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Gender  
pay gap 
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Going beyond compliance to tell your company’s story



With the second round of gender 
pay gap reporting approaching, 
companies should be thinking 
about how they can build on their 
first reports, taking control of the 
narrative and using it as a 
springboard for positive 
stakeholder engagement.
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• Why gender pay gap reporting matters
• Six principles
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3. Get specific and measurable
4. Provide evidence to show progress
5. Widen the scope
6. Communicate

Spring 2018 saw the first round of gender 
pay gap reporting. Organisations in Great 
Britain with over 250 employees were 
required to collect data on six pay metrics 
and publish a public report, in order to 
identify any gender pay gap that may exist.

For those of you involved in producing your 
organisation’s gender pay gap report, the 
first round may have been a challenging 
exercise. It might have involved introducing 
new procedures, or collating and analysing 
potentially complex data that might not be 
readily available. 

 

The requirements
The gender pay gap is the 
difference in average pay 
between male and female 
employees in your workforce.  
It is different to equal pay, 
which is about paying men 
and women the same for 
equal or similar work. 
Organisations with 250 or 
more employees on the 
‘snapshot date’ (the date 
prescribed by legislation on 
which the data and report is 
based) are covered by the 
regulations.

The information must be 
accompanied by a statement 
confirming its accuracy, signed  
by a director or equivalent.

There is no legal obligation to 
publish a narrative, and the 
regulations do not set out a 
narrative formula, but the 
government strongly encourages 
employers to provide a  
voluntary narrative. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

When and where  
you have to publish
The snapshot date, in any  
relevant year: 

Businesses and charities: 5 April

Most public sector organisations:  
31 March

The reporting deadline, the 
following year to the snapshot date:

Businesses and charities: 4 April

Most public sector organisations:  
30 March

You need to publish your pay data 
on your website so that it is 
accessible to employees and the 
public, and keep it there for at least 
three years. You must also submit 
the information via the 
government’s dedicated portal.

The basics

We saw a significant range in the standard 
of reporting, from pure compliance to those 
going above and beyond. In this white paper 
we take a look at what we learned from our 
analysis of those first reports, identifying 
examples of best practice and areas for 
further improvement and potential 
development.

Our analysis methodology

We analysed a random sample of 100 
gender pay gap reports from a mix of  
the FTSE 350 and large private or public  
sector organisations on 40 different metrics.

What you must report 
This must be published every year

Median gender pay  
gap in hourly pay

2 Mean bonus gender  
pay gap

3

Proportion of 
males and females 
in each pay 
quartile

6Median bonus 
gender pay gap

4

Mean gender pay  
gap in hourly pay

1

 Proportion of 
males and females 
receiving a bonus 
payment
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Is there value in producing  
a comprehensive report,  
with detailed analysis and 
narrative, versus just  
providing the numbers?

Why gender pay gap  
reporting matters

It is a fact that, for a number of reasons, there is a  
pay gap between genders in our society. The aim of  
gender pay gap reporting is to identify, understand  
and ultimately overcome the barriers that may  
prevent women from achieving their full potential  
in the workplace.

This is a social and moral concern, but for  
companies it also a business issue.

There has long been a correlation identified between 
diversity in business and success, and with one of the 
leading causes of the gender pay gap being lack of 
female representation at senior level, closing the gap 
could have positive impact on success. This work also 
links into areas such as employee engagement and 
development, and workplace culture. The government 
summarises this in its gender pay gap campaign as the 
five ‘Rs’: Reputation, Recruitment, Retention, Resources 
and Representative.                 1

Then there is the reputational risk. There was a lot of 
media scrutiny which followed the first round of 
reporting, with high-profile companies that had a large 
male-favouring pay gap on the receiving end of negative 
publicity and discussion in the press, as well as those that 
published improbable or impossible data and had to 
redo the reporting.

It is also important because it is a legal requirement to 
produce this report and failure to do so can result in 
enforcement action. Action against non-compliance is 
being led by the Equality and Human Rights Commission 
(EHRC) – its initial focus is organisations which fail to 
report, followed by those it suspects of submitting 
improbable or inaccurate data.

The question is often asked, “Is there value in producing 
a comprehensive report, with detailed analysis and 
narrative, versus just providing the numbers?”

Although a large number of companies took a pure 
compliance approach, a more detailed report aids 
understanding as to why the gap exists and the action a 
company is taking to address it. It also allows the 
company to tell its story around diversity, as well as being 
an important piece of stakeholder engagement and 
opportunity to pre-empt many of the questions that 
could be raised by the figures.  
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1 https://genderpaygap.campaign.gov.uk

Helpful guidance 
Useful resources include information from  
Acas (the Advisory, Conciliation and Arbitration 
Service), which has produced guidance to help 
with gender pay gap reporting; the EHRC, which 
has set out its policy for enforcing the gender pay 
gap regulations; and the government – which has 
produced guidance on several areas, including 
what it sees as actions likely to help close the 
gender pay gap.

Reducing gender pay gaps is vital to achieving equality 
in the workplace. We’ve seen how mandatory reporting  
on organisation’s gender pay gaps has shone a much-
needed light on the problem and we’re pleased that  
100% of employers identified as being in scope of the 
regulations have now published their data.

Joanna Gregson, Head of Gender Pay  
Gap Enforcement at the EHRC Commission

With a growing number of stakeholders taking a greater 
interest in gender pay gap performance, management 
must demonstrate how it plans to tackle gender 
inequality. Few published reports articulate the steps  
to be taken, or the timescales in which objectives are  
to be achieved.

To ensure the organisation is on track, progress must be 
measured with the necessary systems put in place to 
enable data to be updated and reported to senior 
management on a regular basis. By not doing so, 
outcomes will be left to chance and it’s unlikely the 
organisation will progress as planned.

