G Pride Month Pulse 2025

How Major Brands are Communicating

Pride Month presents a global opportunity for brands to showcase their DEl commitments. But how are the brands
that rank highest for DEI media presence—according to our research—actually represented across mainstream and
social media? We analyzed the major brands in our Brand Influence Rank during the first two weeks of Pride Month
to find out.

~The Context

i 0
Number of Social mentions (posts, comments, etc.) and media mentions (Online news, TV, Radio and Print) associated with the
Pride Month. From 1 May to 20 June. In English, Spanish, Portuguese, Italian and German
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Social Media ~ ‘

Number of mentions Reach (*) People talking about it s
: e
Pride month:
Al mamtions 78M 1413M 4.6M %
Pride month: About
brands and sponsors 23600 34.9 M 15.8 K

Media

Number of mentions Reach (*)] Sentiment

Pride month:
All mentions 104 050 118.9 B 65%
Pride month: About o
brands and sponsors 6 9 4 6 9 . 2 6 B 5 3 /0
>"‘._ Via Onclusive Historical Search, Onclusive Social and Onclusive 360 . M=million B=Billion . Reach= number of people potentially reached by messages and articles

2025 vs 2024

Social media mentions

Reach
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Main Narratives in Media about Pride Month and Brands

Scrutiny Sponsorships Decline Sponsor events in other countries
Internal only Scaling back Trump
Community roots LA Pride “Bud Light" effect
e Corporations face over Pride Month support, with some accused of rainbow capitalism for performative

allyship without genuine commitment to the communities

e 39% of corporations are their LGBTQ Pride engagement in 2025, 60% of companies cite the Trump

administration as the primary reason for this*. Also the Fear of boycotts - the continues to
influence decision.

e Pride Month 2025 sees a , influenced by political environments and backlash

against DEl initiatives; some major brands are reducing or ending their support for Pride events across the U.S. For
example, NYC Pride is facing an estimated $750,000 deficit after 25% of corporate donors canceled or reduced their
support. But some fare better, such as : The event has relatively the same number of backers as in 2024.

e Companies are moving toward support*. Pride Month 2025 is characterized by a much more

subdued approach from American companies, with fewer rainbow logos and visible campaigns.

e Some brands are communicating more discreetly via their local subsidiaries

e Pride organizers are returning to community donations and crowdfunding.
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LA Pride Bucks National Trend by

Retaining Most of Its Brand Pride events face budget shortfalls as
Sponsors US corporations pull support ahead of
p pull supp
The parade and srreet fair, plared for Jure 5, has backing from Delra, Coca-Cela, Sony summer fes.tivitles

Pictures, AEG, L'Oreal and others

The,. - Mus

e Guardian

_ As Corporate America Ditches Left, Some
e g Companies Play Both Sides Of The Gay Pride
Parade Fence
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Top 10 Brands by Engagement Score

DEI Score : Diveristy, Equity and Inclusion score from our Brand Influence Rank Report 2025.

Engagement Score: engagement on social media (social et corporate owned media), engagement about
press/corporate articles and Pride parades sponsorship news. Data collected as of June 20. Brands from the Brand
Influence Index 2025

P DEI Score Engagement Score Where

Disney via Disneyland and

® Doy [pate 6 198 159 Global

a 222;2: rllrz_glvllp"sim‘;i\cl)i:eos' 24 146 911 Global and Japan, Brazil.

5  Google 28 57 746 Global

®  Mercedes-Benz 42 41539 Global and UsA. Singapore. Canada, France
& Apple 89 35060 Global

I Tesco 78 32 327 UK

=. Microsoft 44 20 043 Global and Canada, Latam, Europe

<X»r HSBC 59 16 130 Global and UK, Mexico, India

@ L'Oréal et via MakeUp 60 8 268 Global

R PWC 33 6 975 Global and Malta, Germany, Switzerland

Philippines, Finland, Cyprus

The most engaging brands in the context of Pride month
‘P Disney

Disney generates the most social media engagement around Pride Month, but only through its parks entities (about merchandise
and Pride night) and select park executives—remarkably discreet communication for such a massive company. This aligns with
Disney's February 2025 decision to scale back DEI initiatives and refocus on its core entertainment business, according to an
internal memo.

ad Amazon

Amazon is heavily engaged in Japan through its 'Unbox our PRIDE with Amazon's Glamazon' campaign, supported by Japanese
actor and YouTuber Dai Nakai. Glamazon is Amazon's LGBTQ employee resource group. The company also promotes LGBT content
through Amazon MGM Studios and Prime Video during Pride Month.

