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2019 & 2020
GENDER PAY
GAP REPORT



45%
55%

vs 46% in 2019

vs 54% in 2019

% of male and female  
employees across all  
our offices

As an equal opportunities  
employer we recognise the  
benefits of a diverse and  
gender balanced workforce.
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The government requires all employers with over 250 
employees on the snapshot date (5 April each year) to 
publish their gender pay gap data. The employer is the legal 
entity under which an employee is engaged. Within 
MediaCom in the UK we have two legal entities which meet 
the 250 employee criteria – MediaCom Holdings for our 
employees based primarily in London and MediaCom North 
for our employees based in three locations across the north of 
England. The statutory data by legal entity can be found at 
the end of this document.

We are committed to fairly rewarding all MediaCom 
employees, regardless of gender, age, disability, ethnicity and 
sexual orientation. This report focuses on gender pay as 
required by UK legislation.



Gender pay gap vs equal pay

is a legal requirement. It  
means being paid the  
same salary for carrying out  
the same or similar work,  
regardless of gender.
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We ensure equal pay across  
our organisation, with bands  
that are specific to the role  
performed and the experience
of  employees and prospective 
candidates.

This report is about the gender  
pay gap which is the difference  
in hourly pay between men and  
women in a workforce. This is 
not the same as equal pay.

A gender pay gap is theresult  
of gender imbalance i.e.
having more of one gender in  
junior or senior roles compared  
to the other. This means 
gender pay gaps are likely to 
persist until organisations have 
a fair representation of men 
and women at every level.
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What gender pay gap information are we required to publish?

PAY GAP

BONUS GAP

QUARTILES

Percentage difference (mean and median) in hourly rate of 
pay at 5 April (snapshot date) between male and female
employees.

Percentage difference (mean and median) in total bonus
payments received by male and female employees in the
12 months preceding the snapshot date.

PERCENT RECEIVED BONUS

Percent of all males and females who received a  
bonus in the 12 months preceding the snapshot date.

Total percentage of employees in order from lowest hourly  
rate of pay to highest hourly rate of pay, split into four equal 
groups.
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The difference between the mean and the median gap

The Median Pay Gap

Lowest paid Highest paid

The Mean Pay Gap

Lowest paid Highest paid

The Median Pay Gap
The median is the middle. To explain this imagine  
that all employees were lined up in a female line  
and a male line from lowest to highest in terms  
of rate of pay. The female and male in the  
middle of each line are compared, this is what  
gives us the median gender pay gap.
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The Mean Pay Gap
The mean is the average. The mean pay gap is  
the difference in the average hourly rate of pay  
between all men and all women.



MediaCom Median Pay Gap 2020*

UK National Average 2020

3.08%

15.5%

As mentioned previously, a gender pay gap is the result of gender imbalance at 
certain levels in an organisation. This is a factor for us in both the 2019 and 2020 
snapshot period as we had a higher % of women in our entry level/junior roles 
and a higher % of men in our most senior management roles. Combined this led 
to a lower female hourly rate on average and thus a gap is created. 

We are continuing to focus on achieving a gender balance across all of our 
senior roles by 2023 and have seen progress since the 2017 and 2018 pay gap 
reports. This can be seen in the pay quartiles, as an example – 46% and 44% of 
the Upper Pay Quartile in April 2020 and 2019 respectively are women vs 43% in 
2018 and 39% in 2017.

In order to ensure a level playing field and hire the best candidate, we 
interview a candidate shortlist of at least 50:50 male/female when hiring at 
senior levels. We must also recognise that we are fortunate to have a high 
retention rate of employees in senior roles, therefore delivering sustained 
change to our gender balance needs to be looked at as an ongoing 
objective.

MediaCom Holdings  
and MediaCom North  
combined

Source: Office of  
National Statistics

vs 6.59% in 2019
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vs 17.3% in 2019

Our results: MediaCom Holdings and North combined



28.18%      24.68%
vs 28.6% 2018

Across MediaCom Holdings, MediaCom North, and our combined MediaCom results, we 
have seen an improvement in the mean gender pay gap from 2017 through to 2020.

