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At dentsu we believe in creating a fair and equitable 
society that works for all. An important part of 
living this belief is creating an inclusive workplace 
where difference is embraced and valued, and 
where everyone feels comfortable to be their authentic 
self and empowered to reach their full potential.   

This report covers all UK-based people – from the UK and Ireland 
(UK&I) business, and Global and EMEA people who are based in the 
UK. Our results across the geography are variable. Overall, we still 
have some way to go on representation, but we are confident we 
have the right strategy, investment in careers and focus on female 
leaders to improve our top quartile figures. In the UK business as 
a standalone subsidiary, we have more women than men in all but 
the top quartile; the pay gap is narrowing; and we have consistently 
maintained pay parity in all but the top quartile - and in this, we 
have reduced the average hourly pay gap by over 50%. 

We are proud of what we have achieved in the UK in our year-on-
year success of empowering female talent. This has included the 
Women and Leadership programme, our passionately-driven ONE 
gender equality network, and bringing a collective focus and 
commitment to action through establishing the DEI (Diversity, 
Equity and Inclusion) Council. 

We’ve been recognised as one of the Top 30 UK employers for 
Working Families, leading the way in building a flexible, family-
friendly workplace at a difficult time when it has been essential 
to support our people. We have invested in business-wide training 
and education, and continued to build meaningful partnerships 
within the industry and with other important external organisations. 
More recently, dentsu was a key voice in the conversation around 
International Women’s Day #choosetochallenge.   

This report highlights our progress in the UK, the contribution our 
female talent is bringing to the business and considerations we 
need to address going forward. 

Looking to the future, our commitment to gender equality and 
gender-balanced leadership teams is clear through the new goals 
we set out recently. Our aim is that 50% of our senior leadership 
will be female by 2025, including the dentsu international 
executive board. By being transparent on progress and introducing 
measurable targets, we aim to provide focus and direction and 
ensure we remain accountable.   

We know we are on a journey and that there is still much to do. Our 
intent will be to support the development and enablement of 
our people, drive the change required and ensure we are a fair, 
equitable and sustainable business.  

Our commitment to women’s progress

Anna Moulton
Chief HR Officer, 
dentsu international

Anne Sewell
Chief People Officer, 
dentsu UK and Ireland

Euan Jarvie 
Chief Executive Officer, 
dentsu UK and Ireland



Empowering everyone  
to reach their potential
Achieving gender balance has always been 
core to our commitment to equality. For dentsu 
international this means we are aiming to have 
50% female senior executives and executives by 
2025.  We are also committed to ensuring we have 
the same representation at executive board level. 

Making it happen
  Enabling development and career opportunities – we 

are establishing clear paths to promotion for our future 
leadership pipeline 

  Leadership accountability – as part of our leadership 
model, senior leaders have a personal development 
goal and KPI on improving gender equality 

  Attraction and hiring – when people look to join us, we 
will ensure gender neutral and inclusive language is 
used, balanced interviews and that, overall, it is a fair 
and equitable experience

  Through our insights and action – we want to understand 
the challenges and obstacles people are facing and 
ensure we support our talent to stay with us and grow 
their careers equitably

  Building an inclusive culture – we have embarked on a 
‘one dentsu’ culture development programme that will 
help us create a highly supportive environment to assist 
both our recruitment and our ability to retain great talent

Holding ourselves accountable 
  Industry benchmarking – we will disclose 

progress through the Bloomberg Gender Equality 
Index (GEI) which tracks the performance of public 
companies

  Assessing our performance – we will leverage 
the Women’s Empowerment Principles tool to assess our 
gender equality performance in the workplace

  Regular reporting  – through the gender pay gap and 
the annual social impact reports, we will be open and 
transparent with our people and our clients on the 
progress we are making 

Our goal for gender-balanced 
leadership by 2025

We aim to have 

(this is based on our levelling introduced as part of the 
career framework, so what we term as levels 55-70)

We aim to have 

50% 
of our Senior Executives and 

Executives being female by 2025

50% 
of our Dentsu International Executive 

Team being female by 2025 

(this provides more granular detail and signals commitment from the 
top, it’s based on our physical representation of the DI Executive Team)
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Proud of progress:  
our UK achievements 
Dentsu is proud of the many ways it has enabled 
the progression of women in the business over 
recent years. These vary widely, but all follow 
the same philosophy – that there should be an 
equal playing field for women and men in both 
opportunity and reward.  

