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Equality, Diversity & Inclusion is a CMO priority

869, agree diverse teams are important
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Yet marketing is still seen as out of touch with
society

/2% 63% 60%

of people feel most don’t see themselves don’t see their community
advertising does not represented in most of friends, family, and
reflect the world advertising acquaintances represented
around them accurately

Global study conducted by IPSOS[1]
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New WFA Diversity & Inclusion initiative
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With support of world’s top marketers

Syl Saller
DIAGEO
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Supported by some amazing industry leaders
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 Practical considerations
for an inclusive, creative
workplace

* |nsights from leading
brands

 Brand case studies

wfanet.org/diversity




Our vision

The task force will aim to become the:

1. CONVENER of the right individuals across the global
marketing industry in order to ensure the world’s top
marketers speak with coherent and compelling messaging on
the subject;

2. CURATOR of best in class examples and research supporting
the case for why diversity and inclusion matter (WFA will
build online repository);

3. CATALYST for local coalitions to help drive change at a
national level which really makes a difference;

4. CHALLENGER to keep pushing the industry to do more by
looking for new opportunities, and having tough
conversations when needed.




Why is D&l so important and
what can we do about it?

»
Belinda Smith Jerry Daykin Jodi Harris Grainne Wafer
Global Diversity Ambassador, ~ Senior Media Director for EMEA, Clobal VP, Marketing Culture & Global Brand Director Guinness
WFA GSK Consumer Health Capablties DIAGEO
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HOME > NEWS

GUCCI'S CONCRETE PLAN TOWARDS
MORE DIVERSITY INVOLVES IMMEDIATE
DESIGN HIRES [UPDATED]

The luxury house will put multiple, long-term initiatives into action, as well as
create a new role — global director for diversity and inclusion — within its
New York City headquarters.

FASHIONISTA - UPDATED: JUL 30, 2019 - ORI

AdAge

Agency diversity improvements
‘marginal at best and too slow in
pace’ finds IPA

eeeeeee Stewart

Macy’s, Inc. Creates Bold Vision To Advance
Diversity and Inclusion and Ensure The
Company Reflects The Diversity Of The
Customers and Communities Served

September 10, 2019

Sections * Latest Editor's Picks + Most Popular

CMO Strategy (3)

REEBOK DENIES REPORT THAT
BEYONCE CRITICIZED ITFOR
LACKING DIVERSITY

ESPN writer claims the singer left a meeting because there
was no diversity in the room.

By Adrianne Pasquarelli. Published on April 05, 2019.

[#]

1ip

[ Download as PDF

How Do You Solve The
Diversity Problem In
Marketing?
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Uniquely WFA

A Global Perspective

Engaging Functional Leads and
Decision Makers

Extending Beyond the Press
Release

Optimizing for Impact and
Culture Shift




Move beyond the CHRO to
the CEO

Hold leaders accountable

Focus on talent at the top

Pay Equity and Promotion

Parity

Decrease churn

No more “culture fit”, ' _ \ G
“intangibles”, or “style” * 71 N ‘ |




“... recognize people’s demands to
be seen, to be heard and to be served.”

Raja Rajamannar
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Representation
Matters

It's important for all of
us all to see role
models that reflect
our own diversity.
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Representation
In our Adverts

Diversity can be a
deliberate focus of
our comms, or often
simply a powerful
casual inclusion.
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Advertising
Funds the
Internet

Where we spend our
money shapes the
content that does, or
doesn’t exist.
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Hate Speech &
Fake News

Bad actors have
leveraged the digital
ecosystem to fuel
negative content, with
real world impact.




GLOBAL
ALLIANCE FOR

RESPONSIBLE Take Control of

our Media

Ensure we are
making the most of
existing brand safety
protections, whilst
pursuing new ones.




Representation
In our Media

Brand safety is
Important, but overly
blunt settings can
exclude audiences.
Find and partner with
diverse media titles.
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Our brands begin
and end with culture

ACADEMY






Syl Saller, chief marketing officer, says:

“As advertisers we have the power to
normalise gender equality by what we
choose to show in our ads, and who we
choose to produce them. The advertising
Industry is moving in the right direction to
achieving greater gender diversity, but it
must move quicker.”

ACAUEMY



Re-expressing
popular culture as
female centric

O

-

Women challenging §
norms through
comedy

From a matriarchal
archetype to many

Pushing back on
pressure to
marry young

identities

Reclaiming public
space as safe

Challenging female
roles through safe
online spaces

DIAGEO
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ALLIANCE

Developed with UN and Unilever
Progressive Gender Portrayal
framework open shared via WFA

Closing the gap — working with our
agencies to close the creative
leadership gap

Creative Equals — London, NYC, F I z E E

Mumbai

All work to include women in the triple T | I E
bid system. Free the Work W « 1o R K
#:l *

Measurement : Gender bias

questions to Optimizer and Creative World Feqerat'on
Impact studies of Advertisers

¢ DIAGEO




Join our Diversity &
Inclusion community

GO TO
wfanet.org/diversity

OR EMAIL
camelia@wfanet.org
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n of Advertisers
els, Singapore

twitter @wfamarketers
youtube.com/wfamarketers

linkedin.com./company/wfa




