WINEDOUT

LGBTQ+ ALLY
FOOD & WINE FESTIVAL

CHICAGO: 43rn ST. GREEN SPACE
ATLANTA : WESTSIDE PARK
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Welcome to an epicurean journey like no other, where passion meets

flavor, and diversity takes center stage. In 2024, WINEDOUT cordially invites
you to embark on an extraordinary culinary adventure, celebrating the
LGBTQ+ and ally community in two iconic destinations.

INTRODUCTION .

Atlanta: Where Southern Charm Meets Culinary Excellence

I
|
July 6t in Atlanta, the southern hub of the LGBTQ+ community. Known for |
its warm hospitality, soulful cuisine, and down-home charm, Atlanta “
beckons you to the exquisite Westside Park. Here, we will transform this \
iconic venue into an extraordinary sporty experience infused with curated  \
flavors. Explore seafood delights, savor soulful bites, and witness the '
convergence of southern charm and culinary excellence. Our festival aims
to bridge the Midwest and southern regions, uniting major LGBTQ+
community hubs in a celebration of diversity.

Chicago: A Culinary Extravaganza in the Heart of the Midwest ‘

As the heartbeat of the Midwest LGBTQ+ cultural scene, Chicago sets the
stage. Picture this: July 27th & 28th, 2024, is where the streets come alive in North ,.
Kenwood with the aroma of mouthwatering cuisine and glasses clinking in W
celebration. Step into our epicurean haven, where you can Indulge in culinary delic ‘
by master chefs and explore our array of lifestyle vendors. But the true star of the ——'q s
show? Chicago's LGBTQ+ and@hiyed restaurants, come savor bites and delectable % '
desserts. WINEDOUT isn't just a festival; it's a celebration of unity, acceptance, and

the joy of good food and company. So, mark your calendars and join us for a weekend
filled with flavor, laughter, and unforgettable memories.




Age: 25 - 40+ Age: 25 - 40+ Age: 25 - 40+ Age: 25 - 40+
Interest: cooking, food & Intgrest: cooking, fo.od & Intgrest: cooking, fo.od & Interest: cooking, food &
wine, travel enthusiast wine, travel enthusiast wine, travel enthusiast wine, travel enthusiast
**69% Consume Alcohol **69% Consume Alcohol **69% Consume Alcohol **69% Consume Alcohol
Ethnicity: Multicultural Ethnicity: Multicultural Ethnicity: Multicultural Ethnicity: Multicultural

(Lesbian Women) (Gay Men) (Transgender M/W) (Queer)
Stats:*37.9% Annual Stats: *56.9% Annual Stats:***39% Annual Stats:*37.9% Annual
Income Over: $100K+ Income Over: $100K+ Income: $50K+ Income: $100K+

*44.2% are Homeowners *53.5% are Homeowners *44.2% are Homeowners

*Statista, *U.S. Census, **Greenbook, ***McKinsey Report



https://www.greenbook.org/marketing-research/gay-lesbian-consumer-index-study
https://www.census.gov/data/tables/time-series/demo/same-sex-couples/ssc-house-characteristics.html
https://www.statista.com/statistics/203295/median-income-of-black-households-in-the-us/
https://www.census.gov/data/tables/time-series/demo/same-sex-couples/ssc-house-characteristics.html
https://www.greenbook.org/marketing-research/gay-lesbian-consumer-index-study
https://www.census.gov/data/tables/time-series/demo/same-sex-couples/ssc-house-characteristics.html
https://www2.census.gov/programs-surveys/demo/tables/same-sex/time-series/ssc-house-characteristics/ssex-tables-2022.xlsx
https://www2.census.gov/programs-surveys/demo/tables/same-sex/time-series/ssc-house-characteristics/ssex-tables-2022.xlsx
https://www.greenbook.org/marketing-research/gay-lesbian-consumer-index-study
https://www.mckinsey.com/featured-insights/diversity-and-inclusion/being-transgender-at-work
https://www.mckinsey.com/featured-insights/diversity-and-inclusion/being-transgender-at-work
https://www.greenbook.org/marketing-research/gay-lesbian-consumer-index-study
https://www.census.gov/data/tables/time-series/demo/same-sex-couples/ssc-house-characteristics.html
https://www.statista.com/statistics/203295/median-income-of-black-households-in-the-us/
https://www2.census.gov/programs-surveys/demo/tables/same-sex/time-series/ssc-house-characteristics/ssex-tables-2022.xlsx
https://www.statista.com/statistics/203295/median-income-of-black-households-in-the-us/
https://www.census.gov/data/tables/time-series/demo/same-sex-couples/ssc-house-characteristics.html
https://www.greenbook.org/marketing-research/gay-lesbian-consumer-index-study
https://www.mckinsey.com/featured-insights/diversity-and-inclusion/being-transgender-at-work

