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The Equality Act 2010 did 
not magically bring about 
gender equality but did move 
us further along the path. 
Our destination is clear
and over the next 5 years 
we need to accelerate 
our progress.
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The remaining challenge for us 
now is to reach our goal. Now, and 
over the next 5 years, we need to 
accelerate our progress.

The last Parliament oversaw the 
historic full introduction of the 
Equality Act 2010 which sadly did 
not magically bring about equality 
but did move us further along 
the path.

This manifesto sets out a challenging 
vision for the UK in the achievement 
of gender equality and outlines a 
mixture of legislative and cultural 
actions which would enable the 
UK to move forward, it’s by no 
means meant to be an exhaustive 
list but it’s one for every year 
that the Page 3 feature has been 
published in the Sun newspaper, 
as a continuing sign of prominence 
in everyday life of sexism in the UK.

The manifesto outlines our 
minimum ambitions for the UK 
Government over the next 5 years; 
working to remove barriers in the 
way of women and other genders, 
ultimately enabling the UK to spend 
less and achieve more both nationally 
and internationally. 

The 44 Actions outlined here 
represent a sample of ideas that 
we would seek all political parties in 
the 2015 General Election to embrace 
in order to speed up progress 
towards an equal United Kingdom 
for all genders.

There is much more we can 
achieve in addition to the long list 
of achievements made so far by the 
UK in the progress of gender equality.

It is clear the last Parliament made 
some advances, but there have also 
been missed opportunities and 
retreats from gender equality.

So although progress has been 
made, there is much more that the 
next UK Government and Parliament 
can do: with the help of as many 
political parties as possible we can 
make the UK more equal for all.

The united kingdom is on
A journey towards

GENDER EQUALITY



VISION
“To be the fi rst country in the world to be 
recognised by United Nations as having achieved 
gender equality and we will have achieved a 
signifi cant and transformational step towards this 
vision by the end of the Parliamentary term in 
2020 domestically and through our foreign policy.”

OUR VISION FOR UNITED KINGDOM BY 2030:
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VIOLENCE•  On average 2 women a week are killed 
by a male partner or former partner.

•  1 in 4 women will suffer domestic 
violence in their lifetimes.

•  1 in 3 teenage girls has experienced 
sexual violence from a partner.

•  1 in 2 boys & 1 in 3 girls think it is okay 
sometimes to hit a woman or force her 
to have sex.

The right to a peaceful existence is 
routinely denied of women in the UK and 
across the world through violence:

UN Commission on the Status of Women and its latest report 
(March 2014) on the implementation of the Millennium Development 
Goals for women and girls. The report states that, “almost 15 years 
after the Millennium Development Goals were adopted, no country 
has achieved equality for women and girls and significant levels of 
inequality between women and men persist...”
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We recognise the definition of  
violence which covers a range 
of  actions which harm or cause 
suffering and loss of  dignity to 
women and children. 

This includes but is not limited 
to physical, sexual, financial and 
psychological violence occurring 
in the family, within the general 
community or in institutions, 
including domestic abuse, rape, 
incest and child sexual abuse. 
It also includes sexual harassment 
and intimidation at work and in the 
public sphere, commercial sexual 
exploitation including prostitution, 
pornography and trafficking.

Men suffer violence too but patterns 
of  violence against women are 
different from those against men. 
Globally, men are more likely to 
die as a result of  armed conflict, 
violence by strangers and suicide, 

while women are more likely to die 
at the hands of  someone close to 
them, including husbands and other 
intimate partners.

Statistics show that women and 
girls are more likely to experience 
violence than men. The reasons for 
this are complex but deeply rooted 
harmful attitudes towards women 
as being inferior to men as well as 
their unequal economic and political 
position in many societies are well 
documented causes.

more likely to 
experience violence 
than men.

STATISTICS SHOW
THAT WOMEN AND GIRLS ARE

page 10



it should not be 
forgotten that gender 
equality is a

HUMAN RIGHT

The European Commission has 
previously estimated the cost within 
the European Union of gender-based 
violence to be €228 billion in 2011, 
1.8% of EU Gross Domestic Product, 
of which €45 billion a year equates to 
costs to public and state services and 
€24 billion of lost economic product. 
Estimates in the UK suggest that 
we have costs of up to £40 billion 
a year through the impact on gender 
inequality and all forms of violence 
against women.

