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Openness, inclusion, diversity and equality are defined by our commitment to expand 
opportunities for all employees, without regard to race, colour, religion, gender, age,  
national origin, sexual orientation, sexual identity, disability or any other characteristic.

The key to creating a culture  
of equality and growth

At PHD, we believe that thinking differently 
creates ideas that can make a difference. 
It’s why we’ve launched UNLOCKING 
CREATIVITY, a campaign that calls on PHD 
leaders across the network to help initiate a 
more diverse, open and inclusive workspace. 
We want to encourage and promote 
diversity in everything we do, from training 
programmes to new recruitment policies 
and beyond. But if we’re going to achieve 
this, we need everyone at PHD to be with 
us. 

We want to assess where we stand on 
gender, ethnicity, disability, mental health, 
age, economic status and LGBT+, and to 
make changes to promote a more open, 
safer and creative workspace for all. 

UNLOCKING 
CREATIVITY: 
OPENNESS & 
INCLUSION
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The best agency teams 
have diversity in thinking. 

At PHD, we believe that in order 
to provide our clients with the 
very best thinking, diversity, 

workplace inclusion and equality must be 
at the heart of the corporate agenda. 

A more inclusive and equal work environment 
has a significant impact on business. 

According to McKinsey’s follow-up to its 
2015 Why Diversity Matters report, published 
in January 2018, gender equality at the 
executive level is now attributed with a 21% 
improvement to a company’s bottom line 
(compared with 15% in 2015). Moreover, 
the most ethnically diverse companies 
outperform their peers by a solid 33%.

HP, for example, has grown its emotional 
brand attachment score by 33%, brand 
preference rating by 26% and seen a 
33% rise in revenue per impression, 
thanks to improved gender equality 
throughout its creative pipeline. 

Ann Mukherjee, SC Johnson’s Global Chief 
Marketing Officer, recently told our agency 
conference that her company will no longer 
tolerate work that doesn’t understand the 
culture that exists around the world or 
the diverse range of people it sells to. 

“DIVERSITY IS THE  
ENGINE OF INVENTION.  

IT GENERATES CREATIVITY 
THAT ENRICHES THE 

WORLD” 
JUSTIN TRUDEAU,

PRIME MINISTER OF CANADA

So how do we, as a global agency, 
continue to unlock creativity through 
diversity and inclusion in thinking and 
match our clients’ expectations around 
workplace inclusion and equality?

For a start, we’re committed to expanding 
opportunities for all employees, without regard 
to race, colour, religion, gender, age, national 
origin, sexual orientation, sexual identity, 
disability or any other characteristic. We will 
not stand for any employee being made to 
feel excluded or alienated due to any personal 
characteristic, and we will not tolerate 
bullying or harassment in the workplace.

We’re also mindful of how Neurodiversity 
is not only an important part of nurturing 

an inclusive culture, but that it’s also key 
to unlocking new patterns of thinking 
and seeing things in more visionary ways, 
challenging and pushing creativity further.

As part of our continuous quest to “find a 
better way”, we’ve collaborated with The 
School of Life, a global organisation dedicated 
to the education and exploration of emotional 
intelligence, in order to explore what it means 
to be creative and how you can spot, nurture 
and foster creativity in the workplace.

We’re also part of a Diversity and Inclusion 
(D&I) audit taking place across the whole 
of Omnicom Media Group UK. The audit is 
actively encouraging leaders to show the 
way on developing deeper understanding 
and empathy across the diversity 
spectrum by starting the conversation.  

As Omnicom Media Group’s UK CMO,  
Sam Phillips says on page 12, it’s a  
conversation that needs to happen and  
it’s one we intend to dial-up the volume on.  
We are proud, therefore, to introduce 
Unlocking Creativity | The Openness 
& Inclusion Agenda – an initiative that 
we are asking all PHD leaders across the 

INTRODUCTION: 
ACCEPTANCE  
WITHOUT EXCEPTION

33%
A SOLID
THE MOST ETHNICALLY INCLUSIVE 
COMPANIES OUTPERFORM THEIR PEERS BY

network to join and commit to rolling out in 
their offices. This will be the banner under 
which we develop programs to ensure 
diversity and equality in the workplace.

PHD’s values are openness, collaboration, 
curiosity, courage and creativity. Therefore 
it is fitting for us to talk about Openness 
and Inclusion as we look to launch a 
spectrum of activities, from this manifesto 
of inspirational stories, to training initiatives 
such as unconscious bias training and mental 
health training; through to recruiting via the 
use of blind CVs in order to ensure we are 
attracting and retaining the most diverse, 
creative, innovative and strategic people in the 
industry, regardless of gender, race or age.

We’re also carrying out our own global audit, 
to provide a clearer picture of where PHD 
Worldwide sits today. We’ll assess our teams 
according to gender, ethnicity, disability, 
mental health, age, social economic status 
and LGBT+ whilst looking at the role of senior 
leaders and how they communicate openness 
and inclusion both internally and to the 
media. Our aim is to set benchmarks, which 
can be improved upon by 2020. To achieve 
this, we’ll need your help and co-operation.  

In the meantime we hope you’ll use and 
share this debut booklet to help grow a 
better understanding of the language, 
themes and inspirational thinking 
around openness and inclusion. 

As American civil rights activist, Jesse Jackson 
said, “Inclusion is not a matter of political 
correctness. It is the key to growth.”

We look forward to growing together as 
a network and with our client partners.  

MIKE COOPER,

CEO, PHD WORLDWIDE
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During the 2018 Cannes Lions advertising 
festival, two major brands threw additional 
weight behind the quest for gender equality. 
HP’s Chief Marketing and Communications 
Officer, Antonio Lucio and Proctor & 
Gamble’s (P&G) Chief Marketing Officer, Marc 
Pritchard outline their support, aims and 
ambitions for the Free The Bid initiative.

HP, a major backer of the Free The Bid 
campaign for gender equality in the creative 
pipeline, has now been joined by P&G the 
world’s biggest advertiser. Both brands will add 
significant influence and fiscal support to help 
expand the 2016 initiative. 

P&G’s Chief Marketing Officer, Marc 
Pritchard joined HP’s Chief Marketing and 
Communications Officer, Antonio Lucio and 
Free The Bid’s Executive Director, Emma 
Reeves at the Girls’ Lounge on the roof 
terrace of the Martinez Hotel, to set out the 
campaign’s aims for the next few years. 

The Girls’ Lounge, run by the Female Quotient, 
is a destination at conferences, companies and 
college campuses, where women connect, 
collaborate and activate change together. 
It has become the largest community of 
corporate women and female entrepreneurs 
transforming workplace culture. 

“I USED TO BE 
EMBARRASSED 

TO ADMIT THAT I 
DIDN’T KNOW ANY 

FEMALE DIRECTORS. 
TODAY, THANKS TO 

THE FREE THE BID 
DATABASE, 59% OF 

OUR CAMPAIGNS 
ARE DIRECTED BY 

TALENTED WOMEN.”
ANTONIO LUCIO

CHIEF MARKETING AND  
COMMUNICATIONS OFFICER, HP

BRANDS 
BIDDING 
FOR GENDER 
EQUALITY

Getty Images @ Cannes Lions 2018
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“We have an aspiration,” Pritchard declared to 
the predominantly female audience. “100% 
of all advertising and media is gender equal, 
accurately portraying both women and girls as 
gender equals. Some might say, 100%, are you 
serious?’ I say, ‘Why would it be any less?’”