CHEFS, INFLUENCERS & WINE ENTHUSIAST

The event is intended to be hosted by some of the industry’s most popular
LGBTQ culinary personalities. With our extensive network list of renowned
celebrity LGBTQ chefs, foodie influencers and wine experts know in the food and
beverage industry. Some of our potential guest have appeared on the national
stage and TV appearances on major food channels.

Chefs/Bakers/Sommeliers

Jeromie Jones - Celebrity Baker with 141K on Instagram

A First-ever openly gay black bakery owner within the entire state of
Mississippi and was featured on CNN.

A He has competed on Food Networks, Cake Wars, and The Food Network

A Branded products (three are FDA approved) that are in cake supply stores.

Lazarus Lynch - Celebrity Chef with 52.9K on Instagram

A Amazon's Editor's Pick cookbook author

A Heis a two-time Chopped champion

A Hosted Snapchat's first-ever cooking show Chopped U, and the Food
Network digital series Comfort Nation

Charles Springfield - Sommelier with 5K on Instagram

A Certified by the Sommelier Society of America based in New York City.

A Top 40 Black/African American Sommeliers  in the country by LinkedIn

A He has authored two wine education books

Foodies/Influencers
Kelz Wright - Foodie Influencer with 5.8 Mil on TikTok



https://www.sprinklemebykakeking.com/
https://www.instagram.com/iamkakeking/
https://www.lazaruslynch.com/
https://www.instagram.com/lazaruslynch/
https://www.instagram.com/thewinestylings
https://www.instagram.com/thewinestylings
https://www.tiktok.com/@kelz

SPONSORSHIP
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Embark on a culinary journey that transcends boundaries, blending delectable flavors with
unwavering inclusivity. Presented by EBANMAN Inc. and Monarch International, the WinedOut
Food and Wine Festival is not merely an event—it's a celebration of diversity, a fusion of tastes,
and an unparalleled opportunity for brands to shine.

A Feast for the Senses

A Experience walk-around tasting with our curated list of vendors within the culinary community.
A Chef inspired, intimate dinners and wine pairings

A Educational experiences with our sommeliers and chefs

This is your invitation to be part of a celebration that goes beyond the ordinary, where culinary
creativity meets the vibrant spirit of the LGBTQ+ and ally community.

Customized Sponsorship and Partnership Packages

A WINEDOUT provides the canvas for brands to paint their story.

A Our sponsorship packages can be customized to meet your unique goals. N i & ,
A Option include dynamic brand activations or engagement with a captivated audience. e ~ N Ny, 4 WD
A At WINEDOUT your brand's presence, personality, values, and goals take center stage. i1 il i‘ '

WINEDOUT offers a platform for your brand to leverage our extensive community network to
create an authentic connection with a diverse audience who appreciates innovation, equality, and
the finer things in lie.

Engage, Elevate, Excel

WinedOut 2024 is more than a festival; it's a stage for brands to engage, elevate their presence,
and excel in the hearts and minds of a captivated audience. Join us as we uncork the possibilities,
raise a glass to diversity, and create lasting memories at the intersection of culinary excellence
and inclusivity.

Secure your spot at WinedOut 2024—where every partnership is a masterpiece, and every
moment is an opportunity to shine. Cheers to a celebration that transcends expectations
and redefines the art of sponsorship!