The European Union report on 
Eliminating Gender Stereotypes in 
December 2012 highlighted the need 
to reconsider the significant impact 

negative gender stereotypes 
can have on a young woman’s 
confidence and self-esteem, 
particularly on teenagers, resulting 
in a restriction of their aspirations, 
choices and possibilities for future 
career prospects. 

It concluded by observing that it 
should not be forgotten that gender 
equality is a fundamental human 
right and has impacts that go beyond 
monetary calculations of impact 
into the social and environmental 
well-being of society, communities 
and individuals. 
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KEY OUTCOMES
BY 2020

Over the next five years we want the 
UK: UK Government, its devolved 
administrations in Northern Ireland, 
Wales and Scotland as well as all 
Local Councils to be guided by 
4 key principles concerning the 
pursuit of gender equality.

01 
We want gender equality 
to be a key educational aim 
delivered through educating 

all people of the UK regardless of 
age, gender or background to build 
a level playing field for all. We want 
the UK Government to enact more 
legislation to drive forward the 
progress so far achieved by the 
UK and enable more measures 
to equalise society for the benefit 
of all.

02 
We want a creative and 
enterprising UK, untapping 
all its talents, regardless 

of gender or other characteristics, 
fully embracing the economic 
potential of greater gender equality 
and diversity and reducing the 
costs of violence against woman 
and children and the costs of 
missed potential. We want policy 
making to recognise the direct 
experiences of sexism and 
inequality across the UK.

03 
We want healthcare 
that meets the needs of 
everyone, we want local 

communities and places that 
preserve the existing equality 
assets and strengths we have 
in the UK and enhance them for 
future generations of UK citizens, 
in so doing demonstrate leadership 
to others in meeting the global 
challenge of delivering gender 
equality worldwide.

04 
We want all members of 
society to feel safe in their 
homes, workplace and 

communities, we want the fear 
and costs of violence to fall over 
the next five years and for all 
members of society to feel safer, 
happier and more productive 
socially and environmentally 
not just in economic terms.

Ultimately, we want a fairer 
United Kingdom: evidence 
shows that countries with 
greater equality are the most 
successful, with safer and 
happier citizens. We want a 
strong equal society where 
more of the wealth, assets 
and opportunities are equally 
shared regardless of gender 
or background.
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4 REFORM OUTCOMES/CHALLENGES TO ALL POLITICAL PARTIES 
TO DELIVER GENDER EQUALITY:

manifesto objectives
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The manifesto outlines 11 strategic 
outputs under these 4 thematic 
outcomes, one for every year of 
the Page 3 feature’s existence in 
the Sun Newspaper. It’s an icon 
of inequality in gender terms. 
Unsurprisingly, Action 1 is to 
continue the campaign for the 
removal of Page 3, but the 
rest are a mixture of general 
progressive policies, monitoring 
and quantification of knowledge 
gaps and awareness raising. 
Not all require legislation, in 
keeping with the ethos of voluntary 
removal of Page 3. The annexes 
contain detailed examples of 
some of our strategic outputs.



No More Page 3 in the Sun, Star 
and Sport as well as a reduction 
in objectifi cation of women 
through the media: print, online 
or audio-visual.

ACTION

01

Undertake a major study in the 
fi rst year of the Parliament on 
the structural gender pay gaps in 
Britain and agree to address the 
gaps by 2020.

ACTION

03

Implement the living wage for all, 
especially women as it has a 
greater impact on them, 
given they are more likely to be 
in the gap between the minimum 
and living wage.

ACTION

02

EQUALITY
Greater equality within UK Society should be framed 

around the improvement of outcomes for all 
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Agree to a fi xed proportion of 
the UK Budget to be spent on 
initiatives that promote equality 
and violence elimination 
domestically and internationally.

ACTION

04
Ensure that legal aid is available 
to all who have suffered violence 
in its broadest terms and that 
those seeking recourse from the 
judicial system are not restricted 
by the forms of evidence of 
abuse they are required to 
demonstrate to claim legal 
aid especially in terms of those 
accessing women’s services 
but also employment tribunals. 

ACTION

05

Stop taxing periods – sanitary 
products attracting 5% VAT, taxing 
sexual hygiene, whilst other male 
products such as razors attract 
0% VAT.

ACTION

06



In the review of the BBC Royal 
Charter and Agreement, insert 
a specifi c gender equality and 
diversity clause in the public 
purposes of the BBC Royal 
Charter and specifi cally require 
the BBC to enhance and require 
gender equality in the renewed 
Fair Trading Policy, Commercial 
Activities and Broadcasting 
[see annex 1].