According to the US Association of National 
Advertisers’ (ANA) #SeeHer study, which 
launched in 2016 and analysed 40,000 
campaigns, women and girls are inaccurately 
or negatively portrayed in 29% of adverts 
globally. A major contributor to this is the 
under-representation of women in key creative 
roles. 

of opportunities for women directors in 
advertising, Free The Bid advocates a pledge 
that for every triple-bid commercial project 
there should be at least one woman bidding 
for the work. Free The Bid’s Executive Director 
Reeves said: “85% of all consumer decisions 
are made by women, so we need to help 
brands speak to them better. Our database 
currently has hundreds of female directors 
of all levels of experience, so there’s now no 
excuse not to consider a woman director for 
the role. 

“Nobody is saying hire a woman because 
she’s a woman – not even women want that. 
She just wants to be able to compete on a 
level playing field. She’s been kept out of the 
creative process for too long and we need to 
see her up on stage at Cannes Lions winning 
more awards.”

HP’s Lucio was an early supporter of Free The 
Bid. He said: “Over the past 18 months, we’ve 
grown our senior leadership team from 20% 
to 50% women. On the agency side, we went 
from zero women in senior creative roles to 
52% globally. When I first spoke with Alma, I 
was embarrassed to admit that I didn’t know 
any female directors. Today, thanks to the Free 
The Bid database, 59% of our campaigns are 
directed by talented women.

“This is not about doing good for the sake of 
it. It’s about business results. We’ve grown our 
emotional brand attachment score by 33%, 
brand preference rating by 26% and seen a 
33% rise in revenue per impression,” Lucio 
concluded.

Pritchard’s involvement with Free The Bid is 
part of a series of new actions, commitments 
and partnerships to increase diversity 
throughout the creative supply chain for P&G.

Recognising the importance of full industry 

participation, P&G is also working with ANA’s 
#SeeHer movement, and other industry 
initiatives, including the Unilever and UN 
Women-backed Unstereotype Alliance. 

During Cannes Lions 2018, P&G also 
announced partnerships with Katie Couric 
Media and The Queen Collective – the 
production company run by Golden Globe 
and Emmy award-winner Queen Latifah – 
to drive equal representation and positive 
portrayals of women in media.

“Gender equality is good for society and 
business,” Pritchard said. “Some of P&G’s best 
performing brands have the most gender-
equal campaigns – Always Like a Girl, SKII 
Change Destiny, Olay Live Fearlessly…as well 
as Tide, Ariel, Dawn and Swiffer, which show 
men sharing the load in household chores. 
It’s clear that promoting gender equality is not 
only a force for good, it’s a force for growth.”

Furthermore, during Cannes Lions week, 
UN Women Executive Director, Phumzile 
Mlambo-Ngcuka wrote an open letter to the 
global advertising industry, which read: “We 
want advertisers to not only portray the world 
as it is, which may perpetuate harmful cultural 
and social norms, but to show the world that 
we aspire to.”

UN Women also saluted its expanding lineup 
of partners to sign up to the Unstereotype 
Alliance: “We salute those companies who 
have already joined this bold initiative: Alibaba, 
ANA, ATT, Cannes Lions, Diageo, Facebook, 
Geena Davis Institute, Google, IPA, IPG, 
Johnson & Johnson, Mars, Mattel, Microsoft, 
P&G, The Female Quotient, Twitter, Unilever, 
WFA and WPP. And we warmly welcome our 
new members Adobe, Spotify, Omnicom 
Media Group, Publicis Groupe, Vodafone, 
European Association of Communication 
Agencies, Boston Consulting Group, UNICEF, 
Free the Bid and Jess Weiner.”

Only 33% of Chief Creative Officers, 32% of 
CMOs, 10% of Commercial Directors and 8% 
of Music Producers are women. These issues 
persist despite ANA evidence that gender-
equal ads perform 10% higher in trust and 26% 
higher in sales growth.

In order to achieve 50:50 parity in the creative 
pipeline, HP and P&G will fund the expansion 
of the Free The Bid campaign, so that it can 
employ more staff, upgrade its databases and 
grow its representation from nine markets to 
25 markets worldwide. 

Founded by Alma Har’el in 2016, in response 
to her personal experience of the lack 

ERIC MIRABEL,

REGIONAL EXECUTIVE DIRECTOR OF MARKETING

OMNICOM MEDIA GROUP, MENA

PHD’s 65% of females in leadership far 
exceeds OMG’s 20% in the UAE. The goal for 
the holding company is to achieve parity by 
2020.

The Omniwomen committee’s goal is to make 
diversity and inclusion part of the fabric of our 
corporate culture. This can take many forms, 
starting with supporting mothers (we doubled 
the legal length of maternity leave in the UAE 
from 45 to 90 days in 2016 for employees) and 
offer support in terms of flexible hours. More 
can and will be done and the Omniwomen 
chapter is a great catalyst for change.”

To underscore this commitment, we 
created Omniwomen, a global flagship 
initiative for all our networks and 
companies. 

A UAE chapter launched in March 2017. 
While females represent 45% of OMG’s 
workforce in the UAE (PHD has a higher 
proportion at 59%), there is room to 
grow in the leadership team. 

“OMNICOM IS COMMITTED 
TO CHAMPIONING 
BOTH THE NUMBER AND 
INFLUENCE OF WOMEN IN 
LEADERSHIP ACROSS ITS 
BUSINESSES. 

VIEWPOINTS
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Sam Phillips is chief marketing 
officer of Omnicom Media Group 
UK, chair of OPEN (Omnicom 
People Engagement Network) UK, 
and the Government’s Advertising 

Sector Champion for Disability. In autumn 
of 2018, Sam plans to reveal the findings of 
an Omnicom Media Group UK-wide audit of 
Diversity and Inclusion (D&I), carried out to 
discover how reflective the group is of ‘real 
Britain’. Here, she discusses some key D&I 
themes and what the audit aims to achieve. 

In 2016, Campaign’s A-List asked me, “What’s 
the one thing our industry should be asking 
itself but isn’t?” My immediate response was: 
“Where are all the disabled people?”

According to the charity Scope, 13.9 million 
people living in Britain have a limiting long-term 
illness, impairment or disability – that’s over 21% 
of the population. 

This segment of our society is two and a half 
times more likely to be unemployed, not 
because they can’t or won’t work, but because 
they’re being marginalised by both employers 
and the 67% of British people who feel 
uncomfortable with disability. 

Scope says that just a 10% point rise in the 
employment rate amongst disabled adults 
would contribute an extra £12 billion to the 
Exchequer by 2030. The spending power of 

“THE IDEA THAT 
THERE IS ONE 
‘NORMAL’ OR 

‘HEALTHY’ TYPE OF 
BRAIN OR MIND, 

OR ONE ‘CORRECT’ 
STYLE OF 

NEUROCOGNITIVE 
FUNCTIONING, IS 

NO MORE VALID 
THAN THE IDEA 
THAT THERE IS 

ONE ‘NORMAL’ OR 
‘RIGHT’ GENDER, 

RACE OR CULTURE.” 
JOHN ELDER ROBISON, COLLEGE OF 

WILLIAM & MARY,

CO-CHAIR NEURODIVERSITY  
WORKING GROUP

A REFLECTION  
OF REAL 
BRITAIN?
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But what about ethnicity, class, LGBT+ and 
all other segments of society who consider 
themselves different from the norm?

When my son Max was born with the 
chromosomal disorder Down’s syndrome, the 
neonatal nurse said: “Different doesn’t have to 
mean worse, you know.”

of State for Disabled People, Health and Work, 
Sarah Newton spoke at Media 360 in Brighton; 
and Caroline Casey, the visually impaired social 
entrepreneur, campaigning to put disability 
firmly on the global business agenda, appeared 
as the opening keynote speaker at Festival of 
Media Global 2018 in Rome. 

