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We See Equal
 “When women have the opportunity for full 
representation, businesses perform better, economies 
thrive, communities are healthier and the world  
is a better place — for everyone.”

—  Carolyn Tastad, Group President,  
North America and Executive Sponsor for Gender Equality

At P&G, we strive for a world free from bias — a world with equal voice 
and equal representation for everyone.

We put equality, diversity and inclusion at the heart of how we do 
business, the products we sell, and the way we advertise them.

Gender equality is a natural focus area for us. After all, we help 
improve the lives of billions of men and women around the world 
through our brands, products, education and advocacy programmes. 
In the UK, 44% of our workforce are women. We create and support 
jobs for many more through our suppliers and partners. 

We believe in gender equality. We see equal. 

Here’s how we’re continuing that journey.

To view our Gender Pay 
data for 2018, click here
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We don’t just say, 
we also do
Encouraging dialogue and action: 
Our commitment to Diversity  
& Inclusion

Whilst diversity is essential in all we do, we believe  
it is inclusion that changes the game. It takes both  
to make us all stronger.

To make meaningful progress, we need to tackle bias, 
spark conversations and change mindsets. At P&G we’re 
taking deliberate steps inside and outside our company  
to create workplaces that encourage dialogue, recognise 
and address unconscious bias and share best practises. 
One that challenges the myths that hold women and  
men back from achieving equal representation.

It’s a multifaceted and intentional approach. We look at 
where we can further improve within our own business, 
and also how we can use our voice and role in industry  
to drive positive change in the wider world.

It’s a big aspiration and not something we can achieve 
without great partners working alongside us. We also 
know that whilst we have already made progress, there’s 
much more work to do.
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Here are a few ways  
we don’t just say, but do.

1. Using our voice
Gender equality is limited by gender bias. The images, 
attitudes and portrayals of people in advertising and media 
affect our perceptions because they embed memories 
that in turn, form bias. Advertising has come a long way in 
recent years, evolving over time to reflect societal changes 
and more accurately portray women and men in today’s 
modern world, and express points of view that positively 
promote gender equality. 

We believe brands can be a force for good and we use our 
voice in advertising and media to raise awareness and 
spark conversations around gender bias and diversity such 
as through our #WeSeeEqual, Pantene Gold Series, and 
Gillette’s Best Men campaigns.

We don’t shy away from engaging in important and 
emotional cultural issues. Conversations on these 
profound social issues are important and, by sparking 
the discussion, we believe we can play a part in creating 
meaningful and positive change.

We’re also making small, but important, changes to our 
brand advertising to eliminate the stereotypes around 
“traditional” male and female roles. Examples include 
Head & Shoulders becoming the first official haircare 
partner of both the England Men’s and Women’s football 
teams, how our Flash campaign features a man cleaning 
his kitchen or how we partnered with Tom Daley and his 
husband Lance Black as two Dads to launch our Pampers 
Pure Protection range.

2.  Advocating equal education  
and economic opportunities

We’re also helping to improve access to education for  
girls and economic opportunities for women through  
our public policy advocacy efforts as well as our brand  
and corporate programmes.

Our Always #EndPeriodPoverty campaign seeks to 
address the fact that thousands of girls in the UK 
regularly miss school because they cannot afford 
sanitary protection. Over half (52%) of women who have 
experienced period poverty believe it has had a direct 
effect on their success, confidence and happiness as an 
adult. Through a one pack = one donation mechanism, 
Always has donated over 14 million pads, enough to help 
keep affected girls in school for a term.

When women have the tools to fully participate in 
the economy — through increased access to training, 
loans, credit, economic literacy and more — they build 
businesses, and we see entire communities transformed. 
In 2018 we partnered with WEConnect International 
and launched our Female Business Leaders Growth 
Programme for the first time here in the UK. Through the 
programme we share our business skillset and experiences 
to coach women and minority entrepreneurs as they look 
to establish businesses.

