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1 INTRODUCTION

Since the launch of the United Nations 
(UN) Women’s Empowerment Principles in 
2010, over 800 CEOs representing some 
of the largest to the smallest companies 
from around the world have pledged 
to empower women in their workplace 
and communities. Although reality has 
yet to match aspiration, the topic of 
women’s economic empowerment is now 
on the agenda between governments 
and business leaders at major economic 
meetings such as the World Economic 
Forum (WEF) and the Asia Pacific Economic 
Community (APEC). 

Whilst there is a growing consensus among 
leaders in business that empowering 
women is good for economic growth and 
for business there is little evidence of many 
companies taking steps to empower women 
in the office or in the community. Closing the 

gender employment gap in poor countries is 
estimated to be worth US$9 trillion - more 
than the combined GDPs of Britain, France 
and Germany.1 From improving financial 
performance, harnessing untapped or 
under-utilised human talent, expanding and 
creating new markets, to enhancing brand 
reputation, empowering women also offers 
companies a competitive advantage in the 
global market place. 

This guide intends to help companies see 
the value in investing in the economic 
empowerment of women in their workplaces 
and communities and offers guidance on 
how companies can do so through gender 
diversity and community investment 
programmes. This guide reviews legislation 
and regulations that require company 
activity and disclosure. The guide provides 
signposts to external resources and toolkits. 

1 ActionAid, “Close the Gap! The Cost of Inequality in Women’s Work,” 2015. (http://www.actionaid.org.uk/sites/default/files/publications/
womens_rights_on-line_version_2.1.pdf)

http://www.actionaid.org.uk/sites/default/files/publications/womens_rights_on-line_version_2.1.pdf
http://www.actionaid.org.uk/sites/default/files/publications/womens_rights_on-line_version_2.1.pdf
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2 minding The economic gendeR gaP in aSia

Where are the gaps in asia?

“Empowerment means that people - both 
women and men - can take control over 
their lives: set their own agendas, gain skills 
(or have their own skills and knowledge 
recognised), increase self- confidence, solve 
problems, and develop self-reliance. It is 
both a process and an outcome.”2

“A woman is economically empowered 
when she has both the ability to succeed 
and advance economically and the power 
to make and act on economic decisions.

• To succeed and advance economically, 
women need the skills and resources to 
compete in markets, as well as fair and 
equal access to economic institutions.

• To have the power and agency to benefit 
from economic activities, women need to 
have the ability to make and act on decisions 
and control resources and profits.”3

E d u c at i o n

Asia has made dramatic progress in closing 
the gender gap in education, including at 
the secondary and tertiary levels and made 
significant advances in health outcomes. 
Asia also enjoys a relatively high female 
labour force participation rate of 70%, higher 
than any other region around the world, and 
women have higher participation rates in the 
management and ownership of firms than in 
other developing regions4.

A deeper dive into Asia reveals there are two 
indicators in particular, where the difference 
between the countries of Cambodia, Laos, 
Myanmar and Vietnam (CLMV) and the other 
ASEAN countries stands out. The first is the 
percentage of women with at least secondary 
education (Box 1A). In CLMV countries the 
percentages are below those of all the other 
ASEAN countries. The gap is especially wide 
between CLMV countries and Singapore, Brunei 
Darussalam, Malaysia and the Philippines.

2 Definition from the UN Women’s Empowerment Principles.
3 International Center for Research on Women (ICRW), “Understanding and Measuring Women’s Economic Empowerment,” 2011.
4 World Bank, “Toward Gender Equality in East Asia and the Pacific,” 2012.
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Source: United Nations Development Programme (2013). Human Development Report 2013, The Rise of the South: 
Human Progress in a Diverse World. New York: United Nations Development Programme.

P a r t i c i P at i o n  a n d  P ay

On a country level, progress and achievements 
are uneven. In Asia we have countries amongst 
the highest female labour force participation 
rates in the world (China at 74%),5 and the lowest 
(India at 35%) (see Box 2).6 Women in CLMV 

countries have a high rate of participation in the 
workforce (Box 1B). In all four CLMV countries, 
female labour force participation is higher than 
in any of the other ASEAN countries– in fact, 
they are among some of the highest rates in 
the world. The gap between male and female 
participation is also much smaller7.

5 McKinsey, “Women Matter: An Asian Perspective,” 2012.
6 Ibid.
7 Oxfam, “ASEAN Integration and Women’s Economic Empowerment in the Lower Mekong”, Gillian Brown, 2014.

B o x  1 a  Percentage of the population with at 
least secondary education (% ages 25 and older)

data from 2006-2010

B o x  1 B  Labour force participation rate (% 15 years and over)
data from 2011
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A World Bank report also found that 57% of 
economies in East Asia and the Pacific and 
80% in South Asia have restrictions on the 

types of employment women can do8.On a 
regional level, women on average are paid 
70% to 80% of what men earn.9

8 World Bank, “Women, Business and the Law,” 2014.
9 World Bank, “Toward Gender Equality in East Asia and the Pacific,” 2012.
10 Asian Development Bank, “New Evidence on the Gender Wage Gap in Indonesia”Kiyoshi Taniguchi and AlikaTuwo, 2014

A recent ADB Report10 found that 
whilst Indonesia has been experiencing 
impressive economic growth and 
rapid urbanization in recent years, 
urbanization could affect income 
inequality through people’s movement 
from rural to urbanareas. Using the 2010 
National Labor Force Survey (Sakernas) 
in Indonesia, regression results revealed 
that urbanization tends to benefit male 

workers more favourably, in terms of 
monthly wages, than female workers. 
The wage gap tends to be wider among 
younger workers, particularly among 
those who are underemployed and 
severely underemployed. It is also 
greater among public sector workers 
than those in the private sector. Gender 
wage gap in Indonesia is mainly due to 
gender discrimination.

B o x  2 a  case Study: Wage distribution in indonesia

female labour participation rate1

values represented in percentage
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B o x  2  Women’s labour Participation Rates across asia

1 The proportion of female population aged 15-64 that engages actively in the labour market, either by 
   working or looking for work
2 Figures are for 2011 with the exception of Hong Kong, for which figures date from 2009

Source: McKinsey, “Women Matter: An Asian Perspective,” 2012.

Asian markets
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W o m E n  o n  t h E  B o a r d

While the workforce sees similar declines 
in women’s participation with positions of 
increasing seniority relative to other 

regions, the shortage of women on 
corporate boards is acute at 6% (compared 
to the US at 15% and Europe at 17%) based 
on 2009 and 2011 data (see Box 3).11

B o x  3  Proportion of Women in Top Positions across asia
2011, values represented in percentage

Women’s representation 
on boards

aUSTRalia
hong Kong

china
TaiWan

SingaPoRe
malaYSia

indoneSia
india

S. KoRea
JaPan

Women’s representation 
on executive commitees

Source: McKinsey, “Women Matter: An Asian Perspective,” 2012.

d ata  G a P s

An additional challenge when examining 
the gender gaps is the conflicting data 
available about the number of women 
on corporate boards in Asia. A 2012 
report by the Centre for Governance, 
Institutions and Organisations (CGIO) 
at the National University of Singapore 
(NUS) Business School conducted 
a more comprehensive study of 
listed companies on the Indonesia 

stock exchange found women’s 
representation on corporate boards to 
be much higher than the numbers in 
Table 2 above, at 11.6%.12

Recent data does show a slight increase 
in the 2012 numbers shown in Table 2. 
A 2014 report on Singapore by CGIO saw 
women’s board representation rise to 
8.3%13.A Community Business study in 
March 2015 found HK board participation 
at 11.1%.14

11 McKinsey, “Women Matter: An Asian Perspective,” 2012.
12 National University of Singapore (NUS) Business School Centre for Governance, Institutions &Organisations (CGIO), 
     “Indonesia Boardroom Diversity Report 2012: Female Footprints in IDX-listed Companies,” 2012. 
     (http://bschool.nus.edu/Portals/0/images/CGIO/Report/Indonesia%20Boardroom%20Diversity%20Report.pdf)
13 NUS Business School CGIO, “Singapore Boardroom Diversity Report 2014: The Diversity Dividend,” 2014. 
     (http://bschool.nus.edu/Portals/0/images/CGIO/Report/diversity-report-2014.pdf)
14 Community Business, “Women on Boards: Hang Seng Index 2015 Report,” 2015. 
     (http://www.communitybusiness.org/images/cb/publications/2015/WOB2015_Overview.pdf)

http://bschool.nus.edu/Portals/0/images/CGIO/Report/diversity-report-2014.pdf
http://www.communitybusiness.org/images/cb/publications/2015/WOB2015_Overview.pdf
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3 five BUSineSS ReaSonS foR emPoWeRing Women

1 .  m o r E  i n c l u s i v E  G r o W t h ,  m o r E 
P r o d u c t i v E  s o c i E t i E s

There are tremendous costs and 
missed economic opportunities when 
we choose to hold back half of the 
world’s population. Studies have 
shown that gender gaps in education 
and employment impede economic 
growth, with one analysis finding that 
they account for 1.6 percentage points 
difference in GDP growth between South 
and East Asia15.

A study by Goldman Sachs estimates that 
closing these gaps could boost per capita 
income in emerging markets by up to 14% 
by 2020, and as much as 20% or more by 
2030. For Japan, the IMF estimated that 
annual potential GDP growth rate could rise 
by about 0.25 percentage point if women’s 
labour force participation rate reaches the 
G7 average16. For Malaysia, a World Bank 
report suggested that raising women’s 
labour force participation rate from 46% in 
2012 to 57% would increase GDP growth by 
0.4 percentage points per year17.

When women are economically 
empowered, they are catalysts for broader 
societal progress. Women who earn 
income generally see improvements in 
their status and decision-making power in 
their homes and communities and enjoy 
greater control over their reproductive 
health18. They also invest more of that 
income than men in their families’ health 
and their children’s education. This 
leads to healthier and potentially more 
productive societies and is an investment 
in the human capital of the future.

2 .  E n l a r G E d  ta l E n t  P o o l

In Asia, where the talent crunch is felt 
more acutely amid rapid economic 
growth but also in ageing societies19, 
women constitute an overlooked source 
of talent at all levels of the workforce. 
The opportunity for companies in Asia to 
attract and retain women will therefore 
be a sizeable competitive advantage, 
particularly when we consider that half of 
the region’s graduates are women.

