




THE OBSERVATORY

A think & do tank supporting
Gender Balance / Governance / Performance

1 Sponsor
Michel Landel, independent Board member

2 Coordinators
Caroline de La Marnierre & Marie-Christine Mahéas

8 Partner Groups
Business groups whose actions are helping to drive gender balance forward

14 Experts
Fifteen institutions / associations represented by multi-disciplinary experts

The Observatory for Gender Balance is a Think & Do Tank overseen by
the Institute for Responsible Capitalism, working to make gender
balance a reality in our organisations. Its Steering Committee is made
up of representatives of major institutions and associations, as well of
our Pioneering Partner Groups.

Its aims are to promote the link between Gender Balance,
Governance and Performance in organizations; produce
recommendations for the attention of decision-making groups and
bodies; implement communications initiatives in order to continue
pushing the topic forward.





6 EFFECTIVE MEASURES TO ACCELERATE GENDER BALANCE

1
The commitment of the top management is essential for the sustainability of the other
measures. Management must be exemplary. Gender Balance has to be integrated into
the strategy and its operational deployment in the organization.

Achieve a broad-based permanent shift to a more welcoming, inclusive corporate
culture
This measure proposes to implement a Gender Balance awareness plan with a systemic
approach, composed of three priority levers: the Gender Balance justification; the gender
bias and stereotypes; and the development of the inspiring role models.

3
Taking into account the difference between men’s career cycles and women’s career
cycles
Career differences lead to variations in work availability and career advancement. This
measure aims to raise the awareness of the HR and management, to make the HR
processes evolve, for instance by facilitating access to “springboard positions”.

4
Setting precise and amibitious individual goals for gender balance
This measure recommends the systematic integration of Gender Balance into the CSR
criteria, with quantified and dated objectives. It proposes the indexation of the bonuses
to the remuneration according to the respect of these objectives.

5
Sharing gender balance performance dashboard
A dashboard of Gender Balance, shared internally, supports employee awareness and
promotes the best practices identified in the organisation.

6

Standardising the use of inclusive language
This measure recommends feminising job titles, preferring the term Gender Balance to
feminisation, banning negative expressions and promoting skills before gender at all
levels and in all publications of the organisation.
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Demonstrating the strong commitment of CEOs and management committtees
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• l

• Out of the 197 countries recognised by the United Nations, 143 of them guarantee for
equality between men and women in their constitution;

• In 2018, new equal pay laws came into force in Ireland, Germany and the United Kingdom;

• There were several highlights in 2018 at the global level: the #metoo movement, the 7
female co-chairs of the Davos World Economic Forum panel, the appointment of three
women to the position of Chief Economist (at the IMF, World Bank and OECD), the Nobel
Peace Prize awarded to Nadia Murad and Denis Mukwege for their efforts in bringing an end
to the use of sexual violence as a weapon of war, etc.
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YEARSA variety of initiatives encouraging gender balance... 

THE URGENT NEED TO IMPROVE GENDER BALANCE

AN OBSERVATORY 

FOR GENDER 

BALANCE: WHY ?

According to the projections issued by the World
Economic Forum (WEF) in its Global Gender Gap
Report, at the current rate it will take until 2234
for economic gender disparity to disappear
completely.

… but progress in gender balance in the workplace remains insufficient

While the wage gap is low, at 5.5% in 
Italy, the employment rate for women 
is only 52.5%, compared to 72.3% for 
men. By contrast, in Sweden, the pay 
gap is 13.3%, but the employment rate 
for women rise to 79.5%.

N
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Fig, 2 Female share of 
employment in senior and 
middle management (left
axis) and percentage point 
change (right axis), 
various years

• In the European Union, women earn on average
16.2% less than men (gross hourly wage): 5.5% less
in Luxembourg, 6.1% less in Belgium, 15.2% less in
France, 20.1% less in Austria and 21.5% less in
Germany.



Questions remain
e

• Why have efforts so far failed to bear fruit?

• Does the fact that progress levels are plateauing reflect the end of a cycle?

• How can we orient ourselves in a more efficient manner for the coming years?

• It is possible we have implemented unsuitable or inadequate Gender Balance measures?

• Has the implementation of Gender Balance measures been insufficiently precise?

• How can we accelerate the movement?

• Do managers and executives know how to meet their obligations in terms of Gender
Balance?

The role of the Observatory
e

After a first round of diagnosis in France and internationally conducted with the civil
society, the members of the Observatory of Gender Balance have selected the 6 most
effective measures among 32 analysed, for a real impact on Gender Balance in business.

These measures are now published in a Green Paper, an evolving « toolbox » incorporating some
good practices of the Partner Groups – Crédit Mutuel Arkéa, ENGIE, Legrand, Sanofi, Sodexo and
SUEZ – for public and private organisations of all sizes.

THE ROLE OF THE OBSERVATORY
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AN OBSERVATORY 

FOR GENDER 

BALANCE: WHY ?

Despite the quality of progress made over the last 10 years in terms of Gender Balance, efforts
now appear to be easing off, and laxity – hostility, even – is setting in, along with a rise in
scepticism regarding the effectiveness of the policies implemented so far.



Why ?

In its annual study, Women Matter 2016, McKinsey & Company determined three key
factors for advancing Gender Balance within a company: persistence, undertaking of
change programs and the steadfast engagement of the CEO and Senior Management,
making gender balance a strategic priority and engaging all levels of management
throughout the organisation.

• The Women Empowerment Principles2 (WEPs), developed via a partnership between
UN Women and the UN Global Compact in 2010, had as its top priority: “establishing
high-level corporate leadership for gender equality”.