We believe brands  
can be a force for good  
and a force for growth. 

https://www.youtube.com/watch?v=g6E4pfAzUCE
https://www.youtube.com/watch?v=VhC5ZZTgj68
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3.  Changing the narrative  
on gender

We aspire to create an inclusive, gender-equal workplace 
within P&G and beyond. We believe that the requisite  
skills to succeed as leaders in 2019 and beyond include  
the ability to be empathetic and inclusive. 

This past year, we made a conscious choice to look deeper 
into understanding why women are so underrepresented 
in the top levels of companies, governments and industries. 
The answer, at least in part, is that society continues to 
operate with a set of outdated assumptions — or myths 
 — about women that hold them back. We’ve most 
prominently brought this to life when we showcased our 
Women at Work: Myths vs Reality installation during the 
World Economic Forum 2018 in Davos, Switzerland, which 
immersed leaders in the myths and realities of women 
at work. For many, it was a powerful moment as they 
recognised the need to change the way we think and  
talk about women to accelerate workplace equality at 
every level. 

Given the critical role men play in amplifying the voice 
of women, recognising women’s contributions and 
developing future leaders, we have also partnered with 
Catalyst on their MARC™ (Men Advocating Real Change) 
initiative. Through this effort, men better understand the 
impact stereotypes, unconscious bias, and male-dominant 
culture have on women’s career progression.

We also partner regionally in Europe, with the LEAD 
(Leading Executives Advancing Diversity) Network to help 
advance the Gender Equality agenda in the retail and 
consumer goods industry. Through our partnership, our 
employees, and our business as a whole, are able to gain 
insights and establish connections to strengthen diversity 
networks and help drive male and female advancement. 

 

In collaboration with Catalyst, we 
offer MARC training to help men 
understand the role they can play  
to support women.

https://www.weforum.org/agenda/2018/01/myths-holding-back-women-workplace/
https://www.catalyst.org/
http://www.lead-eu.net/
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Business  
without bias 
A commitment we take pride in

Whilst we’re proud of the progress we continue to make, 
there’s more to be done. 

It’s about having sustainable impact, not just improving 
statistics. We’ve identified four areas we believe are key  
to making a long-term impact on the gender pay gap, 
both within our business and to contribute to wider 
societal change.

P&G’s commercial business is led in the UK by a Steering 
Team which has a 9 : 7 split male : female  

1.  Gender diversity in recruitment
The people who use our products every day are as  
diverse as our world. The more we reflect them, the  
better we can understand their needs. That’s simply  
meeting expectations.

We’re committed to creating a culture where everyone  
is treated equally and can contribute to their full potential. 
It’s why achieving a 50:50 representation in all parts of our 
company is a top priority.

We use gender-neutral recruitment language, and 
our certified interviewers are trained in recognising 
unconscious bias. We also take active steps within local 
communities to support a diverse range of applicants to 
roles, particularly those entering the workforce for the first 
time. For example, encouraging younger generations from 
diverse backgrounds and communities to consider a STEM 
career via our work with Your Future, Your Ambition, or our 
partnership with student community, The Bright Network, 
to support BAME students or those who are the first 
generation of their family to go to University.

2. Flexible working
Work and personal lives are intrinsically linked. Traditional 
schedules may no longer fit the rhythm of many of our 
career and life needs.

We passionately believe in the importance of recognising 
all aspects of our employees’ lives and, when the 
circumstances arise, the need for their work to be flexible 
around this. Our flex@work ethos therefore isn’t just a 
policy, it’s a business strategy that’s at the heart of our 
working culture. 

It’s about work life integration. Flexibility isn’t limited 
to working hours but personalised to each individual 
employee’s needs; be that location, reduced schedules or 
flexible hours. We marry the needs of our business with 
the needs of the individual to help everyone perform at 
their best.

For us, that’s inclusion in practise. 

