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FOREWORD 

It is encouraging to see the needle 
moving towards a more gender-balanced 
C-Suite across the Consumer Goods and 
Retail industry.   

The commitment and collecJve effort underpinning this progress is certainly 
worthy of recogniJon. Yet, findings from our latest study outlined in this report, 
also reveal that the rate of progress has unfortunately been extremely slow. 

Addi'onally, the impact of broader societal challenges and recent global events has exacerbated pre-exis'ng levels of 
gender inequity. As such, it is now predicted that at the current rate of progress, reaching true gender parity will take 
131 years . While there are implica'ons for all areas of society, our industry must play its part. There is an urgent need 1

to accelerate progress and regain ground, from both a business and moral standpoint. Women cons'tute half the 
workforce and half the talent pool, so there is no shortage of talent in the CPG and Retail industry. It’s also widely 
acknowledged that women are responsible for the majority of all consumer purchases and es'mated that by 2028, will 
own 75% of the discre'onary spend . Yet, women s'll remain significantly under-represented at the leadership level. 2

The problem, to quote Hillary Clinton, is that ‘talent is everywhere, but opportunity is not’. So if we are to harness the 
untapped poten'al of our future women leaders, we must create greater equity of opportunity.  

  Women cons)tute half the workforce and half the talent pool,      
      so there’s no shortage of talent in the CPG and retail industry.  

This starts with an acknowledgement that our ins'tu'ons need to change from the inside out. If we don’t, the best we 
can expect is to con'nue making marginal gains; and at worst, perpetua'ng the status quo or even worse - risk going 
backwards. Remember, ‘if you always do what you’ve always done, you'll always get what you’ve always got!’ So, this 

requires thinking and doing differently. The focus must shiY away from aZemp'ng to ‘fix’ women, and instead, 
direct more energy towards addressing structural design flaws that hold women back. Only by pro-

ac'vely removing bias from processes will we see the needle swing more drama'cally towards its 
righ]ul res'ng place; at 50-50. Current leaders (especially men who are allies) have the 

opportunity to galvanise a movement and affect change. AYer all, gender-balanced leadership is 
not a zero-sum game; when women rise - alongside men - we all win. 

LEAD Network is proud to stand alongside our Partners in the shared commitment to driving a 
more equitable industry. We are encouraged by some of the stories emerging from within the 
community, which demonstrate truly remarkable progress in the space of the last two years. 

So, in our capacity as the voice of the industry on maZers of gender equality, we are delighted 
to be drawing together key insights and shining a spotlight on examples of leading prac'ces; to 

assist Partner organisa'ons with their con'nued journey in DE&I. 

True to the ethos of LEAD Network, this report has been created ‘by the members for the members’ and 
we are grateful to all those who contributed. I am con'nually inspired by the openness, togetherness and 
determina'on that characterises this community. It certainly gives cause for op'mism.  

Together, we have the ability to accelerate progress and create a more equitable industry in which 
gender difference is both celebrated and leveraged.     Allyson Zimmermann, CEO LEAD Network. 
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METHODOLOGY & SCOPE 

  

Insights contained in this report are drawn from our analysis of three   
LEAD Network data sources: 

1. LEAD Network Gender Diversity Scorecard (GDS)  

A biannual survey that has been conducted since 2017, which tracks the  
propor'on of women holding execu've posi'ons in the Consumer Goods   
and Retail industry across Europe. The aim is to accelerate the journey towards   
gender parity by helping companies benchmark their performance against   
their peers.  

It’s also an ongoing and important quan'ta've measure for LEAD Network   
– as a voice of the industry on maZers of gender equity - to assess whether we’re 
moving the needle. The most recent GDS data capture included in this report,   
was taken in July 2023.  

      

2. DE&I Maturity Benchmark 

A free, confiden'al assessment based on the Na'onal Equality Standard (a  
government-backed diagnos'c framework developed by EY*) that gives Partner 
organisa'ons access to an immediate, downloadable report which plots their   
posi'on on a maturity curve and provides a breakdown of their organisa'onal   
strengths, maturing factors and development opportuni'es, with associated 
recommenda'ons and an ac'on plan.  

It also provides LEAD Network with valuable insight into types of   
organisa'onal policies and prac'ces that are associated with differing levels of  
DE&I maturity. The most recent data capture included in this report, was taken      
between April-July 2023. 

             
 

3. Case study interviews 

In order to gain a deeper understanding of innova've and best prac'ces which   
have driven some of the most significant organisa'onal leaps in progress in the   
last two years, LEAD Network carried out semi-structured interviews during   
August 2023.  These case study insights provide some of the nuanced ‘why’ and   
‘how’ behind the numbers.  
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Parameters and consideraJons  

GDS parJcipaJon criteria 

Partner organisa'ons represen'ng food and beverage, personal and home care 
manufacturers, and retail and wholesale companies, with revenues above $1 billion 
and a significant part of that coming from Europe, are eligible to par'cipate in the 
GDS.  