Innes Miller, Chief Commercial Officer, paygaps.com

What lies beneath the data and the narrative you  
present is how you are trying to attract and retain 
a diverse workforce and to develop an inclusive 
environment where all can succeed. 

Alison Baker , Non-Executive Director, Board Advisor 
and member of Emperor’s Strategic Advisory Board

https://genderpaygap.campaign.gov.uk


Six principles
Addressing the gender pay gap is about more than just 
good reporting. It is about confronting a social issue and 
trying to create change – good reporting is just one part of 
this. The work to address and close any gap needs to go 
beyond superficial statements and involve meaningful 
initiatives designed to have a real impact.

We have identified six principles of best practice from our 
analysis of the first round of gender pay gap reporting, as 
well as discussing imminent developments and areas that 
should be closely monitored. 

 
 
 
 
 
 
The six principles are:
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Define

Many companies assumed a level  
of understanding about the gender 
pay gap for the target audience of 
these reports. But while 
regulators, investors and the 
media may understand what the 
pay gap is, wider stakeholders, 
such as employees, may not.  
So it's worth breaking down what 
exactly a gender pay gap is and 
explaining how the metrics have 
been calculated.
From our sample analysis, 54% of reports clearly 
distinguished between equal pay and the gender 
pay gap (a common area of confusion) and 45% 
explained how the mean and median were 
calculated.

However, not everyone included the useful basic 
information that you would expect. For example, 
30% didn’t include the snapshot date. Similarly, 
because they reported in 2018, a few companies 
(4%) labelled their report of the 2017 data as the 
‘Gender Pay Gap Report 2018’. This could lead to 
confusion, particularly in the future when multiple 
reports exist.

Alongside this, one of the most crucial elements is 
to confirm the accuracy of the numbers being 
reported and that the report as a whole is compliant 
with the government’s requirements. It may sound 
obvious, but we found 10% of the reports in our 
sample failed to conform to the guidelines.

One company submitted impossible data, 3% failed 
to include a statement from an appropriate senior 
person that confirmed the data is accurate, and a 
further 6% included a statement from an appropriate 
senior person but did not confirm the data is 
accurate.

A small number (6%) of the companies we analysed 
had their data independently assessed to ensure its 
accuracy, including an assurance statement within the 
report.

Key points:
• Set out exactly what the gender pay gap  

is and how it differs from equal pay.
• Explain exactly how the mean and  

median figures are calculated and what  
the quartiles represent.

• Use infographics to clearly explain to 
unfamiliar audiences what data is  
included in the report.

• Ensure the accuracy of data.

Reckitt Benckiser Group plc (RB)
Gender Pay Report 2017
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All UK companies with legal entities employing 250 or more 

people are required to report the gender pay and bonus gaps 

across their business. This reporting covers six measures:

1. Mean gender pay gap in hourly pay

2. Median gender pay gap in hourly pay

3. Mean bonus gender pay gap

4. Median bonus gender pay gap

5. Proportion of males and females receiving a bonus payment

6. Proportion of males and females in each pay quartile

The MEDIAN  
gender pay gap

The median represents  

the mid-point or middle  

of a group/population.

The median  

gender pay gap  

is the difference 

between the hourly pay 

for the middle male 

compared with the 

middle female in  

a company.

Commentators consider 

the median to most 

closely represent the 

experience of the typical 

man and the typical 

woman when it comes  

to workplace pay.

Lowest 
earners

The MEAN  
gender pay gap 

The mean represents the  

‘average’ in a group/population.

The mean gender pay gap  

is the difference between the average  

hourly pay for men and average hourly  

pay for women in a company.

Equal pay  
for equal work

 

What is equal pay? 

Equal pay is a legal requirement, set out in the  

Equality Act 2010, to ensure that men and women 

performing like work or work of equal value are treated 

the same. It is the law and all employers must observe it. 

Equal pay applies not just to salary, but to all contractual 

terms and conditions of employment. For example, 

holiday entitlements, contractual bonuses, pay and 

reward schemes, pension payments and other 

contractual benefits. Equal pay law does not require that 

everyone doing the same job or an equal value job must 

earn exactly the same. There are a number of legitimate, 

non-discriminatory reasons why individuals performing 

the same duties may be paid differently – for example, 

factors such as experience, performance and relative 

competency may all be relevant.

Our 
approach to  

pay is gender 
neutral 

by design

How is the gender

pay gap calculated?

Highest 
earners

THE MEDIAN

Total  

hourly female pay

Total  

hourly male pay

Number of women

Number of men

Mean female  
average pay

Mean male  
average pay

7
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Why the gender pay gap is not the same as equal payWhat is the difference between the  
gender pay gap and equal pay?The gender pay gap is not the same as equal 

pay. Ever since the Equal Pay Act of 1970, 
it has been illegal to pay different amounts 
to men and women doing the same work, 
unless there is a “genuine material factor” 
for the difference. 
The gender pay gap measures the difference 
in the hourly pay of all men and women  
in an organisation, and is expressed as a 
percentage of male employees’ hourly pay. 
It is reported on a mean and median basis. The mean is the overall average of all 

employees’ salaries and can therefore be 
skewed by any extremely high or low salaries. 
The median involves listing all salaries in 
order, from lowest to highest, and picking 
the salary in the middle.

EQUAL PAY

Men and women  are paid the same  for the work.

THE GENDER PAY GAPThe difference between the gross hourly earnings  for both men  and women.

NATIONAL AVERAGE
The national gender pay gap is 18.4%*  18.4%

What does this report include?The BBC’s gender pay gap report sets out 
the difference in hourly pay between men 
and women, on both a mean and median 
basis. As in 2017, we have included voluntary 
disclosures of other pay gaps at the BBC. 
Statutory calculations and results have been 
independently assured by EY (as set out  
on page 8).