The volume on disability has most certainly 
been dialled up. But what about other forms 
of D&I? Gender equality is grabbing many 
of the headlines currently, thanks to societal 
movements such as #MeToo and #TimesUp. 
And major advertiser brands such as P&G, 
Unilever and HP are driving the conversation 
forward through their involvement in 
campaigns such as Free The Bid, #SeeHer and 
the UN Women-backed Unstereotype Alliance. 

on behalf of the Government, and chairing the 
Omnicom People Engagement Network, which 
works to foster an inclusive and engaging work 
environment for everyone, I’ve been fortunate 
enough to see diversity through many different 
lenses and understand both the challenges 
we face and the business benefits that a more 
inclusive workplace culture brings. 

I’ve learnt, through being invited to present 
at the Council of Europe’s meeting about 
media’s role in driving awareness of people with 
disabilities, that what we’re doing in the UK is 
setting new European standards. But there’s so 
much more to do and we’re only just leaving 
the starting blocks, albeit on the right track. 

I’ve met with everyone from the LGBT+ rights 
charity Stonewall to recruitment agencies who 
represent only people with autism or who are 
wheelchair users, and one message resonates 
time and again. 

If we only ever employ people from the same 
ethnic backgrounds, with the same standards 
of education, and the same sexual preferences, 
we’ll never reap the creative benefits of different 
experiences, alternative cultural understandings 
and points of view, and those disability super 
powers, which only some people possess. 

That’s why I’ve undertaken a D&I audit across 
the whole of Omnicom Media Group UK. Not 
to show our frailties or pockets of excellence 
(although I’m sure both will emerge), but to 
actively encourage leaders to show the way on 
developing deeper understanding and empathy 
across the diversity spectrum by starting the 
conversation. 

It’s a conversation that needs to happen, 
however uncomfortable we may feel. And it’s 
a conversation we all need to have – one that 
answers honestly, how reflective are we actually 
of real British life?

families with at least one disabled person is 
estimated by the Government to now be over 
£200 billion a year.

It’s little wonder, therefore, that brands such as 
Maltesers, Lloyds Banking Group, McCain and 
Paddy Power – via Omnicom’s Abbott Mead 
Vickers BBDO, Adam & Eve/DDB and Lucky 
Generals – have been making great strides 
to reflect real people with disabilities in their 
advertising. In February 2017, I was honoured 
to be asked to become the Government’s 
inaugural Advertising Sector Champion for 
Disability. 

Since then, our industry has staged the first 
#DiverseMinds conference, which brought 
together many of the UK’s biggest brands and 
agencies to discuss neurodiversity. The Minister 

While I think it is important to have different 
genders, races, sexualities, ages in senior 
leadership, this should all be achievement 
based. 

At times, we run the risk of placing too much 
emphasis on select groups, and end up 
with other groups now starting to feel left 
out, or like they have fewer opportunities to 
develop themselves. True inclusion of diversity 
means that people are considered for their 
achievements and passion to find a better way, 
regardless of background.”

“FOR ME, A LARGE 
COMPONENT OF OPENNESS 
AND INCLUSION STARTS 
AT BLIND HIRING – 
NOT LOOKING AT AGE, 
GENDER, RACE, ETC; AND 
SELECTING CANDIDATES 
FOR INTERVIEW BASED ON 
MERITOCRACY.

NICHOLAS SHORT,

REGIONAL MARKETING SPECIALIST, PHD APAC

VIEWPOINTS
Some 15 years later, with his life-enhancing 
exuberance and offbeat slant on life, my son 
has changed my perception of what people 
who are ‘different’ from the norm bring to life.
He looks at the world through a different (but 
not worse) lens, approaches conversations 
differently (but not worse) and he adds to life 
(not worsens life). 

My world got bigger, not smaller, when I got 
thrust into the world of disability, to the extent 
that I have been known to jest that every 
family should raise a child with a disability, 
so they too can unfold more of life’s less-
explored but fascinating layers. I firmly believe 
that the same could also be said for all areas 
of diversity. As my professional role has 
expanded from MD of Omnicom Media Group 
Ethnic and CMO of Omnicom Media Group 
UK, into championing disability in advertising 

“IT’S A  
CONVERSATION  
THAT NEEDS TO  

HAPPEN, HOWEVER 
UNCOMFORTABLE  

WE MAY FEEL.”
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DID YOU KNOW?

who head up FTSE 100 companies than 
there are women or ethnic minorities.

DAVID
EIGHT ARE WOMEN

FIVE ETHNIC 
MINORITIES.

NINE FTSE 100 COMPANY CEOS

SEVEN TIMES MORE

FOUR TIMES 
MORE THAN 
WOMEN

 are called 

THERE ARE MORE PEOPLE CALLED DAVID

WOMEN ONLY APPEAR IN

Men speak

and appear on screen

recently found that women across the UK would collectively be paid

£90 BILLION
MORE EVERY YEAR

A PWC STUDY

people don’t feel comfortable enough  
to come out at work and

when they enter the workplace. Having a 
network and support system in place is a 
healthy step towards encouraging change.

STATISTICALLY

OF UNIVERSITY 
GRADUATES  
GO BACK INTO  
THE CLOSET

62% 

41% OF LGBT+

say they are more likely to buy from 
advertisers which take a more inclusive 
approach to their marketing. 

SAY THEY FEEL MORE POSITIVELY about 
brands and products which portray different 
minority groups in their advertising. 

In addition,

and

and

37% OF PEOPLE

35% OF THE 
GENERAL 
POPULATION

49% OF LGBT+

41% OF LGBT+

PRIDE AM found that

TOP 100 MEDIA 
PROFESSIONALS 
ARE PRIVATELY 
EDUCATED

OVER HALF
THE GUARDIAN’S ELITISM IN BRITAIN STUDY 
found that

of the

and

MORE THAN A 
QUARTER  
ARE GRAMMAR 
SCHOOL EDUCATED.

WHEN WOMEN MAKE UP

MEN BELIEVE IT’S ACTUALLY 50:50,

MEN BELIEVE WOMEN ARE IN THE MAJORITY.
33% WOMEN

OF PEOPLE 
IN A CROWD17% 

and when it is made up of

5% OF ADVERTISING BY THEMSELVES.

IF THE 
GENDER PAY 
GAP WERE 
CLOSED.

and

THE OVER 55s ‘GREY’ MARKET

IN THE US70% 

6% 

OF THE 
WEALTH  
IN THE UK80% 

holds around

They go online
they own a smartphone
and they use social media

And yet they  
only appear  
in around

according to 
GlobalWebIndex. 

(67% VS. 14% IN 2000),
(42% VS. 18% IN 2013)

(34% VS. 27% IN 2013)

OF ALL ADVERTISING

according to gender stereotyping  
research by WARC.

9IN10

OMG Rise research discovered that

consumers indicated 
that any societal 
behaviour is 
appropriate for both 
men and women.

and

identify as 

50% 
OF MEN

59% 
OF WOMEN

NOT COMPLETELY 
MASCULINE OR FEMININE,

and there’s

(Source: The Independent)

(Source: Pride Advertising and Marketing)

(Source: Pride Advertising and Marketing)

(Source: The Guardian)
(Source: GlobalWebIndex)

(Source: Marketing Week) 

(Source: OMG Rise)

(Source: WARC)

(Source: The Independent)

and
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The former Chief Brand Officer at Uber 
discusses workplace inclusion, her authenticity 
and her new role at Endeavor.

