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Our Purpose

Open For Business’s purpose is to improve the legal and social situations of
LGBT+ people by using the influence of the private sector.

Our Strategy
Research .
Construct and
promote the Catalyze a
economic and coherent voice on  Create local
business case for  inclusion from the networks of senior
inclusion. global business business leaders to

community. advance inclusion.



How is Open For
Business unique?

Our purpose is to create inclusive societies, beyond
inclusive workplaces.

Evidence-based, data-driven advocacy, fueled by
high-quality content.

Convening power at the most senior levels of
business.

Truly global reach and way of working, with a sharp
focus on challenging markets.

Experience working on-the-ground with civil
society partners.

Collective impact of high-caliber global businesses,
committed to making impact.

Focused on action and impact, not just events,

networking and best practices.



A fully collaborative approach

Open For Business works closely with a wide range of global and local LGBT+ organizations

Strategic partnerships with
international governmental
bodies
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Global LGBT Rights

Working hand-in-hand with
global LGBT+ organizations
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Recognized by the World Economic Forum
as a “Lighthouse Project” for collaboration

LIGHTHOUSE PROJECT 2021
Partnerships for Social Justice



ECONOMIC BRIEF

RESEARCH SERIES
The Economic Case
for LGBT+ Inclusion
in Kenya
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LGBTQ+ Tourism: An overlooked @ open
economic focus and opportunity Business

* Laws & Regional Reputation as a barrier
* Opportunity for LGBTQ communities
* LGBTQ+ Communities & Business Alignment

* Business Advocacy, Culture & Employee Policies & Pride



Open
1.  USD689 Million to lose or to gain @ RO e
annually

2. 18% of LGBTQ travelers refuse the
region due to laws and reputation.

3. Young travelers (Generation
Y/Millennials) prefer destinations that

align with their values.



60%+ LGBTQ+ Travelers are likely to travel to the (S

Business

Caribbean after pro-LGBTQ+ policies and laws

are enacted

Open For Business Survey 2 Data
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[When] you venture into the island and deeper into the country, [we] advise
them ‘just be careful in showing your emotions and showing your attachment.
Don't walk around holding hands, for example, or don't kiss when you areina
community like that, because .. you don't know what's going to happen.’



25% of LGBTQ+
Travelers are
concerned about
humiliation and
intimidation when
traveling to the
Caribbean.

Open For Business Survey 2 Data To what extent are you concerned about
intimidation or humiliation with ID and security checks?

!
Not at all concerned

Somewhat concemed

Not applicable / don't know

Extremely concerned
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Open For Business Survey 2 Data To what extent are you concerned about travelling as a same-sex couple?

Not at all concerned
Somewhat concemed

Not applicable / don't know
Extremely concerned
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At least 40% LGBTQ+ Travelers are concerned %Jren
about LGBTQ+ violence Business

Open For Business Survey 2 Data To what extent are you concerned about homophobic/ transphobic violence?
Not at all concer ned

Somewhat concerned

Not applicable / don't know

Extremely concerned
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LGBTQ+ travelers want to support and explore O,
local communities (and lie on the beach)

Open For Business Survey 2 Data Which of the following activities would you expect to do during your stay?

Explore the beal area (local towns, daly Iife)
Spend ime at alocalbeach

Discover the localfood and drink

Spend time at my hotel(pool ban

Discover the bealhistory (museums, galleries)
Shoppingfor beally-madeitems

Marne activties (e g saling, short cruis@)
Discover the nightife (barsandnightclubs)
Divingand snorkelling

Tourwitha local guide

Welness activities @ g spa visit. mas sage)
Longer cruise bvemight st ays onboard)
Vit relatives

Discover myfamily heritage

Other - write in
0% 10% 20% 30% 40% 50% 60% 70% B0% 90%

Source: Open For Business Survey 2of tourist's preferences when in the Caribbean



Open
For
LGBTQ+ travelers are higher-spending @ Business

Open For Business Survey 2 Data Budget per person




We've also seen, and it's statistically proven, that the LGBT+ community is a
high-spending clientele, so the yield is much higher than you get from your
[other] customers... If you look at it from purely a business perspective, then
you really want to work towards promoting, towards those individuals, as well

(Gebhard Rainer)
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LGBTQ spending power at a glance. @ BUsiness
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LGBT+ spending power compared with GDP in selected countries
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Over to Liam & Hannah...



Virgin Fireside
Chat Q&A —
A Case Study

Hannah Swift, Country
Manager — Caribbean at
Virgin Atlantic

Videos:


https://www.youtube.com/watch?v=a1eOmsEG01k
https://www.facebook.com/watch/?v=441881424379365
https://www.linkedin.com/posts/virgin-atlantic-airways_pride-at-virgin-atlantic-activity-6948320806045147136-SekS/?utm_source=share&utm_medium=member_desktop

Open
. . For
Open Discussion Business

* What prevents LGBT+ inclusion in the tourism industry?
*  What more can companies do to advance LGBT+ inclusion?

* Key policies to advance LGBT+ equality in the tourism industry and beyond?



Sl
. . Or .
Policy Recommendations Business

* Anti-Discrimination/Non-discrimination legislation
* LGBT+ inclusive workplace policies + training
* Public encouragement and support for policies and legislation that promote

LGBT+ inclusion + taking a public stance on LGBT+ issues and supporting LGBT+
civil society organisations and events.



