates. 

Escapist aspect: Breathtaking scenery of various 
places around the island. 

Of note: Josh O’Connor, who plays oldest son 
Larry, went on to play Prince Charles in “The Crown” 
and starred in the 2017 gay indie film “God’s Own 
Country.”

A touch of gay: Some hunky men, beautiful women 
and even a same-sex romance.

Worth the trip? The setting is sun-drenched (once 

Jude Law and Matt Damon in The Talented Mr. Ripley (1999)

While it’s certainly no substitute, I’ve found that 
certain downloads and streams of films and series set 
in beautiful faraway places can make for a diverting 
escape from politics and the pandemic. 

While it’s unlikely we can fly away to exotic locales, 
cruise the high seas and party like it’s 2019 anytime 
soon, here are some virtual vacations you might enjoy 
in absentia:

THE TALENTED MR. RIPLEY
WHAT IS IT? A 1999 psychological thriller film 
written and directed by Anthony Minghella, an 
adaptation of Patricia Highsmith’s 1955 novel. It stars 
Jude Law, Matt Damon, Gwyneth Paltrow, Philip 
Seymour Hoffman and Cate Blanchett.

WHAT’S IT ABOUT? A tycoon mistakes a charming 
sociopath Tom Ripley (Damon) for a preppy friend of 
his playboy son and hires him to persuade the lad to 
return to America. Ripley gets caught up in the lush life 
abroad – and affairs, intrigue, identity swapping and a 

murder or two (or three) soon play out among the filthy 
rich.

ESCAPIST ASPECT: 1950s Italian elegance amid 
yachts, swanky hotels and very beautiful people. The 
film was shot in Venice, Rome, Anzio, the cliffside 
resort town of Positano, and various villages on the 
islands of Ischia and Procida, near Naples.

A TOUCH OF GAY: Bisexual intrigue and a hot killer 
man-to-man kiss by Matt Damon.

WORTH THE TRIP? It’s great to travel first class 
and this film is platinum status all the way. 

SUMMER LOVERS 
What is it? A 1982 American romantic comedy film 

written and directed by Randal Kleiser, starring Peter 
Gallagher, Daryl Hannah and Valerie Quennessen.

What’s it about? A young couple from Connecticut 
graduate college, spend the summer on the Greek island 
of Santorini and explore their libidos.

Summer Lovers
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YOU ARE INVITED
to an unforgettable evening!

THE CONNECTICUT VOICE HONORS 
MAY 21, 2022

FOXWOODS RESORT CASINO

For more information, to reserve tables 
and to purchase indvidual or group tickets 

visit ctvoice.com

On May 21, 2022, the inaugural Connecticut VOICE Honors will 
take place at Foxwoods Resort Casino. This gala evening has 
been designed to pay tribute to the individuals, organizations 
and companies whose commitment to inclusion, diversity 
and advocacy for our LGBTQ+ communities has established 

Connecticut as a leader in the United States and one of the most positive 
and affirming places to live and work for the amazing and diverse people 
who identify as LGBTQ+.

LIVE MUSIC, DANCING & ENTERTAINMENT 
FINE DINING & SPECIALTY COCKTAILS 

COMEDIAN • RAFFLES • GIFT BAGS



BRONZE SPONSOR
$3,000

•     Sponsor name on a portion of event-related marketing in print and 
on website prior to and following the event

•     2 guest tickets to event
•     Quarter-page ad in printed Event Tribute Book
•     Year-long logo exposure on website in event recap.               

Company listing as an event sponsor in CT Voice special section in 
the Pride issue.

•     Mention and link in post-event newsletter to opt-in subscribers

SUPPORT SPONSOR
$1,500

•     Sponsor name on portion of event related material in print and on 
website prior to and following the event

•     Sixth-page ad in printed Event Tribute Book. Company listing as an 
event sponsor in CT Voice special section in the Pride issue.

•     2 guest tickets to event
•     Year-long logo exposure on website in event recap

THE CONNECTICUT VOICE HONORS 
MAY 21, 2022

SPONSORSHIP OPPORTUNITIES

THE CONNECTICUT VOICE HONORS 
MAY 21, 2022

SPONSORSHIP OPPORTUNITIES

PLATINUM SPONSOR
$15,000

•     Sponsor name and logo on portion of event-
related marketing in print, on website, on social 
media and podcast prior to and following the 
event

•     Premier logo placement at event 
•     Special interview opportunity on WTNH 
 Good Morning Connecticut show in week 

leading up to the event
•     Feature in event coverage plus two :30 

commercial spots in televised prime time event 
on WTNH

•     Acknowledgment of support during program 
portion of event

•     Premium seating for 8 guests
•     One complimentary room at Foxwoods for 

night of event
•     Prominent feature in CT Voice special section 

dedicated to the event in the Pride issue. 
•     Full-page premier position in printed Event 