SPONSOR @

Activations include but are not limited to s iy

Product launch and integration with participating
chefs and venue spaces

Marketing channel integration including social media|
features

Festival-wide and event-specific category exclusivity

Event naming rights and associated branding

On-site giveaways and branded products

Custom-built experiential activations

000000
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2024 TITLE SPONSOR
-+ $175,000

This sponsorship is for both the Chicago and Atlanta
experience. Title sponsor will be viewed and displayed
throughout the WINEDOUT festivals

The title sponsor brand will hold synonymous with the

festival, viewed and mentioned as the 2024 Title Sponsor
presented by “company logo” WINEDOUT festival.

Exclusive category - Festival-wide and event specific




TITLE SPONSOR
... $95.000

g

This sponsorship is for one of the experiences, Chicago or
Atlanta. Title sponsor will be viewed and displayed
throughout the WINEDOUT festival.

The title sponsor brand will hold synonymous with the

festival, viewed and mentioned as the Title Sponsor
presented by “company logo” WINEDOUT festival.

Exclusive category - Festival-wide and event specific



2024 TITLE SPONSORSHIP
~e0e-- WILL APPEAR:

X

X

X

X X X X

X X X X X X X

X X X X X X

Grand festival entrance display
Festival site fencing
Welcoming glassware, handbag

Availability to place 20 wind flags or banners (brand placement on 20 strategic points
throughout the festival grounds) “provided by brand”

Branding & activation rights inside the VIP area
20x20 exhibitor booth with 360 activation capabilities
Branding presence on entertainment stage and chef cooking stage

On stage video loop branding while act sets up for the following performance and
cooking stage led panel

On stage mentions by MC during both days of the festival

Festival press release mention and acknowledgment

Branding on all festival credentials, wristbands, e-tickets, back staff t-shirts
Hyperlink logo placement on festival website

Banner placement on WINEDOUT website and link to your website.
Chicago and/ or Altana database email marketing campaigns

Logo placement on printed promotional material (magazines, newspapers, flyers,
banners)

Digital marketing campaigns - over 1.8 million views

All media and radio mentions - 1,380,563 media impressions
Bi-weekly posts on Instagram and Facebook including event recap
Social media story mentions pre-festival, during festival, post-festival
Mentions on all networking events leading to festival date

25 VIP tickets value $3,125.00 //// 800 sampling credits
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PRESENTING SPONSOR:
0o $70,000

X

Availability to place 15 wind flags or banners (brand placement on 15 strategic points
throughout the festival grounds) “provided by brand”

Branding & activation rights inside the VIP area
10x20 exhibitor booth with 360 activation capabilities
Branding presence on entertainment stage and chef cooking stage

On stage video loop branding while act sets up for the following performance and
cooking stage led panel

On stage mentions by MC during both days of the festival
Festival press release mention and acknowledgment
Branding on all festival credentials, e-tickets, back staff t-shirts
Hyperlink logo placement on festival website

Banner placement on WINEDOUT website and link to your website. Over 10K visits per
month

Chicago or Atlanta database email marketing campaigns

Logo placement on printed promotional material (magazines, newspapers, flyers,
banners)

Digital marketing campaigns - over 1.8 million views

All media and radio mentions - 1,380,563 media impressions
Bi-weekly posts on Instagram and Facebook including event recap
Social media story mentions pre-festival, during festival, post-festival
Mentions on all networking events leading to festival date

25 VIP tickets value $3,125.00 //// 800 sampling chips



ENTERTAINMENT STAGE SPONSOR:
~eee- $60,000

x Branding presence on entire entertainment stage

x Availability to place 20 wind flags or banners (brand placement on 20 strategic points
throughout the festival grounds) “provided by brand”