• The commitment of the organisation’s CEO is required in order for this to be achieved,
since:

- this is an essential condition to the commitment of the senior management and
all managerial staff;

- it is an essential condition for the justification and legitimisation of internal
actions;

- it is an essential condition in motivating teams and giving Gender Balance the
necessary impetus to progress.

DEMONSTRATING STRONG COMMITMENT OF MANAGEMENT1
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The organisations which rank highest in gender balance ratings all benefit
from the steadfast commitment of their president or CEO. This is often about
the “attitude” that the management should adopt, rather than particular
measures to be put in place. Based on observations made within these
organisations, it is clear that if no clear commitments are made by the
management, none of the measures will have any long-term impact.

While managerial engagement is commonly cited as a necessary step,
questions still remain over the form this commitment should take - a few
possible answers are suggested here.



• Making Gender Balance a part of the organisation’s official strategy and its
operational breakdown.

• The CEOs must be exemplary in terms of: the vocabulary, the vocabulary they
advocate among their teams, the nominations announced, the refusal to participate in
male-only round tables, the sponsoring of women within the organisation, the
steadfast support for, and collaboration with, their organisation’s Gender Balance
network (where one exists), their discipline and authority, and the sanctions they hand
down.

• Nomination by the director or CEO of an individual in charge of Gender Balance;
preferably someone from the Senior Management (title: EVP - Executive Vice
President) and who works in coordination with all aspects of the organisation
(divisions / job types, unions, and the Gender Balance network where one exists).

• The attribution of significant budget to solidify this commitment, in both a symbolic
and practical sense.

• The regular inclusion - several times per year - of Gender Balance on the Executive
Committee agenda for large enterprises.

• Use of training / awareness programs for management and their teams, which can be
achieved, for example, via cross coaching between the Executive Committees of
various companies, or peer coaching within a given organisation.

• Publication of a chapter on the link between Gender Balance and performance in
internal publications within the organisation (annual reports, sustainable
development reports, reference documents), to be systematically validated by the
senior management.

• An internal and external communications plan, punctuated by regular speaking
engagements by the senior management on the topic of Gender Balance.

Final notes

The commitment of the senior management team must be all the more pronounced as it is
a key to instil a change in company culture, driving towards a more inclusive culture and
ensuring that the changes made will outlast any change in the senior management (see
Measure 2).

Précisions

Action plan
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Despite years of promoting Gender Balance within organisations, it cannot be
denied that we still have a long way to go on the road towards gender balance.
Awareness, daily commitment and the perseverance of every man and woman,
both young and old, are essential if we are to bring about a meaningful
transformation of a world often said to be “built by men, for men”, and deploy
the necessary cultural change throughout our organisations in a sustainable way.

Why ?

• The value system in which Gender Balance becomes obvious and natural is a system that
includes values such as kindness, warmth and inclusiveness as a way of orienting an
organisation towards the future.

• These values are not inherent in all our ecosystems. It is therefore pertinent to undertake
an in-depth engagement with all staff members - both male and female - by raising their
awareness of the various issues linked to Gender Balance.

• Gender Balance is a highly sensitive topic, and can represent a major challenge in terms of
communication.

• This individualised approach aims to achieve greater comprehension and a personal
appreciation of the issues at hand.

ACHIEVE A BROAD-BASED PERMAMENT SHIFT TO A
MORE WELCOMING, INCLUSIVE, CORPORATE CULTURE2
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• The implementation of a Gender Balance Awareness Plan, with the concerted and
methodical involvement of: the senior management, Gender Balance managers where
applicable, HR, networks and communications departments, and the Gender Balance
network where one exists.

• The adoption of a systemic approach: spread awareness among all staff, both male and
female. It is particularly important that staff unions be fully involved in this approach.

• Topics and issues to be addressed:
- The 3 “justifications” for Gender Balance: the ethical argument, the CSR

argument, and the performance argument.
- Stereotypes - decisional bias - female roadblocks - male archetypes - the

business case for Gender Balance (managerial performance, commercial
performance, productivity) - everyday sexism - harassment.

- Encouraging male and female role models for gender equality.

• Use a sustainable format: do not limit initiatives to occasional action, but seek to
initiate a recurring, long-term approach.

• Use an original format: develop educational tools that spark new awareness (role plays,
digital, theatre, e-learning, etc.) and make their use systematic within the organisation.

• Widest possible appeal: take advantage of the Gender Balance network (where one
exists) or an external network by organising a joint event and encouraging your staff to
participate.

• Training of internal advisers: within the company, give the awareness policy a foothold
at all levels via internal representatives and trainers.

• Monitoring: take a “baseline” measurement of your organisation via a survey to gauge
the views of various groups, and measure - both collectively and individually - the levels
of progress made, the number of people trained, the duration of training programs, etc.

Final notes

We suggest steering clear of training materials that may come across as guilt-tripping or
aggressive, either for men or for women.

Action plan

6



In HR and operational processes
Life cycles and career cycles are different for men and women, continuing to
evolve for physiological and, in particular, maternal reasons. At different
periods in a woman’s life, this can lead to variations in terms of her availability
to work and her ability to climb the career ladder.

Why ?

• In 2018, women took on 2.6 times as many family-related tasks and unpaid household
chores as men on a global scale.

• The processes currently used by organisations - such as the composition of recruitment
ads, determination of age thresholds for inclusion in “talent pools”, potential to work
abroad or receive new training - are largely calibrated to suit masculine career cycles.

• The failure to account for this difference has a concrete and mechanical impact on
women’s capacity to climb the career ladder, and therefore also has an impact on the
organisation as a whole.

