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The Los Angeles Blade covers Los Angeles and California news, 
politics, opinion, arts and entertainment and features national and international coverage 
from the Blade’s award-winning reporting team. Be part of this exciting publication 
serving LGBT Los Angeles from the team behind the Washington Blade, the nation’s 
first LGBT newspaper. From the freeway to the Beltway we’ve got you covered. 

Mission Statement
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THE LOS ANGELES BLADE IS 
THE CITY’S ONLY LGBTQ WEEKLY! 

We are bring the most robust coverage of LGBTQ issues to Southern California. 

What clients & Partners are saying: 

“The Los Angeles Blade has been a 
fantastic partner over this past year 
in helping us connect to the LGBTQ 

community for shows with artists 
such as Taylor Mac, Meow Meow 

and Thomas Lauderdale, Tony Kush-
ner and Sarah Vowell, Eve Ensler 

and Anne Lamott. We look forward 
to a long and successful relationship.

“The Blade represents the very best in 
LGBT journalism. In an era such as ours 
news outlets that work hard to report 

true facts are so important. We salute the 
Blade for 50 years of dedication to educating 

and informing our community.

”

UCLA Director of Marketing 
& Communications 

Kathy Budas

President, 
AIDS Healthcare Foundation

Michael Weinstein

”
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‘PORTRAIT OF A LADY ON FIRE’ AMONG 140 FILMS FROM 50 COUNTRIES TO BE PRESENTED, PAGE 16
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Photo by Yunuen Bonaparte for Los Ángeles Blade; Dresses by  Parygon and Dominique; fl ag designed by Alexandra Magallon.

IT ’S NEVER BEEN MORE CLEAR WHAT’S AT STAKE
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JASON AND FRED 
TREAT WEST HOLLYWOOD 
TO ITS FAVORITE PARTY, PAGE 24
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PHOTO BY BRAD ROMANO

LA EMBRACES DIVERSITY IN THE ARTS

LGBT THEMES ARE EVERYWHERE THIS SEASON PAGES 20-32
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DISTRIBUTION

distribute 20,000 COPIES 
of The Los Angeles Blade 
every issue to key LGBT 
neighborhoods 

throughout Los Angeles, Long Beach 
and Palm Springs.  

deliver to bars, 
restaurants, retail, 
street boxes, 
community gathering 

spots and community centers as well as 
some residential delivery.

We

We

LGBT owned and operated
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Photo by Eric Solis / Courtesy DTLA Proud
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BISEXUAL NFL FREE AGENT COMES OUT, PAGE 6
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ReadershipREADERSHIP
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MARITAL STATUS
A. 31% In a relationship
B. 33% Legally Married
C. 35% Single

A
C

Community SnapshotCOMMUNITY SNAPSHOT

Male (61%)
Female (32%)
Transgender or other (7%)

EDUCATION
A. 48% College
B. 90% Post College

A
B

71% 
40% 

make
$50,000+

make
$100,000+

B

Less than 
$25,000

$25,000 to 
$49,000

$50,000 to
$74,999

$75,000 to
$99,000

$100,000 to
$24,999

$250,000 
or more

HOUSEHOLD INCOME
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12
    IN THE PAST
         MONTHS

LGBT Consumers Have Purchased

24.3%

38.6%

9.6%

55.5%

26.5%

Purchased (or leased) 
a new automobile

Major piece of 
furniture (U.S. $500+)

Purchased a new 
primary home or condo

A new smartphone

Major kitchen 
applicance
(U.S. $500 or more)

30.5%

3.7%

36%

A new suit, dress or 
expensive item (U.S. $500+)

Purchased a vacation home 
or timeshare

Audio or visual electronics 
for home (U.S. $500+)

50%

45.2%

72.8%

64.3%

Salon services or 
spa treatments

A new laptop or desktop 
computer for personal use

Short vacation of 1 to 3 
nights away

Tickets to a live 
theater production

55.5%

12.5%

46%

41.9%

Longer vacation of 
4+ nights away

Major home remodel

Tickets to a headliner music 
concert or music festival

Tickets to a non-profit 
fundraising event of U.S. 
$100 or more

*Community Market Survey 2018
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CONTACT USContact Us

NATIONAL ADVERTISING ACCOUNTS

TROY MASTERS

Publisher 
310.230.5266 ext. 8080
tmasters@losangelesblade.com

ALEJANDRO CERVANTES

Business Development
925.768.1447 
alejandro@losangelesblade.com

STEPHEN RUTGERS

Director, Sales & Marketing
310.230.5266 ext. 8077
srutgers@washblade.com

212-242-6863908-232-2021
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ROMAN NAVARETTE

Advertising Sales 
310.230.5266 ext. 8080 
roman@losangelesblade.com

PHILLIP G. ROCKSTROH

Administration
310.230.5266 ext. 8092
prockstroh@washblade.com




