
D I V E R S I T Y  C H A R T E R



Advertising has the power to change how people think 
and feel, and our industry prides itself on its ability to drive
behavioural change. We are therefore uniquely well placed 
to address the inequalities we see every day in our society,
particularly the underrepresentation, misrepresentation 
and unconscious bias towards minority groups of 
all kinds that prevent them from ful� lling their potential.

At MullenLowe Group UK, we believe our best work is created 
when we bring people together. Diversity of thought is 
embedded in our culture, and we have a responsibility to 
ensure that the work we create, in� uencing people across 
the world, is re� ective of that culture.

In recent years, a variety of cross-sector initiatives have aimed 
to improve diversity - from the Government’s mandatory 
Gender Pay Gap reporting, to the ASA’s enforcement on 
representation of stereotypes in advertising - but we know 
there is a long way to go in both the makeup of agencies 
and the work itself.

In 2020, it is time to stop talking and start leading the change 
we want to see. This charter outlines MullenLowe Group UK’s 
commitment to diversity across three pillars: our people, 
our work, and our clients and partners.

De� ning diversity

It’s important to align on what we mean by diversity, so we can 
develop a shared commitment with a shared vernacular.

Diversity is wide -ranging and includes many aspects of 
di� erence between people. It can include age, disability, 
ethnicity, gender, sexuality, physical shape and size, and other 
non-visual factors like socioeconomic status and neurodiversity.

I N T R O D U C T I O N

O U R  M I S S I O N :

To consistently champion
diversity in our workplace and 
the work we create by 
implementing a tangible process 
of shared responsibility



O U R  P E O P L E
P A R T  1 . PA R T  2 .

We believe that the � rst place to instigate change is 
with ourselves. We will strive to create a diverse, 
equal and inclusive workplace, focusing on two key areas:

Recruitment and retention. Our objective is to provide 
transparent targets around employee diversity. 
This primarily focuses on how we hire new sta�  and retain 
existing sta� , reviewing processes around recruitment, 
promotion and pay, and setting measurable goals which 
we will use to track progress on an annual basis. 
In September 2020, we set benchmarks through 
implementation of a Diversity, Inclusion & Belonging 
Survey and seek an overall 5% YoY improvement in 
diversity of workforce.

Allyship and training. Our objective is to ensure our entire 
agency workforce have the tools they need to be active, vocal, 
and supported allies. This manifests itself through providing 
all sta�  access to educational lunch-and-learn sessions, 
allyship induction training for new starters, and compulsory 
allyship and inclusive hiring training for those in leadership, 
managerial and hiring roles. We will be tracking the impact of 
this training with biannual feedback surveys designed to 
measure: the understanding and importance of active allyship, 
and the percentage of employees who feel comfortable 
bringing their whole selves to work. In September 2020, 
we set benchmarks through implementation of a Diversity,
Inclusion & Belonging Survey and seek an overall 5% YoY 
improvement in above measures. Additionally, our target is 
for 100% of the leadership,managerial and hiring teams to 
complete both allyship and inclusive hiring training by Q1 2021.

Our work is our most in� uential lever for creating change in the 
wider world. So, it is important that we take very seriously 
the subliminal messages we send to millions of people every day, 
and that our commitments as an agency are demonstrated in 
who is behind, and in front of, the camera.

Briefs and casting. Our objective is to ensure that from the start 
of a project, our work is progressive in its representation of people. 
This means measuring who appears in our work and how they are 
represented, moving beyond tokenistic percentages to de� ne speci� c 
areas in which to drive tangible progress with each of our clients.

Reviews and approvals. Our objective is to ensure that diversity 
remains a priority throughout our creative process. This will 
manifest itself in the introduction of speci� c review teams, and a system 
to identify, review and escalate any challenges or blockers to 
the process. Our target is to introduce our internal brie� ng and 
review processes, by Q2 2021.
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Annual audits. As part of our shared responsibilities with clients, we will be 
introducing an auditing process with the aim to review our work on a biannual 
basis. We will be o� ering our clients the opportunity to take part in our audit,
 as a shared commitment to reviewing our output and identifying where we
have progressed, and where we need to further improve.

Shared responsibility. Our objective is to make sure that the work we do for our 
clients is both created in, and representative of, our commitment to diversity. 
That’s why we will be sharing our goals and processes with clients and partners 
and encouraging them to work with us to meet our targets.

We aim to: share our charter with every senior client, by October 2020; 
conduct a review of the past 12-18 months of work for every brand and set 
benchmarks; agree areas of focus with each client and set measurable 
goals for improvement, by Q1 2021.

C L I E N T S  &  P A R T N E R S

H O L D I N G  O U R S E L V E S  A C C O U N T A B L E

As an agency, all of our work is created for and in
collaboration with our clients and external partners. 
As such, we believe it’s important to ensure a 
shared responsibility and commitment to progress.

P A R T  3 .

We know that conversations around diversity can be just that - conversations - with no trackable 
actions or noticeable improvements. We also know that diversity benchmarks for the advertising 
industry are extremely low, and do not represent a progressive or diverse workplace.
That’s why we have assigned speci� c targets to each section of this charter, above the benchmarks 
of our industry, and will continue to evaluate and share our ongoing results. We believe that 
transparency and accountability are key to making progress, as an agency and as people. 
We aim to lead the change we want to see.