1 PRÉSENTER UN ENGAGEMENT

FORT DE LA DIRECTION

TAKING INTO ACCOUNT THE DIFFERENCE BETWEEN 
MEN’S CAREER CYCLES AND WOMEN’S CAREER CYCLES3
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Fig, Proportion of 
time spent per day
on unpaid domestic
and care work, by 
sex, for 83 
countries, 2000-
2016 (UNSD, 2017)



• Awareness programs among HR staff, senior management and managerial staff:
o On the following issues:

– Work / life balance;
– Adjusted management of career breaks and sabbaticals;
– Criteria and questionnaires used in annual evaluations;

o On career cycles:
– Difference between male and female career cycles;
– Age at which women may be identified as high potential/future executives;

o In the form of face-to-face meetings, held on a regular basis.

• Evolution of the HR process:
- Modernise content of job descriptions: redefinition of required criteria for

management posts, for example;
- Develop criteria for being considered “high potential”, notably in the definition of age

thresholds;
- Facilitate access to “springboard roles” for women (roles which are key in order to

progress to a managerial post), by actioning, for example, the two previous points or
via directing female staff members towards training schemes that match their
ambition (these can be identified during the annual employee interview);

- Encourage pathways between operational and managerial roles;
- Facilitate expatriate roles for women and dual career management.

• Precise analysis of the proportion of women at each level of the organisational hierarchy,
as well as an analysis of the reasons why women become less present moving up between
one level and other:

- Carry out a 10-year study of the career development of a generation of men and
women within the organisation, in order to gain a clearer picture of the career paths
taken and analyse the precise reasons why numbers of women fall off at various
levels;

- Provide women with specific support depending on the level being sought;
- Provide women with particularly personalized support when entering top-level

positions, which come with a high level of visibility and therefore have a negative
symbolic effect in the event of failure. At this level peer coaching is suggested, as this
allows the individual to try out their leadership skills in a “safe” environment.

Final notes

Action plan
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• Digital technology can represent an opportunity to facilitate the management of working
hours in line with the shift into managerial roles.

• It can be beneficial to work on encouraging “soft skills” (the kind of key skills people only
notice when they are not present), or more generally, to launch a discussion on what
characterises the new definition of leadership.

• Artificial intelligence can be used to reduce gender bias and stereotypes when evaluating
CVs (although care should be taken regarding the potentially biased settings present in
some AI).



Why ?

• Although many companies publish data each year on the representation of women in
their executive and senior management branches, within the Top 100 and within their
organisations more generally, very few companies actually set numerical targets to be
achieved within a specific time frame.

• According to the Women in the workplace study carried out in 2016 by McKinsey, only
44% of companies studied had set precise goals in order to help women break through
the “glass ceiling”.

• But these goals matter! Having precise goals allows companies to set a precise course
towards Gender Balance, and to re-focus attention on the issue within their organisations.

• Linking executive and managerial salaries to social performance - a strategy which has
already been implemented in certain companies - serves as a sign of the commitment of
the top management to achieving professional equality, and encourages managers and
employees to address the topic of gender balance.

• This measure will enable each staff member to justify their involvement to their
immediate colleagues and the company hierarchy, and thereby to convince those around
them of the usefulness of actions being implemented in order to achieve these objectives.

1 PRÉSENTER UN ENGAGEMENT

FORT DE LA DIRECTION

SETTING PRECISE AND AMBITIOUS INDIVIDUAL
GOALS FOR GENDER BALANCE4
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Since the enactment of the “Roudy Law” in France in 1983, which advocates for
greater professional equality between men and women, companies must now
publish their objectives in terms of gender equality and ensure regular
monitoring of the situation: training, promotion, qualification, working
conditions, remuneration, etc. In order to take thing (even) further, these
objectives can be supplemented and made even more precise. In this sense,
adjusting managerial variable salaries to reflect the achievement of these
objectives could help the message hit home at the highest levels, thereby
bringing about real change.



• Linking the variable salaries paid to senior managers to the achievement of Gender
Balance goals and the success of the Gender Balance policy;

• For each goal, specify:
- The type: either a specific target to be hit or a target progress rate, which may or

may not be broken down into sub-objectives;
- Timescale involved: annual, multi-year, 3-year target, 5-year target, etc.

Depending on the baseline situation, this may be adapted so as to give managers
adequate time to meet the objectives, enabling modification of methods used for
recruitment, promotion, nomination, etc;

- Context: individual or team objective.

• Among the targets being envisaged, according to the scope of the employee group in
question and in accordance with the law:

Final notes

o Gender Balance rate within a team or employee division;
o Gender Balance rate among nominations (both long list

and short list), promotions (long list and short list) and
hires (long list and short list);

o Gender Balance rate among employees identified as
high-potential;

o Gender Balance rate by hierarchy level and type of post;
o Gender Balance rate in operational roles, springboard

posts, posts carrying additional responsibilities, and
business units;

o Gender Balance rate in expatriate employees, etc.

Depending on the culture and maturity 
of the organisation in question, the 
company may choose to use the terms 
“goals”, “threshold” or “quota”, and may 
adapt this salary indexing strategy to 
their needs.

Action plan

• Implementing realistic yet ambitious Gender
Balance goals which are quantitative and
qualitative, and linking a financial incentive
to the achievement of these objectives for
all managers.

The more precise the 
goals, the more 

effective it can be: the 
greater the 

responsibility involved, 
the more long-term the 

goals need to be.

Note

Note
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Each organisation can plan to take progressive steps in the application of these objectives.