Validity and inclusion of respondents  

Whilst we are commiZed to working in partnership with a broad range of 
organisa'ons (including those opera'ng in specific market segments and service 

providers), the data contained in this report relates solely to CPG manufacturers & 
retailers opera'ng at a European level.  

  
Sample size 

Due to the number of par'cipa'ng organisa'ons involved in the data collec'on process for this inaugural 
report, it is important to note that our findings are not intended to provide a sta's'cally significant 
representa'on of the state of the industry at large. They do, however, summarise indica've factors 
associated with higher levels of DE&I effec'veness among par'cipa'ng 
organisa'ons of the GDS 2023.  

The resul/ng insights are intended to provoke 
reflec/on, conversa/on, and further ac/on.  

A focused lens on gender  
Whilst there are many aspects of DE&I (and intersec'onal 
nuances) that organisa'ons need to address, this report is 
specifically focused on gender equality. The following 
pages outline some of the inten'onal steps organisa'ons 
are taking, to create equitable opportuni'es for women to 
thrive. 

Gender classificaJon  
LEAD Network recognises that gender incorporates a wide range 
spectrum of iden''es, inclusive of trans, non-binary and gender-
fluid people. For the purpose of this report, we will specifically be 
focusing on the experiences of anyone iden'fying as a woman, in   
alignment with the LEAD Network vision, mission and purpose. 

From equality to equity 
This report shines a light on organisa'onal strategies designed to create equitable workplaces. As society’s 
understanding of everyone’s differing star'ng points has deepened, the narra've has moved on from 
equality (where everyone is treated the same way, regardless of difference) to equity (where difference is 
acknowledged and catered for, in order for everyone to succeed). 
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TERMINOLOGY 

 

  Ally         
  Advocates who proac'vely speak out and take ac'on in support of others from marginalised  
  groups. 

  Cis-Gender 
  A term used to describe people whose gender iden'ty matches the sex they were assigned  
  at birth. 
 
  Diversity 
  Dimensions of human difference (e.g. race, ethnicity, gender, sexual orienta'on, faith,   
  na'onality, disability, age etc.). In the context of work, the issue of diversity is concerned  
  with the extent to which different characteris'cs of the workforce are propor'onately   
  represented across organisa'onal func'ons and levels. 

  Equality            
  Trea'ng everyone the same, by distribu'ng resources and opportuni'es equally across all  
  individuals and groups. Equality assumes that everyone has the same start point. 
 
  Equity  
  Trea'ng people fairly (differently) by adjus'ng the distribu'on of resources and    
  opportuni'es that are needed to reach an equal outcome. Equity recognises that not all   
  individuals and groups have the  same start point. 
 
  Gender  
  A spectrum of socially constructed iden''es, based on the way in which a person feels and  
  thinks about themselves. This may be the same as the biological sex they were assigned at  
  birth, or different. LEAD Network is specifically focused on the career experiences of   
  anyone iden'fying as a woman. 

  Gender descriptors 
  The terms ‘female’ or ‘male’ are commonly associated with biological sex. LEAD Network  
  prefers instead, to use the nouns ‘men, women and non-binary people’ as a more inclusive  
  choice of language when referring to gender. 

  Inclusion  
  The result of inten'onal ac'on to ensure all voices are heard and valued. 
 
  IntersecJonality  
  The interconnectedness of personal iden'ty characteris'cs (e.g. race, ethnicity, gender,   
  sexual orienta'on, faith, na'onality, disability, age etc.), resul'ng in cumula've advantages  
  and/or disadvantages.  
  
  Sex 
  Biological sex assigned at birth. Whilst interconnected, sex should never be used   
  interchangeably with gender. 
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   EXECUTIVE SUMMARY 

Women cons'tute half the workforce, and are responsible for the majority of consumer-buying decisions. 
Not to men'on the fact that gender diverse execu've teams are consistently posi'vely correlated with 

higher profitability . Yet, women remain significantly under-represented at the leadership level. 3

While the persistent issue of gender inequality has been widely acknowledged by the business 
community at large, specific insights rela'ng to the European Consumer Goods and Retail  

industry have, un'l now, been somewhat lacking.  

Women cons/tute half the workforce, and are responsible  
for the majority of consumer-buying decisions.  

In the summer of 2023, LEAD Network carried out research on behalf of its Partner 
organisa'ons to discover how the industry is currently performing, and to shine a 

spotlight on examples of leading prac'ces making a posi've impact. The report 
draws together findings from three data sources, outlined on page 4. 