This report provides both the statutory 
disclosures required of the BBC Public 
Service Broadcasting, as well as further 
context around gender pay at the BBC.  
BBC Public Service Broadcasting for staff 
based in England, Scotland and Wales 
includes the World Service but excludes our 
commercial subsidiaries, BBC Studios (newly 
merged with BBC Worldwide), Global News 
Limited, BBC Studioworks, Children in Need 
and Media Action. 
We have included data for people on staff 
contracts (both permanent and fixed-term).  

This includes our on-air presenters who 
have BBC staff contracts, but not presenters 
on freelance contracts.
As in 2017, the BBC also excludes from its 
gender pay gap reporting agency workers 
who were engaged full-time for the BBC but 
employed through third party agencies. This 
is because they will be included in the gender 
pay gap report submitted by the agency that 
employs them, in line with the regulations. 

Nationally, one of the main reasons for the gender pay gap is more men are likely to hold senior positions.

* Source: Office for National Statistics – April 2017 data, published October 2017.

 Reckitt Benckiser Group plc Gender Pay Report 2017
  BBC Statutory Gender Pay Report 2018



2 Address the gap

For many stakeholders, this will 
be the most important part. 
Helping readers understand how 
your organisation's pay gap has 
occurred is essential. If you don't 
take ownership of your narrative 
(as with any form of corporate 
communication) then someone 
else will. And this might not be 
the story you want to tell.

It's also important not to make assumptions about 
how your data will be received. A company may 
have a comparatively small mean pay gap of, say, 
5% (in contrast to the UK average of 18.1%) and 
assume that they do not have an issue. But 
employees may not see it that way, taking issue 
with the fact that a gap exists at all and  
questioning the action being taken. 

In our sample, around a third (34%) referenced 
national averages for context. Alongside this, 
benchmarking against competitors could offer 
some of the most useful context. For example,  
if a company has a pay gap of 10%, when its 
industry average is 15%, this is more positive than a 
company with a higher pay gap than the industry 
average – certainly in the eyes  
of investors and employees. 

While only 8% of companies referenced their 
sector’s average to benchmark against (using 
figures produced by the Office for National 
Statistics) we expect this to rise for future rounds of 
reporting with much more data readily available for 
comparison.

Unsurprisingly, the most common reason  
given for a pay gap is a lack of women in senior 
management. 76% of our sample mentioned this. 
This has been a high-profile issue in recent years, 
with the Davies review and latterly Hampton-
Alexander review setting targets to increase female 
representation on boards. If a company has made 
little progress on this in recent years, stakeholders 
are likely to take a dim view. 

 
 

Key points:
• Help readers understand why the gap  

has occurred.
• Explain the context of the gap by including 

national and sector averages.
• Set out the advantages to the company of 

achieving a more balanced gender pay gap.
• Demonstrate backing from the very top of 

the company by including an introductory 
note from the CEO or chair.

• Explain how the gap has changed from the 
previous year, acknowledging whether it is 
positive or negative and why.

The next most commonly cited reason was having 
more women than men in junior positions (25%). 
After this, 15% mentioned horizontal segregation 
(more men than women in higher paying functions, 
for example finance versus HR) and 13% pointed to 
general sector issues (such as careers in STEM 
industries not attracting women). 7% mentioned 
undesirable work as a contributing factor (meaning 
more men take on out-of-hours shifts or offshore 
work, which tend to be better paid).

It's also important to remember that the metrics 
used in gender pay gap reporting are not perfect. 
Some factors, which are not necessarily negative in 
and of themselves, can have an impact on the 
figures and create the perception of a larger issue. 

With the bonus pay gap in particular, flexible 
working can have a serious impact as the figures 
are based on total bonus pay, not adjusted for 
hours worked. With more women typically taking 
advantage of flexible working, this is an important 
aspect to explain in the narrative. Despite 18% 
highlighting this as a contributing factor to their 
bonus pay gap, only one company in our sample 
produced any adjusted figures alongside the 
required disclosure.

As well as explaining why gaps exist, it's important 
to highlight the benefits of working to close them 
– such as the value of increased diversity in senior 
management, talent development and retention. 
You should give tangible examples and state why 
they matter to your company. 40% of our sample 
group did this. 54% clearly explained how diversity 
fits into their broader corporate culture. Only 20% 
did not reference it at all. 

You should also consider including an introduction 
from a senior figure, such as the CEO or chair, 
beyond the required confirmation statement, to 
demonstrate this has backing from the very top of 
the company. 41% of our research sample did this.

These explanations will be more important than 
ever in the second round of reporting, as readers 
will likely have expectations of progress (see 
principle four ‘Provide evidence to show 
progress’). Some initiatives may have an initial 
negative impact – for example, improving the 
gender balance of entry-level recruits with a 
long-term vision of generating a pipeline for 
senior management could increase the size of the 
gap at first. This will be a critical area to explain if 
relevant, as numbers by themselves may be 
poorly received by stakeholders.

GENDER PAY AT CHANNEL 4

Why is this?

The higher proportion of 

men among our top-earning 

employees, coupled with the 

significant majority of women in 

the lower quartiles, effectively 

creates the difference in average 

pay by gender.

There are nearly twice as 

many women as men in the 

lower two quartiles:

0 6   C H A N N E L  4  G E N D E R  PAY  R E P O RT  2 0 1 7

There are two key factors that  

have created our gender pay gap:

A   Our gap is skewed by a higher proportion 

of men in senior positions, including in 

departments that attract higher average 

salaries overall, due to external market 

forces and the need to compete for talent. 

This factor accounts for close to half of our 

gender pay gap.

B   We have nearly twice as many women as 

men in the two lower-earning quartiles. 

The high number of women in these lower 

quartiles pulls down the average female 

earnings overall and therefore increases  

our gender pay gap. 

We have taken steps to increase the 

proportion of women in senior roles –  

for example, growing the proportion of  

female Heads of Department by +11% 

between March  2016 and March 2017 to  

reach 41% of total Heads, but there is still 

further progress needed, most notably at  

the highest-paying levels. 