The mean pay gap does, however, continue to be affected by the fact that we are a global 
company and the majority of our Global Executive Board (the most senior people in the 
entire global organisation) are based in London. As of April 2020 the gender balance of the 
London-based board was 71% male and 29% female. As mentioned previously we see very 
high levels of retention at senior levels. The average MediaCom tenure of men on the 
executive board as of April 2020 was 17 years, and for women this was just over four 
years. Three of the board members were new entrants to the board in the two years 
preceding April 2020; two of whom are women.

Due to our London base, our global executive board fall under our MediaCom Holdings 
entity, which does have a significant impact on our results. If the board members were 
removed from our data, the mean pay gap for Holdings for 2019 would reduce from 30.07% 
to 17.47% and the gap for 2020 would reduce from 26.43% to 14.11%.
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30.07%      26.43%
vs 30.85% 2018
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vs 19.25% 2018

2019         2020

Our Results: MediaCom Holdings and North continued…
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In April '19 and '20 our UK London 
agency* had c.880 employees 
(over 50% of our total UK
workforce). The pay gap results for 
London are as follows:

GENDER BALANCE

2020 2019

43% 43%

57% 57%
% OF BONUS RECEIVEDUK

LOWER LOWER MIDDLE UPPER MIDDLE UPPER

44% 40% 39% 51%
56% 60% 61% 49%

2020 QUARTILES

2019 QUARTILES

LOWER LOWER MIDDLE UPPER MIDDLE UPPER

46% 44% 38% 47%
54% 56% 62% 53%

79.68%

82.51%

87.47%

88.61%

2020 2019

8*MediaCom Holdings includes our large UK London agency as well as our Worldwide London HQ employees.  The results shown on 
page 8 and 9 represent our UK London agency employees only



3.71%       -2.86%

PAYGAP

11.05% 1.85%
vs 9.15% 2018

vs 5.52% 2018

BONUS GAP
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24.88% -17.76%
vs 21.8% 2018

vs 0% 2018

vs 9.8% 2017

vs 10.7% 2017

vs 14.7% 2017

vs 2.5% 2017
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Our UK London agency
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Some of our initiatives

Gender ERG
A mixed group of men and 
women who are working to 
implement initiatives and
learnings that speak to what our  
people need/want. The team  will 
lead on events such as  
International Women’s Day and  
International Men’s Day, but will
also look to tackle issues such  as 
flexible working and parental  support. 
The group will continuously strive to
build an environment where everyone 
can be themselves, without being  
judged and where all opportunities 
are open regardless of gender.
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Back in the Game
Returning to work after an  
extended period away,
whether that be maternity, 
paternity or illness, can be an 
overwhelming experience, so 
we offer help and  support in 
numerous ways. ‘Back in the 
Game’ is a GroupM 
programme aimed to support
people returning to work  
after an extended period 
away, whatever the
circumstances. The 
programme offers support  to 
help reintegrate returners,  
both practically and
emotionally making the 
transition as smooth as 
possible.

Parental coaching
This programme enables those who 
are preparing for parenthood and/or 
to be out of the office for a
prolonged period of time to plan for 
a new phase in their lives. This is 
about ensuring people have support 
pre, during and post parental leave.

Walk the Talk sessions
This programme is about targeting 
women at the point where we 
start to see a reduction in female
representation in the industry. The 
sessions are designed to enable 
women to share their experiences 
around self limiting beliefs, 
imposter syndrome, work/family 
blend, etc. so that they can  
create a network and seek 
advice, support and guidance to 
thrive at MediaCom.

Global Belonging Council 
A diverse mix of senior people from 
different areas of our business 
globally, who meet on a regular 
basis to drive sustainable change. 
Accountable to the Global CEO, 
they work with our ERGs and our 
network colleagues, as well as 
expert advisers from external 
organisations, to make sure that, 
over time, we truly deliver on our 
plans.

Parenting Focus Groups
As part of our commitment to the 
wellbeing and engagement of all our 
people, MediaCom are 
collaborating in a group-wide 
workstream on how we can most 
effectively support our working 
parents. This will help us understand 
more about the challenges working 
parents face and help shape the 
future of our work.