15 S Klasen and F Lamanna, “The Impact of Gender Inequality in Education and Employment on Economic Growth in 
     Developing Countries: Updates and Extensions,” EUDN/WP 2008-2010, 2008.
16 International Monetary Fund, “Country Report No. 12/208,” 2012.
17 World Bank, “Malaysia Economic Monitor: Unlocking Women’s Potential,” 2012.
18 Richard Eves and Joanne Crawford, “Do No Harm: The Relationship Between Violence Against Women and Women’s 
     Economic Empowerment,” In Brief 2014/3, Australian National University, 2014.
19 McKinsey, “Women Matter: An Asian Perspective,” 2012.
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B o x  4  case Study: diageo’s Plan W

Diageo is a leading global company 
offering a collection of premium 
beverage alcohol brands (e.g. Johnnie 
Walker, Smirnoff, Baileys, Guinness). In 
December 2012, Diageo launched Plan 
W, the company’s community investment 
programme that committed US$10 million 
to empowering 2 million women in 18 Asia 
Pacific countries by 2017 through learning. 
As of December 2014, Diageo reported 
Plan W as having empowered 90,575 
women in 15 countries, with 452,875 
people indirectly impacted (based on 5 
immediate contacts per woman).

o B j E c t i v E s

Diageo defines women’s empowerment 
as “a woman’s right to have choices, 
opportunities and access to resources 
– all of which improve her sense of self-
worth and ability to influence society and 
the economy”.20 In line with this, Plan W’s 
objectives are to empower women by:

• enhancing gender diversity among 
   Diageo’s employees;

• increasing women’s employability 
   by providing skills training in the 
   hospitality sector; 

• increasing marginalised women’s 
   economic prospects by providing 
   training; and

•raising consumer awareness about 
  women’s empowerment through 
  Diageo brand campaigns.

t h E  B u s i n E s s  c a s E

• Enhance company reputation and brand
• Enhance relationships with community 
   stakeholders and business partners 
• Grow talent pool for the hospitality 
   sector

As a leading global alcohol company, 
Diageo puts a premium on developing 
its reputation as a responsible company 
and respected industry player among 
its consumers, community and business 
partners. Through Plan W’s programmes, 
developed locally and in partnership 
with local NGOs, Diageo can enhance its 
reputation, relationships and access to 
these constituencies, while delivering 
on its objectives to empower women 
in its communities. In designing Plan 
W programmes, local relevance was 
emphasised to ensure alignment with 
local business strategy and to maximise 
programme impact in the community.

The Asia Pacific is a key growth market 
for Diageo, and the growth of the tourism 
industry and hospitality sector on which 
Diageo’s business depends, is taking place 
amid a regional talent crunch. Almost 70% 
of the estimated 70 million jobs being 
created in the industry worldwide are 
expected to be located in the Asia Pacific.21 
While women constitute two-thirds of the 
global labour force in the industry,22 they 
are paid on average about 25% less than 
men (with comparable skills)23 and are 
underrepresented in senior positions. In 
the Asia Pacific, women’s average labour 

20 United Nations.
21 World Travel and Tourism Council (WTTC)
22 ILO, “Developments and Challenges in the Hospitality and Tourism Sector,” Issues Paper for Discussion at the Global Dialogue Forum for the 
      Hotels, Catering, Tourism Sector in Geneva, 23–24 November 2010. 
23 http://www.ilo.org/wcmsp5/groups/public/@ed_dialogue/@sector/documents/publication/wcms_154936.pdf - correct as of April 2015

http://http://www.ilo.org/wcmsp5/groups/public/@ed_dialogue/@sector/documents/publication/wcms_154936.pdf
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force participation rate in the hotel and 
restaurant sectors is also the lowest in 
the world.24 Diageo saw this as a business 
opportunity to train and upskill women 

in the hospitality sector as part of Plan 
W, and in so doing, help to grow the 
sector’s talent pool and add value to its 
relationships with industry partners.

P l a n  W  P r o G r a m m E  i n  s r i  l a n k a

24 http://www2.unwto.org/sites/all/files/pdf/folleto_globarl_report.pdf

oBJecTiveS

oUTPUTS

BUSineSS
caSe

PaRTneRShiP
STRUcTURe

Improve young women’s access to high quality training facilities 
and programmes to enhance their skills and employability in 
the hospitality sector

Enhance relationships with local government and business 
partners, while growing talent pool for hospitality sector in 
Sri Lanka

Multi-stakeholder partnership between Diageo and CARE Sri 
Lanka, Kawanthissa Vocational Training Center (KVTC), Jetwing 
Hotels and World University Services of Canada (WUSC)

CARE helps Diageo identify and implement projects across the 
Asia Pacific that align with Plan W

KVTC is a local government vocational training centre with a 
strong record of training and placing graduates in employment

Jetwing is a leader in the hotel industry and was the hospitality 
training partner for the programme, subsequently employing 
graduates of Plan W training programmes

WUSC is a provider of skills training in Sri Lanka since 1989

199 young adults received training in the pilot project, 67 of 
them being women (34%)

33% of the total graduates were women, comprising 54 out 
of a total 166 graduates who received accredited National 
Vocational Qualification (NVQ) certificates

77% of graduates were employed in Jetwing’s 5-star hotel 
in Yala. In phase two, from October 2014, the programme 
expanded to include two new hotel partners, amongst the 
biggest in Sri Lanka, Cinnamon Hotels and Resorts Group and 
Aitken Spence Group, involving other regions of Sri Lanka.

http://www2.unwto.org/sites/all/files/pdf/folleto_globarl_report.pdf
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The Sri Lankan tourism industry is one of 
the economy’s fast emerging industries 
earning over US$ 1 billion in 2012, with 
the government targeting 2.5 million 
tourist arrivals by 2016. The industry 
however faces the daunting challenge 
of ensuring a skilled and competent 
workforce to meet that target. Currently, 
there is a lack of interest among young 
people to join the industry despite the 
demand for employees, and the industry 
suffers from quality of service issues.

Women also face unique obstacles to 
joining the industry and are severely 
underrepresented. Apart from a lack of 
exposure and access to training to join 
the industry, due to social expectations 
of gender roles, the industry is viewed 
as inappropriate for women to work 
in, and for women already in the 
industry, there is the perception that 
low level functions (e.g. front office 
staff, ushers, hostesses) are reserved 
for women, while supervisory and 
managerial functions are for men.

In partnership with NGOs and an 
industry partner, Diageo’s Plan W 

programme in Sri Lanka focuses 
on improving a hospitality training 
facility and making access to such a 
facility and training more inclusive of 
women. The curriculum includes soft 
skills and training in four disciplines 
in the hospitality industry, such as 
housekeeping, cooking, food and 
beverage and front office, as well as 
gender equality, leadership, career 
development, safety and life skills.

In the initial pilot launched in 2013, 
199 youths including 67 young women 
underwent training programmes. A 
total of 166 young adults, 54 of them 
women (33% of the class) graduated 
and received accredited National 
Vocational Qualification (NVQ) 
certificates. 128 of the graduates, 
40 of them women, were employed 
by industry partner, Jetwing at their 
5-star property in Yala, their local 
community. The curriculum has been 
revised to meet industry needs and 
the second phase of the programme 
will involve expanding it to other 
areas of Sri Lanka and with more 
industry partners.

3.  B EttEr corPoratE PErformancE

A 2007 McKinsey study found that 
companies with a higher representation 
of women in management positions 
demonstrated better organisational and 
financial performance, outperforming their 
sector average in terms of return on equity 
(ROE) (11.4% to 10.3%), EBIT margin (11.1% 
to 5.8) and stock performance (64% to 47%) 
from 2005-200725. A separate 2008 study 

found that women apply critical leadership 
skills linked to superior organisational 
performance and that can better position 
companies to tackle global economic 
challenges of the future26.

4 .  n E W  a n d  E x P a n d E d  m a r k E t s

When women earn income, they have greater 
control over that income and have more 
to spend on themselves, their families and 

25 McKinsey, “Women Matter” (2007). 
26 McKinsey, “Women Matter” (2008).
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their businesses. Women make purchasing 
decisions for their households, and women 
are also entrepreneurs. Equipping women 
with business skills, and access to credit 
and networks, can help them expand their 
businesses (or start new ones) and buy more 
supplies or sell more products.

This presents an opportunity for companies 
to design innovative programmes to 

economically empower women in their 
communities that would also allow 
companies to tap on these markets (see 
Box 5). Indeed, a 2012 McKinsey survey 
found that 58% of executives indicated that 
creating new markets or expanding existing 
ones were two of the ways in which their 
investments in women have yielded profits or 
are expected to do so in the future27.

B o x  5  case Study: coca-cola’s 5by20 initiative

Coca-Cola launched the 5by20 initiative 
in 2010 with the aim of enabling the 
economic empowerment of 5 million women 
entrepreneurs across its value chain by 
2020. By end 2013, Coca- Cola reported 
having programmes in 44 countries, 
reaching 550,000 women.

objectives
Coca-Cola defines its commitment to 
women’s economic empowerment as 
“supporting women’s entrepreneurial 
potential”. In line with this, 5by20 
programmes aim to help women 
entrepreneurs along Coca-Cola’s global 
supply chain overcome the common 
social and economic barriers they face 
due to the lack of business skills training, 
financial services, assets, peer networks 
and mentoring.

The Business case28

• Enhance supply chain security and 
   continuity
• Lower costs
• Increase sales
• Improve stakeholder relationships and 
   reputation

Coca-Cola has identified women as the 
“essential cornerstone” of the company’s 
ambitious 2020 vision for growth, which 
entails doubling the business both in terms 
of revenue and servings. Within its value 
chain, women are producers, suppliers, 
distributors, retailers, recyclers and artisans.29 
Women are also the primary buyers of 
Coca-Cola products. By helping women 
entrepreneurs succeed in their businesses, 
the 5by20 initiative helps advance global and 
national developmental goals, as well as the 
company’s 2020 growth vision.

The 5by20 initiative is a suite of programmes 
designed and implemented by Coca-Cola’s 
regional business units and local bottling 
partners to ensure alignment with local 
business priorities, capabilities and resources, 
as well as relevance to the communities they 
intend to serve. A small global team sets out 
the global women’s empowerment strategy 
and provides strategic leadership and support 
for the regional and local teams and their 
partners. This “local embeddedness” is key 
to the sustainability of the 5by20 initiative 
across Coca-Cola’s vast and decentralised 
global organisation.