35%

65%

Within our top 100 earners, this  

is reversed, with 66% being men.

Channel 4 employs a greater proportion of women  

than the other UK public-service broadcasters

59%
women

*  owner of Channel 5

*  

51% 
women

47% 
women

women
42% 

women
52% 

BBC Statutory Gender Pay Report 2018
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QUARTILE
upper

upper middle

lower middle

lower

37.6%

62.4%

41.3%

58.7%

46.6%

53.4%

55.1%

44.9%
Female Male

Gender pay at the BBC The BBC’s median gender pay gap has 
fallen by nearly a fifth in the last year, 
to 7.6%. The national median is 18.4%. 
Our mean pay gap is 8.4%, down 2.3% 
on last year. 
The reduction has been achieved through 
initiatives such as addressing specific pay 
issues, introducing a simpler job framework 
and repositioning people within their pay 
ranges, as well as through the organisational 
change of transferring BBC Studios from 
Public Service Broadcasting. More information 
on these initiatives can be found on page 5. The vast majority of the pay gap is caused by 

having too few women in senior leadership 
roles and more women than men in the lowest 
quartile of the workforce. 7.1% of our median 
gender pay gap is driven by these structural 
issues, leaving a residual pay gap of just 0.5%.We are focused on addressing this structural 

imbalance. There are lots of areas of the BBC 
with a 50:50 gender balance, but we need to 
achieve this across the board. Traditionally, 
some jobs are dominated by one gender. 
For example, administrative roles have 

historically been held more by women, while 
men occupy more than three-quarters of our 
technology roles. 
Where these are generally higher or lower 
paid, there can be a significant impact on the 
gender pay gap.
The BBC has committed to closing the gender 
pay gap by 2020. It is not just a destination, 
but an ongoing, sustainable goal. Fluctuations 
and workforce changes mean that it is unlikely 
that any large organisation will sustain a 
gender pay gap of exactly zero in one year, let 
alone a number of years. That is why our 
commitment is to maintaining a gender pay 
gap of plus or minus 3% across the BBC.Each BBC division has produced plans to close 

the gap. There is no single answer – there will 
be group-by-group reviews and initiatives to 
help women progress more quickly in the 
organisation. It is all part of our drive to 
accelerate change so that we can all but 
eliminate the pay gap in 2020.

THE KEY FACTORS THAT HAVE 
INFLUENCED OUR GENDER PAY  
GAP ARE:

 —  Lower numbers of women in senior leadership roles — Higher numbers of women in the lower quartile of the workforce

45.2%
Female 54.8%

Male

Gender split per quartile pay band Gender split in  our workforce

QUARTILES
When reviewing our gender pay gap, we  
draw up a list of our employees’ earnings –  
from the highest to the lowest – and split  
it into four even groups, or quartiles.  
This allows us to calculate the proportion 
of men and women in each quartile. 

Last year’s figures for gender split across the quartiles 
are included in the 2017 Gender Pay Report, which 
can be downloaded from downloads.bbc.co.uk/
aboutthebbc/insidethebbc/reports/gender_pay_gap_
report.pdf

BBC’s gender pay gap (median) 2018

7.6%
Down from

9.3%
in 2017

BBC’s gender pay gap (mean) 2018

8.4%
Down from

10.7%
in 2017

45.2%
Female 54.8%

Male

Gender pay and workforce figures in the report are for BBC Public Service Broadcasting staff based in England, 

Scotland and Wales, in line with statutory requirements. Gender pay gap including Northern Ireland: 7.7% 

(median); 8.6% (mean).

reference national 
averages as context for 

their pay gap

34%

 BBC Statutory Gender Pay Report 2018

  Channel 4 Gender Pay Report 2017



3 4Get specific and 
measurable

Provide evidence 
to show progress

Having a strategy for how your 
organisation is addressing any 
pay gap is important. Although it 
is not a legal requirement, it's 
fast becoming an expectation of 
stakeholders. 

To build on the inclusion of an 
action plan and specific and 
measurable targets, it's 
important to evidence any 
progress made – or explain why 
progress may have been slower 
than expected. Gender pay gap 
reporting is about companies 
being transparent, and honest 
appraisal of any challenges you 
have faced is essential.

The strategy will of course depend on the reasons 
behind any pay gap, but could include initiatives 
such as female employee support networks, 
leadership programmes, recruitment policies, 
return-to-work support and flexible working.

When outlining their strategy to address a gender 
pay gap, many reports mentioned some of these 
initiatives or ambitions at the company, and 
explained what progress had already been made. 
However, the better reports got specific with how 
the company is intending to address the pay gap. 

Rather than just listing general diversity policies, we 
suggest linking them back to the strategy. How do 
the policies have an impact? How will they affect 
the gender pay gap and promote greater diversity? 
When you answer these questions well it creates a 
much more coherent and compelling narrative.

Alongside this, comparatively few (28% of our 
sample analysis) gave any explicit and measurable 
future targets against which to benchmark 
progress against. Only 12% gave more than one.

It is understandable that companies may be 
reticent to commit themselves to challenging 
targets. But without goals and deadlines, progress 
may end up being piecemeal and slow. Specific 
targets enable you to clearly show your progress. 
They also send a clear and demonstrable message 
to employees, investors and other stakeholders 
that you take this issue seriously, since you are 
being more transparent and opening yourself up to 
analysis of your progress. 

This will be a key area in the second round, as 
readers will expect to see development from the 
first report. Data on what progress has been made 
should be included, alongside analysis of how 
effective any initiatives have been – acknowledging 
if further changes need to be made. 46% of our 
sample analysis already used data to show progress 
on gender diversity in their report.

A useful part of this may be including case studies 
and testimonials from beneficiaries to show how 
initiatives have had an impact and to bring the 
report to life for stakeholders, especially employees 
(both existing and potential). 23% of our sample 
included these in some form and they not only 
make the narrative more personal and relatable to 
the company, but can evidence tangible action.