The Women’s Forum for the Economy & Society is a platform
that aims to promote women's voices and perspectives with
regard to global issues. The organisation believes in the
ability of leaders to create a positive impact on their
employees, communities and companies.

Contribution

• At the G7 Summit in Canada on the 8th and 9th June of 2018, the Women's Forum for
the Economy & Society issued a call for action to the leaders of the 7 countries with an
approximately 10 page long manifesto: 'The world needs women's leadership'.

• Among the 7 actions to be taken, the 3rd action which was presented – Create the
conditions for gender equality in the workforce and employment pipeline – follows on
from Measure 4 of the Green Paper and reiterates the need to specify the nature, time
frame and context of each objective.

11



Why ?

• Following the examples of the Ethics & Boards awards and the Zimmermann index in
France, which provide precise indications of how well companies are doing in matters of
Gender Balance, “internal” indexes can also serve as a useful tool.

• Indeed, in order to encourage upward and horizontal mobility for women in the
workplace, it is important to follow effective steering indicators, which for large
companies should not be limited to the presence of women in the workforce or on
Councils or Executive/Senior Management Committees, but also to intermediary levels of
the organisational hierarchy.

• The publication of this data enables internal justification of the actions being
implemented, and increases awareness among both male and female employees of the
progress that remains to be made. Externally, it enables comparison - and emulation -
between various organisations, shining a spotlight on the best practices being employed
by each one.

1 PRÉSENTER UN ENGAGEMENT

FORT DE LA DIRECTION

SHARING GENDER BALANCE PERFORMANCE DASHBOARD5
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In three keys areas: talent incubators, executive / senior management
boards and career mobility
Setting up a dashboard of Gender Balance performance indicators enables
precise identification of potential roadblocks to professional equality - which
are distinct to each organisation - and therefore the launch of a targeted
action plan. Applicable to all aspects of the organisation, the performance
dashboard serves as a useful tool for managers. More generally, these
indicators - some of which are now mandatory for the purposes of the
Comparative Situational Report in France (RSC) - are a way of ensuring that all
stakeholders in the organisation are kept informed, enabling them to make
Gender Balance a reality on a daily basis.



• Proportion of women in total workforce;
• Proportion of women in operational roles 

as a percentage of total female workforce;
• Proportion of women in middle 

management roles as a percentage of total 
female workforce;

• Percentage of women in middle 
managerial roles as a percentage of total 
middle managerial staff;

• Middle management recruitment rate on 
total middle management promotion;

• Proportion of women in total number of          
• senior management roles;

• Number of women having taken a 
parental leave;

• Number of men having taken paternity 
leave;

• Number of men having taken parental 
leave;

• Relation between the average salary of 
women and men;

• Gender Balance rate by geographical 
diversity.

Exemple
The GEEIS international label, certified by Bureau Veritas, is
aimed at all types of businesses both nationally and
internationally. It represents an opportunity to go beyond the
legal framework and to draw up a measurable action plan using
concrete and relevant indicators.

These indicators are targeted towards the processes put in place
to promote the six measures recommended by the Green Paper.
Focus is centred on female/male diversity, along with, among
other things, the development of employees' skills in line with
current and future business trends (digital, for example).

Performance indicators:

Note
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Final notes

Certain types of presentation of the performance indicators may be perceived as “triggers”
for male of female staff members, causing them to feel they are experiencing positive
discrimination. This is why we recommend inclusive communication of performance
indicators, with a focus on gender “balance” rather than “having more women on staff”, for
example.



Action plan
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Using the following three main families of relevant indicators:

• Talent pools:
- Percentage of women represented in company talent pools, including those

identified as high-potential or “future executives”;
- Indicator consolidated at group-wide level;
- Indicator designed to reflect the career cycle of women - the key ages for talent pools

generally being seen as between 30 and 40 years, which often coincides with
maternity leave.

• Executive and Senior Management Committees
- Percentage of women sitting on executive and senior management committees of

organisations, their affiliates and regional entities, distinguishing between:
▪ Managerial and operational roles;
▪ Key roles within the group, which often correspond to core business or regional 

posts, and are considered to be “springboard posts”.

• Career mobility and development:
- Percentage of women applying for roles each year, including via internal and external

recruitment;
- Percentage of women in the total number of employees promoted each year -

“promotion” indicating any increase in salary or professional responsibility;
- Percentages of men/women taking maternity/paternity/paternal leave;
- Percentage of women among expatriated staff (where applicable).

Lauching the dashboard:

• The performance indicator dashboard for gender balance must be made available for
everyone, and updated on a very regular basis in order to:

- Evaluate progress margins;
- Encourage both male and female employees to feel thoroughly involved and continue

to take action.

• The steering and communication of Gender Balance indicators may be implemented - in a
progressive fashion - for all entities within the organisation in order to cover, and adjust
to, each geographical area.

• The organisation can then publish the results of this report in its institutional documents,
such as: Reference Documents, Integrated reports, CSR Reports, etc.

• It is suggested that these indicators are integrated with existing business indicators,
both internal and external.



Why ?

1 PRÉSENTER UN ENGAGEMENT

FORT DE LA DIRECTION

STANDARDISING THE USE OF INCLUSIVE LANGUAGE6
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In organisations, media and among the wider public
Interpersonal communications loom large in the collective subconscious, and
the type of vocabulary used can cause problems in working relations. At a time
when professional equality is being recognised as a key issue for business
development, we are still observing a number of shortfalls in our
communication habits, both in the media and within organisations, which can
subconsciously devalue the place of women in the workplace. So, how can we
develop the language of inclusiveness in a positive way?