27 McKinsey, “The Business of Empowering Women” (2012).
28 Harvard Kennedy School, “The Coca-Cola Company’s 5by20 Initiative: Empowering Women Entrepreneurs Across the Value Chain“ (2010).
29 On the retail side, women are strongly represented among small retailers in developing and emerging markets (e.g. kiosks, street carts, 
      corner shops). On the supply side, the company is looking to expand and diversify its sources of agricultural commodities, and women 
      make up half of farmers in the developing world.
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T h e  S Ta r  P r o g r a m m e  i n  T h e  P h i l l i P P i n e S

OBJECTIVES

BUSINESS
CASE

PARTNERSHIP
STRUCTURE

OUTPUTS

• Improve the business management skills of 200,000 women 
   sari-sari store owners
• Increase access to financing
• Increase access to Coca-Cola products and
   merchandising

Increased sales through development of long-term relationships with 
existing and new retailers of Coca- Cola products

Formalised partnership between Coca-Cola Philippines (CCP), its 
local bottling partner, FEMSA, and the Technical Education and Skills 
Development Authority (TESDA) of the Philippines
• CCP’s primary partner, TESDA, is national in scale with good 
   networks of local NGOs and microfinance institutions (MFIs), 
   giving the programme potential to achieve its target of 
   reaching 200,000 women
• Partnership structure designed so that CCP’s partners play 
   roles aligned with their own missions, mandates, and day-to-
   day operations, and using their own financial resources; CCP 
   only provides funding for training costs

The STAR (Sari-Sari Store Training and 
Access to Resources) Programme in the 
Philippines was launched in mid-2011 
aimed at empowering 200,000 women 
owners of small neighbourhood stores, 
known locally as sari-sari stores, by 2020. 
These stores can be found on almost 
every street and represent a major point-
of-sale channel for Coca-Cola products. 
By equipping these women with better 
business management skills, and access 
to financing, merchandising and peer 
mentoring, the programme can help 
Coca-Cola increase sales.

The programme is a 10-year partnership 
between Coca Cola Philippines (CCP), 
its local bottling partner FEMSA, and 
the Technical Education and Skills 
Development Authority (TESDA) of the 
Philippines.30 Over 20 NGOs, microfinance 
institutions (MIs), and local government 
entities across the country also participate 
in the programme. TESDA, CCP’s primary 
partner, is national in scale with good 
networks of local NGOs and microfinance 
institutions (MFIs), giving the programme 
potential to achieve its target of reaching 
200,000 women sari-sari store owners.

• 30,000 women trained to date
• Product finance pilot in January 2013 reached 10 women in 
   metro Manila area
• 10,000 women participants received basic merchandising 
   starter kit (e.g. ice box, posters, etc) from FEMSA in June 2013
• Expectation that participating women sari-sari store owners 
   will increase annual sales by 10-50%

30 TESDA is an agency of the Philippine Department of Labor and Employment. It is responsible for technical and vocational education and is 
headed by a Cabinet-level position.



The programme consists of 
three elements:

• Training and capacity-building on 
business management skills 
customised for sari-sari stores that 
include sensitisation of how gender 
issues may affect their business 
success (e.g. household duties)

•  Improving training graduates’ access to 
financing and merchandising: 
graduates not already in microfinancing 
schemes are given training to help 
them qualify; graduates may utilise 
product financing through the STAR 
loan, a new electronic platform 
accessible on mobile phones for 
purchasing Coca Cola products on 

credit; and graduates also qualify for 
FEMSA’s merchandising programme

• Access to peer mentoring: after 
graduating from training, women can 
continue to gain skills, build confidence 
and receive advice through their local 
STAR partner NGOs or MFIs

As of December 2013, 30,000 women 
have undergone training and a product 
finance pilot in January 2013 reached 
10 women in metro Manila area. 10,000 
women participants also received basic 
merchandising starter kit (e.g. ice box, 
posters, etc) from FEMSA in June 2013, and 
Coca-Cola’s expectation is that participating 
women sari-sari store owners will increase 
annual sales by 10-50%.

13



5 .  e n h a n c e d  r e P u TaT i o n 
a n d  B r a n d 

A company’s reputation and brand has an 
impact on consumer choices and loyalty, 
its ability to attract the best talent and 
engage its employees, and its relationship 
to the community in which it operates. 
It also has an impact on market entry, 
supply chain security and continuity, and 
a company’s “social license to operate”. 
Indeed, apart from opening business 
opportunities, a company’s reputation 
can buffer it from potential reputational 
and regulatory risks in the form of public 
concerns over labour conditions or 
environmental damage.

A company’s good corporate practices that 
focus on women - either its employees or 
women in its communities - can enhance 
its reputation in the above regard. A 
McKinsey 2009 survey of 2,300 private 
sector senior executives31 found 59% 
of respondents reporting an enhanced 
reputation and stronger brand as one of 
the most important ways that engaging 
in women’s empowerment projects in 
developing countries and emerging markets 
has benefited or will benefit their companies 
and increase their profitability. 40% also 
reported improved government relationships 
and 30% reported improved relationships with 
NGOs and international organisations in the 
communities they operate in.

14

31 McKinsey, “The Business of Empowering Women,” 2010.
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4 WHAT COmPANIES ANd mARkETS IN ASIA ARE dOINg

The issue of women’s economic 
empowerment has not gained wide 
traction among companies in Asia. This 
section outlines what Asian companies 
are doing on Diversity and Inclusion, the 
legislative and regulatory framework and 
community investment activities.

d i v e r S i T y  a n d  i n c l u S i o n

A 2012 McKinsey survey of 1,500 senior 
managers from companies on local stock 
indices in 10 Asian markets reported 
70% saying that greater gender diversity 
was not among the top 10 priorities for 
their company32 (in Europe, that figure 
was 47%.) In Hong Kong, which has one 
of the highest proportion of women on 
corporate boards in the region at 11.6%, 
a 2015 report by Community Business 
noted that many companies continue 
to dismiss the issue of gender diversity 
on their boards, pointing to the broader 
diversity of their directors in terms of 
functional or experiential diversity33.

Data collected by Sustainalytics for the 
2014 Channel NewsAsia Sustainability 
Ranking of Asia-listed companies34,found 
that 40.8% of companies had all-male 
boards and only 12.6% of companies 
had at least two women on their boards. 
A sizable 13.6% of companies did not 
indicate the gender of their board 

members on corporate websites or 
Annual Reports. Only 24.3% of companies 
showed some effort toward diversity 
and inclusion programmes and just 
3.9% indicated elements of a robust 
programme on the same. A significant 
18.4% of companies had no indication of 
any such programme.

g o v e r n m e n T S  a n d  r e g u l aT i o n

In terms of external pressure, Asian 
governments have avoided pushing 
legislation to encourage companies 
to pursue greater workforce gender 
diversity, with the exception of Australia 
and India, even as a number have voiced 
their support for it. The Malaysian 
government for example has set a target 
for private sector companies to have 30% 
of decision-making roles held by women 
by 2016. The Singapore government 
has endorsed recommendations by the 
Task Force in 2014 for the government, 
regulators and the private sector to 
take measures to enhance board gender 
diversity35.

Apart from governments, the Hong 
Kong and Malaysia bourses have also 
moved ahead, requiring from 2013 and 
2015 respectively, listed companies to 
disclose their diversity policy for board 
nominations in their Annual Reports.

32 McKinsey, “Women Matter: An Asian Perspective,” 2012.
33 Community Business, “Women on Boards: Hang Seng Index 2015 Report,” 2015.
34 The sample consisted of 103 public listed companies on major exchanges in ten key Asian economies: China, Hong Kong, India, Indonesia, 
      Malaysia, the Philippines, Singapore, South Korea, Taiwan and Thailand. 
35 http://app.msf.gov.sg/Press-Room/DAC-to-take-forward-10-recommendations-by-DTF

http://app.msf.gov.sg/Press-Room/DAC-to-take-forward-10-recommendations-by-DTF
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Table 1: Legislation, Regulatory Action or Policy for Board Gender Diversity in Asia Pacific

Workplace gender Equality Act 2012

Passed: 22 November 2012

Date of Compliance: 2014-2015 
reporting period

Companies: Non-public employers with 
more than 100 employees

Requirements: Report to Workplace Gender 
Equality Agency (WGEA) on company’s 
performance against set of gender equality 
indicators (GEI): gender composition of 
workforce and governing bodies, equal 
remuneration, flexible work arrangements, 
consultation with employees, sex-based 
harassment and discrimination. Companies 
with more than 500 employees must 
meet certain minimum standards, 
failing which they must demonstrate 
improvements within the next two 
reporting periods or face sanctions.

Sanctions: Non-compliance can result 
in ineligibility for government contracts, 
grants or financial assistance; WGEA can 
also publish non-compliant companies 
on their website

Additional Requirements: Report to be 
signed by CEO

N/A

Australia Securities Exchange (ASX) 
Corporate governance Principles and 
Recommendations

Date of Compliance: 1 July 2011 

Requirement: All listed companies to 
have a diversity policy and, on a “comply 
or explain” basis in the Annual Report, 
provide details on the policy, measurable 
objectives for achieving gender diversity, 
achievements against these objectives, 
and information on the proportion 
of female employees in the entire 
organisation, in senior positions, and on 
the board of directors.

Hong kong Exchanges and Clearing Limited 
(HkEx) Corporate governance Code

Date of Compliance: 1 September 2013

Requirements: All listed companies to 
have a board diversity policy (Principle A.3) 
and, on a “comply or explain” basis in the 
Corporate Governance Report, provide details 
of the policy (Principle A.5.6) including any 
measurable objectives for implementing the 
policy, and progress made on achieving those 
objectives. The Code defines board diversity 
loosely, noting that board diversity could be 
achieved through “consideration of a number 
of factors, including but not limited to gender, 
age, cultural and educational background, or 
professional experience”.

COUNTRY/
TERRITORY

Australia

Hong kong

LEgISLATIVE REgULATORY OR POLICY
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Securities and Exchange Board of 
India Listing Agreement (to align with 
Companies Act 2013)

Date of Compliance: 1 October 2014 
(deadline extended to 1 April 2015)

Requirements: All listed companies must 
have at least one woman director on their 
board.

INdIA

JAPAN

mALAYSIA

Companies Act 2013

Passed: 30 August 2013 
(replaced 1956 Act)

Date of Compliance: 1 April 2015

Companies: Listed companies

Requirements: Companies must 
have at least one woman director 
on their board

Sanctions: Non-compliant 
companies can be subject to a 
fine of 50,000 rupees to five lakh 
rupees

Additional Requirements: Upon 
departure of a woman director, 
boards should fill the vacancy by 
the next board meeting or within 
three months, whichever is later.

Prime Minister Shinzo Abe in 2014 set a 
target of 30% women in leadership positions 
in Japanese companies by 2020.

In 2004 the cabinet approved a policy 
requiring that women comprise at least 
30% of decision-making positions in the 
civil service sector. Target has been met.

PM Najib Razak in 2011 announced the 
government’s policy requiring that women 
comprise at least 30% of decision-making 
positions in the private sector by 2016.