) - x Branding & activation rights inside the VIP area

x On stage video loop branding while act sets up for the following performance and
cooking stage led panel

x On stage mentions by MC during both days of the festival

x Festival press release mention and acknowledgment

x Branding on all festival credentials, e-tickets, back staff t-shirts
x Hyperlink logo placement on festival website

x Banner placement on WINEDOUT website and link to your website. Over 10K visits per
month
x Chicago or Atlanta database email marketing campaigns

x Logo placement on printed promotional material (magazines, newspapers, flyers,
banners)
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x Digital marketing campaigns - over 1.8 million views

x All media and radio mentions - 1,380,563 media impressions

x Bi-weekly posts on Instagram and Facebook including event recap

x Social media story mentions pre-festival, during festival, post-festival
x Mentions on all networking events leading to festival date

x 25 VIP tickets value $3,125.00 //// 800 sampling chips




OFFICIAL AIRLINE SPONSOR:
~e0e-- §35,000

-

x Availability to place 5 wind flags or banners (brand placement on 10 strategic points
throughout the festival grounds) “provided by brand”

x Branding presence on entertainment stage

x On stage video loop branding while act sets up for the following performance
x On stage mentions by MC during both days of the festival

x Branding on all festival credentials, back staff t-shirts, e-tickets

x Hyperlink Logo placement on festival website

x Banner placement on WINEDOUT website. Over 10K visits per month
x Chicago or Atlanta database email marketing campaigns

x Logo placement on printed promotional material (magazines, newspapers, flyers, banners)
x Influencers campaigns

x Media and radio mentions

x Posts on festival Instagram and Facebook

x Social media story mentions pre-festival, during festival, post-festival Festivals press release
mention and acknowledgment

15 VIP tickets value $1,875.00 /// 480 sampling Credits



OFFICIAL BEVERAGE SPONSOR:
~eee $25,000

x Exclusive category

x Grand festival entrance displays

x Festival site fencing

x Exclusive designated area in our event garden
x 20x20 tents in exclusive event garden area

x Availability to place 15 wind flags or banners (brand placement on 15 strategic points throughout the
festival grounds) “provided by brand”

x Branding presence on entertainment stage and cooking stage

x On stage video loop branding while act sets up for the following performance
x On stage mentions by MC during both days of the festival

x Branding on all festival credentials, back staff t-shirts, e-tickets

x Hyperlink logo placement on festival website

x Banner placement on WINEDOUT website.
x Chicago or Atlanta database email marketing campaigns

x Logo placement on printed promotional material (magazines, newspapers, flyers, banners)
x Influencers campaigns

x Media and radio mentions

x Posts on festival Instagram and Facebook

x Social media story mentions pre-festival, during festival, post-festival

x Festivals press release mention and acknowledgment

x Sampling rights inside VIP area

x 20 VIP tickets value $2,500.00 //// 640 sampling chips




DEMO TENT SPONSOR:

X X X X

X

~e0ee- $25,000

Wine Tent Entrance logo display
Branding wrap entire demo kitchen stage
Branding opportunities to work with chiefs to showcase products during demos.

Availability to place 8 wind flags or banners (brand placement on 8 strategic points
throughout the festival grounds) “provided by brand”

On stage video loop branding while act sets up for the following performance
On stage mentions by MC during both days of the festival
Hyperlink Logo placement on festival website

Festival press release mention and acknowledgment
Branding on all festival credentials, and back staff t-shirts

Banner placement on WinedOut website and link to your website. Over 10K visits per month
Chicago or Atlanta database email marketing campaigns

Logo placement on printed promotional material (magazines, newspapers, flyers, banners)
Digital marketing campaigns - over 1.8 million views

All media and radio mentions - 1,380,563 media impressions

Bi-weekly posts on Instagram and Facebook including event recap

Social media story mentions pre-festival, during festival, post-festival

Mentions on all networking events leading to festival date
Banner placement on WinedOut website. Over 10K visits per month
10 VIP tickets value $1,000.00 /// 320 sampling chips



OFFICIAL LUXURY VEHICLE:

X X X X X X X X

X X X X

~eee $25,000

2 Car display activation in front of the festival entrance (car ramps must be provided
by car company)

Exclusive category
Grand festival entrance display

Festival site fencing 10x10 exhibitor booth inside festival grounds with car display
activation capabilities (car ramp must be provided by car company)

Availability to place 5 wind flags or banners (brand placement on 10 strategic points
throughout the festival grounds) “provided by brand”

Branding presence on entertainment stage

On stage video loop branding while act sets up for the following performance
On stage mentions by MC during both days of the festival