On the Monday at the 2018 Cannes Lions festival, 
a news story broke which swept up and down 
the Boulevard de la Croisette like a sandstorm: 
Bozoma Saint John was leaving her high-profile 
position as Chief Brand Officer at Uber to 
become Chief Marketing Officer of entertainment 
industry behemoth Endeavor.

The Ghanaian queen of brand marketing had led 
PepsiCo’s foray into music festival activations for 
almost a decade, before joining Beats Music in 
2014, and subsequently becoming the Head of 
Global Consumer Marketing for iTunes and Apple 
Music. 

She had joined Uber in June 2017 amidst a blaze 
of publicity, including a New York Times headline 
that asked, ‘Is This the Woman Who Will Save 
Uber?’ 

Magazines had long been recognising her work 
in superlative lists, including Fast Company’s 100 

LESSONS IN 
WORKPLACE 
INCLUSION 
WITH BOZOMA 
SAINT JOHN, 
ENDEAVOR CMO

“THE LACK 
OF A PLAN 

IS PROBABLY 
THE BIGGEST 

BLESSING 
IN MY LIFE… 

I’M REALLY 
FOLLOWING 

MY SPIRIT.”
BOZOMA SAINT JOHN, 

ENDEAVOR CMO

A WORKPLACE 
CULTURE 
CANNOT BE 
HEALTHY IF IT IS 
NOT INCLUSIVE

191818



Most Creative People, AdWeek’s most exciting 
personalities in advertising and an induction 
into the American Advertising Federation’s 
Advertising Hall of Achievement in 2014.

By the time Saint John appeared on the roof 
terrace of the Martinez Hotel at Cannes to 
talk diversity and inclusion with Facebook’s 
Carolyn Everson, all anyone wanted to know 
was what had happened at Uber to cause her 
to leave. 

“Nothing horrible or terrible happened,” she 
stressed. “There’s no denying it has been a 
challenging year but I don’t regret any of 
it and I would certainly do it all again. I’ve 
gained PhD-level learnings from my time at 
Uber around what it truly means to have an 
inclusive work environment and now, for me, 
Endeavor is an opportunity to influence pop 
culture in a way that positively changes the 
narrative around diversity and inclusion.”

Saint John told Everson that she ‘recoiled’ 
when she first saw the New York Times 
headline. 

She had joined Uber with the company in 
turmoil for having a non-inclusive culture, and 
there she was, being lauded as the person to 
fix it when her marketing remit had been to 

‘make the brand more popular than Apple’.

In her first month in the job, Uber sacked 20 
employees as part of an investigation into 
alleged sexual harassment in its workplace. 
By August, Uber had a new CEO, Dara 
Khosrowshahi, who immediately promised to 
make sweeping changes to the company’s 
culture. And in January 2018, Khosrowshahi 
hired Uber’s first Chief Diversity Officer, Bo 
Young Lee. 

Although these were all important steps on 
the road to a more inclusive corporate culture, 
Saint John never felt comfortable using them as 
marketing collateral. These steps needed to be 
taken because it was the right thing to do – not 
just to make Uber look good.

She said: “People would ask me, how are you 
going to fix our diversity issue? I wasn’t the 
Chief Diversity Officer, I just happen to be a 
black woman, by God’s grace. Over the year, it 
became clearer and clearer to me that there’s 
no single person who can fix something like 
that. A workplace culture cannot be healthy 
if it is not inclusive and it’s everyone’s task, 
particularly white men and white women. It’s 
actually very powerful when the majority speak 
up for the under-represented but unless there’s 
true inclusivity at all levels with all people, it’s 
actually not possible to change a culture. 

“I make this joke all of the time,” she continued. 
“I’m like, when something happens, when some 
issue on race happens, everyone’s like, ‘Oh, I’m 
not racist, I have a black friend.’ But I’m like, 
where the hell are your black friends? Recruit 
your black friends. Seriously, it’s up to you. Tell 
your black friend to come into the company 
wherever the hell y’all at. So, it’s not up to me to 
recruit, y’all have black friends. Y’all do it.”

Saint John went on to talk about how women 
of colour should maintain their authenticity and 

stay true to who they really are – a lesson she 
learned from her mother, who would refuse to 
serve pizza to her American school friends and 
make them eat Ghanaian food instead. 

“Black women rarely show up to work 
as themselves,” Saint John said. “They’re 
always trying to tone down the big afros, 
the expressive hand gestures, the passionate 
speech. How can you excel in work if you’re 
always pretending to be someone different? 
Every appraisal I’ve ever had, I’ve been asked 
to ‘tone it down’. It just makes me want to dial 
it right up.”

It has certainly worked for her. Each of Saint 
John’s last four job roles have been created 
specifically for her and she has embraced 
opportunity wherever it has shown itself. 

“The lack of a plan is probably the biggest 
blessing in my life,” she concluded. “I don’t 
have a career path. I’m really following my 
spirit. I want to live this life as fully as possible 
and not leave anything behind on the table.

“This next chapter is an awesome opportunity 
to define and transform Endeavor media 
entertainment brands, impact storytelling in a 
new type of way and change the narrative of 
what we need to get across.”

However, understanding diversity 
should go beyond this to include 
anything that makes an individual who 
they are. 

“DIVERSITY IS OFTEN 
PRESENTED AS AN 
INDIVIDUAL’S AGE, 
CULTURE, RELIGION, 
POLITICAL BELIEFS, 
GENDER AND EDUCATION. 

TIFFANY FAZON,

CO-ORDINATOR VW, PHD AUSTRALIA 

VIEWPOINTS

This can include experiences, motivations and 
interests. 

With the right environment, diversity can 
benefit an organisation by utilising the unique 
range of talent, experience and ideas each 
individual brings. To achieve this, inclusion 
is a necessity. Diversity and inclusion should 
therefore be intrinsically linked. It is not only 
acknowledging what makes an individual 
different, but respecting these differences 
and creating an environment that is safe, thus 
enabling open forums of discussion.”

“EVERY APPRAISAL I’VE 
EVER HAD, I’VE BEEN 

ASKED TO ‘TONE IT 
DOWN’. IT JUST MAKES 

ME WANT TO DIAL IT 
RIGHT UP.” 
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STORIES OF CHANGE

“The first time I became conscious that I was 
different was watching the Boston Ballet as 
a child and not seeing myself reflected in the 
dancers. 

At school, I was one of five African Americans 
in a class of 60 pupils. In an art class, I 
remember drawing a diversity improvement ad 
for the Boston Ballet to recruit more dancers 
of colour, as part of a ‘What do you want to be 
when you grow up?’ assignment. I failed that 
class, although my art teacher did apologise to 
me many years later.

Today, we’re able to talk about breakthrough 
successes such as Black Panther, but I want 

“REAL PROGRESS IS 
ONLY MADE WHEN 
EVERYONE STANDS 

UP AND SAYS, 
‘I’LL DO MY PART’”

TIFFANY R WARREN

CHIEF DIVERSITY OFFICER, 
OMNICOM MEDIA GROUP  

According to HP’s Chief Marketing and 
Communications Officer, Antonio Lucio, D&I 
advancement requires bold action from many 
different individuals.

On the main stage during during Cannes 
Lions 2018, Lucio emphasised the point by 
introducing three such agents for change 
across different industry sectors. 

to be talking about the many, not the firsts. 
In my industry, we need to move away from 
sameness and give the people on the frontline 
the freedom to form more diverse teams. The 
number of African American men currently 
working in creative advertising, for example, is 
below 2% – that’s awful. 