Bursa malaysia Listing Requirements

Date of Compliance: From 2 January 2015

Requirements: All listed companies to have 
a board diversity policy and include in the 
Annual Report details of the policy, “having 
regard to the mix of skills, independence 
and diversity (including gender diversity) 
required to meet the needs of the listed 
issuer” (Chapter 15.08A(3)(a)).

COUNTRY/
TERRITORY LEgISLATIVE REgULATORY OR POLICY
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New Zealand Stock Exchange (NZX) 
diversity Listing Rule

Date of Compliance: 31 December 2012

Requirements: All listed companies to 
disclose in the Annual Report the gender 
composition of their boards of directors 
and officers (Rule 10.4.5(j)), and to issue a 
statement from the Board to self-evaluate 
their performance with respect to their 
diversity policies (Rule 10.4.5(k)). There is 
no requirement for companies to establish 
such policies however

Singapore Stock Exchange (SgX)

SGX announced in October 2014 that 
sustainability reporting would become 
mandatory for listed companies by 
2017- 2018 on a “comply or explain” 
basis. Companies can expect diversity to 
be included: SGX’s 2011 guidelines on 
sustainability reporting includes diversity 
and inclusion, and Guideline 2.6 in the 
Code of Corporate of Governance states 
that “the Board and its board committees 
should comprise directors who as a 
group provide an appropriate balance and 
diversity of skills, experience, gender and 
knowledge of the company”.

Taiwan Stock Exchange (TWSE) mandatory 
CSR Reporting aligned with gRI 4

Date of Compliance: 2015

Requirements: Applies to listed companies 
in the food processing, financial services 
and chemicals sector, listed companies 
with more than 50% of revenue coming 
from food and beverage businesses, 
and listed companies with paid-in 
capital above USS$310 million. Affected 
companies must comply with mandatory 
CSR reporting aligned with GRI 4, which 
includes disclosures on board and 
workforce composition in terms of gender, 
and the ratio of remuneration between 
women and men.

NEW 
ZEALANd

TAIWAN

SINgAPORE

N/A

N/A

N/A

COUNTRY/
TERRITORY LEgISLATIVE REgULATORY OR POLICY
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c o m m u n i T y  i n v e S T m e n T

“Corporate Community Investment are 
voluntary contributions or actions by 
companies to help communities in their areas 
of operation address their development 
priorities, and take advantage of 
opportunities created by private investment 
- in ways that are sustainable and support 
business objectives.”36

A 2013 CSR Asia survey of 80 companies 
listed on the stock exchanges of Hong 
Kong, Indonesia, Malaysia and Singapore 
found that companies that had community 
investment programmes generally 
prioritised children and education, with 
no more than five companies focusing on 
women. The other popular themes were 
health, art and culture and poverty.

Women’s economic empowerment is 
on the regional agenda of APEC and 

ASEAN with the focus on inclusive 
and sustainable economic growth and 
development. At APEC, the issue features 
prominently at the annual Women 
and the Economy Forum. At ASEAN, 
while the issue has a lower profile, it is 
embedded in the blueprints for the ASEAN 
Economic Community and Socio-Cultural 
Community, where women’s economic 
empowerment is pursued in terms of a 
broader agenda of strengthening SMEs 
and developing human resource capacity.

This presents an opportunity for 
companies to help meet the developmental 
priorities of their communities. Through 
community investment programmes 
that focus on empowering women 
economically, companies can also earn 
goodwill and potentially other benefits 
for the business that we will explore in 
subsequent sections of this report.

36 Definition from the International Finance Corporation (IFC).
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5 HOW COmPANIES CAN TAkE ACTION

The factors that contribute to women’s 
economic empowerment are multifaceted, 
and include socio-cultural norms as well 
as institutional structures that are gender-
biased. While this guidance focuses 
on how the private sector is uniquely 
positioned to empower women in their 
workplaces and communities, it also 
acknowledges that governments and civil 
society also have a part to play in changing 
social norms and institutions that hamper 
women’s full participation in the economy.

Having said this, companies can tackle the 
issue on two fronts: empowering women 
employees through diversity and inclusion 
policies and programmes; and empowering 
women in their communities through 
community investment programmes. This 
section offers guidance on how companies 
can do so, culminating in a table 
summarising useful external resources.

i n c r e a S i n g  g e n d e r  d i v e r S i T y  i n 
T h e  W o r k P l a c e

The following are elements that constitute 
a robust approach to increasing gender 
diversity in the workplace.

1. High-Level Commitment
Moving the gender diversity agenda 
forward involves shifting, often 
times entrenched, social attitudes 
and organisational habits. Having 
visible commitment to the agenda and 
monitoring of progress by the CEO and 
executive team are therefore critical to 
drive and sustain a company’s gender 
diversity efforts.

2. The Business Case
A company should articulate why 
increasing gender diversity is relevant 
and important to the business. This will 
not only help sustain efforts and allow for 
progress to be measured and tracked, but 
also focus a company’s efforts on specific 
interventions that would deliver the 
desired outcomes.

3. Evidence-Based diagnosis and 
Target-Setting
A company must base its gender diversity 
strategy on a solid, evidence-based 
understanding of their starting point in 
order to arrive at a robust diagnosis of 
the sources of the problem. This would 
entail not only a quantitative analysis 
of the company’s workplace profile (e.g. 
the proportion of women and men in 
each business unit and at every level of 
employment; pay levels, and promotion 
and attrition rates of women and 
men) that can identify blockages and 
leakages along the talent pipeline, but 
also a qualitative analysis of country 
context and workplace culture, such 
as unconscious bias that creep into 
recruitment and promotion processes (see 
B o x  6  and 7 ).

Armed with this understanding, a 
company can set targets that are 
realistic yet challenging to increase the 
proportion of women in their workplace. 
Just as companies set financial targets 
to drive performance, setting gender 
diversity targets will similarly focus 
attention, clarify accountability, and 
drive delivery of commitments.
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B o x  6  What Holds Women Back?

The obstacles that women face in the 
workforce vary across countries and 
industries. This is not surprising given 
that socio-cultural factors play a big 
role in defining society’s expectations 
of women’s roles and women’s self-
perception, as well as the availability 
of public infrastructure that support 
women’s participation in the workforce 
(e.g. childcare facilities). Companies must 
seek to understand what these barriers 
are in order to tackle them effectively as 
part of their gender diversity strategies.

A 2012 McKinsey survey of Asian 
companies37 found that the top barrier to 
increasing the proportion of women in top 
management positions was the “double 
burden” syndrome of balancing work and 
domestic responsibilities, followed by the 
“anytime, anywhere” performance model, 

which strains women’s ability to tackle 
the former. In some markets more than 
others (i.e. India, Japan and South Korea 
versus China, Hong Kong and Singapore), 
family duties exerted more influence over 
women’s decision to leave the workforce.

Other barriers included women’s 
reluctance to promote themselves 
and women’s tendency to have lower 
ambitions than men, as well as the 
absence of female role models. Again, 
there were variations across markets 
in the region. In Singapore for example, 
while the proportion of women on 
executive committees was the highest 
and family duties were not a significant 
factor in women’s decision to leave the 
workforce, the tendency for women to 
be self-limiting and reluctant to promote 
themselves was found to be acute.

37 McKinsey, “Women Matter - An Asian Perspective,” 2012.

“In your opinion, which are the biggest high-level 
barriers, if any, to increasing gender diversity within the 
top management of corporations?”

% of Respondents who selected each measure

40

29

26

23

22

20

19

13

12

B a r r i e r S  T o  g e n d e r 
d i v e r S i T y  W i T h i n  S e n i o r 

m a n a g e m e n T  a m o n g 
a S i a n  c o m P a n i e S

Source: McKinsey, “Women Matter - An Asian Perspective” (2012)

“Double burden” syndrome (women balancing work and  
domestic responsibilities

“Anytime, anywhere“ performance model (work model 
requiring availability and geographical mobility at all times

Lack of pro-family public policies/support services 
(e.g., child care)

Women’s reluctance to promote themselves

Women’s reluctance to have lower ambitions than men

Absence of female role models

Women’s tendency to network less effectively than men

Women deciding to opt out of work force

No barriers
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B o x  7  Unconscious Bias

Even with the right policies and 
programmes, efforts to increase 
gender diversity may be hampered by 
unconscious gender bias. For example, 
prevailing gender stereotypes may 
maintain that desirable leadership 
traits are always masculine, making it 
incumbent upon women to constantly 
prove that they can be capable leaders. 
Such stereotypes are often also 
prescriptive, such that women and men 
are expected to behave consistent with 
stereotypical behaviours.

This puts women in a double bind: they 
must become like men to be recognised 
as leaders, yet by stepping outside the 
boundaries of acceptable behaviour 
associated with their gender, they may 

face negative consequences. A 2007 
Catalyst survey of 1,200 private sector 
leaders for instance, found that women 
leaders face: extreme perceptions of 
either being too soft or too tough, and 
never just right; a high competence 
threshold, where women leaders face 
higher standards and lower rewards than 
men leaders; and the competent-but-
disliked phenomenon, where women 
leaders are viewed as either competent 
or likable, but rarely both.38

Companies must address these biases 
among both women and men employees, 
and from senior to junior employees, 
if they are to effectively tackle gender 
diversity in their workforce.

38 Catalyst, “The Double-Bind Dilemma for Women in Leadership,” 2007.
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B o x  8  Unconscious Bias Training at Ernst & Young

In 2010, Ernst & Young (EY) Oceania 
piloted an unconscious bias programme 
for its leaders and influential partners. 
The rationale was to make the concept 
of inclusive leadership more real to 
EY leaders and help them understand 
and communicate it more effectively. 
It was also to help leaders become 
more aware of their own behaviour 
so they could choose how to respond 
in particular situations, such as in 
recruitment, development, promotion and 
remuneration of employees.

The programme took place in four phases 
over two months, and included the 
following components:

• viewing an introductory podcast to make 
   participants aware of what unconscious 
   bias is

• completing a questionnaire (a global 
inclusion assessment tool customised 
for EY) identifying participants’ personal 

perceptions of different groups of 
people, including gender

• a group session to explore the 
neuroscience of unconscious bias and 
the implications for the organisation, as 
well as the overall results of the group’s 
questionnaire and the implications for 
the company

• individual coaching on the results of 
   individual questionnaires

At the end of the programme, participants 
gave very positive feedback and reported 
that the programme effectively raised 
their awareness of personal biases. 
EY has since worked on expanding the 
programme to other sub-regions of the 
Asia Pacific.

Source: http://www.weforum.org/gender-
parity/unconscious-bias-toolkit-making-
inclusive-leadership-tangible - correct as of 
April 2015

4. gender diversity Ecosystem
A 2010 McKinsey study found that 
gender diversity was best supported 
within a three-pronged “gender diversity 
ecosystem” of 41 measures and initiatives 
(see Box 9):

• Management Commitment
The CEO and senior executives need to 
champion change, setting clear diversity 
targets.