Findings are not intended to present a sta's'cally significant representa'on of the 
industry as a whole, although they do offer a useful star'ng point for examining indica've 

factors associated with higher levels of DE&I effec'veness among LEAD Network GDS 
respondents.  At a headline level, it’s encouraging news; 37% of senior execu've posi'ons across the 

European Consumer Goods and Retail industry are now held by women. This is a slight improvement on the 
figure of 35% recorded in 2021, and significantly higher than 25% seen back in 2017.  

In other words, the needle is moving in the right direc'on. Delving deeper, data shows that Retail is tracking 
just below average with 35% women execu'ves, while manufacturing is leading the way at 38%. Role 
distribu'on across the industry remains polarised, with the majority of execu've women clustered around 
the HR and Marke'ng func'ons, and only 1% occupying roles categorised as ‘CEO/CFO/Chairperson/Senior 
Independent Director’. 

In other words, the needle is moving in the right direc/on 

With 73% of DE&I Maturity Benchmark responses confirming board-level 
accountability for progress on DE&I, strategic commitment appeared strong 
ini'ally. Yet on closer inspec'on, the data also highlighted some interes'ng 
gaps. For example, only 27% of respondents indicated that diversity is 
currently included as a key criterion when selec'ng suppliers, and just 
less than half of respondents fail to measure the impact of their DE&I 
ini'a'ves on a regular basis.  

On the topic of inclusive recruitment, previous research has shown 
that gender-balanced shortlists are highly effec've for addressing 
hidden systema'c bias and levelling the playing field for talented and 
capable women .  Yet our GDS findings show that less than half of 4

par'cipa'ng organisa'ons adopt this approach, with only 53% insis'ng 
on gender-balanced interview panels. 

Whilst these findings suggest a need for more focused aZen'on in some 
areas, there were also some astonishing examples of advancements in progress.  
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Three of the most inspiring case studies are shared later in this report: 

 

L’OCCITANE Group – increased the number of women in their most senior execu've posi'ons 
by 10% over the last two years, reaching the 50-50 milestone. Through their story, we learn 
about the impact of inten'onal leadership, a strategic integra'on of DE&I across their 
organisa'onal ecosystem, and an innova've partnership journey with Ada Tech School in Paris 
for building the talent pipeline of women into tech. 

ICA Gruppen – have managed to maintain their impressive record of exceeding 50-50, thanks 
to an inten'onal focus on commitment and impressive leaders ‘walking the walk’. We delve 
into the company’s culture and devolved approach to DE&I, as well as taking a closer look at 
their innova've ‘ICA 50-50’ ini'a've, founded by five of the group’s most influen'al women. 

SC Johnson – made an impressive leap in DE&I maturity over the last two years and increased 
the number of women occupying senior execu've posi'ons by 8%. Their story reveals how 
their partnership with LEAD Network helped to accelerate progress at the European level. We 
also explore their approach to equitable succession planning, as well as the launch of a new 
programme designed to accelerate women’s readiness for ver'cal promo'ons. 

 

 Whilst findings offer an encouraging indica/on that    
 the needle is moving in the right direc/on, progress of   

  2% points over the last two years is arguably too slow. 

  

Accelera'ng future progress will require all of us to start thinking and 
ac'ng differently.  

Our findings suggest a need for more evidence-led interven'ons, 
more robust approaches to impact measurement, along with an 
opportunity to leverage greater influence across the supply chain.  

The case studies and award-winning examples of progress 
contained in this report, provide inspira'on for what is possible. 

Finally, a series of calls to ac'on, offer an opportunity for cri'cal 
reflec'on on what you might do differently as a result. 

It is important to note that due to the sample size of par'cipa'ng 
organisa'ons involved in this study, the scope of our conclusions is 

limited. Yet by shining a light on indica've factors associated with higher 
levels of DE&I effec'veness among our community, we offer a helpful star'ng 

point for reflec'on.  

LEAD Network acknowledges that increasing engagement with our benchmarking tools will 
be key to building a more representa've evidence base for future repor'ng. Yet even from the current 

posi'on, it is clear that with a shared commitment to act, we can accelerate progress towards a more 
gender-equitable future.  
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INTRODUCTION 

LEAD Network: Voice of the industry 

LEAD Network is a non-profit and volunteer-led organisa'on whose mission is to 
aZract, retain and advance women in the Consumer Goods and Retail sector in 
Europe through educa'on, leadership and business development. Driving towards 
their vision for a diverse workforce where both men and women can contribute their 
full poten'al and lead their organisa'ons to the next level of value crea'on, LEAD 
Network has a fast-growing membership of more than 18,000 people spread across 26 
countries. Members have the opportunity to build their leadership skills, widen their circle of 
contacts, and be inspired by role models across the industry. Partner organisa'ons benefit from events and 
educa'onal offerings designed to facilitate cross-company connec'ons and the sharing of leading DE&I 
insights.  