ACTION

07

Enhance UK and transpose 
European Procurement Legislation 
and require of any contractors 
receiving public funds to 
demonstrate and evidence their 
approach to equality outcomes 
through the provision of the 
public contract.

ACTION

08
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Equalise in gender and age the 
third standing original clause of 
the Magna Carta so that it reads 
“no person shall be seized or 
imprisoned or stripped of their 
rights or possessions or outlawed 
or exiled. Nor will we proceed with 
force against them, except by 
lawful judgement of their equals 
or by the law of the land. To no one 
will we sell, to no one deny or delay 
the right for justice”.

ACTION

11

Remove the Football Associations 
of the UK rules that state that only 
under-13s can participate in mixed 
team football as a prime example 
of gender inequality in sport.

ACTION

10

Non-retrospective constitutional 
amendment outlining the right 
to freedom of speech but with 
preventative measures applied 
by order to protect vulnerable 
members of society from the 
harmful infl uence of certain media.

ACTION

09
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Compulsory sexual education 
in schools, including the clear 
teaching of the legal defi nition 
of consent.

ACTION

12

Public awareness campaigns to 
promote gender equality and raise 
awareness of abuse in physical and 
psychological forms.

ACTION

14

E-conduct lessons in schools to 
also contain modules on sexual 
violence education.

ACTION

13

EDUCATION
making people better informed about the opportunities 

from greater equality and reduced costs too
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Government to issue clear legal 
guidance on public services/
libraries provision of appropriate 
reading materials in relation to 
public sector equality duties; 
including further guidance 
building upon the “Bailey Review” 
of the placement of degrading 
images in public places and 
equality in provision of public 
services PR activities.

ACTION

15

Promote greater take-up of 
historically imbalanced subjects, 
encouraging for example more 
young women taking physics in 
schools linked to the key skills 
gap in the UK economy.

ACTION

16

page 28



Continue to improve the vocational 
system to ensure a greater gender 
balance in key sectoral skills 
areas and increase the skills 
needed to access higher paid 
non-university pathways to 
sustainable employment. 

ACTION

18
Further skills training to a 
weighted audience of participants 
to provide the skills needed to 
access roles in participative 
and representative democratic 
processes and representation on 
governance structures of public 
institutions [see annex 2].

ACTION

19

Introduce curriculums balanced 
in gender terms through a gender 
impact assessment, addressing the 
current limited number of women 
within curriculums. Introduce 
gender quotas for key subject 
areas in terms of personnel 
referenced in learning materials. 

ACTION

17
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Place long-term funding and a 
requirement on the Equality and 
Human Rights Commissions of 
the UK to actively educate 
all sectors of society and the 
economy on gender equality 
legislation and publish regular 
updates of case law. This would 
be funded by direct taxation and 
the fi nes accrued by introducing 
greater fi nes for employment/ 
discrimination cases. 

ACTION

22

Require all post-16 further/higher 
educational establishments to have 
regular sexual conduct training to 
all students and to teach the legal 
implications of rape.

ACTION

21

Address gender balance 
of university applicants, 
not just from across the whole 
population but also key areas. 
Encourage greater access to 
higher education for boys from 
certain socio-economic cohorts 
of the population.

ACTION

20



Encourage better/wider use 
of equality duties through a 
commitment to regular bulletins 
of relevant case law, ensure 
that socio-economic equality is 
introduced into legislation as a 
constitutional right and devolve 
responsibility for equalities 
legislation to all Parliaments/
Assemblies within the UK to 
ensure delivery of the best 
local outcomes.  

ACTION

23

Bring in quotas for better 
representation on public and 
private boards, for example 
BBC Trust, Advertising Standards 
Authority and Independent Press 
Standards Organisation highlighted 
as key target committees to 
infl uence early.

ACTION

24

ENACT
we will want legislation to make the UK more successful 

now, building a legacy for future generations of laws which 

reflect equality and diversity 
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Encourage all political parties to 
make further progress over the 
course of 2015-2020 to enhance 
a signifi cant stepchange in 
representative and participative 
democratic representation to 
deliver minimum 40/60 Parliaments 
by 2020 and gender equality by 
2025 in all UK Parliaments.

ACTION

25

Support the UN in enacting further 
resolutions to eliminate sexual 
violence in confl ict zones, human 
traffi cking and prostitution. 
Implement the resolutions of 
the Commission on the Status of 
Women between now and 2020 
and seek a global agreement on 
the defi nition of childhood.