AN

How the Most Influential Brands Score on Shaping DEI & Sustainability Policy Perception
To find out more about brands' strategies and policies in terms of Diversity, Equity and

Inclusion, discover our Brand Influence Rank report, the exclusive ranking of the most
influential brands in the media and social media.
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Key Messaging Themes and Topics from Brands

0,00% 10,00%

Standing up for equity, inclusivity and being an ally to the LGBTQ+ community. 17,55%

Better outcomes for customers with diverse thinking and inclusion 13,31%

Celebrate LGBTQ+ communities around the world 11,44%
Celebrate individuality allyship inclusion
Great place to work where everyone accepted
Nurture an inclusive and equitable workplace
Every voice is respected and welcomed
Access to opportunities regardlessorientation
Promoting inclusivity and acceptance
Marched alongside allies, family, and friends
Homage to iconic LGBTQ+ artists

NYC Pride sponsorship

Being valued, celebrated, and protected

Honor the moments that make us feel like we truly belong

Pride panel talks, activities, workshops

Most popular topics discussed on social media and corporate assets by the brands about Pride Month

For Pride Month 2025, major brands have significantly reduced their communication compared to 2024:
« Minimal or no global communication, with many brands opting for discretion or silence.
« Unlike 2024, where dedicated Pride pages on corporate websites were common, such initiatives are rare in 2025.

« Social media activity has decreased sharply, with brands that previously posted extensively now limiting
themselves to a single message or none at all.

« Communication about Pride marches is nearly absent, with any mentions typically coming from employees
rather than official brand accounts, with a few rare exceptions.

« Brands have shifted from celebratory, pride-specific messaging to broader, safer language about diversity and
inclusion that could apply to any marginalized group.

« Some brands focus on internal initiatives, such as panels, sports activities, workshops, or summits involving
employees from multiple countries.
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Brand Spotlights

Brand communications that caught our eye

/
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« Aslogan ‘Delivered with Pride’, UGC on Reddit

« Multi-channel and multi-message social media communication
« Employee involvement

« Global communication and UK, India and Germany (HQ)

.
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At DHL, we show our
culture with pride
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DHL A306 ops, Happy Pride Month!

DHL Express UK's post

5 dhl_global & )
What happens when your team speaks
hundreds of lingaages and 35l agrees re celebuating Pride month at DHLI B Our groving Bricke Aliance recently marched in
on ane thisg? Color looks good on us.
©

onguicke alkes. family. and fraends, with our vibrant DHL truck shining bright in Pride

At DHL we show our culture with pride
— and sometimes in the form of a bokd
shit.

We bring respect to the table and the
wacdrobe B
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Hillebrand Gori - A company of DHL
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B We defver all cur chipements with Pride
At Hilkebrand Go I n with aur panent company DHL we proudly
oelebrate the f¢ are committed to being e 10 work
o WRENE EVETYONE nciuded and empowered to b true sehves
e proud of

Happy Pride
shatebrardg

Pricde 2025 - 4 pages

Hillebrand GORT

Celebrating

At Hillebrand Gori

Inclusive language
promotes equality, respect,

@onclusive

devtschepostdhl ©

Dewtscho Post DHL - w ago

Was passhort, wenn dein Team hunderte von Sprachen spricht und sich trotzdem au
il e ednigt? Bunt steht uns gut. @& Bei Deutsche Post & DHL - more

13 Originaltcn - Doutscho Post DHL
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Brand Spotlights

A d
@ Mercedes-Benz 669

« Unlike other brands, Mercedes-Benz is communicating on its US. social
accounts (LinkedIn, TikTok, and Instagram) We Ce]'ebrate every
road you take.

« 4dedicated visuals by artist Andhika Ramadhian
« Amulti-channel communicaiton (LinkedIn, Instagram, TikTok, Facebook) in
many countries (US. Singapore, Canada, France, Belgium, UK, Italia, Brazil)

and via its careers accounts. Mercedes-Benz

Merceces-Berz Careers @ - Follow
Mercedes-Benz USA

When you let love drive you, it'll take you to beautiful places, magic moments, and
meaningful connections.

At Mercedes-Benz, we celebrate every road you take. ’

Created by (IG) andhikaramadhian
#MercedesBenzPride #MercedesBenz #Pride2025 #CLE #EClass #GLE #CLA

o 6t lorv cirive

ey o you 1. Happy PRIDE

@ Mercedes-Benz Singapore &

o

Lowe drives us to beautiful places and beautiful people. Happy PRIDE. We celebrate svery road you
take.