LEAD Network partnership with EY* 
We are grateful to our longstanding Founda'on Partner, EY, for their collabora'on in co-crea'ng the GDS and  
also the DE&I Maturity Benchmark. Their technical exper'se on the design and construc'on of these tools 
has been invaluable, ensuring ques'ons are free from structural pi]alls, and that data is ac'onable. We 
would also like to recognise their contribu'on to this report, based on their sta's'cal analysis of this year’s 
GDS data .  5

Antara Shah, Director, Inclusion, Diversity and Belonging at EY Lane4, EY 

Emmanuelle Roman, Global Marke'ng Director, EY 

Kristyn Green, Senior Manager Customer Experience - Analy'cs, EY 

An urgency for change across the industry 

Findings from our study reveal that whilst we are collec'vely moving towards beZer gender-balance across 
the European Consumer Goods and Retail industry, progress has been all too slow. The impact of broader 
societal challenges and recent global events has undoubtedly exacerbated pre-exis'ng levels of gender 
inequity.  As such, it is now predicted that at the current rate of progress, reaching true gender parity will 
take 131 years5. While there are clearly implica'ons for all areas of society, our industry must play its part. 
There is an urgent need to accelerate progress and regain ground, from both a business and moral 
standpoint. LEAD Network refuses to accept the status quo, and are proudly working alongside our valued 
Partners & members in the collec've movement to create more equitable organisa'ons where people of all 
genders can thrive.  

The purpose of this report 

In response to the need for accelera'ng progress towards gender equality, LEAD Network has drawn 
together the latest data from the sources outlined in sec'on 2, to provide insight on the ‘what’ (numbers) 
and ‘how’ (leading prac'ces) our industry is performing. As such, this report aims to: 

● provide Partner companies with a state-of-play snapshot on gender 
equality across the industry; 
● celebrate and share leading prac'ces; 
● inform the development of LEAD Network’s future educa'onal offerings 
(adding value for Partners by focusing on evidenced areas of greatest need); 
and 
● inspire further ac'on aimed at accelera'ng gender equality. 
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OVERALL FINDINGS – NUMBERS AT A GLANCE 

This year’s Gender Diversity Scorecard respondents noted a total of 8,725 personnel who hold senior  
execu've posi'ons with responsibili'es in Europe. Of those, 3,240 (37%) are women.  

Fig. 1 Gender representa/on at the senior execu/ve level across the European Consumer Goods and Retail  
 industry 

Fig. 2  % of women senior execu/ves in European Consumer Goods and Retail over /me, GDS data   
 2017-2023 
 

Overall, the percentage of women in senior execu've posi'ons is currently sirng at 37%; a slight   
increase of 2 percentage points compared to the results of the 2021 Gender Diversity Scorecard.  

 10

37%
of senior executive roles across the

European Retail and Consumer Goods
Industry, are held by women.

 (Source: Gender Diversity Scorecard Data, 2023)



Fig.3 Senior execu/ve roles* held by women, GDS data 2023 
 

Role distribu'on across the industry is polarised, with the majority of women execu'ves occupying roles in 
the HR and Marke'ng func'ons.  

 

   

Women remain under-represented   
in many other func/onal domains  

and represent only 1% of  
CEOs. There is a clear  

need for more women  
in Sales and Supply Chain  
roles. 
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FINDINGS BY SECTOR AND INDUSTRY 
 

Fig.4 % of women in senior execu/ve posi/ons by sector, GDS data 2023 

Retail is tracking just below the industry average with 35% of women holding execu've posi'ons, while 
manufacturing is leading the way with an above-average representa'on of 38%. 

      
Fig.5 % of women in senior execu/ve posi/ons by industry, GDS data 2023 
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A CLOSER LOOK AT EMERGENT THEMES 

 

Fig.6  Strategic commitment to DE&I, DE&I Maturity Benchmark data 2023 

Whilst it’s encouraging to see a significant propor'on of respondents embedding accountability at the 
highest level, the data also reveals an opportunity for many organisa'ons to go much further. 

Fig.7   Influencing change across the industry ecosystem,        
 DE&I Maturity Benchmark data 2023 
            

                  QUESTION:  
                       If less than a third of  
                 respondents are ac/vely  
             building diversity into their  
           procurement decision making, 

         

                      how do we evolve policies and  
              leverage influence to bemer  
                           reflect the marketplace  
                   we serve? 
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Fig.8  Inclusive recruitment prac/ces, GDS data 2023 

Previous studies have shown that gender-balanced shortlists are effec've in crea'ng a level playing field for 
talented women applicants6. Yet our findings reveal that less than half of respondents adopt this approach to 
inclusive recruitment. Interes'ngly, those who do are also more likely to ensure gender-balanced interview 
panels. 