We are achieving this in several ways: 

 Advancing career development 

 Building our culture through action

  Diverse recruitment practices

 Supporting a better work-life balance

  Through good governance and policy changes

  Engaging in external partnerships and collaborations

 Through accountability and progress reporting 

Advancing career  
development

Women and Leadership Programme
Women and Leadership (WAL) is a 6-month leadership 
development programme open to all women in dentsu.  
This has been an area of major investment in the UK 
over the last three years, unaffected by the many 
changes the business has gone through in this time. 
It is a blended learning programme made up of 
workshops, mentoring and self-reflective development 
for talented and ambitious women in dentsu. It 
equips women from across the business with the tools, 
skills, confidence and support network they need to 
progress into senior leadership roles. There are already 
200 WAL alumnae. For 2021 we are seeing a natural 
evolution with a similar ‘Accelerator’ programme being 
developed, sitting under the ‘ONE’ umbrella. Other 
diverse talent development programmes are also 
actively under consideration. 
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Building our culture 
through action
ONE: Gender Equality Network
ONE was established in 2016 and has been refreshed in recent months. Its 
purpose is to promote and celebrate gender equality across our business and 
beyond. It is intended to be an agent for change and inclusive to all - not just 
promoting one agenda or gender. 

ONE is actively supporting the business in delivering against the vision of 
achieving 50/50 gender balance across executive levels in the business by 2025. 
The focus is on four key areas: 

 Winning gender-diverse talent by diversifying how we recruit, reward and 
promote from early careers to leadership roles

 Keeping our working parents in the business by adopting more flexible 
working patterns

 Growing our female leaders by accelerating & developing talent 

 Embedding a culture of active allyship and sponsorship to encourage diverse 
leadership and inclusive behaviours   

Several new initiatives under the ONE umbrella are currently in development 
including ways of accelerating women’s progression in the business, tackling 
imposter syndrome and developing key external partnerships. 

Inspiring Inclusion training
In our bid to build a more inclusive and diverse culture, we have developed, 
globally, a leadership and employee training programme to tackle bias and 
promote equality. It has been rolled out to 40,000 employees in 17 languages. 
We are encouraging managers and their teams to have conversations in 
which they can reflect on how to contribute to making dentsu a more diverse, 
equitable and inclusive culture. This mandatory training programme covered 
inclusive behaviours, valuing difference and the power of inclusion. 

Reverse mentoring programme 

Although not specific to gender, this is a new programme, part of our wider effort 
to ensure inclusion is at the core of dentsu. Employees from diverse backgrounds 
mentor senior leaders through the lens of diversity & inclusion. There are 38 
reverse mentoring pairs to date. This has been initiated by the Represent (ethnic 
diversity), &Proud (LGBTQ+) and ONE (gender equality) networks and 
is sponsored by the DEI Council. We will be looking to expand this important 
programme.

International Women’s Day
This fell on March 8th and we developed a week-long set of seven webinars 
to help bring it to life. We had over 1,220 total viewers from both within and 
outside the company. The webinars covered a wide range of topics from Inclusive 
Workspaces to Women’s Financial Empowerment to Women in Data, Technology 
and Media.
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Diverse recruitment 
practices
We train our recruiters to source and engage diverse talent 
and to manage bias throughout the recruitment process, from 
initial shortlist through to offer. Our processes and policies are 
continually evolving to ensure we are attracting and engaging 
top talent, and we are currently doing a review to ensure that 
we can further elevate diversity within our approach to talent 
attraction. HR works closely with all parts the business to ensure 
clarity on our diversity agenda. This is further supported by 
fair, open and consistent recruitment processes led, wherever 
possible, by diverse interview panels. We aim to achieve a 50/50 
gender balance at all levels in the organisation.

For entry level recruitment, our flagship Social Impact 
programme for diversity, The Code, works with 12 partner 
schools in areas of low social mobility across the UK, providing 
a pipeline of underrepresented talent that might not otherwise 
have access to our industry. Our partner schools have a higher-
than-average percentage of students on free school meals and 
a high percentage of black, Asian, and minority ethnic students. 
Since 2017, The Code has delivered on dentsu’s ambition to 
hire diverse talent into apprenticeship roles and full-time early 
careers positions, bringing fresh perspectives to the work we do 
for our clients. The Code has developed specific workstreams 
for increasing females in data and technology, and young 
neurodivergent minds. We use filtering methods that aim to 
remove unconscious bias, a robust interview framework and 
scoring criteria. The assessment centres we run have a 50/50 
gender balance. In addition to The Code, we also partner with 
STEM, working with schools, colleges and other young people in 
the UK to raise engagement in science, technology, engineering 
and mathematics.