& 1G @andhikaramadhian

e #MercedesBens #Pride2025 #CLE
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Brand Spotlights

-
pwc

In addition to Pride month, coonmunication on:

PwC's LGBT+ inclusion network, Shine,

the Global LGBT+ inclusion strategy
the Global Shine Summit, where PwC representatives from around the
world came together to celebrate all aspects of pride

Communication on the partnership and participation in the Pride March in
Helsinki, Cyprus and Berlin

Py Fankaned
)

hemima iemacikeus- 3 kansalaindrerts Helsinid Priden weallinen Support-tason
kumppani vuonna 2025 &

poiE

*KUMPPanUUS 050ittaa sitoutUMmisemme edistad yhdessd Helsink Priden kanssa tasa-
arwma. ta fa LHBTI+ £y vacden’. foteas
P Swomen inclusion & Drwersity Leader Petrl Nistinen.

Ally ks viime vuoden funneimista
#Helinkipridel025

Spastnersadthpride
shetsinkiprideyhteiss

Explore more about our Global LGET+ Inclusion strategy incliding o
five areas of facus, Shine - cur LGBT+ Inclsion Network - and more:
FdDESE

pwc

Our Global LGBT+
Inclusion strategy

@onclusive

=
D) i

_susers
sk Pride b i 0 et
rmppany

Uedton e o
edatimind tias-arve o
EER———

M, Bt b P, oot
B Doty Lo Pt kit

Pilsa ke Enatts vima: oo

i che @ 1 Foiow
R,

ewe_cha 8 S thee g weth . oo
&

oy Vot o8 e el

P e im s @

Together, we shine. 75
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Together, we shine
Happy Pride 2025

Together, we shine

-
pwc

- PwC Cyprus

PR EPwC Oy Press

(FF For the 4th year in a row, PwC Gyprus is proud to support Pride wit
Accept]

Wa're hore at the parade celebrating love. inclusion, and equality, for
because everyone has the right to feel they balong.

Chik out phatas Trom our GRobial Sty Sursernit, whini Pwl [epressntatives fras
wrceed th Wl S EOQEIE 10 OHHEEE Bl Ehingt peie. TR summit Brought
BogEthes Moo than 150 mermbeds e our Shiss LGBTO+ Inclusin Netaore 15
SRANE Soei, Rudd comeonity B inclushad MBaEN dills 3 celebIats thi
EICE o Shani wathir oo T, Ouf LS BN GUT COMMLINT.

Think yoas B2 vy whis Nelpad Mk This Susmiet 3 pewsniul moment of
eaceeatig, CONRBCTON Bnd pride. APrideManth
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Brand Spotlights
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The brand has to navigate a tense political environment.

The first major brand to communicate on Pride Month via its collection,
at the beginning of May.

Adiscreet and (too?) sober communicaiton that went viral and was
covered by many media outlets

Apple introduces the 2025
Pride Collection

0

Celebrating Pride

#ShotoniPhone ,
[ ¢

Apple's New Pride Watch Bands
Celebrate Individuality

The $49 Pride Edition Sports Band (and matching watch
face) brings a unique element to the Apple Watch in
celebration of the LGBTQ+ community.

a Nanesza Haod Orellana

§ 9RO - Follon Despite Trump: Apple continues to wave the

Original sudio

“Freadorn meant being rmyselr. | fat
mast free during the first Pride |

Pride flag

participated in—it was like breathing in The next i05 update is just around the corner: Apple is treading on politically thin

full color for the first time,
4. Elf T. @eliftek

"My queer identity 5 deeply intenwined
m everything | do and that's what
makes me unique.

5. Brianna B.

“Performing gives me the freedom to
follow my instingts and heal a younger
version of myself

6. Justin W.

Celebrating Pride #

Music: FUN! by

Qv

13,677 likes

@onclusive

icein the USA with the included "Pride Collection™.
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Onclusive Social

Onclusive Social uses Al Sentinel to monitor social media activity in real-time,
predicting and alerting you to sudden surges in mentions related to any topic. Be
the first to know about new trends, crises, or buzz; empowering you to respond
swiftly and effectively.

Arrange a Demo

Onclusive Social Discover our social media and market expertise in detailed
o earned and owned media reports:

X ¢

ﬂﬂ M Challenges for brands

Interactions and engagement between audiences and social accounts

In-depth analysis of consumer needs

Brand share of voice

Reputation drivers
Customer and consumer insights
Key opinion leader and influencer analysis

Customer reviews on your products

Arrange a Demo

About Onclusive

Onclusive is a world leader in media intelligence technology and services,
dedicated to supporting PR, Communications and Marketing professionals.
We deliver leading-edge innovation, human expertise, and unmatched media
reach in a suite of media management, monitoring and analysis solutions
that support every stage of the communications cycle. Our unified platform
and services enable our customers to make fast, accurate, data-driven
decisions about their communications and marketing strategies, allowing
them to prove and improve their value.
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