• Women’s Development Programmes 
Women encounter unique barriers to their 
career advancement. A 2012 McKinsey 

survey of Asian companies found that such 
barriers included women’s self-limiting 
perceptions (i.e. women’s reluctance to 
promote themselves; women’s tendency 
to have lower ambitions than men) and the 
absence of female role models.39 A separate 
2010 McKinsey global survey of C-level 
business leaders found over a quarter of 
women respondents highlighting women’s 
tendency to network less effectively than 
men as another barrier.40 These barriers 
can be tackled by targeted development 
programmes that nurture self-confidence, 
provide leadership skills and access to 
professional networks.

39 McKinsey, “Women Matter - An Asian Perspective,” 2012.
40 McKinsey, “Women at the Top of Corporations: Making It Happen,” 2010.

http://www.weforum.org/gender-parity/unconscious-bias-toolkit-making-inclusive-leadership-tangible
http://www.weforum.org/gender-parity/unconscious-bias-toolkit-making-inclusive-leadership-tangible
http://www.weforum.org/gender-parity/unconscious-bias-toolkit-making-inclusive-leadership-tangible


24

B o x  9  McKinsey’s 41 Measures and Initiatives for Gender Diversity Ecosystem41

• A Set of Enablers. 
The individual development of women 
employees must be supported by an 
enabling environment of measures that 
are not necessarily gender-specific. The 
first category of measures involves the 
implementation of indicators of gender 
diversity in order to identify gaps and track 
progress. The second category involves HR 

policies and processes that are gender-
neutral and anti-discriminatory (e.g. neutral 
recruitment, promotion and remuneration 
systems, and flexible working conditions 
and career management). The third 
category involves developing infrastructure 
that support work-life balance and mobility 
(for both women and men) such as child-
care facilities.

41 McKinsey, “Women Matter - An Asian Perspective,” 2012.

1. management Commitment
• Secure place on the group CEO’s 
   strategic agenda
• Get CEO’s commitment
• Get executive committee’s commitment
• Set quantitative targets for women’s 
   representation in leadership positions
• Instil consistency of company culture 
   with gender diversity objectives
• Act to increase men’s awareness of 
   gender diversity issues 

2. Women’s Development Programmes
• Networking events and programmes
• Leadership skill-building programmes
• External coaching programmes
• Mentoring programmes with internal 
   mentors
• Programmes to increase proportion of 
   potential women leaders

3. Collective Enablers 
Indicators
• Gender representation overall and at 
   certain job levels
• Gender distribution at different stages 
   of recruitment process
• Salary differences in equivalent 
   positions
• Gender representation in promotion 
   rounds

• Promotion rates by gender at different 
   levels of seniority
• Work satisfaction levels by gender
• Participation rates in training 
   programmes by gender
• Participation rates in mobility 
   programmes by gender
• Attrition rates by gender

HR Processes and Policies
• Processes that overcome gender biases 
   during recruiting
• Gender-targeted recruiting events
• Actions to improve share of women 
   applying for and accepting positions
• Processes that overcome gender biases 
   in appraisals
• Evaluation systems adapted so that 
   flexible working is not penalised
• Evaluation systems that recognise 
   different leadership styles
• Internal quotas for women in 
   managerial positions
• Processes to retain top performers who 
   may want to leave
• Logistical flexibility (e.g. remote 
   working)
• Career flexibility (e.g. leave of absence, 
   option to alternate periods of part-time 
   and full-time work)
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• Policy to schedule meetings only during 
   business hours
• Programme to smooth transition 
   before, during and after maternity 
   leave
• Guarantee to keep similar or better 
   position when returning from leave 
   of absence
• Regular, individual contact with HR 
   department or management to define 
   career path

Infrastructure
• Office concierge service
• Office-sponsored home concierge service
• In-house or external childcare facilities
• Services for sick children (e.g. nurse in 
   attendance at home)
• Mobility support (e.g. finding schools 
   for children)
• Job search programme for spouse or 
   partner

T y P e S  o f  i n i T i aT i v e S  m o S T  c o m m o n ly  u S e d  B y  a S i a n  c o m P a n i e S
% of Respondents who said measure was implemented in their companies

32

28

26

20

19

17

17

15

17

10

13

12

9

Options for flexible working conditions 
and/or locations

Support services and facilities to help reconcile 
work and family life

Source: McKinsey, “Women Matter: An Asian Perspective” (2012).

Perfomance evaluation systems that neutralize 
the impact of parental leave and/or flexible 

work arrangements
Programs to smooth transitions before, during, 

and after parental leave
Assessment indicators of company performance in 
hiring, retaining, promoting and developing women

Gender-specific hiring goals 
and programs

Gender quotas in hiring, retaining, promoting, 
or developing women

Systematic requirement that at least one 
female candidate be in each promotion pool

Programs to encourage female networking and 
role models

Skill-building programs aimed at women

Visible monitoring by CEO and executive team of 
progress made in gender diversity programs

Encouragement or mandates for senior 
executives to mentor junior women

Inclusion of gender diversity indicators 
in executives’ performance reviews

COLLECTIVE
ENABLERS

WOMEN’S 
dEVELOPmENT

PROgRAmS

mANAgEmENT 
COmmITmENT
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B o x  1 0  Case study: gender diversity Practices at maybank

Maybank has distinguished itself as 
a company that values diversity and 
inclusion (of which gender is just one 
aspect) as an important component of 
business performance. Through a People 
Dashboard monitoring platform that 
tracks talent and skills mix through the 
pipeline and a suite of initiatives, it has 
achieved an impressive 15% growth in 
women’s overall representation in the 
workforce since 2009, with women 
occupying 31% of senior management 
positions in 2013 - seven percentage 
points higher than the global average 
of 24% (according to the 2013 Grant 
Thornton International Business Report).

Apart from leadership development 
programmes like the Women Mentor 

Women Network (WMWN), Maybank 
has sought to retain women employees 
through measures aimed at helping 
women balance work and family life. 
Among its more recent initiatives, 
Maybank formalised a Flexible Work 
Arrangement (FWA) policy in 2013 that 
provides clear guidelines on flexibility 
in the workplace, offering options 
like fixed flexible schedule, flexitime, 
telecommuting or flexible work location, 
and reduced hours or conversion to 
part-time employment. It also set up the 
Maybank Tiger Cubs Childcare Centre in 
2013 in Malaysia to cater to employees 
with children aged between three 
months to six years who require such 
services on an emergency basis.

5. measuring and Reporting
In the business world, what gets measured 
gets done. This is particularly important 
given that efforts to increase gender 
diversity are long-term commitments. 
There is also no one-size-fits-all approach, 
and companies will need to continually 
evaluate the efficacy of measures taken in 
delivering the desired outcomes.
By utilising best practices in reporting 
under commonly used frameworks 
for sustainability reporting (e.g. Global 
Reporting Initiative (GRI), ISO 26000), 
companies can track and benchmark their 

progress among industry peers (see Section 
7). Reporting also supports transparency 
and accountability, and strengthens 
companies’ engagement with stakeholders 
and employees.

6. Accountability
A company should set up clear lines of 
accountability and KPIs at each part of the 
business for achieving gender diversity 
outcomes and targets. For example, a 
company could factor into business unit 
heads’ performance their ability to meet 
gender diversity KPIs.
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B o x  1 1  gender diversity Reporting Example from Infosys

Infosys, an Indian IT services company, 
presented its employee demographics 

in its 2014 Sustainability Report as 
follows:

gRI g4-LA12 Composition of governance bodies and breakdown of employees per 
employee category according to gender, age group, minority group membership, 
and other indicators of diversity.

ROLE-WISE DISTRIBUTION
As on March 31, 2013 As on March 31, 2012

Men Men

45,153 43,124 45,99435,440 33,248 34,23780,593 140,466 80,231
57,709 57,997 50,682
21,635 20,681 18,628

468

160,405

447

156,688

453

149,994
- 1,191 -

41,026 40,746 35,35716,683 17,251 15,325
18,615 17,765 16,0681,594 2,916 2,560

439

105,233

413

2,557

423

97,842

29

55,172

34

53,695

30

52,152
- 945 -- 246 -

Associate

Senior

1 Lodestone Holding AG became a subsidiary of the Infosys group during fiscal year 2013.

Middle

Top
Others1

TOTAL

Women WomenTotal Total

REGION
As on March 31, 2013 As on March 31, 2012

Men Men

95,267 92,887 89,91548,854 47,579 47,351144,121 140,466 137,266
5,512 5,861 5,278
5,771 5,982 4,549
5,001 4,379 2,901

160,405 156,688 149,994

2,879 3,140 2,9322,633 2,721 2,946
4,177 4,409 3,4251,594 1,573 1,124
2,910 2,557 1,5702,910 1,822 1,331

105,233 102,993 97,84255,172 53,695 52,152

India

Americas

Scope: Permanent and fixed-term employees hired locally across Infosys group

APAC

EMEA
TOTAL

Women WomenTotal Total

As on March 31, 2014

Men Women Total

AGE-WISE DISTRIBUTION
As on March 31, 2014 As on March 31, 2013 As on March 31, 2012

Men Men Men

67,261 69,415 71,50844,517 44,578 45,460111,778 113,993 116,968
47,405 40,464 32,218

1,222 1,040 808
- 1,191 -

160,405 156,688 149,994

37,023 31,825 25,68110,382 8,639 6,537
949 808 653273 232 155

- 945 -- 246 -
105,233 102,993 97,84255,172 53,695 52,152

Less than or equal to 30 years

Greater than 50 years

1 Lodestone Holding AG became a subsidiary of the Infosys group during fiscal year 2013.

31-50 years

Others1

TOTAL

Women Women WomenTotal Total Total

As on March 31, 2014

Men Women Total
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gRI g4-LA1 Total number and rate of new employee hires and employee turnover 
by age group, gender, and region.