It is also worth including recognition from external 
organisations. This could include awards or 
participation in external initiatives, such as the 30% 
Club, Women in Finance Charter, or ‘top employers 
for women’ indexes.

If you are planning a wider campaign around 
inclusivity and employee engagement, you should 
consider communicating about achievements or 
initiatives through other forms of media, such as 
video or social media. (See principle six 
‘Communicate’.)

Key points:
• Set out a clear strategy for closing  

the gap and explain how it fits into  
your wider culture.

• Link any initiatives to close the gap  
back to the strategy.

• Highlight specific targets, with clear 
timelines, against which you will measure 
progress.

Key points:
• Use case studies and testimonials  

to emphasise real success stories.
• Assess how you have progressed  

against any goals set in the first round.
• Include evidence from any new  

initiatives introduced.
• Include recognition from external 

organisations or participation in  
external initiatives.
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What we’re doing on diversity and inclusion
We’re focused on creating an inclusive environment so everyone can flourish and bring their best to BT. 

Our aim is to look harder at bringing in different 
perspectives, experience and customer representation. We have a team dedicated to 

working with all parts of our business to achieve 
our ambitions. Increasing women’s representation

• When we’re recruiting, our policies make sure 
we do it in a gender neutral way. That means 
looking in broader pools for talent, advertising 
jobs with gender neutral language and creating diverse shortlists.• Our HR policies make sure we consider flexible 

working for every job, so we attract the best 
people. We also offer brilliant maternity policies, 89% of our women return to work 

compared to 77% national average.• We focus on talent and succession to increase 
women’s representation. For example, we 
check gender balance across our talent and 
performance rating processes.• We’re proud to be part of the 30% Club  – an ambition to have at least 30% women  

at board level by 2020.

Bringing women  into tech
• We’re already preparing the next generation 

to thrive in a digital world, through our Tech 
Literacy programme – helping young people 
develop their tech skills and equip them for 
the jobs of the future.• Our TechWomen Programme offers our female leaders continued development  – the 2017-18 programme is supporting  

360 women globally.• We identify and develop our high potential 
women through mentoring and sponsorship.• We proudly sponsor the Institution of Engineering and Technology’s (IET) Diamond 

Jubilee Scholarship Programme, which gives 
75 of the UK’s brightest engineering and technology students invaluable financial and 

practical support for the full duration of their 
degree courses. The programme encourages 
female participation by guaranteeing at least 
half of the places to female students.

WHY IT’S  
IMPORTANT TO US BT’S GENDER 

PAY GAP UNDERSTANDING  THE GAP WHAT WE ARE DOING  ON DIVERSITY AND INCLUSION   
DISCLOSURES 
 

ACTIONS WE ARE TAKING

Diversity at  

Channel 4 
We have always stood up for 

diversity – it is at the centre of 

our purpose and a key part of 

what we exist to do. 

This data gives us a solid 

baseline and enables us to be 

targeted in where we focus our 

efforts to make the biggest 

impact on narrowing our 

gender pay gap. 
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We believe it is an appropriate target to aim for a 

50:50 gender balance among the top 100 earners 

within Channel 4. Improving the gender balance in 

the highest-paid roles will have a substantial 

impact on reducing our gap. 

We will achieve this by: 

1   Focusing on career progression for women 

across the wider organisation, to help 

create a more equal distribution of gender 

across all levels. This includes our Women's 

Development Programme, which will 

support more than 200 women from across 

Channel 4 over the next few years.

2   Reviewing whether the factors that make 

Channel 4 an attractive place to work are 

sufficiently applied at all levels within the 

organisation, including in senior roles.  

This will be a core project of our new 

Diversity and Inclusion strategy.

3   Undertaking independent qualitative 

research among female staff and our 

4Women network to assess and better 

understand their views about working at 

Channel 4, their professional development 

and career progression opportunities.

4   Reviewing our pay practices, harmonising 

job titles and introducing levels across the 

organisation. We have updated and revised 

our Pay Principles, which articulate our 

approach to remuneration and help our 

employees better understand progression 

and promotion routes.

5   Undertaking a comprehensive review  

of our recruitment and selection practices 

to ensure we attract a broad range of 

applicants and provide a level playing 

field for applicants at all levels. Plus, we 

are currently training all hiring managers 

in inclusive hiring practices, in order to 

minimise the risk of any unconscious bias in 

the selection process.

We are fully 

committed to 

increasing the 

representation 

of women in our 

upper quartiles 

through targeted 

actions. This will 

help to reduce our 

gender pay gap 

significantly.

Our aim is to boost the 

progression of women at  

senior levels

However, we are unlikely to ever  

reduce the gender pay gap to zero. 

This is because to reduce the gender pay gap 

to zero we would need to achieve gender 

parity in our lower two quartiles, which are 

currently predominantly female (65%).

This is not a stated aim as, if it were, it would 

result in actions that would go against the 

spirit of the gender pay gap legislation, which 

was designed to help women achieve greater 

equality of opportunity in the workplace.

Channel 4 is targeting a 

50:50 gender balance in the  

top 100 earners by 2023. 

Currently men make up 66% 

of this group.
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REDUCING THE GAP

We’re proud of the inclusive 

environment we create for 

all the people who work at 

Merlin and focus significant 

effort in driving a culture of 

accountability and fairness.  

It’s part of who we are and we 

adopt a number of approaches 

to attract and retain a diverse 

talent base, representative of 

the communities in which  

we operate. 

Foreword
Understanding the gender pay gap

Gender pay at Merlin
Reducing the gap

Statutory disclosures

Inspiring the next generation  

of women leaders

At Merlin we continue to drive and expand 

our “Women@Merlin” community which gives 

women the support and opportunities they 

need to achieve their ambitions and develop into 

senior roles. We recently held a Women@Merlin 

event for 100 employees from around the UK to 

demonstrate our commitment and sponsorship 

for female talent development, through an 

engaging and interactive development day.