I’ve taken advantage of both flex@work and a 
childcare break during my 25-year career at P&G and 
I currently work on a reduced schedule of 4 days a 
week. The key to flexible working is to acknowledge 
that the flexibility must come from both sides, and I 
think P&G has really embraced this philosophy. I’ve 
never felt held back in my career as a working Mum at 
P&G, but rather encouraged to push the boundaries 
of what I can aspire to within both my career and my 
personal life – marrying the two has helped me set an 
example to my children to have a strong work ethic, be 
clear on priorities and be present in the here and now.    

 Carla Berry,  
Senior Communications Manager 

Achieving a 50:50  
representation in all  

parts of our company  
is a top priority. 

79
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3.  Parental leave and returning  
to work

Starting a family should never be a forced choice 
between career and parental aspirations. In a world where 
#WeSeeEqual, we’ve been working hard to meet the ever-
changing needs of mums and dads through enhanced 
maternity pay, shared parental leave and policies and 
benefits which help families to make the choices that best 
work for them. 

As we continue to evolve our working culture, we are 
undertaking a strategic and holistic review of our support 
of employees’ different life stage needs, including parental 
leave of absence, with a view to launching later in 2019.

The approach our business has to supporting 
working parents is what’s kept me here at P&G for 
over 13 years. I’m not sure I’d find another company 
that would be so flexible. I’m a mum of two, and my 
youngest has spina bifida which, after he was born, 
brought a new dimension to my life. I was able to  
take two years family care leave to give him the extra 
support when he needed it with the confidence to  
know my career was waiting for me when I returned. 
I now work a 60% schedule, five days a week over 
school hours and have never had to feel like I’ve had 
to compromise my work to also be a mum.

 Samantha Phillips,  
Employee & Labour Relations

4.  Promotion and  
career development

We believe in gender balance at all levels and divisions of 
our business. In the UK, we hire women and men equally 
at entry level. Our mentoring, training and learning 
programmes all ensure equal career sponsorship to allow 
everyone to develop to their full potential. 

At P&G, a person’s contribution, skill development, and 
passion determine where they go and what they do,  
not their gender.

My 18-year career here from an Assistant Brand 
Manager on Oral Care, to today leading our Brand 
function in Northern Europe has allowed me to be a 
daughter, mother, wife, friend, and business leader. 
Success at P&G I think is determined by three things; 
the environment created by the culture and people; 
business opportunities suited to your strengths and 
the individual managers and mentors that are there 
to push you and build confidence. That’s gender 
neutral. I’ve been, and continue to be, championed 
by both men and women. My gender was never a 
barrier. I’ve been given an equal voice since joining 
and I strive to continue to champion that today.

 Katharine Joy Newby Grant,  
Marketing Director and Hair & 
Skin Care Commercial Leader
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I believe women believe that certain STEM careers, 
particularly IT and coding, are an individual or 
narrow pursuit that does not bring leadership or 
innovation opportunities. In fact, the reality is very 
opposite to that opinion. In my role I manage a 
team globally of about around 30 people. We have 
the freedom to bring the latest technology to the 
business, to drive value and insights into how they 
work. This is very much at the innovation leading 
edge for P&G, as well as being part of a team driven 
to constantly learn and grow from others.

 Sinead Devine,  
Senior Manager, IT

Let’s put the 
spotlight on how 
STEM is a career 
path for all
As an innovation-driven company, STEM graduates and 
employees form an essential part of our workforce. We 
are focussed on making highly innovative products that 
improve people’s lives, and this is driven by the dedication, 
passion and expertise of thousands of research and 
development scientists and engineers at our innovation 
centres and specialists at our manufacturing plants across 
the UK and the rest of the world.

As part of our commitment to gender diversity in 
recruitment, we continue to break stereotypes and provide 
support and mentorship to encourage the next generation 
of STEM talent. After all, a more diverse talent pool leads 
to better ideas and innovation, which in turn is better 
for business. All of this underpins our collective effort 
to help raise and champion the aspirations of younger 
generations — particularly girls and young women — to 
consider careers in fields traditionally underrepresented  
by women.

It’s bias, not brains, that hold women back. Here’s how 
we’re helping to change the narrative and bust the myths 
on gender equality in STEM.