• Lack of exemplary behaviour in language used – from sexism to paternalism to
inappropriate humour – persists in major organisations. Begin by always using inclusive
pronouns – when speaking hypothetically about an unidentified person, use “he or she”
rather than automatically assuming it’s a man. Though they may appear trivial, these
gestures have a considerable impact on the collective subconscious, well-being in the
workplace and productivity levels of female staff members.

• In order to work towards a more responsible style of communication and the use of
inclusive language, a number of institutions have been gearing up their efforts. In 2008,
the Council of Europe has adopted a recommendation aiming to “eliminate sexism in our
language, and promote a style of language that reflects the principle of gender equality”.

• In light of these findings, several organisations have since published internal
charters/guidelines aiming to promote the use of responsible and inclusive language, and
recommending the adoption of a gender-neutral style of communication.



• Recommend the use of the term “Gender Balance” rather than
“equality for women” or “increased female participation”:

- Avoid any mix-ups during discussions of the link
between Gender Balance and Performance;

- Don’t focus on the yin-yang aspect of Gender Balance
(“men and women balance each other out”, etc.), but
instead talk about the advantages of diversity in the
wider sense.

• Whether using their surname or first name, be sure to refer
to both men and women the same way:

– Always be consistent about what information you give
when introducing people (avoid marital/family status,
etc.)

• Avoid any language that may be seen as infantilizing or
condescending; especially phrases that only apply to
women:

- Related: in lists, use alphabetical order.

• Prohibit all negative expressions regarding parenting, as
well as stereotypes regarding relative working time and
male / female life cycles

• Focus on the skill set rather than the gender of a new recruit

• Avoid using the word “feminine” or overly feminine
language to describe projects or companies led by women

Plan d’action

Final note

While both male and female employees should be encouraged to employ more inclusive
language, it is also possible for the organization to promote this language via its publications,
notably in key documents carrying a strong message, such as job offers and job descriptions.

Having more women on the
Board of Directors is a good
Thing for the organisation
Having a more diverse
Board of Directors is good
For the organisation

This is Michelle, our CEO, she is
Married with three children, and
this is married, our CSR director
This is Michelle, our CEO, and
this Michael, our CSR director

That girl Jean, from the
communication department
Jean from the communication
department

Looks like someone’s taking off
Early for the school again

I hired a woman
I hired the best candidate

Examples
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A feminine startup
A female led startup



Measure 1
In January 2016, Crédit Mutuel Arkéa set up its “Diversity Initiative”, whose aim was to
define and deploy a plan of action that would help ensure a more balanced representation
of men and women at all levels of the organisation, including its managerial bodies.

Measure 4
Beginning in 2016, and again in 2017 and 2018, all of the Group’s senior managers have
been assigned specific targets to achieve in terms of Gender Balance. The new 5-year
strategic plan entitled “Arkéa 2020” places 3 cross-company subjects at the heart of the
Group’s focus: CSR, Gender Balance and “customer obsession”. For each one of these subjects,
the Managing Director has decided to set a series of KPIs for the group’s Senior Managers,
both male and female. A proportion of their variable salary is now awarded based on the
achievement of these KPIs. Among these indicators, the support for the deployment of
inclusiveness training.
Indeed, Crédit Mutuel Arkéa has set itself the unique and ambitious objective of training
100% of its 10,000 employees in the spirit of inclusiveness by late 2020. Specifically, every
employee, manager and executive will be invited to attend a one-day workshop exploring
stereotypes and examples of subconscious bias. These workshops are led by 80 Gender
Diversity ambassadors - employees who have volunteered to be trained to present these
workshops. Roll-out of the training scheme began in April 2017, and has already led to the
training to 1,400 staff - initial feedback shows a participant satisfaction rate of 98%. From
2018, some 2,500 staff members will be trained each year. Managers, meanwhile, will be
offered additional training workshops examining three key notions identified as obstacles
to equality of representation: self-censorship, sexism and the lack of support and guidance
regarding maternity leave. Here too, voluntary staff members have been trained as
Gender Diversity ambassadors in order to lead these workshops.

Measure 6
The Group has also taken measures to encourage the everyday use of language that is
more inclusive and considerate. In the French language, this involves the use of feminine
versions of job titles once reserved for men (a company director can now be a “Directeur”
or a “Directrice”, depending on their gender), and more globally via the provision of
training schemes to make people more aware of “everyday sexism” in the workplace.
Among the main aims of these training schemes is to make individuals aware of the
importance of language with regard to Gender Diversity, and to try to identify and
discourage the use of certain inappropriate terms or phrases.

CARREFOUR
ILLUSTRATIONS OF SUCCESSFUL APPLICATION OF THE MEASURES
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ILLUSTRATIONS OF SUCCESSFUL APPLICATION OF THE MEASURES

Measure 1
ENGIE’s commitment to gender diversity is illustrated by its engagement in various
external partnerships, including those with Capital Filles, an organisation that encourages
young women to explore careers in technical sectors, the Women Business Mentoring
Initiative, dedicated to mentoring female entrepreneurs, and the Science Factor Award,
which aims to develop ideas and innovative projects from secondary and high-school
students within teams led by young women. In 2016, ENGIE was the first company to sign
the letter of commitment to the campaign entitled 'Sexisme, pas notre genre!' ('Sexism is
not our thing!'). In doing so, ENGIE signed up to an action and mobilisation plan against
sexism, by investing its own resources alongside those of public authorities.
Today, ENGIE is the only CAC 40 company to be headed by a woman, Isabelle Kocher, and
women make up 25% of the group’s Executive Committee. Moreover, the group has one
of the best track records in the Fortune Global 200 in terms of female representation on
its Board of Directors (50%). In 2017 and 2018, ENGIE's commitment to gender diversity
was recognised in the Grands Prix de la Mixité Awards.