Calling all female engineers

“It is true that Merlin needs more female 

engineers. I lead a department that is fantastically 

rich and diverse in terms of background and 

experience, but is predominantly made up 

of men. This is not a phenomenon specific to 

Merlin however, but reflective of the lack of 

female engineers in the labour market. Having so 

few women engineers means the profession is 

missing out on half the potential talent available. 

“But the landscape is slowly changing. The 

misperception of engineering being a dirty, labour 

intensive, manual job is being dispelled by better 

education, greater diversity of available jobs 

and more encouragement to apply for roles. 

We’re doing our part by spearheading a new UK 

apprenticeship standard specific to our industry, 

which over time I hope will lead to more women 

joining the engineering team here at Merlin and 

within the broader leisure industry.”

We know there is more we can do to encourage 

and promote more females into senior roles 

and, where possible, help influence change in the 

labour market to encourage greater participation 

in less female populated occupations. 

Steps being taken to improve  

gender diversity: 

•  We continue to drive and expand our  

‘Women@Merlin’ community which gives 

women the support and opportunities they 

need to achieve their ambitions and develop 

into senior roles

•  We require balanced shortlists for all 

management vacancies and work with our 

recruiters and agencies to ensure we  

achieve this

•  We regularly conduct talent reviews to 

ensure we recognise and develop potential 

and regularly celebrate great achievements 

to increase the visibility of talent across the 

business

•  We have introduced our ‘Managing Inclusively’ 

programme to support recruiters and line 

managers in hiring and managing inclusively, 

and draw awareness to unconscious bias in the 

workplace and recruitment process

•  We encourage flexible working and specifically 

encourage women to return to work following 

maternity leave and consider part time and 

job-share possibilities wherever practical. This is 

assisted now by our parental leave policy which 

offers a benefit to both parents in line with 

maternity leave.

Dawn Childs, Group Engineering Director

See more at Institute of Apprenticeships  

https://apprenticeships.blog.gov.uk/2018/01/25/

interview-with-dawn-childs/
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Non-Executive Director Fru Hazlitt addressing 

Women@Merlin event
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OUR PAVING THE WAY CAMPAIGNWe are launching Paving the Way in 2018, our 
campaign to promote and improve diversity at 
Man Group. The campaign is designed to address 
the ‘lack of pipeline’ challenge, referring to the 
diversity of the pool of available candidates across 
all groups that may consider themselves to be in 
a minority or atypical profiles for our industry. We 
hope our campaign will enhance diversity across the 
firm over time, especially in senior and front office 
roles, and also support diversity within the financial 
services and technology industries more broadly. 

Paving the Way encompasses the initiatives outlined 
in this report, focused on long- and short-term 
recruitment, as well as retention through enabling 
internal progression. The campaign additionally 
emphasises our enhanced focus on these issues, 
including research into new and innovative ways to 
foster better diversity. We have already seen some 
positive results from the efforts we have made in this 
area and we hope we can continue to drive positive 
change through our Paving the Way campaign.

Diversity & Inclusion Report 
4

It is our responsibility to ensure we are 
engaging in activities that drive real diversity and inclusion, and everyone has 

a role to play. Our goal is that lack of diversity becomes an irrelevant issue for 
the next generation, that they no longer 
need to talk about. We have a long way 
to go, but we will do everything we can 
to make a positive difference at Man Group, paving the way not just for gender 

diversity, but for everyone who considers 
themselves to be different. This won’t 
change overnight, but this is our time to act, to make a difference and to hold 

ourselves and the industry accountable.
Robyn Grew
Chief Administrative Officer & General Counsel, Man Group

“

” Merlin Gender Pay Report 2017
  Man Group Diversity & Inclusion Report 2017



5 Widen the scope

Most companies have limited 
their scope to the set 
requirements of gender pay gap 
reporting. However, some have 
begun to consider broader 
factors of equality and diversity. 
The regulations are very specific 
in their requirements, but they 
set a minimum level, not a 
maximum. There are benefits to 
going above and beyond the 
data asked for – whether to  
offer greater context, get ahead 
of your competitors, or future- 
proof against potential new 
requirements.

One useful and more common example is including 
group-wide figures. Figures for relevant individual 
companies with a group structure are all that is 
required by law, but companies have often 
consolidated these and presented these additional 
group figures as part of a unified report. Only 16% 
of our sample group did not do this when an option, 
presenting just the separate subsidiary figures.

The government is currently consulting on 
introducing mandatory ethnicity pay gap reporting. 
In its consultation, the government stated “tackling 
inequality of opportunity in the workplace is also 
about social justice…if disparities between the 
treatment of ethnic groups...cannot be explained, 
then they must be changed.” 

Any introduction of ethnicity pay gap reporting is 
likely still a way off, but it may be worth companies 
at least considering the issue now. Voluntary 
disclosure was only made by one company in our 
sample group, and another reported the BAME 
demographic split in the group company – this is all 
to be welcomed.

Similarly, owner/partner data isn't required (as these 
people are not technically employees) for the 
purpose of reporting. However, there was a 
backlash in the media against companies that did 
not disclose this. Several law and professional 
services firms have since voluntarily published their 
figures and developed action plans to address a 
partner gender pay gap.

Companies may also want to start thinking about 
other aspects of wider diversity as part of the 
exercise – for example, disability, LGBT or full-time 
versus part-time employees. 

Recently, the Institute for Public Policy Research 
(IPPR) called on employers to include wider 
diversity pay gap figures and turn the gender pay 
gap report into an annual fair pay report. They also 
proposed including the pay ratio between the CEO 
and average employee (a requirement for the 2020 
annual reporting cycle) and the proportion of 
workers paid below the real living wage.