Branding on all festival credentials, back staff t-shirts, e-tickets

Hyperlink Logo placement on festival website

Banner placement on WINEDOUT website. Over 10K visits per month
Chicago or Atlanta database email marketing campaigns

Logo placement on printed promotional material (magazines, newspapers, flyers,
banners)

Influencers campaigns - Over 5.5 million views
Media and radio mentions
Posts on festival Instagram and Facebook

Social media story mentions pre-festival, during festival, post-festival Festivals press
release mention and acknowledgment

15 VIP tickets value $1,875.00 /// 480 sampling Credits



WINE TASTING TENT SPONSOR:
~eee $20,000

x Wine Tent Entrance logo display
x C=20x20, A= 40x40 exhibitor booth

x Availability to place 8 wind flags or banners (brand placement on 8 strategic points
throughout the festival grounds) “provided by brand”

Branding presence on Wine Tasting Tent experience

On stage video loop branding while act sets up for the following performance
On stage mentions by MC during both days of the festival

Hyperlink Logo placement on festival website

x Festival press release mention and acknowledgment

GLLLUTIED®

x Branding on all festival credentials, and back staff t-shirts
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-~ ] }'—" U el it i 1N~ F ¥ x Banner placement on WinedOut website and link to your website. Over 10K visits per month
s ' ; x Chicago or Atlanta database email marketing campaigns

x Logo placement on printed promotional material (magazines, newspapers, flyers, banners)
x Digital marketing campaigns - over 1.8 million views

x All media and radio mentions - 1,380,563 media impressions

x Bi-weekly posts on Instagram and Facebook including event recap

x Social media story mentions pre-festival, during festival, post-festival

x Mentions on all networking events leading to festival date
x Banner placement on WinedOut website. Over 10K visits per month
x 10 VIP tickets value $1,000.00 /// 320 sampling chips




GOLD SPONSOR:
~e0e- $15,000

x Grand Entrance logo display
x 10x20 exhibitor booth

Availability to place 8 wind flags or banners (brand placement on 8 strategic points
throughout the festival grounds) “provided by brand”

Branding presence on entertainment stage

On stage video loop branding while act sets up for the following performance
On stage mentions by MC during both days of the festival

Hyperlink Logo placement on festival website

Banner placement on WinedOut website. Over 10K visits per month

Posts on festival Instagram and Facebook pre-festival and post-festival

8 VIP tickets value $1,000.00 /// 256 sampling chips

X

X X X X X X X



SILVER SPONSOR:
7] oo $10,000

x Grand Entrance logo display
x 10x20 exhibitor booth

x Availability to place 4 wind flags or banners (brand placement on 4 strategic points throughout the
festival grounds) “provided by brand”

x Branding presence on entertainment stage

x On stage video loop branding while act sets up for the following performance
x On stage mentions by MC during both days of the festival

x Branding on all festival t-shirts

x Hyperlink logo placement on festival website

x Banner placement on WinedOut website. Over 10K visits per month

x Posts on festival Instagram and Facebook pre-festival

x 6 VIP tickets value $750.00 //// 192 sampling chips



VIP LOUNGE SPONSOR:
~ees- §10,000

x Grand VIP Lounge Entrance logo display
x 30x30 exhibitor booth

Availability to place 8 wind flags or banners (brand placement on 8 strategic points
throughout the festival grounds) “provided by brand”

Branding presence on entire lounge

On stage video loop branding while act sets up for the following performance
On stage mentions by MC during both days of the festival

Hyperlink Logo placement on festival website

Festival press release mention and acknowledgment
Branding on all festival credentials, and back staff t-shirts

x Banner placement on WinedOut website and link to your website. Over 10K visits per month
x Chicago or Atlanta database email marketing campaigns

x Logo placement on printed promotional material (magazines, newspapers, flyers, banners)
. x Digital marketing campaigns - over 1.8 million views

x All media and radio mentions - 1,380,563 media impressions

x Bi-weekly posts on Instagram and Facebook including event recap

x Social media story mentions pre-festival, during festival, post-festival

x Mentions on all networking events leading to festival date
x Banner placement on WinedOut website. Over 10K visits per month
10 VIP tickets value $1,000.00 /// 320 sampling chips