Measure 2
In 2008, at the behest of General Management, the group created Women in Networking
(WIN) network, gathering almost 2000 female staff members from France and abroad to
work to improve gender diversity within ENGIE. WIN regularly exchanges information on
professional challenges encountered, as well as on the group development strategy. In
May 2017, Managing Director Isabelle Kocher gathered 350 women from the network
and asked them to become “Ambassadors leading the Group’s transformation”.

Measure 4
In 2011, the announcement of numerical targets for gender diversity marked a new
phase for the group – following precise indicators regarding the feminisation of high-
potential recruiting grounds and the nomination of managerial and executive posts
throughout the group. The increase in female representation within the group is
therefore one of ENGIE's non-financial indicators, which aims to ensure that women
make up 25% of the workforce by 2020.

Measure 5
Internally, ENGIE has deployed a number of concrete actions in order to increase gender
diversity and support its male and female staff in their career development. In 2010, the
group launched the Mentoring for ENGIE programme to provide career development for
women in coordination with the executive leadership team and ENGIE University, a
training module dedicated to female leadership. In 2017, women made up 48% of
students benefiting from training programs at ENGIE University.
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Measure 2
The promotion of women to key posts within the Group is part of a continuous wave of
actions pertaining to the initiatives already set in place by the group over the last several
years, including:
• Awareness and training actions for managers in the principles of non-discrimination

and how to combat stereotypes or everyday sexism;
• HR processes which comply with the principles of non-discrimination;
• The implementation of a network of professional equality guarantors;
• Development of a Gender Balance network;
• A charter of 15 commitments for work/life balance, unanimously ratified by the

members of the Senior Management Committee.

Combating discrimination and promoting diversity are among the Group’s priority
commitments; in 2004 the company published its ethical charter, and formalised these
orientations in 2009 via a Charter of Fundamental Values.

Measure 3
As part of its CSR strategy, the Group has established a new road map for the 2014-2018
period. One of the objectives set out in this road map involves Gender Balance. It aims to
increase the number of women occupying key roles within the organisation.
These key posts are roles which are considered to have a significant impact on the group’s
strategic orientations and the results of their respective entities - posts such as Affiliate or
SBU Directors, or Operational Directors. The aim of increasing the proportion of women in
key posts is being undertaken on a global level.

Measure 4
The Group’s stated ambition to increase the rate by 25% between the end of 2013 and the
end of 2018, on a like-for-like basis - i.e. also integrating new staff divisions that regularly
join the Group by way of acquisitions. The achievement of the road map’s objectives is
used to calculate the variable salaries of the CEO, the members of the Senior
Management Committee, and the Directors of company affiliates; it is also taken into
account in the salary scales offered to certain managerial staff.
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Mesure 1
The commitment to better gender diversity is supported at the highest level of management by
our global executive committee, and diversity is an electoral commitment renewed every four
years by the team (at Mazars, all group and country executive leaders are directly elected by
the partners). Gender diversity is one of the 12 strategic commitments of our Next20 plan,
which covers the period 2016-2020. Beyond this collective commitment, our President and CEO,
Hervé Hélias, has made this subject a strong personal battle - supported by a very vigilant and
inspiring supervisory - and has imposed the first women’s appointments, transforming a good
intention in an actual movement. Gender diversity is discussed and mesured at every meeting
on the higher level, and is a global commitment for the Group and in all 90 countries of its
partnerships.

Mesure 2
Culture change is a two-level subject for Mazars; in the profession in general and within our
own partnership. We work on several dimensions:
- Fight against strong cultural elements of the profession, such as long working hours, which

are traditionally unfavorable to the equitable progression of women-
- Strengthen our culture of openness and inclusion, especially as our growth means that 60%

of our partners were not partners at Mazars five years ago. We must therefore transform,
evolve our identity to reflect this growing diversity and always be better at including gender,
origins, generations. This is not new, Mazars had 50 countries and 12,000 people ten years
ago, 40,000 people in 90 countries today.

Mesure 3
Our sociology is unconventional: 80% of our workforce in the world is made up of members of
generations Y and Z (born after 1980), and 90% of our teams stay on average less than 10 years
in the group.The professional evolution through the 4 "promotion jumps" is played in about ten
years. However, the countries where we have a partnership, we pay particular attention to
promoting the professional advancement of women, parity in our talent pools and reducing the
bias that can explain, for the top floor of professional promotions, that we lack diversity.

Mesure 4
The Group Executive Board is committed to two key indicators, with a first horizon in 2002 and
a second one in 2025: the significant increase in the share of women partners and women in
leadership positions. Even if the intermediate term of this commitment is at the end of 2020,
the acceleration of the gender diversity is already noticeable, for example in France, where the
management committee is now composed of a third of women, but also in the management
structures of the Mazars Group. (Group Leadership) who also count one third of women.

Mesure 5
These indicators are systematically shared and discussed in all the meetings of directors that
punctuate the life of the Group; annual meeting of international associates, decentralized
forums of 90 country leaders (regional in the spring, global in the fall), semi-annual Group
Leadership meetings and monthly Group Executive Board meetings.
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Measure 1
The commitment of our Strategic Committee and our General Management is essential to the
sustainability of the measures taken to promote inclusion and diversity. In particular, our
Management has committed to increasing the number of women in management positions by
setting targets and indexing part of the variable remuneration of the leaders on the rise of the
number of women in their Management Committee.