Even if this feels like a step too far for companies at 
this point, simply starting to talk about wider 
diversity and equality as part of the process allows 
companies to highlight the work they are doing. It 
creates a more holistic discussion and prepares the 
ground should any of these proposals become 
mandatory.

All these considerations feed into how equality, 
diversity and inclusion will create and support a 
positive culture in your company.

Diversity & Inclusion Report
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RETENTION – FOSTERING AN OPTIMAL ENVIRONMENT FOR DIVERSITY

We seek to attract and retain the best people, and foster a meritocratic environment, where everyone has 

the opportunity and support to reach their full potential.

Drive

Drive is our global internal diversity 

and inclusion network, run by our 

employees and sponsored by the 

senior management team. Drive 

is designed to inform, support 

and inspire our people. The 

network’s mission is to advance 

Man Group’s efforts in promoting 

inclusion and valuing diversity in 

all its forms, including gender, 

sexual orientation, ethnicity and 

disability. Its activities include 

events, training, resources and 

peer engagement across the firm. 

We also conduct diversity training 

at the senior management level. 

We believe that through creating 

a collaborative, supportive 

environment, where diversity is 

celebrated and individuals are 

empowered to achieve their 

potential, we can ultimately deliver 

the best solutions for our clients. 

Flexible working

We offer flexible working 

arrangements for all staff and 

we welcome applications 

from candidates who wish to 

work flexibly. Flexible working 

helps ensure that we support 

employees with balancing their 

external commitments, and with 

working in the way they find 

most effective. There are no 

restrictions on the reasons for 

requesting flexible working.

Mentoring

We run various mentoring 

programmes to help people at 

Man Group achieve their potential. 

Our female mentoring programme 

actively identifies high-potential 

women within the firm, pairing 

them with mentors from Man 

Group’s Executive Committee 

to support their professional 

development, share expertise and 

act as a senior sounding-board. 

We also run tailored mentoring for 

apprentices and those undertaking 

returnships at the firm following a 

career break, as well as for under-

represented groups including the 

LGBTQ community, those with 

disabilities and ethnic minorities.

Carer support

We have a policy in place to 

support our employees with their 

family commitments, including 

caring responsibilities such as 

parental leave and child care.

Diversity & inclusion events

Through Drive, we run a global 

programme of diversity and 

inclusion events. These include 

regular ‘lunch and learn’ sessions, 

hosting external speakers on 

relevant diversity themes, such as 

LGBTQ equality, and celebrations 

of diversity, including our 

International Women’s Day events.

The Man Charitable Trust 

The Man Charitable Trust creates 

opportunities for positive change 

by giving grants to charitable 

organisations that promote literacy 

and numeracy. The Trust also 

provides opportunities for Man 

Group’s employees to invest their 

time and expertise in charitable 

activities and support the causes 

that are important to them. 

parental leave and child care.

OUR INITIATIVES – WHAT WE ARE DOING ABOUT IT

We focus on external and internal initiatives, partnerships and programmes that help us to attract 

and develop talent from more diverse backgrounds and to encourage diversity and inclusion.

BBC Statutory Gender Pay Report 2018
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Gender bonus gap at the BBC  

Pay gaps on other diversity measures 
Diversity within our workforce is just as 
important as gender equality at the BBC. 
The more diverse our workforce is, the 
better we are at responding to and 
reflecting our audiences in all their 
diversity. 

Although not required by legislation, we 
continue to monitor if there is a pay gap for 
our Black, Asian, and minority ethnic (BAME), 

and disabled employees. We believe it is 
important to be open about this issue and so 

we are disclosing these figures voluntarily, as 

we did in 2017. 
We have monitored the gender pay gap for 
our part-time workers, who are predominantly 

women, compared to our full time workforce, 

and have halved the median gap from 3.4% to 

1.7% over the year.

2018

2017

Median pay gap % Mean pay gap % Median pay gap % Mean pay gap %

BAME  
pay gap -1.1% 4.0% 0.4% 5.7%

Disability  pay gap 4.0% 4.9% 3.3% 5.2%
Part-time vs  Full-time pay gap 1.7% 4.5% 3.4% 4.9%

The BBC ended licence fee-funded 
discretionary bonuses for senior 
management and executives in 2009. Our bonus figures include our voucher-based 

recognition scheme and long-service awards.
The voucher-based recognition scheme 
allows graded staff to be rewarded for 
exceptional performance. 

During the year 1,753 staff received  
vouchers, with the median for both men  
and women being £215. 111 staff received 
long service awards and the average  
payment was £4,351.

The mean bonus gap has fallen this year. 
This is partially due to BBC Studios not being 

included and the incorporation of long-
service awards in the calculations.

Median pay gap %
Mean pay gap %

Gender  
bonus gap

0% 2.5%
Men %

Women %

Proportion  receiving a bonus

10.4% 10.8%

We expect our bonus gap to vary year on year, 

depending on the recipients, but we continue 

to monitor it to ensure that both men and 
women are rewarded fairly.Although the BBC does not regard the 

voucher scheme or long service awards as 
bonus payments, both cash and voucher 
payments have been used to calculate the 
gender bonus gap for this report, in line with 

government guidance. 

Key points:
• Address broader diversity and inclusion.
• Explain how the company’s culture and 

strategy supports fair pay and diversity.
• Begin thinking about wider diversity  

initiatives beyond gender.
• Consider reporting pay gaps for other  

demographics.

 BBC Statutory Gender Pay Report 2018
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6 Communicate

Owning the narrative of your 
gender pay gap report goes 
beyond producing the figures 
and supporting text. Reporting 
your figures can be a time-
consuming exercise and involve a 
lot of resource, but if you end the 
process there the effort will not 
be as effective as it could be.

Design is a fundamental component in any report, 
helping to make it clear and engaging. We found a 
huge range in the standard of design, from simple 
and plain Word documents, to fully designed and 
illustrated reports. 