 Fig.9  Measuring impact, DE&I Maturity Benchmark data 2023 

The absence of consistent and robust measurement of DE&I presents an opportunity to improve evalua'on 
prac'ces, in order to iden'fy what is (and what is not) working. BeZer insight could facilitate the scaling of 
impact and maximise a return on investment. 
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SPOTLIGHT ON GOOD PRACTICE:  

Company profile 

Company name: L’OCCITANE Group 
Sector: Cosme'cs - Manufacturing and Retail 
LEAD Network partnership level: Retailer/Wholesaler Discovery Programme 
About: Manufacturer and retailer of premium products, focused on wellness and natural beauty. A family 
business that’s grown into a group of 8 brands opera'ng in 90 countries. The L’OCCITANE Group is a cer'fied 
B Corpora'onTM. 

Reaching 50-50 and acceleraJng inclusion! 

In the last two years, L’OCCITANE Group has increased the number of women in 
its most senior execu've posi'ons by 10%. This impressive leap now puts them 

among a small (but growing) number of LEAD Network Partners to have 
reached the 50-50 milestone. So what’s the secret behind their recent 
success?  

Whilst there have been many posi've influences, the group acknowledge 
one factor, above all, that has been instrumental; inten'onal leadership! 
In 2021, they appointed a new HR Director Europe and 

Middle East, and in 2022 a new Managing Director 
Europe and Middle East.  

Both posi'ons were filled by capable women 
who had risen through the ranks and were highly 

inten'onal about using their pla]orm to advance 
DE&I.  

The Managing Director Europe and Middle East brought valuable lived 
experience as a woman leader of dual heritage, as well as an enriching 
perspec've from having been ‘exposed to greater visible diversity’ whilst 
living in the UK. 

These insights made her acutely aware of the need for improving diversity 
upon her arrival in Geneva, which became the catalyst for increasing diversity 
and driving inclusion.  

With the support of the HR Director, she began her tenure by spearheading a recruitment 
process to backfill for her former role, determined to appoint an equally impressive change-maker.  

The results speak for themselves; within three months of her successor (also a woman) arriving as incoming 
General Manager for the UK, a range of progressive policies were introduced, including support for 
menopause, fer'lity, pregnancy loss and bereavement.  

Both leaders con'nue to drive DE&I advancements and influence leadership across the group, with the aim 
of posi'vely impac'ng the lives of women at L’OCCITANE Group. Bravo!  
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Spotlight feature 1: Strategic integraJon of DE&I  

DE&I is a ‘shared responsibility’ at L’OCCITANE Group. A fully integrated approach across every aspect of the 
business is underpinned by four strategic pillars: governance, the expected behaviours of managers, 
organisa'onal processes, and communica'ons.  

The group strongly believes that to become a truly inclusive organisa'on, DE&I must be baked into the en're 
ecosystem, just as instruments must work in harmony within an orchestra. An internal HR scorecard draws 
together a range of data, which acts as a live barometer for leaders to gauge how they’re doing. Data-driven 
insights inform evolving ac'on plans and targets, such as the ambi'on to see 80% of employees responding 
posi'vely to the statement ‘I can be myself here’ by 2026, and 100% of employees feeling this way by 2030. 

The group strongly believes that to become a truly inclusive 
organisa/on, DE&I must be baked into the en/re ecosystem. 

Spotlight feature 2:  

InnovaJve partnership for the future of women in tech 

L'OCCITANE Group has worked hard to ensure women are 
well-represented across the company, including at the 

leadership level. They are rightly proud that 
many top posi'ons are filled by talented 

women including the aforemen'oned 
European leaders and all of their 
General Managers in the Asia 
region. Like many other companies 
in the industry however, women 
are under-represented in their IT 
func'on.  

Acknowledging that this par'cular 
challenge was compounded by a broader 

societal issue, they forged an innova've 
partnership with Ada Tech School in Paris, to build 

the talent pipeline. Employees from L'OCCITANE Group 
visit Ada to contribute to class delivery and to share first-hand 

experience of what it’s like to work for the group.  

Par'cipants are then supported in their career transi'on via mock interviews, and with access to L’OCCITANE 
Group’s internship programmes. Through greater internal awareness about the need for diversity in tech, 
and a range of inten'onal joined-up ac'ons across mul'ple areas (e.g. the partnership with Ada, 
recruitment, training etc); the results are encouraging. There has been an increase of 5-10% in the numbers 
of women being recruited to their IT func'on since taking ac'on. A pioneering approach to a longstanding 
industry challenge! 
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SPOTLIGHT ON GOOD PRACTICE:  

 
Company profile 

Company name: ICA Gruppen 
Sector: Retail 
LEAD Network partnership level: Retailer/Wholesaler Discovery Programme 
About: A leading retailer with a focus on food and health which operates in Sweden and the Bal'c countries. 
The group includes their grocery retail brands ICA and Rimi Bal'c, as well as ICA Real Estate, ICA Banken, and 
their pharmacy business, Apotek Hjärtat. 

The key to sustaining 50-50? A culture of commitment!  