Inspiring the next generation
Our Newcastle Innovation Centre is a key centre of global 
innovation for our Fabric Care business and remains at 
the heart of the local community. The team runs various 
hands-on science classes for local pupils aged 4 to 18, as 
well as offering careers advice and support. Over the past 
12 months, our Newcastle team have reached over 13,000 
individual students through STEM engagement projects. 

Scientists from our Greater London Innovation Centre have 
also shown their dedication to encouraging students from 
diverse backgrounds and communities to consider a STEM 
career by supporting the Your Future, Your Ambition event 
for the last five years. Each year a team of 10 P&G scientists 
attend the day-long event to run activities to inspire the 
younger age groups to pursue a STEM career and/or 
provide career advice to older age groups.

Team members from our Cobalt office have been involved 
in the Tech For Life – Leading Ladies programme, 
providing training for women ranging from science and 
assumptions related to gender differences, to confidence 
building as well as upskilling through workshops, for 
example on micro bit coding. 

Our Newcastle Innovation Centre  
runs hands-on science classes for 
students to inspire them to pursue 
careers in STEM.
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We see STEM as a springboard

Each of our employees bring a unique and diverse skillset 
to the table. Nowhere is this truer than those in STEM-
linked roles. From college-linked apprenticeships to plant 
leaders and principle scientists, we need and welcome 
those with STEM qualifications and help them build 
diverse successful careers.

My first 14 years were spent in Research and 
Development in a diverse number of roles from 
product design to process engineering. For the  
last 12 years I’ve been focussed on communicating 
the Science Behind our Brands — to consumers,  
press and to professionals — people often don’t 
realise the multifaceted nature of the teams and 
science behind everyday products we use in our 
homes. I’ve been fortunate to have a role that has 
taken me around the world working with lots of 
fascinating people. I may be talking to Chinese 
journalists one day, Vogue or New Scientist the  
next or presenting our science at World Congress  
of Dermatology, it’s a rich and diverse experience. 

 Sian Morris,  
Associate Director,  
Scientific Communications

When I was younger I used to love taking things 
apart, playing with Lego and working on cars with 
my Dad. Now as an Electrical and Instrumental 
Technician, I get to turn that passion into a career. 
I work in the plant’s Distribution Centre in our 
automated warehouse so my days involve a lot of 
high-tech robotics and new technology. I never 
originally considered an apprenticeship but I’m 
so glad I did as it’s given me valuable hands-on 
experience. P&G was so supportive throughout 
my apprenticeship and in giving me flexibility to 
continue studying further at college. This support 
in developing you as a person was actually why I 
wanted to join the company in the first place.  
Both my Dad and Aunt work at P&G so I saw first-
hand how well the business supports your career 
and ambitions.

 Emily Hamlin,  
E&I Technician, London Plant

https://www.youtube.com/watch?v=3qNxyv1Zph0&lc=z22nsxvbhzzyfpyj104t1aokgenpbwzws0wfvgl4pm2ark0h00410
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I pursued a career in technology because 
technology transformed my life. Living with 
sight loss from a young age meant that I 
heavily relied on other people for support. 
Technology helped me become independent. 
I therefore wanted to work in technology, to 
transform how we do business with it. Coming 
to P&G, initially in the IT function, I had the 
opportunity to marry my love of technology 
with my own personal experience and passion 
to create a more inclusive and accessible world 
for the 1.3 billion people worldwide who have a 
disability. My role has evolved over time to focus 
on how we transform our buildings, products, 
packaging and advertising to become more 
accessible — but still at the heart of the work 
I do is using STEM as the key to help find 
solutions to over-come the everyday challenges 
of living with a disability.

  Sam Latif,  
Associate Director,  
Company Accessibility 

Engineering and manufacturing has always 
been an industry I wanted to work in. I grew 
up in a family of engineers and my father 
and grandfather were key role models in 
encouraging me to pursue my passion. Having 
moved from India to pursue my engineering 
degree in the UK, I joined our London Plant 
in West Thurrock as a Process Engineer and 
today manage our Fairy Liquid operations 
department. I’ve been valued since I walked 
through the doors, through my managers and 
mentors. It’s why I’m proud to work here. I’m  
27 and I can’t think of another company where 
I would have the experience and responsibility 
that I have here. I love being able to walk  
into family and friends home and know the 
bottle of Fairy Liquid by their sink came from 
my team.

