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1. Introduction 
The conference will focus on this event is designed to explore the critical role of LGBTQ+ within the hospitality industry.  The aim is to build safe and welcoming spaces for LGBTQ+ employees and guests. It addresses the challenges, sharing best practices, and promoting inclusive policies.  Discuss the strategies for fostering diversity and marketing of LGBTQ+ customers. Builds a culture of respect and acceptance. Moreover, this conference provides actionable insights to explain the meaningful change for any individual, whether they are an industry leader, HR professional, or advocate. In this presentation make the hospitality industry a truly inclusive space for all.

1. Content and context 
The aim of the conference is to build safe and welcoming spaces for LGBTQ+ employees and guests. The conference will take place at at the Hilton London Bankside, located at 2-8 Great Suffolk St, London SE1 0UG, UK. This venue is recognized due to its modern amenities and commitment to inclusivity, that make it an ideal setting for the conference. The conference is chosen because gain actionable strategies to build inclusive spaces for LGBTQ+ employees and guests, promoting diversity and equity in hospitality (Madera et al., 2023). The event also help in networking with industry leaders, advocates, and peers to collaborate on effective inclusivity initiatives (Patterson, 2020). 

2. Target Market
Demographic Factors
The primary audience includes members of the LGBTQ+ community, hospitality business owners, diversity officers, and HR professionals. The age range spans from 18 to 65, with a particular focus on millennials and Generation Z. The analysis is inclusive of all genders, including male, female, non-binary, and genderqueer individuals.
Geographic Factors
The study focuses on urban areas within the United Kingdom, particularly cities such as London, Manchester, Brighton, and Birmingham. These locations are known for their established LGBTQ+ communities and frequent cultural events that cater to this demographic.
Psychographic Factors
The target audience values inclusivity, diversity, and equality. They are highly engaged in cultural experiences that celebrate LGBTQ+ identities and show a strong preference for socially responsible and inclusive brands.
Behavioural Factors
Individuals within this group actively participate in community events and make purchasing decisions that align with their personal values. Research suggests that consumer behaviour in this demographic is influenced by ethical considerations and social responsibility (Vohra & Bhardwaj, 2019).

3. Market Demand
LGBTQ+ inclusion is a moral imperative that is significant for the benefit of business (Longarino, 2019). All over the world, the LGBTQ+ community wields spending power is almost £ 3.17 trillion annually (Wolny, 2019).  In the US the LGBTQ+ spends £ 0.8 trillion alone (OECD, 2024). According to Hor, (2022), 71% of LGBTQ+ travellers support businesses that demonstrate community marketing and Insight. An inclusive environment helps to build trust, loyalty and a positive brand reputation. Hospitality businesses attract new customers, retain top talent and build a culture where every individual feel valued. Inclusivity is essential for success to interconnect with the world.
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Figure 1: LGBTQ+ inclusion in the workplace
(Source: Zinnov, 2018).

4. Competitor Analysis
This section provides an overview of key competitors in the LGBTQ+ inclusion and diversity event space, highlighting their focus areas, target audiences, strengths, and limitations.
1. ITB Berlin – LGBTQ+ Tourism Pavilion
· Focus Areas: LGBTQ+ tourism products, networking, and inclusion topics
· Target Audience: LGBTQ+ tourism professionals, hospitality businesses
· Location: Berlin, Germany
· Strengths: ITB Berlin has a large international reach, a diverse range of exhibitors, and strong industry partnerships (Rogers & Wynn-Moylan, 2022).
· Weaknesses: The event is primarily focused on tourism rather than workplace inclusion.
2. Government Events – Embracing Diversity: Advancing LGBTQ+ Inclusion
· Focus Areas: Workplace policies and strategies for LGBTQ+ inclusion
· Target Audience: HR professionals and senior managers across various sectors
· Location: London, UK
· Strengths: The event provides a comprehensive focus on workplace inclusion and features expert-led discussions (Greenwell et al., 2024).
· Weaknesses: The event is mainly centred on HR issues within the public and private sectors, limiting its broader diversity scope.
3. SKEMA Business School – LGBT Inclusion in the Workplace Conference
· Focus Areas: Challenges faced by LGBTQ+ individuals in professional settings
· Target Audience: Future managers and students
· Location: Paris, France
· Strengths: The event takes an academic approach and provides valuable insights into diversity management (Dennissen et al., 2020).
· Weaknesses: Its primary focus is educational, with a limited audience scope beyond students and academic circles.
4. Hotel ICON – Diversity and Inclusion Conference
· Focus Areas: Best practices for fostering inclusivity in hospitality
· Target Audience: Hospitality industry professionals
· Location: Hong Kong
· Strengths: Hotel ICON is a pioneer in hosting diversity events and has a strong commitment to equitable practices (Hudson, 2025).
· Weaknesses: The event has a geographic limitation and does not focus on the UK market.
5. Queer Destinations Certification – Certification Program
· Focus Areas: Promoting LGBTQ+ friendly destinations and services
· Target Audience: Hotels, tourism boards
· Location: Global
· Strengths: This is an established certification program with a wide network of partners (Network, 2019).
· Weaknesses: The initiative is focused on certification rather than organizing direct events.
This analysis highlights gaps in the current event landscape, presenting opportunities for developing initiatives that cater to both workplace inclusion and hospitality industry diversity within the UK.
5. Venue
The conference will be held on February 25, 2025 at Hilton London Bankside situated at 2-8 Great Suffolk St, London SE1 0UG, UK. The event space at the Hilton London Bankside offers modern facilities and adaptable event areas that cover 11 advanced meeting rooms able to seat maximum 1,000 participants. The Bankside Ballroom serves as the main space of the facility because it has impressive high ceilings and stylish décor featuring an ideal layout for massive events. Easy public transport access from its prime location enables improved attendance rates to this venue. The Hilton London Bankside maintains a superior setting to drive inclusion and participation among event attendees.