In the last two years, ICA have maintained their impressive record of exceeding 50-50; demonstra'ng a 
sustained commitment to gender-balanced leadership. So what’s the secret to their success? In part, they 
acknowledge the influence of the broader poli'cal and cultural context (given that Sweden consistently 
performs well in many global indices7 on gender balance). However, not all Swedish owned companies 
exceed 50-50! So we dug a liZle deeper to discover that an inten'onal focus on ‘commitment’ - as part of 
ICA’s values - seems to be making all the difference.   

They believe that a pro-ac've commitment to valuing individuals for who they are and what they are capable 
of, has played a central role throughout their 100+ year heritage and is s'll core to their cultural DNA today.  

Alongside a con'nually evolving ‘toolbox’ of inclusive measures 
to inspire ac'on across the business (everything from 

learning to recruitment); leaders ac'vely role model 
this commitment.  

They pay par'cular tribute to former CEO Per 
Strömberg, and before him CEO Kenneth 

Bengtsson.  

Both men are described as instrumental 
figures who ‘walked the walk’ in their 
commitment to driving gender-balanced 
leadership.  

During their combined tenure, 
composi'on at the group leadership level 

shiYed significantly, with a number of 
talented women appointed as CEOs to lead 

their pharmacy business, banking & 
insurance, and real estate company.  

‘Doing not trying’, at its finest! 
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Spotlight feature 1: Devolved, democraJc leadership of DE&I 

A model of top-down, cascaded DE&I targets simply would not work at ICA, due to their decentralised and 
democra'c cultural context. Simply put, change at ICA is oYen the result of a boZom-up drive to improve. 
Their non-hierarchical modus operandi even extends to the nature of the business opera'ng model. Under 
the ‘system of ICA retailers’ at ICA Sweden, store owners are not employed by ICA, but rather, own their own 
store. So decisions for how to run a store, along with how to advance DE&I, are therefore devolved maZers.  

Whilst this inevitably results in varia'on of approach, the popula'on of store owners are united by their 
commitment to living the company values. They are described as oYen being ‘pillars of their local 
communi'es’ embodying diverse characteris'cs, driven by a passion for providing opportuni'es to others.  

With ICA’s track record on both diversity and inclusion, this model certainly seems to yield encouraging 
results. For example, when employees across the group are asked what it’s like to work at ICA, the sen'ment 
that comes out on top, year on year, is that ‘it’s like being part of a family and you can be yourself’.  

Having carefully analysed the data through the lens of DE&I, ICA confirms this also holds true for women, as 
well as other groups. 

Spotlight feature 2: The ‘ICA 50-50’ iniJaJve 

In 2017, with the help of the research company Ipsos, ICA conducted a survey among its managers to 
understand the reasons behind an unbalanced gender distribu'on within senior leadership. The survey 
insights became a star'ng point for change, including the establishment of the ‘ICA 50-50’ ini'a've; a 
network for women in top management posi'ons across the business.  

Founded by five of the group’s most influen'al women (their Chief HR Officer, Chief of IT, Chief of 
Sustainability and CEOs of ICA Banken and the Real Estate company), the network was created as a forum, 
hos'ng quarterly mee'ngs for women leaders to discuss per'nent leadership topics.  

As well as facilita'ng valuable peer-to-peer connec'on, it also acts as a 
signal to the rest of the workforce that ‘we have all these amazing 

women leaders and you can be one of them’.  

As a recent spin-off, a separate (but interconnected) network - 
the ‘Poten'al 50-50’ - was created for women iden'fied as 

having the capability and poten'al to be next-in-line for 
execu've roles. The two networks periodically come 
together to discuss shared interests, to engage with guest 
speakers and for networking dinners. Furthermore, the 
established ICA 50-50 also provides mentorship to those 
high-poten'al women.  

Interes'ngly (though not surprisingly) this innova've 
pipeline model is not a formalised feature of the 

organisa'onal strategy, but yet another example of ICA’s 
democra'sed, organic approach to DE&I. In other words, an 

example of employees pro-ac'vely choosing to drive inclusion 
because they want to, not because they have to.  

Truly inspiring! 
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SPOTLIGHT ON GOOD PRACTICE:  

Company profile 

Company name: SC Johnson 
Sector: Manufacturing  
LEAD Network partnership level: Gold Partner 
About: A family business with American roots, currently led by the 5th genera'on of the SC Johnson family. 
Opera'ng globally, they are a manufacturer of household cleaning products, air care, pest control and 
professional products. 

The LEAD Network partnership; a catalyst for acceleraJng progress on DE&I  

With an impressive leap in DE&I maturity over the last two years (from level 3 to level 4), and an increase of 
8% in the number of women occupying senior execu've posi'ons during the same 'me period; the story of 
progress at SC Johnson is compelling. So what’s behind their recent success? Whilst there has always been 
commitment, accountability and resourcing for DE&I at a global level (with data to suggest things were 
tracking rela'vely well), their partnership with LEAD Network accelerated progress at the European level. 
Through cross-company interac'ons and access to DE&I self-assessment tools, they gained valuable ‘outside-
in’ perspec've on how they were performing, in rela'on to the rest of the industry.  