We need more programmes that help and 
support a wider range of talent. When teams 
are diverse, diverse ideas happen. We know 
that we can’t rely on our leaders. We have 
to rely on each other. We need to approach 
diversity with humility and an open mind. 
When progress happens, it has a humbling 
effect on your spirit.”

Advertising was represented by Omnicom 
Media Group’s Chief Diversity Officer, Tiffany 
R Warren; film by actress Thandie Newton; 
and publishing by British Vogue’s Chief Editor, 
Edward Enninful. 

These are their stories…

Getty Images @ Cannes Lions 2018

Getty Images @ Cannes Lions 2018
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“THE WORLD IS 
MORE BEAUTIFUL IF 

WE HAVE A RANGE 
OF VOICES.”

EDWARD ENNINFUL

CHIEF EDITOR, 
BRITISH VOGUE

“IGNORANCE ISN’T 
A CRIME. WHAT’S 
CRIMINAL IS NOT 

INVESTIGATING 
THE ROOTS OF 

THAT IGNORANCE.”
THANDIE NEWTON

ACTRESS

“Diversity has defined my life. 

My mother was from rural Zimbabwe and my 
father was a blond-haired Cornish boy. They 
fell in love, moved to Cornwall and had me. I 
changed everybody’s lives. People were afraid 
that my father would be judged differently for 
having a little brown daughter, that he’d be 
shamed and wouldn’t find work. My whole life 
has been about raising awareness that a little 
brown girl is nothing to be scared of. 

At 16 years old, a casting director came to 
my dance school in London looking for an 
African girl. I was curious. I’ve always been led 
by curiosity, constantly watching and learning, 
constantly on the outside. What I learned from 
my curiosity was that people’s fear was the 
result of poor education. 

“I grew up in an African household in London 
with all different shapes, sizes and ethnicity. 

When I stepped out into the world, I was 
equipped with the idea that diversity makes 
the world a better place. I learned quickly that 
the world wasn’t equipped the same way. It 
made me fearless, and when I was scouted to 
become a model, I realised my whole life was 
focused on the diversity of perspective. At 18 
years old, I was Editor of ID Magazine before 
moving onto Italian Vogue. There I created 
stories that represented the real world we live 
in. That for me was instinctive. 

I feel grateful for the struggle as I’m now 
in a position to break down those walls of 
ignorance. Every day I feel inspired when I see 
those walls come down. I believe my children 
can live in a world where difference is no 
longer seen as threatening, and that allows me 
to wake with optimism each and every day. 

In my industry, I’ve seen three decades of 
change. It’s gone from only myself, Halle Berry 
and Naomi Campbell competing for the same 
roles, to an overwhelming demand for more 
actors of colour and box office success stories 
such as Black Panther. It’s so important that I 
walk onto a set and see others like me behind 
the scenes. If I don’t see equal representation, I 
use my authority as a lead actress to make that 
change. We all need to apply pressure. The 
results are astounding.”

At American Vogue and then W Magazine, 
I was able to celebrate the diversity of 
perspective. So when my first issue of British 
Vogue featured as its cover star, the mixed-
race British model and feminist activist Adwoa 
Aboah, it just felt natural. Seeing diverse 
models on the cover of Vogue was new, but 
that’s how I see the world around me every 
day.

British Vogue is now full of diversity, but that’s 
only the beginning. Employing a diverse range 
of talent is the real key to more inclusive 
creativity. We’ve opened up working at Vogue 
to schools in the inner city. In the future, I want 
to see the marginalised normalised across 
society.” 

Getty Images @ Cannes Lions 2018

Getty Images @ Cannes Lions 2018
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Caroline Casey’s opening keynote at Festival 
of Media Global 2018 was one of several 
positive signs that the volume on disability 
inclusion is being dialled up and discussed. 
Casey revealed her mission to ignite, amplify 
and mobilise inclusive business leadership to 
global delegates in Rome.

Caroline Casey didn’t know she had been born 
legally blind until she was 17 years old. 

She’d gone through her childhood and teenage 
years assuming that everyone was limited to 
around three feet of vision. She only found out 
the truth on her 17th birthday, after telling an 
optometrist that she was going to learn how to 
drive. 

The Irish social entrepreneur is now the founder 
of business inclusion company Binc and actively 
campaigns to put disability firmly on the global 
business agenda. 

Her story, told to FOMG delegates in Rome 
on 14th May 2018, is one of defiance. As an 
adult, she kept her disability hidden for 11 
years, jumping from careers in archaeology 
and the food industry, to roles as a masseuse 
and a landscape gardener. She went to 
business school and worked as a management 
consultant with Accenture, but eventually her 
eyesight declined to such a degree that, at the 
age of 28, she had to admit she needed help.

“I finally came out of the closet,” Casey 
declared. “I had to accept that I am me. It 
doesn’t matter how hard I work, these eyes 
aren’t going to get better.”

“THE 
UNCOMFORTABLE 

TRUTH ABOUT 
DISABILITY IS IT’S 

UNCOMFORTABLE.”
CAROLINE CASEY, 

FOUNDER OF BINC,  
BUSINESS INCLUSION COMPANY

THE VISION 
TO SUCCEED
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Casey has now launched a global business 
campaign on disability, entitled #Valuable. 

“There’s one billion people living with a 
disability today and we’re worth US $8 trillion 
dollars to the global economy (according to 
the US-based Return on Disability Group). If 
we get disability right, we’ll get workplace 
inclusion right, so we need to change the 
narrative and start humanising disability for 
business,” she told delegates. 

In order to promote her message, Casey 
has trekked through India on an elephant, 
embarked on a 1,000km horse ride through 
Colombia, and taken part in Around the 
World in 80 Ways with double amputee Mike 
McKenzie and blind adventurer Miles Hilton-
Barber in 2002. 

After telling her story on stage in Rome, Casey 
was interviewed by Sam Phillips, Omnicom 
Media Group UK’s CMO and Chair of OPEN 
(Omnicom People Engagement Network) to 
discuss the future. 

Casey told Phillips that she is asking 500 
businesses to put disability on their boardroom 
agendas at least once before next year’s 
World Economic Forum in Davos. She’s also 
looking for “the Sheryl Sandberg, or Bono, or 
Al Gore of disability” – someone outside the 
community who will champion the cause. 

“We can find people to stand for water. And 
we can find people to stand for gender. And 
we can find people to stand for race. Why not 
us?” Casey asked. “By 2020, 20% of people in 
Europe will have developed a disability. Only 
4% of the one billion need a wheelchair. The 
rest are living with mental, physical or learning 
disabilities. This impacts brand culture, talent 
acquisition, customer retention and access 
to new business. Wouldn’t it be great if we 
could adopt a universally inclusive culture by 

companies placing disability squarely on their 
boardroom agendas?”

In the UK, the Disabled Living Foundation 
estimates that the employment rate among 
working age disabled people is 46.5% (4.1 
million), compared with 84% of non-disabled 
people. 

When asked by Phillips why she thought 
progress around workplace inclusion and 
getting disabled people into jobs has been 
slow in an era of initiatives to improve 
gender diversity and stamp out sexual 
harassment in the workplace, Casey said: 
“The uncomfortable truth about disability is 
it’s uncomfortable. Most of us are worried 
we’ll handle it wrong, say the wrong thing, do 
the wrong thing. 

“I still think there’s a lot of sympathy and a 
lot of charity,” she continued. “That’s not 
very empowering, although we do need the 
services charities provide. The other part of 
it – and it’s such a horrible thing to say – is 
the idea that the disability market is not seen 
as valuable. I think businesses don’t see they 
can do business with disability and that’s 
something I’m determined to change.”