Supporting a 
better work-life 
balance

We’re a family-friendly business, as reflected in our place in 2020 
and for the second year running, on the Working Families Top 30 
Employers list. Employers large and small from many sectors 
compete annually to gain a place on this important list. 

We offer several benefits to our employees to help them achieve 
a healthy work-life balance, irrespective of gender. These include 
enhanced maternity and adoption pay, flexible working options, 
tailored online learning programmes and enhanced shared 
parental leave to match our maternity and adoption offering. We 
have a Parents and Carers network, led by employees, to provide 
family-friendly support and advice. We are also introducing an 
Emergency Childcare scheme which was initiated by the Women 
and Leadership group – aimed at all working parents. 

Good governance  
and policy changes

UK&I Diversity, Equity and Inclusion (DEI) Council  
Our UKI DEI Council was set up in October 2020, bringing 
together our executive team with the leaders of our employee 
networks, including the executive sponsor and co-chair of our 
‘ONE’ women’s network. The Council meets every 4-6 weeks 
to drive action across the diversity space. They have recently 
been instrumental in defining our DEI strategy, policy and an 
accompanying pledge, which all employees will be invited to sign 
to express their support for diversity, equity and inclusion.

https://workingfamilies.org.uk/news/top-30-2020/ 
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We are also active members of the UN Global Compact Diversity and 
Inclusion Working Group (UK-based), and signatories to the UN 
WEPS (Women’s Empowerment Principles).

Accountability 
and progress  
reporting 
We will disclose progress through the Bloomberg Gender-Equality Index 
(GEI). This tracks the performance of public companies committed 
to disclosing their efforts to support gender equality through policy 
development, representation and transparency.

Globally, we will use the Women’s Empowerment Principles (WEPs) tool to 
assess how we are doing on gender equality performance in the workplace, 
marketplace and wider community. This monitoring includes equal pay for 
work of equal value, gender-responsive supply chain practices and zero 
tolerance against sexual harassment in the workplace. Established by UN 
Global Compact and UN Women, the WEPs are informed by international 
labour and human rights standards.

We will share progress with our people and will be transparent with our 
clients in pitching and up-to-date reporting. We also publish a global Social 
Impact Report every year.

There is huge value in companies from across our sector collaborating to 
drive equality. We have formed partnerships with cross-industry groups, the 
Institute of Practitioners in Advertising (IPA) and Media For All (MEFA). We 
are also members of Business In The Community (BITC), who support us 
across our diversity and wellbeing agendas.

Our whole industry was shocked and saddened by the tragic murder of 
Sarah Everard in March 2021. We take our duty of care towards employees 
seriously and are committed to ensuring that all employees feel safe both 
at work and while commuting. We joined over 150 agencies and businesses 
from across the sector to participate in the IPA’s Get Home Safe initiative, 
which is campaigning for the government to review current HMRC rules 
regarding business taxi expenses.

We also participated in the first ever industry-wide census, All In, on 
March 10th. This invited employees from all participating companies to 
disclose their personal information on an anonymous basis, in order to 
build a baseline view of representation across our sector.

We subscribe to Talking Talent – supporting parents and carers with online 
coaching – and to Working Families.

Engaging in external 
partnerships and 
associations

ALL IN
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Women leading change at dentsu 

Sabrina  
Rodriguez 
Improved career paths 
and diverse leadership 
styles are needed

Sabrina joined dentsu in 
2016 as the Global 
Head of Social 
Media and in 2019 
was promoted to be 

Global Head of Digital Marketing. Since then, she has headed 
up the programme to rebrand Dentsu Aegis Network and 
is now leading the global masterbrand strategy. She is also the 
global lead for dentsu’s own growth marketing strategy.

She was a member of the Women and Leadership (WAL) 
programme 2019-20. Following WAL came the opportunity to 
help refresh the ONE gender equality network, in place since 
2016, and she volunteered to become its Co-Chair. 