The resul'ng insights affirmed their strengths, but crucially, also, revealed some 
gaps and opportuni'es for improvement. Tailored recommenda'ons 

contained within their LEAD Network DE&I Maturity Benchmark 
report, enabled them to plot their next moves. What followed was 

the crea'on of a more inten'onal ac'on plan for Europe! To 
drive this work forward and create a movement from within, a 

new project team emerged, consis'ng of passionate 
volunteers.  

Inspired by LEAD Network’s model as an industry hub for 
the exchange of DE&I insights, SC Johnson’s Partner 
Ambassadors have been replica'ng this model internally 
over the last three years. The result? They regularly 
convene a community of 30+ passionate allies to discuss 

the applica/on of learnings from their partnership with 
LEAD Network and beyond. Their internal ambassadors 

network is focused on advancing gender equity across SC 
Johnson Europe through local ac'va'on.  

In addi'on to sharing insights, organising lunch and learns, and 
engaging wider colleagues in boZom-up ini'a'ves; dedicated 

members act as a conduit between top-down and boZom-up, to ensure 
a joined-up approach.  

      Superb community commitment! 
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Spotlight feature 1: Equitable succession planning  

SC Johnson regularly analyses data to understand the current gender split for each func'on across the 
business. But beyond the here and now, it’s their sophis'cated use of data and a future-focused lens, which 
is really driving an equitable future for the organisa'on. Their annual succession planning is a collabora've 
process involving regional and local leadership teams together with HR. Together, they digest a range of 
granular data sets to determine the poten'al promotability of employees - for both horizontal moves as well 

as readiness to grow ver'cally. In turn, this provides a 
detailed projec'on from present day to 4 years ahead, 
for what the succession bench looks like for every role in 
every func'on, in every country.  

So when a senior leader resigns, there is a clear plan 
outlining op'ons for internal promo'ons before external 
recruitment is considered. Individuals on parental leave, 
iden'fied as ready for a ver'cal move, are pro-ac'vely 
included. Now that’s valuing talent! 

Spotlight feature 2: AcceleraJng women’s 
readiness to RISE 

There is no shortage of talented women at SC Johnson. Yet just like the FMCG industry at large, there is a 
major obstacle preven'ng gender-balanced leadership from becoming a reality; 
women’s readiness to take up senior roles within the next 12 months. So what 
exactly is preven'ng talented women from being ‘ready’ now, rather than 
in several years’ 'me? Whilst there are undoubtedly many forces at 
play, a breakthrough discovery revealed one par'cular obstacle 
that was not currently being addressed internally; the 
detrimental impact of self-imposed limita'ons.  

Unlike tradi'onal development solu'ons designed to plug 
technical skill gaps (such as such as training and stretch 
assignments), this was unchartered territory. So earlier 
this year, a brand-new programme was created with the 
principle aim of aZemp'ng to remove this barrier. 
Through a collabora've design process involving people 
leaders, senior leaders, and external partners; 
‘RISE’ (RESPECT, INSPIRE, SUPPORT, ENGAGE) was born. 
Iden'fied talent from across func'ons and countries were 
invited to join. Alongside access to mentoring (in part, 
provided by LEAD Network), networking and workshops; a 
suppor've space was created for open conversa'ons and 
authen'c vulnerability.  

The team behind RISE acknowledge the power of being able to share 
personal stories, fears and concerns - such as how to navigate an 
interna'onal move when pregnant or juggling a family. In essence, women are 
suppor'ng each other to overcome self-perceived (and prac'cal) barriers to feeling ‘promo'on-ready’. 
Connec'ons are then strengthened beyond the workplace, via an offline private WhatsApp group. The 
programme is s'll in its pilot phase, so progress and outcomes con'nue to be monitored, with the team 
ac'vely learning alongside par'cipants. An exci'ng new development and one to watch…kudos to SCJ!   
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LEAD NETWORK GDS AWARD WINNERS 2023 

We would like to say a huge thank you to all those companies that par'cipated in this year’s Gender Diversity 
Scorecard. At the LEAD Network Annual Conference Award Ceremony 2023, we recognised three Partner 
companies that have not only made significant progress in the last two years but also shared an array of 
leading prac'ces that they’ve implemented on their DE&I journey. 
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Award Jtle: Best in Class (CPG) 

Award criteria: Closest to 50-50 and demonstra'on of a variety of leading prac'ces.  