GEOGRAPHY MEN WOMENRATE OF HIRING (%) RATE OF HIRING (%)

LESS THAN 30 YEARS

30-50 YEARS

MORE THAN 50 YEARS

EMEA

EMEA

EMEA

Americas 620
587
516

19,138

717
367
480

1,999

105
12
72
2

419
817
566

12,237

348
175
234
495

56
6
17
-

2.52
2.38
2.10
77.75

2.91
1.49
1.95
8.12

0.43
0.05
0.29
0.01

2.73
5.32
3.68

79.62

2.26
1.14
1.52
3.22

0.36
0.04
0.11

0.00

Americas

Americas

APAC

APAC

APAC

India

India

India

GEOGRAPHY MEN WOMENTURNOVER RATE (%)

LESS THAN 30 YEARS

30-50 YEARS

MORE THAN 50 YEARS

EMEA

EMEA

EMEA

Americas 437
721
298

15,148

893
443
441

3,599

226
27
52
22

326
826
376

10,212

392
241
176

1,309

82
8
11
2

1.96
3.23
1.34
67.91

4.00
1.99
1.98
16.13

1.01
0.12
0.23
0.10

2.34
5.92
2.69
73.15

2.81
1.73
1.26
9.38

0.59
0.06
0.08
0.01

Americas

Americas

India

India

economically emPoWering Women in 
your communiTieS

When engaging women in their communities, 
companies should strive to make strategic 
community investments so that programmes 
derive value for both the business and women. 
Linking community needs with business 
strategy is at the core of this approach and 
contributes to the sustainability and impact of 
programmes. Indeed, companies should ask 

themselves: why remove your business hat 
when investing in your communities? Here are 
some points to consider when designing your 
community investment programme:

1. Who Are Your Communities?
A company can first identify its communities 
by asking how its business impacts society, 
who are directly or indirectly affected, and 
how. It can then map out where women are 
located on this landscape. In this process, it 

APAC

APAC

INDIA

TURNOVER RATE (%)

APAC
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is useful to examine where women are linked 
along its value chain (e.g. producers, suppliers, 
retailers or consumers), as engaging women 
who are already linked to a company’s core 
business has been shown to be a recipe for 
success and mutual benefit.42 

2. What Are Their Needs?
A company should then determine the needs 
of women identified in the previous step, 
and this process should involve speaking 
with local business units and experts in the 
community, including NGOs or international 
organisations who engage with those women.

The common obstacles to women’s economic 
empowerment include the lack of access 
to financial capital, human capital such as 
education and business skills, social capital in 
the form of networks, and physical capital in 
the form of land or tools; as well as societal 
norms and institutions such as expectations 
of women’s roles and exclusionary market 
structures.43 Women’s unpaid care work has 
emerged as a significant barrier to gender 
equality and women’s empowerment.44

A company can design programmes to 
provide the resources that women lack 
to enhance their economic agency, or run 
public campaigns to raise awareness about 
the more intangible barriers to women’s 
economic empowerment like gender 
stereotypes. Whereas International Women’s 
Day on 8 March is a favourite time of year to 
promote such campaigns, companies may 
receive more focused attention and greater 
traction for their messages at other times 
of the year, when media attention is less 
saturated with women-related events.

3. What is the Link to Core Business?
Having identified the women and their needs, 

a company should examine where those needs 
intersect with business objectives. In this 
process, it is important for the company to 
engage with local business units to understand 
their business priorities so that any resultant 
programme to be implemented by them aligns 
with those. This helps secure buy-in and the 
sustainability of the programme.

From here, the company should clearly define 
the objectives (i.e. outcomes and impact) 
and rationale for investing in a particular 
programme. This will be important when it 
comes to measuring output and impact to 
determine the success of the programme. 

4. What are Your Competencies?
The company should then examine whether 
it has the competencies to implement the 
programme, and if not or in part, consider 
collaborating with local partners who have 
the expertise, networks and resources. As in 
the case of Diageo and Coca-Cola, these may 
be local government agencies and NGOs. In 
this process, it is important to be clear about 
the respective incentives and institutional 
capacities of potential partners, and whether 
those align with the intended purpose for 
partnering with them. 

5. measuring Output, Outcomes and Impact
To gauge the success of their programmes, 
companies should capture output data (e.g. 
number of women trained) and measure 
any immediate outcomes (e.g. proportion of 
women trained who acquired employment), 
including unintended and negative outcomes, 
and broader impacts (e.g. raised standard of 
living for women and their families). This will 
allow companies to see whether programmes 
met stated objectives and resources utilised 
efficiently, as well as communicate their 
“impact narratives”.

42 McKinsey, “The Business of Empowering Women” (2012).
43 ICRW, “Understanding and Measuring Women’s Economic Empowerment,” 2011.
44 With the provision of care to children, parents and spouses traditionally considered the natural responsibility of women, the burden       
      falls disproportionately on women, circumscribing their access to educationand participation in the political and economic life of their       
      communities. Source: http://policy-practice.oxfam.org.uk/our-work/gender-justice/we-care

http://http://policy-practice.oxfam.org.uk/our-work/gender-justice/we-care
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B o x  1 2  Box 12. Community Investment Reporting Example from diageo

Diageo, a UK-based premium alcohol 
company, reported on the indirect 
economic impacts, including in terms of 
women’s empowerment, of its various 
community investment programmes in 
its 2014 sustainability report as follows:

“gRI g4-EC8 Significant indirect 
economic impacts, including the extent 
of impacts. 

Diageo has a diverse array of indirect 
economic impacts associated with its 
business relationships and community 
investment projects to promote a 
responsible role for alcohol in society, 
empower men and women through 
skills development training, and improve 
access to clean water.

While most of these indirect economic 
impacts are hard to quantify, we 
do know that 14,000 people found 
employment this year following 
participation in our Learning for Life 
community investment programme, 
while Plan W, our programme to 
empower women, has reached 57,295 
women to date through initiatives 
such as education, skills, and training 
programmes. Through Plan W, we have 
also trained 19,501 men. Overall, we 
estimate that the programme has had 
a positive impact on a further 286,475 
people (estimated as five contacts per 
woman empowered).

Moreover, as described in EC1, this 
year we carried out two impact studies, 
one on our Water of Life programme in 
Ghana, and the other on our Learning 
for Life programme in Latin America, 

to get a better understanding of our 
impact beyond the simple measure of the 
number of people finding employment 
following participation in the programme. 
At the time of this report, we have 
received the results of the Ghana study, 
which show that Water of Life has 
achieved the following:

1. disease
Water of Life has reduced the incidence 
of waterborne-related diseases from 
15% to 3% across the board.

2. Job Support
In 40 communities, Water of Life 
projects support some 34,000 local 
jobs (representing 32% of beneficiaries 
that depend on these projects for their 
small-scale, cottage industries).

3. Women’s Empowerment
94% of respondents to household 
surveys agreed that Water of Life 
projects contribute to women’s 
empowerment initiatives. Following 
the implementation of such projects in 
their area, 37% of women benefit from 
them for their commercial activities 
(food vending and hairdressing being 
the most prominent). Results also 
indicated that Water of Life projects 
meant that women spent 33% less 
time sourcing water. Meanwhile, 
serving on Water and Sanitation 
boards and managing the day-to-day 
running of local water and sanitation 
projects also serves as a great 
empowering tool for women, spurring 
them on to other leadership positions 
within their communities.”
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Below is a table summarising guidance and toolkits to help companies improve their gender diversity performance 
and design strategic community investment programmes aimed at empowering women economically.

Qualitative performance measurement examples
Quantative performance measurement examples

UN Women’s 
Empowerment 

Principles 
(WEPs)

The UN WEPs were launched in 2010 
and are a result of collaboration 
between UN Women and the UN 
Global Compact. They offer a seven-
step guide for businesses to empower 
women in the workplace, marketplace 
and community. The WEPs were 
adapted from the Calvert Women’s 
Principles ® launched in 2004 as the 
first global corporate code of conduct 
aimed at empowering women.

Over 800 companies worldwide 
have signed the CEO Statement of 
Support for the WEPs. There are 
no formal reporting or disclosure 
requirement associated with signing, 
though companies are strongly 
encouraged to set targets and use 
gender disaggregated data to report 
on progress.

Link: http://weprinciples.org/Site

RESOURCE DESCRIPTION

DIVERSITY & INCLUSION

Recruit-
ment & 
Promo-

tion

Equal 
Pay

Devel-
opment
Progra-
mmes

Safe 
Work-

ing 
Condi-
tions

Supply
Chain

Comm-
unity

Invest-
ment

Meas-
uring & 
Report-

ing

Certifi-
cationWork 

Culture
Flexible 

work

6 RESOURCES FOR COMPaNIES

http://http://weprinciples.org/Site
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RESOURCE DESCRIPTION

DIVERSITY & INCLUSION

Recruit-
ment & 
Promo-

tion

Equal 
Pay

Devel-
opment
Progra-
mmes

Safe 
Work-

ing 
Condi-
tions

Supply
Chain

Comm-
unity

Invest-
ment

Meas-
uring & 
Report-

ing

Certifi-
cationWork 

Culture
Flexible 

work

Embedding 
Gender in 

Sustainability 
Reporting: a 

Practitioner’s 
Guide

This guide was produced by the 
Global Reporting Initiative (GRI) and 
International Finance Corporation (IFC) 
of the World Bank Group. Though it 
uses GRI 3.1, the guide includes a list of 
suggested measurements for gender 
performance in the workplace, supply 
chain, market place and community, 
and the corresponding GRI indicators.

Link: https://www.globalreporting.org/
resourcelibrary/Embedding-Gender-
In-Sustainability-Reporting.pdf 

UN Women and UN Global Compact 
have produced a guide for companies 
on reporting on the implementation 
of each of the seven WEPs. It provides 
general reporting approaches and 
specific examples of disclosures 
and performance indicators for 
each principle. The guide aligns with 
established reporting frameworks 
such as the Global Reporting Initiative 
(GRI) and can be integrated into the UN 
Global Compact and Communication 
on Progress (COP).

Link: http://weprinciples.org/Site/
WepsGuidelines

UN WEPs 
Reporting 
Guidance

https://www.globalreporting.org/resourcelibrary/Embedding-Gender-In-Sustainability-Reporting.pdf
https://www.globalreporting.org/resourcelibrary/Embedding-Gender-In-Sustainability-Reporting.pdf
https://www.globalreporting.org/resourcelibrary/Embedding-Gender-In-Sustainability-Reporting.pdf
http://weprinciples.org/Site/WepsGuidelines
http://weprinciples.org/Site/WepsGuidelines


The EDGE Certification was launched 
in 2011 at the World Economic Forum 
(WEF). It provides companies with a 
tool to assess their performance on 
gender diversity and equality in the 
workplace against the EDGE Standard, 
and a tailored action plan to help them 
improve, with the view to receiving the 
EDGE Certification after verification by 
approved third-parties.

EDGE has reached 80 companies in 
29 countries and across 14 industries. 
The first cohort of companies received 
their EDGE Certificate in 2014, and 
included Deloitte (Switzerland), IKEA 
(Switzerland) and L’OREAL (USA).

Companies can request for a 
demonstration of the EDGE 
Assessment Tool by emailing 
info@edge-strategy.com.