 Akanksha Chawla,  
Liquid Operations 
Department Manager, 
London Plant

https://www.youtube.com/watch?v=xKSX2WNDDyk&list=PLoYEFZnRs4E8LTLCj4pAHupI56svegO6b&index=51&t=0s
http://www.youtube.com/watch?v=ruABIarhE_g&list=PLoYEFZnRs4E8LTLCj4pAHupI56svegO6b&index=52&t=0s
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Median pay gap 

The median represents the middle point. Imagine 
separately lining up all the men and women in a 
company, in ascending value of hourly pay rate. 
The median pay gap is the difference in hourly pay 
between where the middle point sits for men and 
where it sits for women. 

Mean pay gap 

The mean gender pay gap is the difference in  
the average hourly pay for women compared to 
men. To calculate, add together all the women’s 
hourly pay rates and divide by the total number  
of women. Do the same for men.

Lowest HighestMedian

Hourly rate  
of all women

Number  
of women

Hourly rate  
of all men

Number  
of men

Women’s mean 
average pay 

Men’s mean  
average pay 

What is the  
Gender Pay Gap?
The Gender Pay Gap is the difference in average earnings 
between men and women. It’s influenced by a range of 
factors, found both inside and outside the workplace.

Gender Pay is not the same as  
Equal Pay
‘Equal pay’ considers the differences in pay between 
men and women who do the same or similar jobs, or jobs 
where the work is of equal value. It is illegal to pay people 
differently for the same work simply because of their 
gender. ‘Gender pay’ is about the difference in a male and 
female employee’s compensation across the whole of an 
organisation irrespective of role or level.

We’re committed to doing our part 
on Gender Pay
Addressing and championing gender equality isn’t 
something new for us at P&G. It’s been fundamental to 
how we’ve operated as a business for a long time. 

There are many reasons why a pay gap may exist that 
are outside of the control of the workplace. For example, 
career advice to young students and the influence on 
young girls choosing whether to take further education 
and jobs in STEM.

Where we can take steps to play a positive role to help 
shape our own employees’ choices and make a difference, 
we actively do. We also, as shared in this report, take 
proactive steps outside our business to use our voice and 
position within the industry to help shape those external 
factors for the better.

It’s a matter of principle
When it comes to our own employees, we have very clear 
principles. Our pay and reward systems are designed to 
minimise the potential for bias. We are confident from our 
pay equity audit data, which takes into account legitimate 
drivers of pay — such as job level and performance — that 
we have no intentional or unintentional statistically 
significant differences in pay due to gender. 

It’s part of our Purpose, Values  
and Principles which define how  
we do business.

http://www.pg.co.uk/policies-and-practices/purpose-values-and-principles/
http://www.pg.co.uk/policies-and-practices/purpose-values-and-principles/
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P&G in the UK 
Gender Pay Data 2018

In the UK, P&G comprises of several business units. The 
three which we need to calculate and report gender pay 
data for, according to government regulations, are: Procter 
& Gamble UK, Procter & Gamble Technical Centres Limited 
and Procter & Gamble Product Supply (UK) Limited. We 
review these in more detail in the next section.

We also choose to report on our total footprint in the 
UK as this includes all Procter & Gamble business units 
therefore better representing our entire business. This is 
made up of more than 2,500 employees working across 
Research & Development, Manufacturing & Distribution 
and Commercial businesses and operations. 

Looking at our total workforce here 
in the UK, our gender pay analysis 
shows us the following1:

11.4%

8.6%

Gender Pay Gap

Median

2.4% 5.8%

Who received bonus pay

6.5% -27.1%

Gender Bonus Gap

0%

0%

The mean pay for men is 2.4% higher than that of women.  
The median pay for men is 5.8% higher than that of women.