Winner: Unilever 

ReflecJons from LEAD Network: “At Unilever, 40% of vice-presidents around the world are now women, and in 
Europe, they have increased women representa'on at director level and above from 44% to 47% in just 2 years. This 
is commendable and shows that the prac'ces in place are sustainable. Prac'ces like including factory-based staff into 
pay equity studies and strong focus on succession planning are powerful and can be replicated by other Partners.” 

ReflecJons from the winner: “This is humbling recogni'on for our gender diversity efforts at Unilever. We are striving 
to transform our workplaces, our value chain, and to play our part in society at large, including breaking down 
stereotypes to become truly equitable.”

Award Jtle: Best in Class (Retail) 

Award criteria: Closest to 50-50 and demonstra'on of a variety of leading 
prac'ces.  

Winner: L’OCCITANE Group 

ReflecJons from LEAD Network: “L'OCCITANE Group has achieved 50-50 at senior execu've level and has shown an 
excellent improvement over the last 2 years in gender diversity. We appreciate well thought out ini'a'ves like 
equitable professional development opportuni'es for underrepresented groups, gender neutral parental policies, 
strong work on STEM careers, and data driven decision making beyond the compliance level tracking.” 

ReflecJons from the winner: “We are honoured to have received this award that bears tes'mony to our con'nuous 
efforts to increase female representa'on in leadership posi'ons. Empowerment is a key element of the L’OCCITANE 
Group mission. We sincerely hope to lead by example and inspire others to support our collec've vision of an 
inclusive and equitable economy.”

Award Jtle: Up and Coming 

Award criteria:  Significant increase in % of women in senior execu've roles                            
since 2021 and demonstra'on of a variety of leading prac'ces. 

Winner: ReckiZ 

ReflecJons from LEAD Network: “ReckiZ was a clear winner as it has put in place robust ini'a'ves like pay equity 
studies and structured programmes for sponsorship, and adopted an intersec'onal approach on inclusion.” 

ReflecJons from the winner: “At ReckiZ, gender balance is key to sustainable outperformance and we are honoured 
to receive this award. Our goal is gender balance by 2030.  We're proud of our progress so far, and we've more to do. 
We’re excited to learn from other LEAD members as to their successes.”



CONCLUSIONS AND CALLS TO ACTION  

With 37% of senior execu've posi'ons across the industry now held by women, it is encouraging to see the 
needle moving in the right direc'on. It is par'cularly good news for CPG, who are tracking slightly above 

average at 38%. This posi've step forward is testament to the collec've commitment and 
effort driving a more gender-balanced industry.  

However, our findings also reveal that progress has been very slow, with a gain of 
only 2% in 2 years. If we are to accelerate the rate of progress, we must be more 

evidence-led in our approach, with a greater focus on addressing structural 
design flaws that hold women back.  

Only by pro-ac/vely removing bias from processes will we see 
the needle swing more drama/cally towards its righUul res/ng 

place; at 50-50.  
In drawing conclusions, it’s important to note that our findings are limited in scope, 

due to the sample size of par'cipa'ng organisa'ons. Yet by sharing an overview of 
indica've factors associated with higher levels of DE&I effec'veness among our 

community, we provide a helpful star'ng point for cri'cal reflec'on.  

Increasing engagement with our benchmarking tools will be key to building a more representa've evidence 
base for future repor'ng. However, even with the current posi'on, there are many reasons to be op'mis'c 
for the future. As this report has shown, there are some truly astonishing examples of prac'ces making a 
posi've impact. The passion, innova'on and determina'on among our community is truly remarkable.   

Together, through our con/nued commitment and evidence-led ac/ons, we can 
accelerate progress towards a more gender-equitable future.  

CALL TO ACTION 1: 
If only 1% of the most senior posi'ons (CEO/CFO/Chairperson/Senior Independent 
Director) among all organisa'ons who par'cipated in the GDS 2023 are currently  
occupied by women, how will you tailor your succession planning and talent 
management iniJaJves to nurture the pipeline of women leaders? 

CALL TO ACTION 2: 
In striving towards (or maintaining) 50-50, how will you measure the impact of 
DE&I iniJaJves, in order to decide what to stop start/do differently? 

CALL TO ACTION 3: 
How will you take advantage of the LEAD Network DE&I Maturity Benchmark, to 
tailor ac'ons and ensure your company’s progress to the next level of DE&I maturity? 

CALL TO ACTION 4: 
How will you leverage LEAD Network’s educaJonal offerings and networking opportuniJes  
as a way to gain the latest insights and find out about leading prac'ces? 
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WITH THANKS TO OUR PARTNERS 

We are inspired by the ongoing commitment of all our Partners for their con'nued efforts in 
advancing gender equity across the European Consumer Goods and Retail industry.  We would 
par'cularly like to acknowledge the generosity of the Partners who par'cipated in case study 
interviews for the purpose of this report - their openness provides 
inspira'on and support for our collec've stride towards a more equitable 
industry. 
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