OF PEOPLE IN EUROPE 
WILL HAVE DEVELOPED 
A DISABILITY.

BY 2020,

20%
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Mr President’s Laura Jordan 
Bambach is a Co-founder of 
SheSays, the global organisation 
that educates, promotes and 
inspires women to take up digital 

creative careers. She’s also helped establish The 
VOWWS, a fringe film festival during Cannes 
Lions that showcases the best new work of 
female directors and creative directors.

Tell us about SheSays.

It was started 12 years ago in London before 
expanding to the US There are now chapters 
in over 20 countries for between 45,000 and 
60,000 women, all run by volunteers. It’s a way 
for women working within the digital creative 
industries to come together and share best 
practice, build a network, receive mentoring 
and training, and ultimately build confidence.

What does SheSays offer that workplace 
environments currently lack?

For a start, women don’t seem to receive 
the same training budgets as their male 
counterparts in the digital creative workplace, 
so we decided to make our training and 
mentoring free to attend. 

DISCUSSING OPENNESS  
AND INCLUSION WITH…  
LAURA JORDAN BAMBACH,  
MR PRESIDENT,  
CHIEF CREATIVE OFFICER

We always felt that women were only ever 
invited to speak about gender issues, rather 
than actually show what they can do. So we 
decided to stop having worthy conversations 
and focus instead on a platform that would 
showcase some truly awesome work.

Mr President also has a creative ethos 
designed to leave a lasting impact and 
legacy.

Most definitely. The agency was founded on 
the principle that diverse teams make better 
work, so we put much of our energies into 
ethical campaigns, casting non-stereotypes 
and creating a safe workplace environment for 
creativity to flourish. 

Tell us about Mr President’s  
work for LGBT+.

While there’s a broad acceptance for LGBT+ 
rights in the UK, complacency is a big 
problem. So when Stonewall put out a tender 
to create its first awareness-raising brand 
campaign in 10 years, we felt we were the 
perfect fit. We targeted the ‘silent majority’ – 
allies of LGBT+ rights and encouraged them 
to become active and visible supporters. 
Featuring a lineup of celebrities including 
GhostPoet, Sue Perkins and Ana Matronic, plus 
social influencers, senior British Army figures 
and faith representatives, the ‘Come Out for 
LGBT’ campaign reached out to everyone who 
supports LGBT+ equality. 

It galvanised them to show that being an ally 
to Stonewall and the LGBT+ community is 
something to be proud of and celebrate.

I hear that Alexa has also ‘Come Out 
for LGBT’?

That’s right. We also developed an Amazon 
Alexa skill that shares the stories of LGBT+ 
people and tells users how they can lend 
support. Users can now also ask Alexa 
questions about LGBT+ issues and the virtual 
assistant will respond with programmed 
answers to help educate them and point them 
in the direction of Stonewall resources. 

Finally, what D&I advice would you 
offer to companies?

Diversity and inclusion has to come from 
everyone. It’s not only the job of the company 
Diversity Officer, nor is it the responsibility of 
the marginalised to fix the issues. 

Leadership has to be more aware of which 
voices aren’t being listened to and then reach 
out for new ideas, new ways of thinking. 
Everyone needs encouragement to look 
through different lenses, and at the very 
least, leaders should seek constant training, 
especially around unconscious bias because it 
most certainly exists. 

SheSays chapters are also safe places to 
ask those questions that some women may 
otherwise feel too intimidated to ask at work. 
Many women working in our industry internalise 
not knowing something as being their own fault. 
We wanted to create an environment where 
they could ask anything that would bolster 
confidence and knowledge. 

This year saw the second outing for The 
VOWWS. How did it go?

It was fantastic. We had over 350 entries from 
both the short film and advertising worlds, 
which was so much more than we expected. 
Our 24-strong jury came from all over the world 
and they got to judge some incredibly beautiful 
pieces of work.

How did The VOWWS come about?

We wanted to celebrate women’s creative 
work without continuously having to have the 
conversation about female representation and 
gender equality. The top creative jobs often go 
to the most high-profile people and there wasn’t 
a platform for women to become creative rock 
stars. 
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1. Build cultures which allow people to 
bring their ‘whole self’ to work.

Bringing your whole self to work is more than 
just business jargon. According to data from 
Creative Equals, when people say they feel 
more included at work they are 45% more 
happier and 48% less likely to leave a company. 
In essence, creating a culture that embraces 
neurodiversity is more than window dressing; 
it is a route to creating a fulfilling, positive 
workplace.

2. Embrace the role of media and 
creativity as an engine of change.

Sulaiman Khan, Founder and Chief Purpose 
Officer at ThisAbility, recalled that not seeing 
anyone like himself in the industry was 
isolating: “There are many forms of diversity, 
some of which are not visible. All disabilities 
are important in the workplace. One is not 
greater than the other.”

3. Bridge the gap between policy  
and practice.

Quantitative data from the Creative Equality 
Standard underlines the small changes that 
companies can make to build more inclusive 
spaces. Responses included: ‘I have autism, 

“IF WE’RE ALL THE 
SAME, HOW CAN WE 

THINK DIFFERENTLY?”
PIP JAMIESON, 

FOUNDER OF THE DOTS

TAKEAWAYS FROM 
#DIVERSEMINDS

I hate this open-plan office, it’s so noisy’ and 
‘I need private quiet rooms where I don’t get 
distracted. I have dyslexia so my attention span 
is really short’.

4. Redefine what it means to be a role 
model.

Laura Chamberlain, MD of Now, spoke movingly 
about the fact that despite being 40 years 
old, she has never spoken publicly about her 
dyslexia. “There is a whole host of things that I 
can’t do, my spelling is awful, but let’s talk about 
what we can do better,” she said. “A lot of the 
coping mechanisms I have developed have 
helped me; I’m better at proofing than most 
neurotypicals because I assume everything is 
wrong.” 

Advising companies how to be more inclusive, 
Ellie Gerszt, Senior Partnership at NABS told 
delegates it’s simply about being a good human. 

“In terms of what you can do, be kind, leave the 
door open. Just make sure the questions that 
you ask are open. In the end it all comes down 
to being kind,” she added.

5. Stop defining people by what they 
can’t do.

Mark Evans, Marketing Director at Direct Line 
Group, believes that the greatest innovation 
will come ‘from the edges’, making embracing 
neurodiversity a business priority. 

He said: “The world is changing faster than ever, 
but specifically for the marketing industry. We 
are being asked to be both left and right brain, 
but that full spectrum doesn’t exist in one brain.”

This is a state of play which Evans believes 
means that everything in the middle (the 
repetitive tasks) will be done by AI. “Where is the 
innovation going to come from? It’s going to 
come from the edges,” he said. 

The industry’s first #DiverseMinds conference on 
neurodiversity took place in March 2018. Here 
are five learnings from the event, as reported by 
Campaign magazine. 
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1. As a leader, show your difference. 

I come from a working-class council estate 
in the west of Scotland that’s a million miles 
away from a vibrant creative agency in 
London, working with some of the biggest 
international brands. What does that mean for 
my approach to creativity? I don’t just think in 
the London bubble. Community and inclusion 
matters. If you don’t have a lot – why should 
you part with your hard-earned money for a 
particular brand?

2. When it is hard, persevere.

Building a diverse team and workforce isn’t 
easy. There is good reason people want to 
work with other people who are like them. So, 
when you bring someone in because of their 
difference, don’t ask them to be like everyone 
else. Work hard at getting them accepted for 
who they are and the different perspective 
they bring.