6. Operational Factors
The venue selection is the Hilton London Bankside establishes access and modern conveniences and provides welcoming conditions for all attendees. Bankside Ballroom stands out at the venue among 11 flexible meeting spaces as it provides seating for up to 1000 people. The facility provides multiple event configurations between small workshops to substantial presentations to fulfil the requirements of every conference activity (Lehmann et al., 2022). 
A person needs precise monitoring of what enters and leaves their financial accounts to achieve success. The total expenses encompass the expenses for venue rentals combined with catering services also include speaker fees and all marketing expenses. A financial contingency fund built for handling unexpected costs will protect the organization from risks so operations can stay continuous (Bowdin et al., 2023). 
The delivery of valuable content depends on identifying professionals who possess expertise in LGBTQ+ inclusion before their selection as speakers. The attendees along with speakers will experience a smooth interaction by using clear communication channels to share their needs, travel arrangements and expectations (Dong et al., 2021). 
Online registration designed with user convenience will optimize attendee registration procedures and payment processing. The collected data via registration will serve two purposes - it supports operational planning and helps organize effective follow-up contact after the conference ends (Scherer and Moors, 2019). 
Moreover, social media advertising along with email marketing and LGBTQ+ advocacy group alliances form an effective strategy for marketing the event to its target audience (Harb et al., 2019).
 In addition, the successful completion of logistics requires proper coordination between audio-visual equipment provision and catering service delivery and materials distribution including badge and program distribution. Preliminary testing of technical elements before the event will produce a high-quality professional conference experience for participants (Bowdin et al., 2023).

7. Cost and Predicted revenue
This section outlines the estimated costs, revenue projections, and ticket pricing structure for the event.
Ticket Pricing Structure
The event offers different ticket options to accommodate various attendees. Early bird registration is available at a discounted rate of £120, while the regular ticket price is set at £180. Group discounts are offered, with a price of £300 for two attendees. Additionally, a guest pass for evening social events is available for £80.
Estimated Event Costs
The total estimated cost for the event is £43,000. The primary expenses include £15,000 for venue rental at Hilton London Bankside and £8,000 for catering services. Speaker fees, including honorariums and travel expenses, amount to £10,000. Marketing and promotion, covering advertising, social media campaigns, and promotional materials, require £3,000. Logistics and materials, such as conference badges, programs, and signage, are estimated at £5,000. A contingency fund of £2,000 is allocated to cover any unexpected expenses.
Estimated Revenue
The event is projected to generate £62,000 in total revenue. Ticket sales, based on an estimated 300 attendees at an average ticket price of £150, are expected to bring in £45,000. Sponsorship contributions from organizations such as Stonewall and Out & Equal are estimated at £10,000. Additional revenue streams include merchandise sales, projected at £2,000, and financial support from LGBTQ+ advocacy groups through donations and grants, estimated at £5,000.
With projected revenues exceeding costs, the event is expected to generate a £19,000 surplus, which can be reinvested into future initiatives, charitable contributions, or further event enhancements.

8. Ways to Measure to an Event Worth

Hospitality receives substantial help toward LGBTQ+ inclusion by working with advocacy groups which boosts both its credibility and the accessibility of valuable resources. Top advocacy organisation provides media consulting services which ensure accurate LGBTQ+ representation in different media platforms (Dhiman, 2023). The expertise of these organisations allows businesses to develop genuine stories that connect with various audiences. 
The workplace inclusion training programs are delivered with a focus on building employee capabilities for developing an inclusive business environment. ILGA World executes worldwide advocacy that combines local population perspectives of marginalized groups with their experienced challenges while proposing ways to resolve these issues (Dunlop, 2024). 
Organisations benefit from partnerships by receiving higher productivity together with detailed development direction for their organisational growth. The advocacy organizations offer hospitality businesses essential tools to create well-defined inclusive programs that value all their shareholder groups (Wesley et al., 2024). The implementation of partnerships helps organizations create secure areas welcoming individuals to exist authentically thus benefiting their workers alongside their guests.