Leadership Reverse Mentoring
As part of our drive to deliver 
sustainable change we have just 
launched a reverse mentoring 
programme, which will see more 
junior employees act as mentors 
to our senior global leaders in 
order to shape the future of our 
agency.
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Our people

Max Nye, Trading Director, Publishing, Digital & Partnerships
When people hear that I work part-time, they’re normally surprised because I don’t fit 
the ‘typical’ profile. As one shocked media owner responded, “Part-time? But you’re 
nota  working mum?!”

The truth is, work is a really important part of my identity, but so is my personal life. Last  
year I decided to change my working hours in order to balance both. On my non-
working days I pursue my ‘side hustle’, a cookbook I have been writing for a couple  
of years. It’s something I love doing, but until recently I’ve struggled to give it the  
necessary time and attention it requires. Once I’m done, the next goal is to try and  
write a novel (wish me luck).

It’s time to dispel the myths and stereotypes of non-standard working – that it’s  
only for parents or comes at the sacrifice of one’s career. Changing my hourshas
been a brilliant move. I’m able to pursue a project I love – a project that makes me  
more motivated and rounded as an individual – while also growing my professional  
experience. It also makes me completely focused when I’m in the office. I never feel  
work-fatigued or worn out, but rather excited to come in and do the best work I can for  
clients and colleagues.

I’m both lucky and grateful that MediaCom have helped me to achieve thisbalance.  
It’s one of the (many) reasons why we set ourselves apart from the competition as a  
great place to work.

Lindsey Jordan, Head of Media Creativity, Joint Head of CID
I returned from maternity leave at the end of 2018 and was promoted in 
January 2019. Initially I was apprehensive about returning to work with a new 
role and more responsibility, on top of the relatively new responsibility of 
raising a child. After  a full year of just me and my daughter at home, the 
oxytocin highs, sleepless  lows and everything in between, I worried about 
balancing work with my now ridiculously full home life. I am not going to lie, 
some days I feel like a hamster on a wheel, eyes bulging with in equal 
measures joy and terror, as I sprint from home, to nursery, to work, to clients, to
nursery, to home, and then it all begins again.

Flexible working has been an absolute life saver. I am in charge of my time. As 
long as I get the job done, and done well, put the hours in and am 
contactable, it doesn’t really matter when or where. I like to make sure I see 
my  daughter every night, for that precious (if tantrum-tastic) half hour before 
bed, so I make sure I leave by 5pm when I can and then I just do some work
after she  goes to bed. I also work from home on Fridays, which is a bonus and 
means I can really concentrate and get lots of work done. These two things 
have made a massive difference to my work-life jugglingact.

*please note the above reflects arrangements that were in place pre COVID which has seen a 
change to working practices for all MediaCommers in the UK



Our people

Kate LeMessurier, Global Director, GDS
I was lucky enough to enjoy an extended maternity leave after my sonarrived.  
When he was 15 months old I started consulting, which gave me flexibility to  dial 
work up and down as a new working mum. When considering moving  back into 
permanent work, and within a new role nonetheless, maintaining this  balance was a 
real focus for me – I knew I could add value without being full  time, but would there 
be a role tosuit?

With the support of my boss, Nadine Thomson, we crafted a four day, flexiblehour  
work week that enabled me enough facetime with my team to be effective, but 
also manage the 24/7 mum job of drop offs and bath times. Four months in and so 
far, so good – my working hours are all about efficiency, the team has a great sense 
of camaraderie and trust, and I can see the benefitsafforded them by my work 
schedule – a sense of autonomy and leadership to step in  when I’m not around.

I was pleasantly surprised at the willingness and pragmatism of a big business  like 
MediaCom to support a flexible working approach and it’s great to see so many 
others at all levels embracing it. It really is market leading and the more common it is, 
the more likely we are to see more new mums like me feeling  welcomed back into 
the workplace, taking on new and challengingroles.

Nick Palmer, Head of Creative Systems, EMEA
Over half of my adult life has been shaped by MediaCom. From a career  
perspective it has always been rewarding. MediaCom have kept me  
growing, kept me learning and, whenever I think I’m about to plateau, a  
new challenge arises. But a rewarding career isn’t just about thework  you 
do. It’s how you work and the people you work with.