3. Feel safe, but keep a little bit of 
friction.

People aren’t creative when they’re afraid to 
fail or to make a mistake. Therefore, it is critical 
to build a culture that learns from the things 
that don’t work, and doesn’t punish them. 

However, feeling “safe” mustn’t become too 
comfortable. There needs to be a little bit of 
friction that pushes people to be their best 
selves and to go beyond their potential.

4. Don’t fit in, stand out.

Find ways to celebrate difference. Appreciate 
difference. And showcase the fact that the 
diversity that your people bring, collectively, is 
the difference-maker for your organisation.

5. Lock arms and hold the line.

Deborah Frances-White, comedian, writer 
and host of The Guilty Feminist Podcast, said 
on our Cannes Lions panel: “It isn’t for black 
women to fix racism, and it isn’t for women to 
fix sexism. We all have a role to play.” 

I couldn’t agree more. If we are to overcome 
bias and barriers, we all need to lock arms and 
hold the line on standards and decency. We 
also need to have the confidence to call out 
inappropriate behaviour where we see it.

So, in the fight to diversify our industry, we all 
need to be in it together. Allow people to be 
human, to make mistakes, but always in the 
context of being a force for good for yourself, 
your colleagues and the world around you. 
Don’t be afraid of diversity. Embrace it, 
champion it, and together, I’m confident we 
will make a difference.

Ketchum UK’s Jo-ann Robertson was 
part of a PHD Worldwide panel at the 
2018 Cannes Lions festival debating the 
bias and barriers blocking workplace 
creativity. Here are her five top tips for 
building an inclusive workplace, inspired 
by the discussion.

DISCUSSING  
WORKPLACE 
INCLUSION WITH…  
JO-ANN 
ROBERTSON,  
KETCHUM 
PARTNER  
AND CEO, UK
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PRIDE IN 
ADVERTISING

The UK chapter of Omnicom’s OPEN Pride 
Network challenged its global agencies to 
create pieces of work for the LGBT+ charities 
of their choice during Pride Month 2018 in 
order to support and recognise the impact 
these not-for-profit organisations have had.

The Omnicom Creative Challenge, organised 
by Jay Pepera, Business Development 
Coordinator at TBWA London, culminated in 
an awards night, held at the Everyman Cinema 
in King’s Cross at the end of June 2018.

Winning projects included the Open Closet 
initiative for the Humsafar Trust, created 
by DDB Mumbai. This campaign, designed to 
educate on LGBT+ life experiences, won the 
evening’s Impact Award.

The Creativity for Good award went to RAPP 
London, which had teamed up with Mermaids, 
the advice and information service for young 
transgender people and their families, to create 
a more accessible way for parents to ask 
questions online in order to support their trans 
children.

The Craft award and overall winner of 
OPEN Pride Campaign of the Year went to 
Proximity London’s ‘Keep The Noise Up’ 
campaign for UK Black Pride. The award was 
presented by the CEO of Stonewall, Ruth Hunt, 
to Lady Phyll, co-founder of UK Black Pride.

Other LGBT+ charities to benefit from this 
ground-breaking competition are Stay Brave, 
Schools Out UK, Naz & Matt Foundation, The 
Albert Kennedy Trust, The Outside Project and 
the London LGBTQ Community Centre.

Following the creation of its first chapter in 
the UK in early 2017, Omnicom’s OPEN Pride 
Network now has chapters as far afield as 
Mumbai, Manila, Sydney, New York, Chicago 
and St Louis.

OPEN Pride Greater China launched last year, 
with celebrity TV talkshow host Jin Xing 
discussing her transitioning experiences with 
OMG Vice Chairman and Chairman of Asia 
Pacific, Serge Dumont at the Leadership Series 
event. 

OPEN Pride UK hopes that its LGBT+ Creative 
Challenge will become an annual event 
and looks forward to receiving many more 
inspirational entries next year.

Nine LGBT+ charities were celebrated as 
part of the inaugural Omnicom Creative 
Challenge, held during Pride Month 2018. 

STEW GURNEY,

CHIEF STRATEGY OFFICER, PHD AUSTRALIA

Our next step is to form an Australian 
chapter of Omnicom’s OPEN Pride 
Network. 

On the surface, Australian culture in 
major cities is open and inclusive, but 
you only have to look closely at the 
vote for marriage equality, which passed 
last year, to see that there’s still an 
undercurrent of prejudice in the smaller 
towns and suburbs. Out and about, I still 
sometimes feel uncomfortable holding 
my partner’s hand, but PHD’s workplace 
environment not only feels safe, it 
actively encourages us to be who we 
want to be, which in turn means that I 
can bring my true self to work every day.

I’ve always felt that it’s an inclusive 
workplace environment for LGBT+, and 
over the years we’ve had tremendous 
support from senior management to 
establish social groups and cross-agency 
initiatives. 

“WHEN I FIRST ARRIVED 
AT PHD IN AUSTRALIA 
SEVEN YEARS AGO, I WAS 
GENUINELY SHOCKED AT 
HOW MANY OPENLY GAY 
PEOPLE WORKED FOR THE 
AGENCY.

VIEWPOINTS
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VOICES ON  
OPENNESS AND INCLUSION

PAT WADORS, 

HEAD OF HR AT LINKEDIN 

JESSE JACKSON, 

POLITICIAN AND CIVIL RIGHTS ACTIVIST 

WHEN WE LISTEN AND 
CELEBRATE WHAT IS BOTH 
COMMON AND DIFFERENT, 
WE BECOME A WISER, MORE 
INCLUSIVE, AND BETTER 
ORGANISATION.

INCLUSION IS NOT A MATTER 
OF POLITICAL CORRECTNESS. 
IT IS THE KEY TO GROWTH.

As a global CMO, 

We need to have the confidence to call out 
inappropriate behaviour when and wherever 
we see it.

for any agency that values creativity and 
innovation. Conditions such as autism, ADHD 
and dyslexia can often help individuals see 
things in more visionary ways, challenging and 
pushing creativity further. Without the ability 
to work together – whether that’s people of 
different backgrounds, cultures, disabilities 
or skill-sets, creativity will stall in the face of 
technology’s relentless evolutionary march.

ANN MUKHERJEE,

SC JOHNSON, GLOBAL CHIEF MARKETING OFFICER 

DEBORAH FRANCES-WHITE 

COMEDIAN, WRITER AND HOST OF 
THE GUILTY FEMINIST PODCAST

MIKE COOPER,

CEO WORLDWIDE AT PHD WORLDWIDE

I CAN’T TOLERATE WORK 
THAT DOESN’T UNDERSTAND 
THE CULTURE THAT EXISTS 
AROUND THE WORLD

WE ALL HAVE A ROLE TO PLAY. 

NEURODIVERSITY SHOULD BE 
A TOP PRIORITY

or the diverse range of people we sell to.

It isn’t for black women to fix racism, and it 
isn’t for women to fix sexism. 

If we continue to highlight success based 
on gender or give weight to each other’s 
differing leadership styles, traits and qualities, 
then the gap between us and our respective 
counterparts will only keep getting wider. 

ELDA CHOUCAIR, 

CEO OF PHD MENA

WE SHOULD ACTIVELY 
EMBRACE A CULTURE 
OF DIVERSITY AND 
TALENT, ENCOURAGING 
COLLABORATION THROUGH 
SHARED VALUES, AS OPPOSED 
TO GENDER STEREOTYPES.

Look in the mirror and face the fact that we 
don’t know her and we need to try harder to 
figure out who she is. 

and stop assuming they’re all the same.

ELDA CHOUCAIR, 

CEO OF PHD MENA

THE BEST WAY TO MARKET TO 
WOMEN IS NOT TO MARKET 
TO WOMEN.