Sabrina sees two key challenges facing women over the next 
few years: firstly, the need to formalise clear career paths and 
succession planning. Secondly, in her words, “I think it’s important 
to redefine embedded and often masculine notions of leadership 
– we need to ensure that different and diverse leadership styles 
are recognised and valued for the future success of the business.”

Rowan  
Manning
Flexibility and confidence 
are key for women’s 
progression

Rowan joined the business in 
February 2020 as Global CEO 
of John Brown. She has just 
taken on new responsibilities, 
building and integrating four 

agency brands into a new content practice, and a role as Chief 
Growth Officer across the whole of the Creative service line. 

She is the executive sponsor of ONE, dentsu’s gender equality 
network. Rowan is currently in the process of building on the 
highly successful Women and Leadership programme, via the 
ONE vehicle, by helping to devise a new ‘accelerator’ programme. 
She is also highly supportive of the recently held Inspiring 
Inclusion training. 

Looking to the future she believes there are two key challenges 
for women. As she says, “How and when will women be able to 
contribute to the success of the business they work for, whilst 
also having the flexibility to take care of their families?” The 
second key challenge Rowan identifies is giving women the 
tools to self-manage their confidence and overcome ‘Imposter 
Syndrome’. 

Frances Irvine 
Avoid the ‘leaking pipeline’ from junior and middle 
to senior roles 

Frances joined Whitespace in Edinburgh in 2004. She progressed 
from Account Director to Group Account Director and is now 
Head of Client Services. Frances has always been very clear about 
where she wanted to go in her career and has always felt able to 
ask for increased responsibility as she has progressed. 

She is a very active member of dentsu’s DEI (Diversity, Equity and 
Inclusion) Council. She also established Whitespace Women for 
International Women’s Day in 2018. This programme features two 
to three events a year, all centred around encouraging women 
to go beyond their studies and apply for key posts in the industry. 
It addresses issues such as 
confidence-building and the 
need for mentoring. 

Frances says, “I am concerned 
about the ‘leaking pipeline’ in 
which women find it difficult 
to progress from the junior 
and middle ranks to the most 
senior. I am very keen to ensure 
that dentsu attracts and 
nurtures more talented women 
across the whole business.”   
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Elekia  
Akhuetie 
Cast the net as wide as 
possible and raise the 
visibility of talented women

Elekia joined gyro in late 2017 as 
an Account Manager and, after 
only a year, she was promoted 
to Senior Account Manager, 
then again a year later to 
Account Director. She says, “I had 
highly supportive managers who 
gave me a lot of freedom and 
autonomy, and encouraged me to take on more responsibility, 
something I enjoyed.”

One of the reasons she joined dentsu was the Women 
and Leadership programme: “Simply observing women in 
senior roles has helped enormously to see where my career 
at dentsu could go.” Elekia is Co-chair of Represent, a 
network for employees from ethnically-diverse backgrounds 
and those who champion diversity and inclusion. She works 
closely with the ONE network and has helped develop the 
reverse mentoring programme. 

The future of women she feels, is all about representation: “It’s 
about ensuring the net is cast wider and the pool of talent to 
choose from is as deep and wide as it can be.” 

Andrea Potter 
Managers have to actively support women’s  ambitions 
throughout their careers 

Andrea joined the business straight after university. She was part 
of a small six-person company which she helped to build. She 
developed a passion for client service and became an Account 
Manager, then decided to craft out a new role which would 
benefit the development of the business and was promoted to 
Associate Director. Her company became part of Carat which in 
turn became part of dentsu, and she is now Managing Director of 
Carat, Leeds. 

Andrea says, “I have always had a clear view of what I wanted to 
achieve, and my managers have always been highly supportive.” 

Joining dentsu opened 
up new opportunities 
for training and 
collaboration. She 
was part of R500, a 
leadership acceleration 
programme for both 
women and men. She 
also helped set up the 
ONE network. 

Looking forward, she 
thinks the key challenge 
for women is confidence: 
“I support both informal 
and formal ways of 
helping women to build 
their self-confidence, 
though this also needs 
active support from 
managers.” 

Jocelyn  
Le Conte 
Mentoring can have a huge impact on women’s 
opportunity to progress

Jocelyn joined Periscopix in January 2012 as a Search Account 
Manager. Since then, she has had a meteoric rise through the 
business, first becoming a Senior Search Account Manager in 
January 2014, then a Team Leader in December of the same year. 