EVENT RFID BAND SPONSOR:
~eee- $10,000

x Branding on festival credentials, wristbands
x Grand Entrance logo display

x Availability to place 5 wind flags or banners (brand placement on 5 strategic points throughout the
festival grounds) “provided by brand”

x Branding presence on entertainment stage

x On stage video loop branding while act sets up for the following performance
x Branding on all festival t-shirts

x Hyperlink logo placement on festival website

x Banner placement on WinedOut website. Over 10K visits per month

x Posts on festival Instagram and Facebook pre-festival

x 6 VIP tickets value $750.00 //// 192 sampling chips




BRONZE SPONSOR:
~eee $5,000

x Grand Entrance logo display
x 10x10 exhibitor booth

x Availability to place 2 wind flags or banners (brand placement on 2 strategic points
throughout the festival grounds) “provided by brand”

x Branding presence on entertainment stage

x On stage video loop branding while act sets up for the following performance
x Branding on all festival T-shirts

x Hyperlink logo placement on festival website

x Banner placement on WinedOut website. Over 10K visits per month

x Posts on festival Instagram and Facebook pre-festival

x 4 VIP tickets Value $500.00 //// 128 sampling chips
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SWISS TABLE:
weee $1,000

x Showcase product and information pamphlets
x Consist of 10X10 TENT

xAn 8’ Ft table

x Table Linen

x 2 chairs



SINGNATURE GIFTING:
o0 $400

x Availability to place branded items in the WinedOut swag bag.

x Minimum of 2,000 branded items
x Branding & activation rights inside the VIP area
x Hyperlink logo placement on festival website

x Banner placement on WinedOut website and link to your website. Over 10K visits per month
x Chicago or Atlanta database email marketing campaigns

x Logo placement on printed promotional material (magazines, newspapers, flyers, banners)
x Digital marketing campaigns - over 1.8 million views

x All media and radio mentions - 1,380,563 media impressions

x Bi-weekly posts on Instagram and Facebook including event recap

Social media story mentions pre-festival, during festival, post-festival



CHEERS

Find Out More Information At;
x Website:www.WINEDOUT.com



http://www.windedout.com/

FOOD AND WINE TASTING EXPERIENCES:




WINE TASTING EXPERIENCES:

00 @ 0o

Sommel i erds series;

Charles Springfield i and other wine educators will set
up hands -on wine classes, indulging in tastings from
various Black owned vintners and discussions on a
variety of topics. These interactive series could happen
in concert with the timing of the walk around festival to
give guests a little more structured of an event that
focuses more on wine education and systematic
tastings.




TASTING EVENTS:
SPIRIT AND FOOD PAIRINGS

Spirit vendors and/or beverage professionals can
partner with restaurants/chefs to set up a 60 to 90
minute spirit and food tasting to educate
individuals on how they can have their favourite
spirits with a meal or snack, while focusing on
specialties found in the local culinary scene.




RUN OF SHOW




FRIDAY
6:00 PM - 10:00 PM HI TEA Dinner Party 0 After 5 Event

SATURDAY:

10:00 AM - 7:00 PM FESTIVAL MARKETPLAGEOPEN TO
ALL FOOD AND WINE VENDORS.

A 10:30 AM to 5:30 PM Food and Wine Tasting
Experiences

A 10:30 AM - 2:00 PM Day Party (OPEN TO ALL TO
ATTEND)

A 9:00 PM - Until Wine and Dine Social Dinner Party




. SUNDAY

10:00 AM - 8:00 PM FESTIVAL MARKETPLAGEOPEN TO
ALL FOOD AND WINE VENDORS

11:00 AM - 3:00 PM VIP BUBBLES ON THE BEACH BRUNCH
- SUMPTUOUS SEAFOOD & CHAMPAGINE BRUNCH



FOOD TASTING EXPERIENCES:

10:30 AM - 5:30 PM THIS WILL BE OPEN FOR
CULINARY EXPERTS TO HOST THEIR OWN PRIVATE
SESSIONS/CLASSES.