Measure 2
Our action plan includes the integration of the notions of non-discrimination, diversity and
inclusion in the mandatory managerial training for all managers of the Group, so that they also
become agents of change. A major employee awareness campaign was conducted throughout the
year with the organization of conferences on stereotypes and their impact in the workplace, the
dissemination of our action plan for inclusion at various meetings management bodies, the
delivery of summary documents to all employees and the organization of a roadshow in the main
Nexity sites with the participation of volunteer members of the equality network. Our
communication plan also included the monthly distribution, on Nexity's internal social network, of
video testimonials from female employees in positions of responsibility or in a more traditional
male occupation.

Measure 3
Our Equality Action Plan includes various measures to promote women's career development. In
particular, we have engaged in 2019: a "Take Career in Training" course, designed for employees
identified by HR.
The establishment of a mixed network dedicated to professional equality, currently counting
around 60 male and female employees, engaged in the deployment of concrete actions. The
network will also include a new mentorship project open to any volunteer employee, who will be
introduced before the end of 2019.

Mesure 4
Targets have been set as part of our action plan for 2020: 35% of women in the ruling population
et 50% of potentiel women.
Gender equality was chosen this year as a criterion for achieving the objectives determining the
amount of the variable compensation of all the group's managers and the allocation of bonus
shares to managers.

Mesure 5
Each year, an assessment of gender equality is presented to the Board of Directors. Numerical
data are regularly communicated to the governing bodies. Information is also distributed to
employees throughout the year, via various media and at events related to this topic.

Mesure 6
Recruitment employees have been trained to use inclusive language as part of the recruitment
process.
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Measure 1
The promotion of gender balance is at the heart of the Sanofi strategy. In order to achieve
this major ambition, Sanofi has established a “Gender Balance Board” led by CEO Olivier
Brandicourt.
The Board is made up of 12 business leaders (men and women), four of whom are also
members of the Executive Committee. Workplace gender equality is therefore one of the
annual priorities for each member of the Gender Balance Board.

Measure 2
In addition to the Board, there is also the “Global Gender Balance Network”. This network
is active in all the Group’s regions and divisions throughout the world. It contributes to
the implementation of the global strategy, and aids in the deployment of local initiatives
in support of workplace equality and Gender Balance in over 100 countries.

Measure 3
A set of performance indicators have been put in place to measure levels of progress
achieved at all levels of the company hierarchy. Two examples of measures acting as
vectors for change:
• Significant increase in the percentage of women in leadership roles over the next three

years, with the aim of achieving 50/50 balance by 2025;
• Inclusion of gender equality in talent recognition as one of the factors in calculating

individual variable salaries of members of the Executive Committee.

Elsewhere, since 2016, Sanofi has rolled out the “Challenge Your Bias” program, a 3-hours
workshop aimed at teams of male and female executive managers, with the aim of:
• Increasing awareness of the importance of diversity and inclusiveness at Sanofi;
• Identifying instances of bias and stereotypes impacting decisions / HR processes and

interpersonal relationships;
• Taking action, both as individuals and as teams, to support inclusiveness via tangible

actions (recruitment, promotion, training, nomination, career mobility, salary
increases).

So far, over 1,000 employees have received training, 250 of whom were executive
managerial staff (including members of the Executive Committee).
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Measure 1
Michel Landel, the former CEO of the Sodexo Group, is known for his active support of diversity in his
business teams, and for achieving gender balance in management positions. Through his Executive
Committee, Mr Landel has brought forth a community of leaders ready and able to actively support
actions and progress of gender diversity. Twice a year, the subject of diversity is part of the Executive
Committee agenda, which aims to foster the transformation toward a more inclusive business
culture. Denis Machuel, the new CEO of the group, is continuing the actions that have been
implemented: his commitment to improving equality between men and women extends beyond
moral obligation; it also has business value.
As early as 2006, Michel Landel recruited a female Director of Diversity and Inclusion to head up a
division working directly under him. A major department with a significant budget was created. In
2009, Mr Landel launched SWIFt, the Sodexo Women's Forum for Talent – a consultancy committee
reporting to the Group Executive Committee, with the aim of ensuring improved gender balance at
all levels of the organisation, and in particular for executive management-level posts. Today, SWIFt is
now SoTogether, to better reflect the progresses in this advisory body.

Measure 4
The multi-year study Sodexo’s Gender Balance Study, conducted with 70 businesses and 50,000
employees worldwide, based on data from 2011 to 2016, reveals that on average, mixed managerial
teams – where women occupy 40% to 60% of the positions – have an employee retention rate that is
8 points higher, a client retention rate that is 9 points higher, an employee engagement rate that is
14 points higher, an operating margin that is 8 points higher and have improved safety at work (12
points higher). As a result of this study, Sodexo has set the following objectives for 2025: 40% of
female representation among the top 1,400 leaders of the group and 100% of employees working in
teams where the management is balanced.
In 2016, in support of this commitment, Sodexo put in place individual performance targets related
to gender diversity for the Top 200 leaders, representing 10% of their variable compensation, in
order to increase women's representation at the global leadership level. For example, business
divisions implemented the following actions: ensuring that every woman identified as 'high potential'
is able to benefit from mentoring or another form of training; developing a talent review with a focus
on gender diversity in order to feed more female talent in all business sectors; requiring gender
diversity in all candidate lists (both internal and external) for executive management-level positions;
providing women with significant potential with opportunities to increase their visibility; enrolling
women with high-potential in the Women Leadership Program to support their career development.