Merkle acquired Periscopix in 2015, and a year later she was 
made an Associate Head. In 2017 she applied internally for the 
Head of Paid Search role and was successful. She now heads 
up a team of 120 people, at a relatively young age. Her team 
supports over 100 B2B and B2C brands with their marketing. 
Jocelyn was shortlisted for Women in Search 2016 and named as 
one of Google’s ‘Searchies’ in 2018. A year later, she was awarded 
Merkle EMEA’s Excellence in 
Leadership Award. 

Jocelyn likes to mentor 
others and is part of the Data 
& Marketing Association’s 
mentoring scheme. She looks 
forward to the day when  
the gender pay gap is  
no longer an issue. 
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Rachel 
Menezes 
Building networks and 
inspiring others can go 
a long way

Rachel joined dentsu in 
March 2017 as Learning 
Programmes Manager 
in the UK & Ireland 
team. In 2019 she was 
responsible for developing the business case for the continuation 
of the Women and Leadership programme. Reviewing its first 
three years, it was clear the promotion rates of women who had 
attended the course had been good. New funding was agreed. 

In May of the same year she took up a new role as Global Talent 
Development Manager. In her time in this role, she has set up 
a 150-strong ‘Talent Champions’ group that meets monthly to 
discuss relevant topics. Rachel says, “I enjoy taking the lead when 
I can see that this will have real impact on the business, when it 
gives me the opportunity to ensure there is greater fairness and 
as a way of developing myself personally.” 

Most recently, she been part of the core team building the 
Inspiring Inclusion training, launched in early March. 

Karen Harte 
Women need to be able to dial their careers up and down, 
especially when children enter the equation

Karen, a director within the Global Finance Team, joined from 
GSK in 2008, bringing her M&A skills to the company. She was 
promoted to Global Head of M&A in 2012, just as she was about 
to have her first child.  

On maternity leave with her second child, she reflected on her 
career and how she wanted it to develop. She decided she wanted 
a change and to move into an operational role that focused on 
the integration of dentsu’s acquisitions. She has recently moved 
into another completely 
new role in mainstream 
finance as FD, Commercial 
Finance and Global 
Strategic Projects.

Karen says, “Maternity 
leave is a pivotal career 
point for many women, so 
the support they receive on 
returning to work cannot 
be down to luck or whether 
you have an empathetic 
line manager. Our leaders 
need to allow people to 
dial up or down what they 
give to work at different 
points in time, without 
fearing how that might impact their long-term careers.” 

Hannah Killick 
Taking advantage of development programmes can make 
a big difference  

Hannah is Data Intelligence and Visualisation Partner in dentsu 
UK&I. She began her career in the business four years ago and has 
been promoted three times since then. 

A gamechanger for Hannah 
was the Women and 
Leadership programme, 
which she joined two years 
ago on the bottom tier. She 
gained an enormous amount 
from having a mentor on 
this programme and enjoyed 
learning from other people’s 
experiences, especially from 
senior women in the business. 
She took advantage of the 
various tools offered, for 
example on how to manage 
difficult situations and 
conversations. She also took 
part in a Facebook/dentsu 
initiative that focused on women’s progression in business. 

Hannah is pleased to know that dentsu is working towards 50/50 
executive equality in 2025 and is looking forward to this fairer 
situation for women at dentsu in the future.  
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Our gender pay and bonus gaps

What’s included in the numbers? 
Hourly pay includes salary, allowances, salary sacrifice 
deductions (including pension or employee-selected childcare) 
and any variable bonuses paid in April 2020 (divided into one 
month equivalent) for each person. These numbers are for the 
period April 2019 to April 2020, as required. 

We also report on bonus pay which includes all variable pay such 
as annual bonuses, one-off bonuses, commissions and long-term 
incentives paid in this 12-month period.

Calculating the numbers 
The gender pay gap can be calculated in two ways: 

The mean gender pay gap is calculated by adding together the 
hourly pay for all men and dividing by the number of men, doing 
the same for all women, then calculating the difference.

The median gender pay gap is calculated by listing all salaries 
from lowest to the highest and comparing the salaries at 
the midpoint. The median figure is usually a more representative 
figure as the mean can be skewed by a handful of salaries at each 
end of the scale.