EDGE 
Standard and 
Certification
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RESOURCE DESCRIPTION

DIVERSITY & INCLUSION

Recruit-
ment & 
Promo-

tion

Equal 
Pay

Devel-
opment
Progra-
mmes

Safe 
Work-

ing 
Condi-
tions

Supply
Chain

Comm-
unity

Invest-
ment

Meas-
uring & 
Report-

ing

Certifi-
cationWork 

Culture
Flexible 

work

mailto:info%40edge-strategy.com.?subject=


The GES was developed in 2012 by 
Social Accountability International 
(SAI) and UN Women Egypt. The 
Standard provides companies with a 
5-step roadmap to promote, improve 
and monitor the position of women 
in the workplace and throughout 
the supply chain, with the view to 
receiving the Gender Equality Seal 
after an independent audit. The 
Standard was developed to be easily 
integrated into companies’ standard 
audits, and relies on existing ILO 
Conventions and International 
Human Rights Instruments.

GES has reached 3,000 factories in 
66 countries and across 65 industrial 
sectors.

Link: http://www.sa-intl.org/index.cfm?
fuseaction=Page.ViewPage&PageID=1
331#.VNB3GGTLeds - correct as of 
April 2015

Gender
 Equality Seal 

(GES) 
Standard
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RESOURCE DESCRIPTION

DIVERSITY & INCLUSION

Recruit-
ment & 
Promo-

tion

Equal 
Pay

Devel-
opment
Progra-
mmes

Safe 
Work-

ing 
Condi-
tions

Supply
Chain

Comm-
unity

Invest-
ment

Meas-
uring & 
Report-

ing

Certifi-
cationWork 

Culture
Flexible 

work

http://www.sa-intl.org/index.cfm?fuseaction=Page.ViewPage&PageID=1331#.VNB3GGTLeds
http://www.sa-intl.org/index.cfm?fuseaction=Page.ViewPage&PageID=1331#.VNB3GGTLeds
http://www.sa-intl.org/index.cfm?fuseaction=Page.ViewPage&PageID=1331#.VNB3GGTLeds


This guide produced by Women on 
Boards and Chartered Secretaries 
of Australia aims to support 
companies in their efforts to 
make progress on employment, 
retention and promotion of women 
in the workplace. The framework 
provides a detailed outline of 44 
indicators companies may use to 
generate insights about gender 
balance, set targets and measure 
progress. It also delineates lines of 
accountability for those indicators. 
The guide also includes a sample 
annual employee survey to 
benchmark attitudes toward gender 
balance, track changes and test 
perceptions of achievements.

Link: https://www.wgea.gov.au/
sites/default/files/Guidelines_for_
Gender_Balance_WEB_.pdf

Guidelines 
for Gender 

Balance 
Performance 

and Reporting 
australia
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RESOURCE DESCRIPTION

DIVERSITY & INCLUSION

Recruit-
ment & 
Promo-

tion

Equal 
Pay

Devel-
opment
Progra-
mmes

Safe 
Work-

ing 
Condi-
tions

Supply
Chain

Comm-
unity

Invest-
ment

Meas-
uring & 
Report-

ing

Certifi-
cationWork 

Culture
Flexible 

work

https://www.wgea.gov.au/sites/default/files/Guidelines_for_Gender_Balance_WEB_.pdf
https://www.wgea.gov.au/sites/default/files/Guidelines_for_Gender_Balance_WEB_.pdf
https://www.wgea.gov.au/sites/default/files/Guidelines_for_Gender_Balance_WEB_.pdf


This tool provides a seven-step 
process to help companies set 
voluntary gender diversity targets, 
and includes worked-out examples 
for a large and small organisation. 
The tool is accompanied by an 
Excel-based calculator that allows 
companies to input their workforce 
data and test out various scenarios 
before setting targets.

Link:
https://www.wgea.gov.au/sites/
default/files/SETTING-GENDER-
TARGETS-Online-accessible.pdf

This tool is aimed at helping 
companies diagnose the status of 
pay equity in their organisations, 
set goals and take practical steps 
to improve pay equity as part of 
their gender equality strategy. For 
medium-sized organisations, the tool 
is accompanied by an Excel-based 
calculator that allows companies to 
input their data and identify pay gaps.

Link: https://www.wgea.gov.au/sites/
default/files/Pay_Equity _Toolkit_
Main.pdf

australian 
Workplace 

Gender 
Equality 
agency 

(WGEa) Guide 
for Setting 

Gender 
Diversity 
Targets

australian 
WGEa Guide 
to Pay Equity
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RESOURCE DESCRIPTION

DIVERSITY & INCLUSION

Recruit-
ment & 
Promo-

tion

Equal 
Pay

Devel-
opment
Progra-
mmes

Safe 
Work-

ing 
Condi-
tions

Supply
Chain

Comm-
unity

Invest-
ment

Meas-
uring & 
Report-

ing

Certifi-
cationWork 

Culture
Flexible 

work

http://https://www.wgea.gov.au/sites/default/files/SETTING-GENDER-TARGETS-Online-accessible.pdf
http://https://www.wgea.gov.au/sites/default/files/SETTING-GENDER-TARGETS-Online-accessible.pdf
http://https://www.wgea.gov.au/sites/default/files/SETTING-GENDER-TARGETS-Online-accessible.pdf
http://https://www.wgea.gov.au/sites/default/files/Pay_Equity _Toolkit_Main.pdf
http://https://www.wgea.gov.au/sites/default/files/Pay_Equity _Toolkit_Main.pdf
http://https://www.wgea.gov.au/sites/default/files/Pay_Equity _Toolkit_Main.pdf


This is a conceptual guide (rather 
than an operational toolkit) to help 
organisations design effective 
and measurable interventions to 
empower women economically. 
It presents a clear definition of 
women’s economic empowerment 
and the factors that contribute to 
or detract from it. It also provides 
guidance on designing a framework 
to measure outcomes and impacts 
of interventions, including a list of 
indicators for measurement.

Link: http://www.icrw.org/
publications/understanding-and-
measuring-womens-economic-
empowerment

International 
Center for 

Research on 
Women (ICRW) 

Guide to 
Understanding 
and Measuring 

Women’s 
Economic

Empowerment
(2011)
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RESOURCE DESCRIPTION

DIVERSITY & INCLUSION

Recruit-
ment & 
Promo-

tion

Equal 
Pay

Devel-
opment
Progra-
mmes

Safe 
Work-

ing 
Condi-
tions

Supply
Chain

Comm-
unity

Invest-
ment

Meas-
uring & 
Report-

ing

Certifi-
cationWork 

Culture
Flexible 

work

http://www.icrw.org/publications/understanding-and-measuring-womens-economic-empowerment
http://www.icrw.org/publications/understanding-and-measuring-womens-economic-empowerment
http://www.icrw.org/publications/understanding-and-measuring-womens-economic-empowerment
http://www.icrw.org/publications/understanding-and-measuring-womens-economic-empowerment


This guide presents an evidence-
based visual roadmap of programme 
and policy options to empower 
different groups of women (i.e. very 
poor, poor, non-poor, young women) 
in different country scenarios (i.e. high 
fertility, agrarian economies; declining 
fertility, urbanising economies; 
declining fertility, formalising 
economies; aging populations, 
aging societies). Each intervention is 
further rated according to whether 
it has been proven, being proven, is 
promising, bears high potential or is 
yet unproven. The guide also includes 
a list of specific circumstances (that 
constitute the enabling environment) 
that facilitate the successful 
implementation of interventions.

Link: http://www.womeneconroadmap.
org/the_initiative

UN Foundation 
& ExxonMobil 
Roadmap for 

Promoting 
Women’s 
Economic 

Empowerment 
(2014)
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RESOURCE DESCRIPTION

DIVERSITY & INCLUSION

Recruit-
ment & 
Promo-

tion

Equal 
Pay

Devel-
opment
Progra-
mmes

Safe 
Work-

ing 
Condi-
tions

Supply
Chain

Comm-
unity

Invest-
ment

Meas-
uring & 
Report-

ing

Certifi-
cationWork 

Culture
Flexible 

work

http://http://www.womz
http://www.womeneconroadmap.org/the_initiative
http://www.womeneconroadmap.org/the_initiative


This report includes a guide for 
companies on interventions that have 
been found to be effective toward 
empowering women at different 
stages of their life cycle.

Link: http://mckinseyonsociety.com/
the-business-of-empowering-
women

This is an in-depth report on Coca-
Cola’s 5by20 initiative, presenting 
case studies on five projects 
involving women at five stages of the 
company’s value chain. The report 
highlights the business case for each 
project, and identifies key success 
factors for sustainability and scale of 
impact.

Link: http://www.hks.harvard.
edu/m-rcbg/CSRI/CSRI_
BusinessFightsPoverty_
5by20Report_Sep tember2013.pdf

McKinsey 
Report on The 

Business of 
Empowering 

Women (2010)

Harvard 
Kennedy 

School Report 
on Coca-Cola’s 

5by20 
Initiative 

(2010)
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RESOURCE DESCRIPTION

DIVERSITY & INCLUSION

Recruit-
ment & 
Promo-

tion

Equal 
Pay

Devel-
opment
Progra-
mmes

Safe 
Work-

ing 
Condi-
tions

Supply
Chain

Comm-
unity

Invest-
ment

Meas-
uring & 
Report-

ing

Certifi-
cationWork 

Culture
Flexible 

work

http://http://mckinseyonsociety.com/the-business-of-empowering-women
http://http://mckinseyonsociety.com/the-business-of-empowering-women
http://http://mckinseyonsociety.com/the-business-of-empowering-women
http://www.hks.harvard.edu/m-rcbg/CSRI/CSRI_BusinessFightsPoverty_5by20Report_September2013.pdf
http://www.hks.harvard.edu/m-rcbg/CSRI/CSRI_BusinessFightsPoverty_5by20Report_September2013.pdf
http://www.hks.harvard.edu/m-rcbg/CSRI/CSRI_BusinessFightsPoverty_5by20Report_September2013.pdf
http://www.hks.harvard.edu/m-rcbg/CSRI/CSRI_BusinessFightsPoverty_5by20Report_September2013.pdf


40

7 EMBEDDING GENDER IN SUSTaINaBILITY REPORTING

Qualitative performance measurement examples

ORGaNISaTIONaL OBjECTIVE
MEaSURE

BaSIC MODERaTE aDVaNCED
GRI G4 ISO 26000

Organizational 
Governance and 

Values

Ensure the 
importance of 

mainstreaming 
gender equality

Disclosures on Management approach 
(DMa)45 aspects

• Governance Structure and Composition

G4-38 Report the composition of 
the highest governance body and its 
committees by:

• Executive or non-executive
• Independence
• Tenure on the governance body
• Number of each individual’s 
   other significant positions and 
   commitments, and the nature of 
   the commitments
• Gender
• Membership of underrepresented
   social groups
• Competences relating to
   economic, environmental and
   social impacts
• Stakeholder representation

G4-40 Report the nomination and 
selection processes for the highest 

6.2 Organisational Governance

7.4.3 Building social responsibil 
into an organisation’s governance, 
systems and procedures

7.7.5 Improving Performance

Description of gender 
equality policy and plan

Gender breakdown of 
the organisation’s board 

of directors

Number and percentage 
of management posts by 

gender

Promote 
diversity among 
board members

Promote 
diversity and 

equality in 
management

45 The DMA is intended to give the organisation an opportunity to explain how the economic, environmental and social impacts related to material Aspects are managed. DMA provides narrative 
information on how an organisation identifies, analyses, and responds to its actual and potential material economic, environmental and social impacts. DMA also provides context for the performance 
reported by Indicators. Refer to https://www.globalreporting.org/resourcelibrary/GRIG4-Part2-Implementation-Manual.pdf for more detailed guidance on DMA.