Tribute Book
•     Logo on step and repeat photo wall at event 

entrance
•     Logo inclusion on event gift bags
•     Year-long logo exposure on website in event 

recap
•     Sponsor highlight in pre- and post-event 

newsletter to opt-in subscribers

GOLD SPONSOR
$10,000

•     Sponsor name and logo on all event related 
marketing in print, on website, on social media 
and podcast prior to and following the event

•     Premier logo placement at event 
•     Inclusion on televised event on WTNH
•     Premium seating at event for 6 guests
•     Prominent feature in CT Voice special section 

dedicated to the event in the Pride issue
•     Full-page in printed Event Tribute Book
•     Year-long logo exposure on website in          

event recap
•     Sponsor highlight in post-event newsletter to 

opt-in subscribers

SILVER SPONSOR
$5,000

•     Sponsor name and logo on all event related 
marketing in print and on website prior to and 
following the event

•     4 guest tickets to event
•     Prominent feature in CT Voice special section 

dedicated to the event in the Pride issue
•     Half-page in printed Event Tribute Book
•     Year-long logo exposure on website 
 in event recap
•     Sponsor highlight in 
 post-event newsletter to 
 opt-in subscribers

*Opportunities are exclusive of current media spend

V.I.P. COCKTAIL HOUR 
PRE- AND POST-PARTY SPONSOR

$12,000

•     Sponsor name and logo prominently featured on all event-related marketing in 
print, on website, on social media and podcast prior to and following the event

•     Ownership of logo placement at VIP pre- and post-party event 
•     Prominent inclusion on prime time on televised event on WTNH
•     :30 commercial in televised event on WTNH
•     4 Guest tickets to event
•     One complimentary room at Foxwoods for night of event
•     Prominent feature in CT Voice special section dedicated to the event in the 

Pride issue.
•     Full-page premier position in printed Event Tribute Book 
•     Logo on step and repeat wall at event entrance
•     Logo inclusion on event gift bag
•     Year-long logo exposure on website in event recap
•     Sponsor highlight in pre and post newsletter to opt-in subscribers

SPECIAL SPONSORSHIPS SPECIAL SPONSORSHIPS

VIP PRIDE GIFT BAG
$900

Include your product sample or special item in the gift bag that will be 
given to VIPs, honorees, hosts and celebrities attending the event. Item 
to be approved in advance by Connecticut Voice and have a minimum 
value of $100 each. All items to be supplied in advance of event. 
Quantity approximately 100. 

PRIDE GIFT BAG
$500

Include your product sample or special item in this special gift bag that 
will be given to all guests attending the event. Item to be approved in 
advance by Connecticut Voice and have a minimum value of $50 each. 
All items to be supplied in advance of event. 
Quantity approximately 300.

CENTERPIECE SPONSOR
$600

Put your company front and center with elegant displays throughout 
the room on this special night. We will work with you to design your 
display incorporating your logo and messaging. Sponsor pays for 
displays in addition to $600 sponsorship fee.

COCKTAIL SPONSOR
$1,500

Give attendees a special taste of your product as they enjoy this 
spectacular event.

•     Premier exposure as a signature cocktail sponsor of event. 
•     Product placement and logo exposure at event

MOCKTAIL SPONSOR
$1,500

Give attendees a refreshing taste of your non-alcoholic product as 
they enjoy this spectacular event. 

•     Premier exposure as a signature mocktail sponsor of event. 
•     Product placement and logo exposure at event

2022 MEDIA KIT | HONORS
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to be approved in advance by Connecticut Voice and have a minimum 
value of $100 each. All items to be supplied in advance of event. 
Quantity approximately 100. 

PRIDE GIFT BAG
$500

Include your product sample or special item in this special gift bag that 
will be given to all guests attending the event. Item to be approved in 
advance by Connecticut Voice and have a minimum value of $50 each. 
All items to be supplied in advance of event. 
Quantity approximately 300.

CENTERPIECE SPONSOR
$600

Put your company front and center with elegant displays throughout 
the room on this special night. We will work with you to design your 
display incorporating your logo and messaging. Sponsor pays for 
displays in addition to $600 sponsorship fee.

COCKTAIL SPONSOR
$1,500

Give attendees a special taste of your product as they enjoy this 
spectacular event.

•     Premier exposure as a signature cocktail sponsor of event. 
•     Product placement and logo exposure at event

MOCKTAIL SPONSOR
$1,500

Give attendees a refreshing taste of your non-alcoholic product as 
they enjoy this spectacular event. 

•     Premier exposure as a signature mocktail sponsor of event. 
•     Product placement and logo exposure at event

2022 MEDIA KIT | SPONSORSHIP



  

A full page is 8.75” x 11.125” including bleed; Live area is 7.75” x 10.125”; Trim size of 8.5” x 10.875” 

Single or Multi-Page Advertorial available upon request

2022 MEDIA KIT | RATE CARD

    
     

    AD SIZE
                       

 DIMENSIONS
                                  COST PER ISSUE,

                                               PER EDITION

Quarter Page  3.375” x 4.875” vertical      $  1,300.

Half Page  7” x 4.875” horizontal      $  2,600.  
   