At a recent Women in Advertising and Communications, 
Leadership (WACL) seminar held during the week following 
International Women’s Day, the speakers recapped the four 
reasons why the Gender Pay Gap Report was so important:

Driving visibility

Highlighting the key challenges

 Giving businesses a good baseline and creating 
healthy competition 

Ensuring accountability

We believe it is important to recognise how each of these four 
contributes to the power of this annual reporting process. 

What is the Gender Pay Gap? 
The gender pay gap is the collective difference between 
the average hourly pay of men and women across an 
organisation, expressed relative to men’s earnings. Since 2018, 
all UK companies with at least 250 employees have had to 
report their gender pay gap by law. We have four legal entities 
that we are reporting on: dentsu London Ltd., dentsu 
Manchester Ltd., Merkle UK One Ltd. and Merkle UK Three Ltd. 
We also provide gender pay gap figures for our entire UK-based 
workforce 
as an aggregate, which includes our businesses with fewer than 
250 people, and our Global and EMEA teams located in the UK.

How we calculate the mean and 
median difference

Mean difference

Mean 
pay gap

Mean male average pay

Mean female average pay

No. of male 
employees

No. of female 
employees

The difference =

The difference =

MedianLowest pay Highest pay

Median difference

Median pay gap

For the period April 2019-April 2020
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23.7%

64.4%

-4.1% from last year across all 
teams based in the UK 

(24.7% (-3.1%) excluding Merkle who 
were not in last year’s figures)                

- 4.7% from last year across
all teams based in the UK 

(61.9% (-7.2%) excluding Merkle 
who were not in last year’s figures)

Mean difference

Mean difference

18.4%

32.8%

+1.4% from last year across
all teams based in the UK 

(17.8% (+0.8%) excluding Merkle 
who were not in last year’s figures)           

+3.1%  from last year across
all teams based in the UK

(36.5% (+6.8%) excluding Merkle 
who were not in last year’s figures)  

Median difference

Median difference

Hourly pay

Bonus pay gap

Percentage of employees who 
received bonus pay

50.3% 47.7%

These figures include all teams based in 
the UK i.e. dentsu London (DLL-UK market), 
dentsu Manchester (DML), all other UK 
market teams such as Whitespace and John 
Brown, Merkle 1, Merkle 3 and the Global 
and EMEA regional teams. 

As they each have more than 250 
employees, DLL-Overall (DLL-UK market, 
Global and EMEA combined), DML, Merkle 1 
and Merkle 3 are each reported separately 
in detail at the end of this report.
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Our commentary and insights

What’s been happening 

These trends are positive and encouraging

   We have a balanced organisation (m: 51.5% / f: 48.5%). And, in all three quartiles other than 
the top one in the UK business alone, there are more women than men (between 52.3%  
and 56.6%). 

  The UK business pay gap is narrowing. As the UK is also home to dentsu’s global 
headquarters, we have a high proportion of executive and senior executive, top quartile 
roles included in this geography, affecting our overall median pay gap across the whole of 
the geography. When we look at the gap for the UK business as a stand-alone subsidiary – 
excluding the global and regional executive and senior executive teams based in London – 
our median gender pay gap is far smaller, with a difference of 13.9% and a mean difference 
of 18.8%. When we exclude Merkle, which was not in the previous year’s figures, the median 
pay gap reduces further to 10.8%, a reduction of 0.3% on the previous year. The mean pay 
gap also shows a reduction of 3% from 19.4% to 16.4%. 

  We have consistently maintained hourly pay parity in the UK business as a standalone 
subsidiary in all quartiles except the top one. In this upper quartile (UK business excluding 
Merkle) the average hourly pay gap has reduced by 59%.  

  The mean gender pay gap has narrowed by 4.1% to 23.7%. This reflects a narrowing of the 
mean pay gap across almost all entities within dentsu in the UK. 

We are actively working on these areas

  More men in senior roles are skewing our figures. While we have an almost equal number of 
men and women in our organisation, our gender pay gap is largely driven by there being more 
men in senior roles than women (upper quartile – m: 65.1% / f: 34.9%).  For the UK market – 
excluding our Global and regional headquarters – this gap narrows to m: 60.0% / f: 40.0% 
and, if we exclude Merkle, m: 55.2% / f: 44.8%. Our ambition is to have 50% of our senior 
leaders being women by 2025 to reflect the equal number of men and women we have 
across the rest of the organisation.