WE NEED TO MOVE AWAY 
FROM STEREOTYPING

SHERYL SANDBERG, 

COO OF FACEBOOK 

WE NEED TO OPEN OUR EYES 
TO THE INEQUALITY THAT 
REMAINS. WE WON’T UNLOCK 
THE FULL POTENTIAL OF THE 
WORKPLACE UNTIL WE SEE 
HOW FAR FROM EQUALITY WE 
REALLY ARE.

We need to resist the tyranny  
of low expectations. 

Technology needs to redesign what the 
workplace should look like. It’s up to all of us 
to insist on equality and lead a radical overhaul 
of how we work.

The status-quo is slowing the pace of growth 
and innovation. It’s holding all of us back. 

MELINDA GATES,

PHILANTHROPIST AND CO-CHAIR OF  
THE BILL AND MELINDA GATES FOUNDATION

YOUNG PEOPLE, ESPECIALLY 
WOMEN AND PEOPLE 
OF COLOUR, ENTER THE 
WORKPLACE ONLY TO 
DISCOVER BIAS AND 
BARRIERS THAT MAKES THEM 
QUESTION WHETHER OR NOT 
THEY BELONG. 
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BE INSPIRED

Steps to ensure you are building 
diverse teams and building 
psychologically safe and inclusive 
working environments:

Attracting Talent

   Run apprenticeship schemes (6 months 
– 1 year) to offer opportunities for school 
leavers to understand our industry and 
equip them with skills to take into further 
learning or a permanent role.

   Talk in schools to promote our industry, 
our company and opportunities for career 
progression for school leavers who have 
a different profile to that of our traditional 
graduate intake.

   Talk in universities to promote our industry, 
our company and opportunities for career 
progression for university leavers.

   Talk in youth groups to promote our 
industry, our company and opportunities for 
career progression for youths from different 
social backgrounds.

Reviewing Candidates

   Consider reviewing ‘blind CVs’ so the 
candidate’s name, age, photograph, etc. are 
removed and you are reviewing on merit 
alone.

   Speak to the recruitment agencies on your 
preferred supplier list to ensure they have a 
D&I policy in place.

   Ensure when reviewing CVs that every 
role has male, female and ethnic minority 
representation.

   Tailor your interview approach for the 
role and candidate. Consider task-based 
interviews for more numerically-focused 
roles that individuals such as those with 
autism may apply for and excel at but who 
may not feel confident in a conversational 
interview approach. Equally, think about 
conversational approaches for those with 
conditions such as dyslexia who aren’t 
comfortable completing written tasks in an 
unfamiliar environment.

Around the network we’re calling on our 
leadership to drive more initiatives under 
Unlocking Creativity: The Openness & 
Inclusion Initiative. This booklet provides just a 
taster of some of the views out there that have 
inspired us. 

As you start to look at ways to introduce more 
equality into your workplace, here are some 
suggestions of initiatives being run across our 
industry to inspire you. This is by no means 
an exhaustive list, but it gives an indication of 
the many projects taking place, of which one, 
two or even more may be suitable for you to 
implement in your office.

Retaining Talent –   
Steps to ensure training supports 
openness and inclusion

   Set up a mentoring programme so every 
staff member has someone they are 
comfortable speaking to.

   Set up training to include topics such as:

        Diversity awareness – understanding the 
benefits of working collaboratively in a 
diverse team

        Diversity management – equipping 
executives to manage diverse teams

        Professional development – enabling 
women, LGBT+ and ethnically diverse 
employees to build skills for success

        Mental health first-aid training

       Unconscious bias training

       Resilience workshops

       Management training. 

   Run a Diversity Speaker Series to give 
insight and understanding of multicultural 
issues and help the audience consider 
perspectives other than their own.

   Consider running a Reverse Mentoring 
scheme to tap into the ‘rookie smarts’ 
of our entry-level employees and to 
help upskill employees who may not be 
proficient in newer technologies such as 
Snapchat, etc.  
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Cultivating a workplace of inclusion 

   Recognise days of celebration, such 
as International Day of Persons with 
Disabilities.

   Recognise cultural holidays and encourage 
employees to understand and celebrate 
them.

   Consider flexible working arrangements. 
Some companies have gone as far as 
abolishing official working hours as long as 
teams, clients and KPIs are fulfilled.

   Consider offering paid parental leave to 
mothers and fathers.

   Ensure diversity is embedded in all 
corporate literature.

   Lead from the top down. Ensure your CEO 
is promoting diversity in the workplace.

   Allow staff to move teams, should they 
wish, every two years. You’ll find most 
won’t, but by knowing they can, you are 
creating a nurturing and supportive working 
environment.

   Allow staff the opportunity to work in 
different offices across our network 
(working visa regulations pending). 

   Create employee resource groups (ERGs) 
and employee networks (ENs). ERGs are 
non-profit groups that provide support, 
advocacy, education, mentoring and more 
to groups such as women, military veterans, 
people with disabilities and members of 
the LGBT+ community. ENs are more 
informal, typically focused on business or 
professional development issues and are 
developed with cross-functional diversity as 
a priority.
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Visit phdmedia.com to find out more

PHD HAS TEAMED UP WITH  
THE SCHOOL OF LIFE  

TO ANSWER THIS QUESTION.

HOW MIGHT 
ORGANISATIONS  
SPOT, NURTURE  
AND CULTIVATE  

CREATIVITY IN THE 
WORKPLACE?



Jo-ann Robertson 
CEO  |  Ketchum UK  |  Culture / Social 
background

Deborah Frances-White 
Comedian  |  Guilty Feminist  |  Gender 
equality

Tiffany R Warren 
Chief Diversity Officer  |  Omnicom  |  Diversity

Sam Phillips 
Chair of OPEN / CMO  |  Omnicom Media 
Group UK  |  Disability / Diversity

Shelley Zalis 
CEO  |  The Female Quotient  |  Gender 
equality

Ruth Hunt 
CEO  |  Stonewall  |  LGBT+

Michael Kimmel 
Sociologist  |  Author of “Angry White Man”  |  
Gender equality

Justin Baldoni 
Actor  |  Gender equality 

Rebecca Hwang 
Co-founder & MD  |  Rivet Ventures (investing 
in solutions for women and empowering their 
choices)  |  Gender / Social background

Michael Rain 
Resident  |  TED  |  Social background 

SPEAKER SUGGESTIONS

If you have been inspired to run your own Diversity and Inclusion 
event here is a list of recommended speakers across all topics.

Caroline Casey 
Founder & Visionary  |  Binc  |  Disability

Susan Robinson 
Business Leader and inspirational speaker  |  
Disability

Temple Grandin 
Autism Activist / Livestock handler  |  
Neurodiversity

Morgana Bailey 
Human resources activist  |  LGBT+ 

Tiq & Kim Milan 
Advocates for LGBT+  |  LGBT+

Alix Generous 
Biology researcher with Asperger’s syndrome  |  
Neurodiversity

Rosie King 
Storytelling activist  |  Neurodiversity

Jackson Bird 
Digital storytelling  |  LGBT+

Priya Vulchi & Winona Guo 
Social entrepeneurs  |  Social entrepeneurs

Rocio Lorenzo 
Management consultant  |  BCG  |  Diversity 
for innovation

Judith Heumann 
Disability rights activist  |  Disability

Sangu Delle 
Entrepreneur  |  Mental health

For further information on PHD’s Openness and 
Inclusion Initiative please contact Vicky Bloyce, 
Worldwide Marketing & Communications Associate 
Director – vicky.bloyce@phdmedia.com
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