The mean bonus for men is 6.5% higher than that for women. 
The median bonus for women is 27.1% higher than that for men. 

As a reference, the 2017 confirmed data from the Office of National  
Statistics put the UK median pay gap at 17.2% and the mean pay gap at 18.4%.2

Mean

MedianMean

1Our gender pay gap data has been calculated using the pay data of our UK employees, working in the UK on 5th April 2018  
2Annual Survey of Hours and Earnings (ASHE) Gender Pay Gap Tables - Sic07 Industry (4) SIC2007 Table 16.2 Gender Pay Gap 2017

Lower

Lower 
Middle

Upper 
Middle

Upper

Employees by Pay Quartiles (%)

49.7

42.0

36.3

43.2

50.3

58

63.7

56.8
50%



Across our business, our gender pay gap is largely 
driven by the shape of our organisation, which is 
influenced by the differences in the number of 
men and women at different job levels. Whilst 
we’re proud that some of our business units have 
gender parity across different job levels, we know 
we need to continue the journey and actions 
we’ve shared in this report, across our total UK 
organisation, to improve female representation.

We also know that the pay and benefits choices 
made by employees that best meet their individual 
needs and circumstances is also a driving factor 
behind our data. We will continue to champion 
this flexibility which we know is important to  
all our employees.

2018 Gender Pay Gap Report 13  
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Diving into  
our data 
We have three companies in the UK, which we are 
required to report gender pay data separately on the 
government website: for completeness, the results  
of their analysis are shown below.

Procter & Gamble UK
We have around 600 employees within this entity,  
working across a range of functions including sales and 
marketing, finance, HR and supply network operations. 
Roles from beauty consultants, administrative and 
technical, management and senior management up  
to vice president, are represented. 

26.5%

26.8%

Gender Pay Gap

Median

18.0% 28.5%

Who received bonus pay

46.1% 18.3%

Gender Bonus Gap

0%

0%

The mean pay for men is 18% higher than that of women.  
The median pay for men is 28.5% higher than that of women.

The mean bonus for men is 46.1% higher than that for women. 
The median bonus for men is 18.3% higher than that for women. 

As a reference, the 2017 confirmed data from the Office of National  
Statistics put the UK median pay gap at 17.2% and the mean pay gap at 18.4%.2

Mean

MedianMean

P&G UK falls within the Professional, Scientific and Technical sector as classified by the UK Government. As a reference, the 2017 confirmed data from 
the Office of National Statistics for this sector puts the median pay gap as 21.8% higher for men, and the mean pay gap as 22.9% higher for men.

Lower

Lower 
Middle

Upper 
Middle

Upper

Employees by Pay Quartiles (%)

72.3

70.8

59.9

51.8

27.7

29.2

40.1

48.2
50%
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Procter & Gamble Technical  
Centres Limited
There are around 1,000 employees within our P&G 
Technical Centres entity, covering a range of functions 
such as research & development, finance and accounting, 
supply network operations and IT systems. A range of 
roles are represented from both administrative and 
technical management and senior management roles, 
through to Director level.

23.2%

15.2%

Gender Pay Gap

Median

17.1% 17.7%

Who received bonus pay

34.9% 13.7%

Gender Bonus Gap

0%

0%

The mean pay for men is 17.1% higher than that of women.  
The median pay for men is 17.7% higher than that of women.

The mean bonus for men is 34.9% higher than that for women. 
The median bonus for men is 13.7% higher than that for women. 

Mean

MedianMean

P&G Technical Centres also fall within the Professional, Scientific and Technical sector as classified by the UK Government. As a reference, the 2017 confirmed  
data from the Office of National Statistics for this sector puts the median pay gap as 21.8% higher for men, and the mean pay gap as 22.9% higher for men.

