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DEMOGRAPHICS
AUDIENCE

® DIVERSE: 67% OF ATTENDEES ARE
BIPOC, 4% NON-BINARY/TRANS

® YOUNG: 45% ARE BETWEEN 18-34
AND 64% YOUNGER THAN 44

® EDUCATED: 82% OF OUR ATTENDEES

HAVE STARTED AND/OR COMPLETED
COLLEGE

PROGRAMMING

® GENDER BALANCED: SINCE 2019,
COMMITTED TO PRESENTING A 50:50
GENDER BALANCE ARTIST ROSTER

® DIVERSITY: 53% OF PERFORMERS IDENTIFIED AS

FEMALEOR NON-BINARY AND 82% IDENTIFIED
AS BIPOC
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MARKETING
OPPORTUNITIES

® ON-SITE BRANDING
® INTEGRATED CREATIVE ACTIVATION
® EXPERIENTIAL MARKETING CAPABILITIES
® SALES & SAMPLING

® |FAD GENERATION

® CUSTOMIZABLE OPPORTUNITIES

® DIGITAL MARKETING INTEGRATION

INCLUDING SOCIAL MEDIA

DIGITAL BROCHURE,
E-NEWSLETTER, AND MORE
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MEDIA & ADVERTISING*

MEDIA (130M+ IMPRESSIONS)

e PRINT/DIGITAL: RELIX, DONYC, FADER, FUSICOLOGY, §
AFROPOP, AMNY, EL DIARIO, NEW YORK JAZZ RECORD, °
QNS.COM, HARLEM WORLD MAGAZINE

e RADIO: IHEART RADIO (POWER 105, LITE FM, 104.3, Z100, KTU)
WNYC, WFUV, WBGO, PANDORA, WNYC,
LA MEGA, CBS-FM, HOT97

e TELEVISION: WNBC, TELEMUNDO, WNET/ALL ARTS

e OUT OF HOME: 103M+ IMPRESSIONS ACROSS
BIG SCREEN PLAZA, ZOOM MEDIA | GYMTY,
SUBWAY DISPLAYS, BUS SHELTER DISPLAYS, STREET POSTERING

® PUBLIC RELATIONS: 465 MEDIA STORIES OR LISTINGS
AND 4.3B+ MEDIA IMPRESSIONS

DIGITAL
® 50+ NEWSLETTERS TO 163K+ SUBSCRIBERS

® 1M PAGEVIEWS DURING THE SEASON ON "
SUMMERSTAGE.ORG s

® 215K+ SOCIAL MEDIA FOLLOWERS ACROSS
FACEBOOK, X, INSTAGRAM, AND TIKTOK

® INCLUSION IN DIGITAL SEASON BROCHURE (310K+ VIEWS) =
® INTEGRATION IN SUMMERSTAGE LINKTREE (24K+ VIEWS)

® DIGITAL VENUE SCREENS AT SUMMERSTAGE
IN CENTRAL PARK
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