Quantitative performance measurement examples

https://www.globalreporting.org/resourcelibrary/GRIG4-Part2-Implementation-Manual.pdf
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Quantitative performance measurement examples

ORGaNISaTIONaL OBjECTIVE
MEaSURE

BaSIC MODERaTE
GRI G4 ISO 26000

governance body and its committees, 
and the criteria used for nominating 
and selecting highest governance body 
members, including:

• Whether and how diversity is 
considered
• Whether and how expertise and 
experience relating to economic, 
environmental and social topics are 
considered
• Whether and how stakeholders 
(including shareholders) are involved

Disclosures on Management 
approach (DMa) aspects:

• Employment Diversity & Equal

Opportunity
Include information on who 
participates in diversity, equal 
opportunities and gender sensitisation 
training (e.g., highest governance 
bodies, senior management), and the 
topics addressed by training and any 
informal awareness raising.

• Equal Remuneration for Women 
and Men

Include procedures for equal 
remuneration reviews/audits and 

6.2.3 Decision-making process and 
structures

6.3.6 Resolving grievances

6.3.7 Discrimination and vulnerable 
groups

6.3.10 Fundamental principles and 
rights at work

6.4.3 Employment and employment 
relationships

6.4.4 Conditions of work and social 
protection

6.4.6 Health and safety at work 

Percentage 
breakdown by 

gender of the top 
five highest-paid 

executives

Workplace
Have a fair and 
unbiased wage 

system

Ratio of 
remuneration of 

all employees 
and by employee 

category, by 
gender

aDVaNCED
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Quantitative performance measurement examples

ORGaNISaTIONaL OBjECTIVE
MEaSURE

BaSIC MODERaTE aDVaNCE
GRI G4 ISO 26000

Uptake rate of flexible 
working arrangements, 

by gender

Maternity/paternity/
parental leave return 

rates, by gender

Management approach 
to flexible work 

schedules

Initiatives to provide 
child-care support 
and/or facilities to 

employees

Offer equal job 
opportunities

Support human 
resource 

development

Ensure a safe 
and healthy work 

environment

Have in place 
an effective 

grievance 
mechanism for 

workers

Initiatives to promote 
equal opportunities at 

the workplace

Average hours of 
training per year per 
employee by gender 

and part time and 
full time employee 

category

Initiatives to provide 
information, education 
and training on sexual 

harassment in the 
workplace

Available channels
within organization for 

filing gender-
based discrimination 

grievances

Ratio of job applications 
to new contracts signed, 

by gender

Percentage of 
promotions in the 

organisation’s main 
employee categories, 

by gender

Total number of 
incidents of sexual 

harassment and action 
taken, by gender

for action to redress any gender 
remuneration gaps.

• Aspect-specific Guidance for G4- 
  DMa-a

Describe the legal and socio- 
economic environment that 
provides opportunities for, and 
barriers to, gender equity in the 
workforce. This may include 
(but not limited to) women’s 
workforce participation rates, 
their participation at highest 
governance level, and equal 
remuneration.

• Training and Education

• Non-discrimination

• Occupational Health and Safety

G4-La1 Total number and rate of new 
employee hires and employee turnover 
by age group, gender, and region.

G4-La3 Return to work and retention 
rates after parental leave, by gender.

G4-La9 Average hours of training per 
year per employee by gender, and by 

6.4.7 Human development and
training in the workplace

6.8.1-6.8.2 Community involvement 
and development

6.8.8 Health
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employee category.

G4-La11 Percentage of employees 
receiving regular performance and 
career development reviews, by 
gender and employee category.

G4-La12 Composition of governance 
bodies and breakdown of employees 
per employee category according to 
gender, age group, minority group 
membership, and other indicators of 
diversity.

G4-La13 Ratio of basic salary and 
remuneration of women to men by 
employee category, by significant 
locations of operation.

G4-EC5 Ratios of standard entry level 
wage by gender to local minimum 
wage at significant locations of 
operations.

G4-HR3 Total number of incidents 
of discrimination and corrective 
actions taken.

G4-La6 Type of injury and rates of 
injury, occupational diseases, lost 
days, and absenteeism, and total 
number of work-related fatalities, by 
region and by gender.
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Disclosures on Management Approach 
(DMA) Aspects

• Investment and Procurement 
   Practices

• Aspect-specific Guidance for G4- 
   DMa-b

Describe policies and practices used 
to promote economic inclusion 
when selecting suppliers. Forms of 
inclusion may include:

• Suppliers owned by women
• Suppliers owned or staffed by 
members of vulnerable,
marginalized or underrepresented 
social groups
• Small and medium sized suppliers

• Supplier Human Rights Assessment

• Aspect-specific Guidance for G4- 
   DMa-b

Describe the systems used to screen 
new suppliers using human rights 
criteria. List the human rights criteria 
used to screen new suppliers. Human 
rights criteria or human rights impact 
assessments may cover: 

• Child labor
• Discrimination

6.3.3 Due Diligence

6.3.4 Human rights risk situation

6.3.5 Avoidance of complicity

6.4.3 Employment and employment 
relationships

6.6.6 Promoting social responsibility 
in the value chain

6.8 Community involvement and 
development

6.8.7 Wealth and income creationSupply chain

Do business with 
organisations 
that respect 

gender equality

Promote women’s 
entrepreneurship 

and supplier 
diversity

Description of 
gender equality in 

procurement policy 
and plans

Percentage of 
suppliers that 
have gender 

equality policies or 
programmes

Percentage of 
suppliers that 
report on their 

gender-equality 
policies and 

practices

Gender composition 
of supplier 
workforce

Percentage 
of suppliers’ 

managerial posts, 
by gender

Financial value and
 percentage of 

total procurement 
by supplier 

company and type 
of good or service, 

broken down by 
gender and type of 

supplier

Percentage 
of suppliers’ 

shareholders, by 
gender
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• Forced or compulsory labor
• Freedom of association
   and collective bargaining 
• Indigenous rights 
• Security practices

G4-HR10 Percentage of new 
suppliers that were screened using 
human rights criteria

Disclosures on Management 
approach (DMa) aspects

• Local Community

G4-SO1 Percentage of operations 
with implemented local community
engagement, impact assessments, 
and development programmes

a. Report the percentage of 
operations with implemented local 
community engagement, impact 
assessments, and development 
programs, including the use of: 

• Social impact assessments, 
including gender impact 
assessments, based on participatory 
processes

6.3.9 Economic, social and cultural 
rights

6.8 Community involvement a 
developmentCommunity

Contribute to the 
well-being of 

women and men 
in the affected 
communities

Initiatives, 
including 

donations and 
grants to address 

equality in the 
community

Management 
approach to 
determining 
community 

engagement/ 
investment 

activities, including 
policy and criteria

Total number 
of community 
engagement/ 

investment 
programmes 

targeting women

Total number of 
direct beneficiaries 

of community 
engagement/ 

investment 
programmes, 

broken down by 
gender

Management 
approach to the 
consultation of 

local women 
in devising 
community 

engagement/ 
investment 

programmes
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• Environmental impact assessments 
   and ongoing monitoring 

• Public disclosure of results of 
   environmental and social impact 
   assessments 

• Local community development 
   programmes based on local 
   communities’ needs 

• Stakeholder engagement plans 
   based on stakeholder mapping 

• Broad based local community 
   consultation committees and 
   processes that include vulnerable 
   groups 

• Works councils, occupational health 
and safety committees and other 
employee representation bodies to 
deal with impacts 

• Formal local community grievance 
   processes

Management 
approach including 

gender impact 
assessments 
to addressing 

gender-related 
community 

impacts

Total monetary 
value of 

community 
engagement/ 

investment 
programmes, 

broken down by 
gender of the 
beneficiaries
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G4-PR7 Total number of incidents 
of non-compliance with regulations 
and voluntary codes concerning 
marketing communications, 
including advertising, promotion, and 
sponsorship, by type of outcomes

4.6 Respect for the rule of law 

6.7.1-6.7.2 Consumer issues

6.7.3 Fair marketing, factual an 
unbiased information and fair 
contractual practices

Number of 
complaints 

regarding gender 
discrimination 
in marketing 

and advertising 
materials

Not to discriminate 
or stereotype 
against men 
or women in 

marketing and 
advertising

Reflect the 
needs of men 
and women in 

customer services 
and complaint 

procedures

R e f e R e n c e s

Global Reporting Initiative (GRI) and International Finance Corporation (IFC) of the World Bank Group, 
“Embedding Gender in Sustainability Reporting: A Practitioner’s Guide” (2009): https://www.globalreporting.org/
resourcelibrary/Embedding-Gender-In-Sustainability-Reporting.pdf
GRI and ISO, “GRI G4 Guidelines and ISO 26000:2010 How to use the GRI G4 Guidelines and ISO 26000 in 
Conjunction” (2014): http://www.iso.org/iso/iso-gri- 26000_2014-01-28.pdf
UN Women’s Empowerment Principles Reporting Guidance (2014): http://weprinciples.org/files/attachments/
WEPs_Reporting_Guidance_G4_Sept2014pdf.pdf

Policy and 
mechanism 
in place to 

avoid gender 
discrimination 
in marketing 

and advertising 
materials

Consumers

Management 
approach to 

“Gender Equality 
Certification” by 

third party

Number of
customer 

complaints by type 
and by gender of 

complainant

https://www.globalreporting.org/resourcelibrary/Embedding-Gender-In-Sustainability-Reporting.pdf
https://www.globalreporting.org/resourcelibrary/Embedding-Gender-In-Sustainability-Reporting.pdf
http://weprinciples.org/files/attachments/WEPs_Reporting_Guidance_G4_Sept2014pdf.pdf
http://weprinciples.org/files/attachments/WEPs_Reporting_Guidance_G4_Sept2014pdf.pdf
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