9. Financial Factors 
To ensure financial sustainability, the event will leverage multiple funding streams, including sponsorships, ticket sales, grants, corporate donations, merchandise sales, crowdfunding, and university funding.
Sponsorships
The event will seek partnerships with LGBTQ+ advocacy organizations and businesses, such as GLAAD and Out & Equal, to secure financial support. Sponsorship contributions are expected to range between £10,000 and £20,000.
Ticket Sales
Revenue will primarily be generated through ticket sales, based on early bird and regular pricing models. The projected income from ticket sales is £45,000.
Grants from Foundations
Applications will be submitted to organizations such as the Astraea Lesbian Foundation and the David Bohnett Foundation to secure grant funding. Estimated funding from these sources is expected to range from £5,000 to £30,000.
Corporate Donations
Contributions will be sought from companies that actively support diversity and inclusion initiatives. Corporate donations are anticipated to range between £5,000 and £15,000.
Merchandise Sales
Additional revenue will be generated through the sale of conference-related merchandise, including branded items and educational materials. Merchandise sales are projected to generate approximately £2,000.


Crowdfunding
Online fundraising campaigns will be launched on platforms such as GoFundMe to engage allies and community supporters. Crowdfunding efforts are expected to raise approximately £3,000.
University Funding
Potential funding will be explored from educational institutions to support student participation and research initiatives. Estimated contributions from universities are expected to be around £2,500.
By diversifying revenue streams, the event aims to secure sufficient funding while maintaining accessibility and affordability for attendees.
10. Conclusion 
This conference establishing a safe space for LGBTQ+ employees and guests that is essential for hospitality success (Bogicevic and Salvato, 2023). It implementing an inclusive policies, training, and marketing to foster diversity. The conference make partnership with advocacy groups to enhance credibility and access resources. It use feedback and metrics to determine and improve inclusion initiatives (Mazid, 2020). It priorities continuous learning to drive equality and inclusivity in the industry.
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The Conference will focus on:

* To explore the critical role of LGBTQ+ within the hospitality industry.

* To build safe and welcoming spaces for LGBTQ+ employees and guests.

* Addresses the challenges, sharing best practices, and promoting inclusive policies.

* Strategies for fostering diversity and marketing of LGBTQ+ customers.

* To explain the meaningful change for any individual, whether they are an industry leader, HR professional, or advocate.
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rget Market

Factors Analysis
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diversity officers, HR professionals.
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(Vohra and Bhardwaj, 2019).
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Market Demands
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Venue

* Hilton London Bankside, located at 2-8 Great Suffolk
St, London SE1 0UG, UK.
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Operational Factors

The venue selection is the Hilton London Bankside establishes access and modern conveniences and provides welcoming conditions for all
attendees. Bankside Ballroom stands out at the venue among 11 flexible meeting spaces as it provides seating for up to 1000 people. The facility
provides multiple event configurations between small workshops to substantial presentations to fulfil the requirements of every conference
activity (Lehmann et al., 2022).

A person needs precise monitoring of what enters and leaves their financial accounts to achieve success. The total expenses encompass the
expenses for venue rentals combined with catering services also include speaker fees and all marketing expenses. A financial contingency fund
built for handling unexpected costs will protect the organization from risks so operations can stay continuous (Bowdin et al., 2023).

The delivery of valuable content depends on identifying professionals who possess expertise in LGBTQ+ inclusion before their selection as
speakers. The attendees along with speakers will experience a smooth interaction by using clear communication channels to share their needs,
travel arrangements and expectations (Dong et al., 2021).

Online registration designed with user convenience will optimize attendee registration procedures and payment processing. The collected data via
registration will serve two purposes: it supports operational planning and helps organize effective follow-up contact after the conference ends
(Scherer and Moors, 2019).

Moreover, social media advertising along with email marketing and LGBTQ+ advocacy group alliances form an effective strategy for marketing
the event to its target audience (Harb et al., 2019).

In addition, the successful completion of logistics requires proper coordination between audio-visual equipment provision and catering service
delivery and materials distribution including badge and program distribution. Preliminary testing of technical elements before the event will
produce a high-quality professional conference experience for participants (Bowdin et al., 2023).
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Ways to Measure an Events Worth

Top advocacy organisation provides media consulting services which ensure
LGBTQ+ representation in different media platforms (Dhiman, 2023).

The workplace inclusion training programs are delivered with a focus on
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environment.

ILGA World provides worldwide advocacy about marginalised
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Advocacy organisations provide resources that enable hospitality
businesses to develop effective measures (Wesley et al., 2024).

Collaborations enable establishments to develop safe spaces which accept
everyone in their true selves and thereby benefit both staff members and
visitors.
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Financial Factors
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