Lower

Lower 
Middle

Upper 
Middle

Upper

Employees by Pay Quartiles (%)

59.3

60.7

56.1

41.0

40.7

39.3

43.9

59.0
50%

As a reference, the 2017 confirmed data from the Office of National  
Statistics put the UK median pay gap at 17.2% and the mean pay gap at 18.4%.2
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P&G Product Supply (UK) Limited
We have around 700 employees within this entity 
supporting a variety of functions within our manufacturing 
and distribution operations. Most roles represented are 
at administrative and technical levels with management 
roles represented up to associate director level.

6.9%

14.1%

Gender Pay Gap

Median

-11.5% -3.4%

Who received bonus pay

-49.5% -210.1%

Gender Bonus Gap

0%

0%

The mean pay for women is 11.5% higher than that of men.
The median pay for women is 3.4% higher than that of men.

The mean bonus for women is 49.5% higher than that for men. 
The median bonus for women is 210.1% higher than that for men. 

As a reference, the 2017 confirmed data from the Office of National  
Statistics put the UK median pay gap at 17.2% and the mean pay gap at 18.4%.2

Mean

MedianMean

P&G Product Supply Ltd falls within the Manufacturing sector as classified by the UK Government. As a reference, the 2017 confirmed data from  
the Office of National Statistics for this sector, puts the median pay gap as 17% higher for men, and the mean pay gap as 20.9% higher for men

Lower

Lower 
Middle

Upper 
Middle

Upper

Employees by Pay Quartiles (%)

8.7

10.6

7.9

13.9

91.3

89.4

92.1

86.1
50%



Message from Management
“Equality, diversity and inclusion is at the heart of how we do business.  
The gender pay gap across P&G’s business in Great Britain remains small  
(mean 2.4%, median 5.8%) and is broadly driven by shape of our organisation 
which is influenced both by the differences in the number of men and women 
at different job levels and the choices that our employees, both men and 
women, make with respect to their pay & benefits.

“We are a business without bias: gender equality is a natural focus for P&G as 
declared in our global citizenship priorities. Our journey continues with a focus 
on the areas explored in this report to enable us to make a long-term impact on 
the gender pay gap both within our own business, to achieve our aspiration of 
50/50 representation at all levels, and to contribute to wider society.”

Tom Moody 
General Manager and Vice President, P&G Northern Europe

“I confirm that the information and data reported here is accurate and  
fulfils our responsibility under the UK Government’s Equality Act 2010  
(Gender Pay Gap Information) Regulations 2017” 

 
  

Chris Young 
HR Director, P&G Northern Europe
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Appendix
Equal Pay
Equal pay considers the differences in pay between 
men and women who do the same or similar jobs, 
or jobs where the work is of equal value. It is illegal 
to pay people differently for the same work simply 
because of their gender alone.

Gender Pay
Gender pay looks at the difference in a male and 
female employee’s compensation across the whole 
of an organisation irrespective of role, level or the 
choices made by those employees that best meet 
their individual needs and circumstances. 

Gender Pay Gap
The Gender Pay Gap is the difference in average 
earnings between men and women. It is influenced 
by a range of factors, found both inside and outside 
the workplace.

Mean Pay
The mean gender pay gap is the difference in the 
average hourly pay for women compared to men. 
This is calculated by adding together all female 
employees’ hourly pay rates which is then divided 
by the total number of women. The same is then 
done for all male employees.

Median Pay
The median represents the middle point. Imagine 
separately lining up all the men and women in a 
company, in ascending value of hourly pay rate. 
The median pay gap is the difference in hourly pay 
between where the middle point sits for men and 
where it sits for women. 

Pay Quartile
Imagine lining up all the men and women in an 
organisation together from highest to lowest paid 
and then splitting them into four equally sized 
groups — termed a quartile. Pay quartile data in 
Gender Pay reporting then looks at the percentage 
of men and women in each of those quartiles.  
These are named as Upper, Upper Middle,  
Lower Middle and Lower.
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Everyone valued, 
Everyone included, 
Everyone performing  
at their peak™ 

It’s who we are, it’s what we believe 

and it’s how we operate — every day.

© 2019 Procter & Gamble
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