WINE TASTING EXPERIENCE:
10:30 AM - 5:30 PM THIS WILL BE OPEN FOR

LIQOUR AND WINE VENDORS TO HOST THIER OWN
PRIVATE SESSIONS/CLASSES.

SATURDAY

CLASSES




SUNDAY CLASSES

FOOD TASTING EXPERIENCES:

11:30 AM - 5:00 PM THIS WILL BE OPEN FOR CULINARY
EXPERTS TO HOST THEIR OWN PRIVATE SESSIONS/CLASSE

WINE TASTING EXPERIENCE:
11:30 AM - 5:00 PM THIS WILL BE OPEN FOR LIQOUR AND

WINE VENDORS TO HOST THEIR OWN PRIVATE
SESSIONS/CLASSES.

S.




SIGNATURE EVENTS:



FRIDAY:

Themed Event 8 High Tea After 5 Dinner Party

WINEDOUTwill host a welcome event for event partners, sponsors and
VIP attendees.

SATURDAY:

WINE and DINE Rooftop Social Event

~

An international event i After 5 attire style event showcasing Black
owned rose wine vintners' event. Various food vendors providing the
best in culinary experience.

SUNDAY:

VIP BUBBLES ON THE BEACH BRUNG@HI BASUMPTUOUS
SEAFOOD & CHAMPAGNE BRUNCH
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MEET THE TEAM




CEO, JOSH LUKE

Joshua Luke is the CEO Monarch International LTD.,
striving to change the way the Black gay community is
viewed one day at a time. After college, he began his
journey as a philanthropist and Assistant Director of the
Netherlands Chamber of Commerce. He helped
companies merge over from the European standard to
the American Standard way of business.

Spending ten years in consulting, he opened his firm
specializing in African -American LGBT corporate and
non -profit companies to build revenue and expand their
reach. Learning of all the issues and problems within the
community, he decided to open Monarch to help make
a difference.



CEO, TOM LOGAN

Tom Logan, CEO of EBANMAN INC, is a self -described
connector and has committed himself to providing
resources and support to the Black gay community.

We spent the last 6 years learning everything there is to
know about cultivating his passion to create a lifestyle
brand dedicated to enhancing the lives of professional
Black gay men.

With over 20 plus years in corporate America from
customer service to management, he's made the
decision to enter the world of entrepreneurship, to
explore his passion for empowering and elevating the
Black gay experience.

Influenced by the lack of resources and gaps in service
for the Black LGBTQI+ community. Tom aspires to change
the narrative for the current and next generation.




SOMMELIER - CHARLES SPRINGFIELD

00 @ 0o

Charles Springfield is a certified sommelier, wine educator and

book author in New York City. His mission is to help promote wine

appreciation through education in the form of classes, events

and various forms of media. He has been working in wine in NYC

for the |l ast 10 years. His first book
Wine, 6 works to deliver wine educatio
manageable servings. He wants to help wine lovers create a

deeper, more personal relationship with wine. In the summer of

2020, Charles released a new book cal
Wine With Styled focused on educating
wine category and roseé styles from around the world.

For more info, visit www.charlesspringfield.com

or @thewinestylings on Instagram.



http://www.charlesspringfield.com/

VENUES




As the heartbeat of the Midwest LGBTQ+ cultural scene,
Chicago sets the stage. Picture this: July 27th & 28th, 2024, is
where the streets come alivia North Kenwoodvith the aroma of
mouthwatering cuisine and glasses clinking in celebration. Step in
our epicurean haven, where you can Indulge in culinary delights b
master chefs and explore our array of lifestyle vendors. But the tru
star of the show? Chicago's LGBTQ+ aneballyed restaurants,
come savor bites and delectable desserts. WINEDOUT isn't just a
festival; it's a celebration of unity, acceptance, and the joy of good
food and company. So, mark your calendars and join us for a
weekend filled with flavor, laughter, and unforgettable memories.




Westside Park is one of many beautiful parks located
in Atlanta, that provides a great backdrop for various
events and festivals. Central park sits on 17.37 acres
in the Fourth Ward West neighborhood of the Old
Fourth Ward in Atlanta, Georgia. It was known as
Bedford-Pine Park prior to 1999.
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