Full Page  8.75” x 11.125” (with bleed)      $  5,500.

Prime Full Page 8.75” x 11.125” (with bleed)      $  6,000.
      8.75” x 8.75” (back cover)
   
2-Page Spread 17.25” x 11.125” (with bleed)  $ 12,000.  

AD DIMENSIONS & SPECS

Ad deadlines subject to change

YEAR  ISSUE  AD DEADLINE  IN HOME

2022  Spring  February 11  Week of March 7

2022   Summer May 13  Week of June 6

2022   Autumn August 19  Week of September 12

2022   Winter  October 21  Week of November 14

CT VOICE 2022 AD DEADLINES



2022 MEDIA KIT | DIGITAL

Site Header 
PREMIUM 728 x 90

Wallpaper 
PREMIUM

2400 x 1350

Rectangular 1
300 x 600

Rectangular 2
300 x 250

Rectangular 3
300 x 250
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NEWS  /  CULTURE  /  HEALTH  /  COMMUNITY  /  TRAVEL  /  FASHION  /  DELICIOUS  /  YOUTH  /  HISTORY  /  BUSINESS

Monthly Newsletter
728 x 90 Single Ad
(top or bottom of email)

300 x 250 Single Ad
(up to 2 ads … sidebar of email)

300 x 600 Single Ad
(up to 1 ad … between 300 x 250 ads 
on sidebar of email)

Banner Ads (Top & Bottom of Newsletter) 

Sidebar
of Email

Single Ad

Single Ad

Single Ad

CT VOICE Website Advertising  |  www.CTVoice.com

CT VOICE Monthly Newsletter Advertising

Put your message at the fingertips of thousands of engaged readers every month and 
every day through CTVoice.com. Let your voice be heard to this growing audience.



TITLE SPONSOR 
•  Three title sponsorships available      

per show
•  Mentions at the top and bottom of 

each show
•  One 4-5 minute feature in show 
•  Two :30 second commercials
•  Title sponsor recognition in all cross 

promotional material including CT 
VOICE Magazine, all digital and social 
media postings for the show

•  Industry exclusive sponsor level
•  Show remains on ctvoice.com for 

minimum of 2 months

PRIME SPONSORSHIP
•  Three prime sponsorships available   

per show
•  Mentions at the top and bottom of 

each show
•  Two :30 second commercials
•  Prime sponsor recognition in all cross 

promotional material including CT 
VOICE Magazine, all digital and social 
media postings for the show

•  Show remains on ctvoice.com for 
minimum of 2 months

COMMERCIAL UNIT
•  :30 second supplied commercial spot 

in show 
•  :60 second supplied commercial spot 

in show 
•  Can be combined with any size ad in 

CT VOICE Magazine, web or email 
advertising opportunity. 

NEWS  /  CULTURE  /  HEALTH  /  COMMUNITY  /  TRAVEL  /  FASHION  /  DELICIOUS  /  YOUTH  /  HISTORY  /  FEATURES

Out Loud !   
“Connecticut’s premier LGBTQ multi-media magazine comes to life.”

For more information on pricing and customized package opportunities:
Jim Tully  |  860-729-2938  |  jim@seasonsmagazines.com

Doreen Chudoba  |  203-494-4654  |  doreen@seasonsmagazines.com
Paul Whitman  |  203.461.4476  |  paul@ctvoice.com

CT VOICE Out Loud     
brings the pages of 
CT Voice to life in a content-
rich television show, with an 
inside look at the people, 
places and stories of the 
state’s LBGTQ community. This 
one-of-a-kind show airs on 
WTNH on Saturday evenings 
in the months of April, June, 
October and December.

SPONSORSHIP OPPORTUNITIES

2022 MEDIA KIT | TV & VIDEO
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The importance of marketing to 
the LGBTQ community

• Research verifies that 80% of gay 
people have incomes above the national 
average; 40% earn more than $100,000 
a year.

• The combined buying power of LGBTQ 
adults in the U.S. exceeds $915 billion 
and is rising.  

• LGBTQ consumers spend more than $64 
billion a year on travel. 

• Gay consumers are twice as likely to buy 
a vacation home, six times more likely to 
buy and have installed a home theater 
system, and eight times more likely 
to own multiple mobile devices and 
computers than heterosexu als.  

• LGBTQ households make 10% to 20% 
more shopping trips to malls, stores, and 
other retail locations than the average 
U.S. household.

• In B2B spending, 30% of LGBTQ 
employees and executives control 
budgets or purchasing decisions. 60% 
of those people surveyed say that 
the reputation of a ven dor company 
for being LGBTQ-friendly affects      
purchas ing decisions.

CTVOICE.COM
Call or email today and let’s start a conversation.

Jim Tully  |  860-729-2938  |  jim@seasonsmagazines.com
Doreen Chudoba  |  203-494-4654  |  doreen@seasonsmagazines.com

Paul Whitman  |  203.461.4476  |  paul@ctvoice.com

Discover why the LGBTQ community is important to your business.