Measure 5
In 2018, Sodexo began the GEEIS certification process. This certification, which is a powerful internal
and external benchmarking tool for monitoring the strategy and actions that have been
implemented, allows the improvement of practices to increase equality between men and women
and to achieve greater diversity overall.

Measure 6
To maintain the momentum provided by Michel Landel – who believes that certain terms and
expressions should be eliminated from our daily lives – the leaders of Sodexo pay close attention to
their language and behaviour in order to combat stereotypes.
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Mesure 2
In concrete terms, SUEZ plans to increase the number of women in its total workforce by
10%, i.e. bringing this number up to 22%, increasing the number of female managers to
33% and Top Executives to 20%, as well as appointing 20% of Executive Committee roles to
women. Going beyond these targeted objectives, the Group is also seeking to develop new
mentalities and establish a genuinely “gender-diverse business culture.” The road map is
has been structured around a number of actions influencing HR processes, as well as the
perceptions of the various parties involved.
In order to achieve these objectives, quotas will be put in place for recruitment, mobility
and promotion - for example, a minimum guaranteed of 50% of external candidates for
senior managerial and top executive posts will be women. Specific action plans for
removing “glass walls” - i.e., aiming to increase female participation in jobs which are
currently male-dominated, such and technical and operational roles. Finally, SUEZ will pay
particular attention to perceptions, improving the visibility of women’s career paths and
the representation of women within the company.
A report on these initiatives and the state of progress of the road map will be reviewed
twice annually and presented to the Executive Committee.

Mesure 3
For the 2017-2021, period, the Group developed a solid road map dedicated to the role &
representation of women within SUEZ. The primary goal is to increase the number of
women in non-managerial posts, as well as top executives (senior managers and Group
executives), in particular within operational roles and industry expert posts.

Mesure 5
To mark the launch of the SUEZ Women’s Network on March 8th 2016, the Group decided
to undertake a series of dynamic, lateral initiatives. This resolution resulted in the
implementation of 5 working groups, in which over fifty staff are directly involved, with the
aim of increasing the representation of women within the Group. Based on their findings,
a series of ambitious objectives have been defined and a new index has been developed,
enabling SUEZ to properly analyse the results of its initiatives.
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8 PIONEERING PARTNER GROUPS

Sponsor of the Observatory
Michel Landel
A sponsor to reach out, initiate discussions 
and help spread the word about the Observatory’s findings
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STEERING 

COMMITTEE

1. Sophie Audebert HRD secretary general – Nexity
2. Jérôme du Bot Head of HR Societal Issues – Legrand
3. Nathalie Berthelot Briday Labor Relations, Compensation & Benefits Director – Nexity
4. Isabelle Calvez Group Director of HR – SUEZ
5. Agnes Ceruti Head of HR Operations & Support Functions France – Sanofi
6. Bernadette Giard VP Global Diversity & Inclusion – Sodexo
7. Katherine Schminke Head of Inclusion & Diversity France – Sanofi
8. Sandrine Kergoat HR Director – Crédit Mutuel Arkéa
9. Cécile Kossoff Group Chief Communications and Brand Officer – Mazars
10. Aurélie Leblanc Diversity and quality of life at work Executive officer – Crédit Mutuel Arkéa
11. Elisabeth Richard Head of Group Internal Mobilization in charge of the Role of Women – ENGIE
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CARREFOUR
A UNIQUE NETWORK OF MULTI-DISCIPLINARY EXPERTS

1 Viviane de Beaufort Professor at the ESSEC Business School
2 Ingrid Bianchi Founding member of the AFMD and board member of the Club du XXIe Siècle
3 Arnaud de Bresson General Delegate for Paris EUROPLACE
4 Agnès Bricard President of BPW France (Business & Professional Women)
5 Armelle Carminati President of the Commission for Social and Managerial Information of the MEDEF
6 Sylvie Gladieux President of the DFCG au Féminin
7 Brigitte Grésy President of the High Council for equality between women and men 
8 Annie Kahn Director of Delfingen/ Senior advisor at Wero/Ex-editor at Le Monde
9 Cristina Lunghi President and founder of Arborus
10 Hortense de Roux President of the GEF (Grandes Écoles au Féminin)
11 Agnès Touraine President of the IFA (French Institute of Administators)
12 Olga Trostiansky President of the Equality Laboratory and member of the Economical, Social and

Environnemental Council 
13 Hélène Valade President of the ORSE
14 Caroline de La Marnierre Founder and CEO or the Institute for Responsible Capitalism,

Coordinator of the Observatory
15 Marie-Christine Mahéas Head of Business development SilverRail Technologies, author of Gender

Balance, when men step up (Eyrolles),  Coordinator of the Observatory
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WHAT WE DO

The Institut du Capitalisme Responsable is an applied research centre for
business and the financial community as a whole, which focuses on
integrated and responsible thinking.

The institute develops, oversees and facilitates working groups between
company leaders, representatives from civil society organisations and
industry experts, in order to bring on board the largest number of
economic players who want to improve growth and performance models
by making them more sustainable, integrated and responsible.

OUR THINK & DO TANKS | OUR EVENTS

Think and Do tanks and events bring together corporate and institutional
partners, and consist of experts from the business and finance sectors,
public authorities, universities, NGOs etc.

GENDER BALANCE OBSERVATORY

MATERIALITY OBSERVATORY

FUTURE SHAREHOLDERS OBSERVATORY

MOVEMENT FOR A NEW SOCIAL PACT

GENDER DIVERSITY AWARDS

INTEGRATED THINKING AWARDS

GENERAL MEETING AWARDS

CONVENTION ON SOCIAL PERFORMANCE