  The median hourly pay gap has increased. Overall, the hourly median pay gap is 18.4%. This 
is due to two factors. Firstly, a 19.7% pay gap in Merkle1, where the headcount split of male 
to female is almost double and is especially high in the top two pay quartiles. Secondly, 
there has also been a slight worsening of the gender ratio across the organisation compared 
to the previous year.

  Our bonus pay gap is higher than we would like at 32.8% for all UK-based employees. This 
is due to there being a higher proportion of males in top quartiles and therefore higher 
bonus pay-outs for them as a result of higher salaries. Also, 5.6% of women choose to 
work part-time versus only 0.7% of men. Our hourly pay gap figures take part-time pay into 
consideration by calculating it as though these people worked full time. Bonus pay on the 
other hand doesn’t do this – it includes actual bonuses paid as opposed to what the bonus 
payment would have been if our part-time employees worked full time. As most of our part-
time employees are women, this impacts our bonus pay gap.

  Our digital skills gap remains an issue for us.  The more digital our business has become, 
the more difficult we have found it to hire women into specialist senior digital roles which 
are typically higher paid. This is mainly due to fewer women studying science, technology, 
engineering and mathematics (STEM) subjects and a reason why there aren’t gender-
balanced candidate pools for such roles. Growing our capabilities in data and technology 
is one of our key strategic priorities. While we have seen an increase of 25 women in data 
and tech, the scale of growth means we still have more men overall in these highly paid 
specialist roles.  

A couple of things to note first:

•  This data includes all roles based in the UK, so we can give the most transparent view of our gender pay 
gap. This is a more detailed picture than we are required to report

•  These figures for 2019-20 include Merkle for the first time as dentsu was able to complete an 
accelerated purchase of 100% of Merkle shares by this time  
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These figures show our gender pay and bonus gaps for dentsu London Ltd. and dentsu Manchester Ltd. 

Breakdowns by legal entity

 

Lower middle Upper middleLower Upper

Lower Lower middle Upper middle Upper

51.9% 49.1%55.4% 31.6%

Percentage of men and women by pay quartile

Gender pay gap

26.2%
-1.9% 

from last year

Mean difference

19.7%
-0.8%  

from last year

Median difference

Bonus pay

Bonus pay

Percentage of employees who received bonus pay

Median difference

 31.2%
+3.3%

 from last year

Mean difference

60.7%
-3.1 %

from last year

48.1% 50.9%44.6% 68.4%

51.5% 47.5% 44.3%

Percentage of men and women by pay quartile

Gender pay gap

Median difference

4.2%
+2.9% 

from last year

Mean difference

* Quartiles are based on hourly pay rates and show the percentage of male vs female in each quartile

* Quartiles are based on hourly pay rates and show the percentage of male vs female in each quartile

*

*

9.7%
-6% 

from last year

Percentage of employees who received bonus pay

Median difference

16.7%
-27% 

from last year

Mean difference

50.7%
+1.6% 

from last year

48.5% 49.5%52.5% 55.7%

78.3% 77.5%

51.4%54.1%

50.5%

dentsu London Ltd.

dentsu Manchester Ltd.
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These figures show our gender pay and bonus gap for Merkle UK One Ltd . and Merkle UK Three Ltd.

Breakdowns by legal entity

Lower middle Upper middleLower Upper

54.8% 55.9%47.3% 44.1%

Percentage of men and women by pay quartile

Gender pay gap Bonus payPercentage of employees who received bonus pay

45.2% 44.1%52.7% 55.9%

* Quartiles are based on hourly pay rates and show the percentage of male vs female in each quartile

*

13.2%
Mean difference

0.7%
Median difference Median difference

 38.2%
Mean difference

81.1%11.2%16.3%

Merkle UK Three Ltd. 

Lower Lower middle Upper middle Upper

Bonus pay

48.5% 44.1% 26.5%

Percentage of men and women by pay quartile

Gender pay gap

* Quartiles are based on hourly pay rates and show the percentage of male vs female in each quartile

*

Percentage of employees who received bonus pay

Median difference

19.7% 
Mean difference

21.9%
Median difference

22.2%
Mean difference

60.5%

51.5% 75.0%55.9% 73.5%

44.3% 31.6%

25.0%

Mean difference

Merkle UK One Ltd.



10 Triton St 
London  
NW1 3BF

www.dentsu.com

I confirm the accuracy 
of the pay information 
contained in this report. 

Euan Jarvie

CEO, dentsu UK&I

http://www.dentsu.com
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