I met my wife at MediaCom (at the 2008 Christmas Party!) and we’ve  been 
lucky enough to have two beautiful girls. The flexibility MediaCom offers
allows me to drop my girls at nursery and put them to bed  at the end of the
day. It allows me to travel (which in my role I do a lot of) but never feel like 
I’ve spent too much time away from home. And recently it allowed me to 
spend three months with my youngest from when she was nine months old. 
Time that I will never forget and I would recommend any dad -to-be should
take.

But flexibility isn’t just about being able to spend time with family; it’s about  
being better at your job too. I’d never get anything productive done if I  
were at my desk all day (I’m writing this from a coffee shop in Peckham!). 
Flexibility leads to stimulation, motivation and happiness. All of which is  good 
for you and good for MediaCom.

12*please note the above reflects arrangements that were in place pre COVID which has seen a 
change to working practices for all MediaCommers in the UK



Reducing the gap

to better understand  
where intervention  
may be required.

Gender balanced
hiring opportunities
All senior positions require  
male and female 
candidates to be put
forward for interview.

Preventing hiring bias
We will continue to ensure hiring  
panels are balanced and as  
representative as possible.

Using data to see the  
detailed picture
We’ll be increasingly  
drilling into our data

Gender balance
We have a business  
priority to deliver gender
balance by 2023 at a senior  
management level.

Tackling bias and barriers
We commit to ongoing  
learning around  
identifying bias
and development  
programmes to help  
remove barriers.
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2019 statutory information: MediaCom Holdings and North Group
The following results are based on government methodology.

Quartiles
Lower

Upper

Pay Gap 2019
Mean Median

30.07%
*30.85%

5.15%
*6.53%

% Received Bonus
Male Female

78.86%
*85.86%

78.73%
*84.74%

Bonus Gap
Mean Median

90.32%
*88.73%

0%
*0%

HOLDINGS

53%

45% 55%

*the comparative 2018 figure

Pay Gap 2019
Mean Median

17.55%
*19.25%

11.61%
*14.90%

% Received Bonus
Male Female

94.20%
*90.71%

96.62%
*94.03%

Bonus Gap
Mean Median

27.14%
*13.46%

0%
*0%

NORTH

Claire Lawrence – Global Chief People Operations & Performance OfficerNick Lawson – Worldwide Chairman & CEO

We confirm that the information in this report is accurate and prepared in accordance with the Equality Act 2010 (Gender Pay Gap 
Information) Regulations 2017.

Upper Middle

Lower Middle 59%

59% 41%

41%

47%

*the comparative 2018 figure

Quartiles
Lower

Upper

60%

33% 67%

Upper Middle

Lower Middle 51%

57% 43%

49%

40%
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2020 Statutory information: MediaCom Holdings and North Group
The following results are based on government methodology.

Pay Gap 2020
Mean Median

26.43%
*30.07%

4.20%
*5.15%

% Received Bonus
Male Female

87.31%
*78.86%

87.96%
*78.73%

Bonus Gap
Mean Median

89.81%
*90.32%

0%
*0%

HOLDINGS

*the comparative 2019 figure

Pay Gap 2020
Mean Median

16.46%
*17.55%

10.17%
*11.61%

% Received Bonus
Male Female

89.58%
*94.20%

92.62%
*96.62%

Bonus Gap
Mean Median

12.96%
*27.14%

0%
*0%

NORTH

Claire Lawrence – Global Chief People Operations & Performance OfficerNick Lawson – Worldwide Chairman & CEO

We confirm that the information in this report is accurate and prepared in accordance with the Equality Act 2010 (Gender Pay Gap 
Information) Regulations 2017.

Quartiles
Lower

Upper

53%

46% 54%

Upper Middle

Lower Middle 58%

61% 39%

42%

47%

*the comparative 2019 figure

Quartiles
Lower

Upper

58%

34% 66%

Upper Middle

Lower Middle 56%

54% 46%

44%

42%
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THANK
YOU
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