Infographics can help readers understand complex 
figures and calculations, while investing time and 
work into the overall appearance shows 
stakeholders that this is an area the company takes 
seriously and treats with respect.

The format is worth considering. 83% of the reports 
we analysed were the expected PDFs, with 12% 
producing web pages, and 5% producing both.  

Both formats have advantages and disadvantages, and 
it's worth thinking about what you want your report to 
achieve and choosing the format(s) that work best for 
your purposes.

Making the report easy to locate is an important point. 
From our research we classed 23% as ‘difficult’ to find 
on the website. Some reports did not come up in the 
search function, were not hosted under an obvious tab 
such as ‘careers’, ‘people’ or ‘diversity’, or were buried 
many levels deep. While most reports (a few links we 
tried had broken) are easily locatable from the 
government’s bespoke gender pay gap website, this 
route isn't obvious to everyone.

Beyond the report, it's worth considering if supporting 
materials, such as a short video or animation, would be 
helpful. 18% of our sample group included additional 
content alongside the report on their website. 

This extra content can be particularly useful for an 
employee engagement programme. The gender pay 
gap is something which many people feel strongly 
about. Simply publishing the figures, particularly in 
cases of a large pay gap, could disenfranchise workers 
and damage the employee/employer relationship. 

Only 8% of our sample group even mentioned 
engaging with their employees in the report. It is worth 
considering a programme of presentations and internal 
communications to make sure the company’s gender 
pay gap narrative is clearly presented, and the story is 
not misconstrued from second-hand half-truths in the 
office kitchen. 

Key points:
• Invest time and thought into the design.
• Consider which format would be most 

effective for the report.
• Clearly place it on the website.
• Think about producing supporting media.
• Create a workforce engagement plan.

Tell your story
Attention on inequality and 
barriers to progression in  
the workplace, alongside 
promoting the value of diversity, 
is only going to increase. Gender 
pay gap reporting is more than a  
flash-in-the-pan social concern. 
Taking a pure compliance 
approach risks leaving the 
narrative around the figures for 
others to tell, with potentially 
negative reputational 
consequences. Good reporting – 
in all areas – goes beyond 
compliance. It's an opportunity to 
actively engage with stakeholders 
on an important issue and tell 
your corporate story.
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WHY IT’S  
IMPORTANT TO US 

OUR GENDER  
PAY GAP UNDERSTANDING 

 THE GAP WHAT WE ARE DOING  
ON DIVERSITY AND INCLUSION   

DISCLOSURES 
 Understanding the gap

Weʼve more men than women working at all levels of the company, which impacts our pay gap. The balance is getting better. But we want to do more.
Changing proportion of women working at  BT over the past 10 years

25%
2017

21.8%
2007

Second, women are underrepresented in technical and engineering jobs – especially in Openreach. It’s a national problem, but we’ve all got our part to play. And we’ll keep working to attract more women into engineering. 

There are two main factors, that we are working hard to address.

First, we’ve a lower proportion of women at  more senior levels. But we have bold ambitions  for the future. 

Proportion of women in senior management

40%
2020 target

29%
2017

Bonus gap
Our bonus gap is bigger than our pay gap. That’s partly because the bonus gap takes into account all bonuses, regardless of whether they are  earned by a part time or full time employee  (as per regulations).

More of our women work part time – in fact part time work is one of our key inclusion programmes. So, if we adjust the bonus data to reflect part time hours, the median gap would be significantly smaller.

Median MeanBonus gap 11.2% 29.2%

Bonus gap –  
adjusted for part  
time hours

3.5% 26.1%

Women in UK senior  

management  
2017

28%Improving our gender balance  

is a strategic imperative.  

It starts with our hiring  

policies through to our  

leadership development  

and succession planning.

Reckitt Benckiser Group plc (RB)
Gender Pay Report 2017
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Towards greater  

gender balance
Our leadership pipeline is solid and our focus 

is on increasing our retention rate for women  

at middle and senior management levels. 

A growing number of  

female leaders in the UK

Our business in the UK is improving  

in terms of gender balance, but it is 

still some way from our goal of doubling 

the numbers of women in senior 

management. 

At RB we take gender and diversity  

very seriously. We are working hard  

on improving both metrics. A diverse 

workforce goes to the heart of our  

passion to outperform. 

DARE to be different

In 2015, we introduced our DARE initiative  

to Develop, Attract, Retain and Engage  

talented women.

DARE positively supports work-life balance,  

dual careers and international mobility. We  

provide a generous maternity policy and female 

colleagues benefit from access to mentoring and 

tailored leadership development programmes.

Male colleagues champion gender equality  

at RB. Leading by example, last year our  

CEO Rakesh Kapoor was ranked in the Top 10 

Champions of Women in Business by the  

Financial Times and HERoes.

Support programmes

VSWomen in UK senior  

management  
2012

24%Number of women  

graduates who join  

RB in the UK

55%

Number of women  

in the UK in middle 

management 2017

45%
3

1
2

Lean-in  
circlesAgile  

working  
policy

LiveyouRBest 

wellbeing 

programme 200+ DARE 

ambassadors

Maternity  

webinars
Stay in  

touch policy

Mentoring  
network

 
Unconscious  

bias training

Leadership 

development 

programme 

For more on gender and diversity, see 

our Sustainability Report page 19

For more on DARE, see our 

Sustainability Report page 19
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Contributors:  
 
www.paygaps.com

www.equalityhumanrights.com

Emperor can help
If you want to talk about how to develop 
your gender pay gap report and enhance 
stakeholder engagement, get in touch. 

Henry Ker 
Stakeholder Communications Lead
henry.ker@emperor.works

Jo Wade 
Senior Reporting Consultant 
jo.wade@emperor.works

Nicola Riley 
Junior Analyst
nicola.riley@emperor.works
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