ACTION

26



Enact further laws which allow 
prosecutors to convict non-violent 
abusers at the fi rst offence, where 
it has stopped short of physical 
violence but may have included 
psychological abuse or invasion 
of privacy post relationship, e.g. 
revenge porn, and also prevent 
fi nancial abuse and make it a 
clear criminal offence. 

ACTION

27

Review the implementation of 
the Leveson recommendations 
on Press Regulation and if deemed 
necessary by Privy Council agree 
to dissolve the Royal Charter on 
Press Regulation and introduce a 
system of press regulation which 
requires the Independent Press 
Standards Organisation to apply 
for recognition of independence 
and also imposes gender equality 
of its board.

ACTION

28
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Introduce an Equality Marketing 
Act, closing legal loopholes that 
exist and strengthening the 
legal basis for self-regulation of 
advertising and also enable public 
authorities to take action against 
shop window displays and other 
forms of promotion [see annex 3].

ACTION

29

Introduce a voluntary consumer 
confi dence kitemark for gender 
balanced toys supported by 
guidance documentation and 
a government endorsed code 
of practice, outlining to public 
organisations the need to promote 
equality not gender segregation.

ACTION

30
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Enact or transpose legislation which 
provides a framework for reducing 
the demand for prostitution and 
protects the rights of UK sexual 
entertainment workers.

ACTION

31
Introduce a target to eradicate the 
waiting of people seeking refuge 
from violent partners, parents 
or guardians to zero days by 
2020 through further prevention, 
enhancement and where required 
increasing capacity of refuges for 
vulnerable people. 

ACTION

32

Appoint a Minister for State for 
Ending Violence against Women 
and Children, consider a specifi c 
duty on the public sector to end 
violence against women and 
children, publishing a new strategy 
by 2016/17 and reporting annually 
on progress.

ACTION

33
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Governments by 2020 to provide 
to all households a minimum of 
800 hours fl exible provision of 
paid childcare for 1-5 year olds 
to enable further participation 
in the labour market and reduce 
the structural impact on women’s 
career pathways of parenthood.

ACTION

34

Further enhancement of paternity 
rights in UK, to increase the
length of time that can be taken 
off so that we are in the top
10% of EU 27 nations and also
that there is absolute fl exibility 
in the use of paternity leave, 
abolishing the term maternity 
leave and replacing it with 
paternity through legislation.

ACTION

35

ENABLE
investment in a better future for the UK, enhancing 

well-being of all citizens and creating a fairer society
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Commit to providing a clear 
indication of the scale of violence 
against women, by publishing
the gender of homicide victims
and including this as a key
crime indicator.

ACTION

36
Safeguard and increase funding 
in real terms for the Equality and 
Human Rights Commission, giving 
consideration to a statutory role
for them in enforcing violations
of Press Regulatory or Advertising 
Standards complaints in regard
to equality.

ACTION

37

Provide funding for regular 
assessment of the impact of 
VAWG on the UK economy and 
pledge that the impact of abuse 
should signifi cantly decrease in 
real terms by 2020.

ACTION

38
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Enable greater clarity through 
EU and UK legislation, regulations 
or code of practice to ensure 
that companies can clearly 
demonstrate their adherence with 
their publicly stated Corporate 
Social Responsibility and equality 
requirements [see annex 4].

ACTION

39

Ensure the continuation in real 
terms over the course of the 
Parliament of funding for 
specialist violence against 
women and girls prevention 
work. Including the setting up of 
specialist change funds to enable 
public authorities to make the 
transformational investments 
in initiatives to prevent further 
violence against women and girls 
or maintain/enhance further 
enforcement activities.

ACTION

40
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Commitment to equality impact 
assessment of any foreign aid 
or investment in order that it 
advances CSW goals, Istanbul 
convention and Beijing 2020 goals.

ACTION

42

Agree to set up a full scale public 
inquiry into the historical abuse 
of children, men and women in 
the UK and fully implement any 
recommendations for institutional 
and service delivery changes to 
ensure the safety and well-being of 
future generations and also access 
to justice for those who have been 
victim of such past crimes.

ACTION

41
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Introduce greater fi scal penalties 
for fi rms and organisations 
found to have committed gender 
or diversity discrimination or 
been corporately permissive of 
workforce sexual harassment, 
including the requirement for them 
to publicly fund the advertisement 
of these judgements.

ACTION

44

Campaign for enhancement of 
EU Violence against Women 
funding within the budget, to 
prevent the continuing signifi cant 
detrimental effect violence has 
on economic productivity, social 
equity and human well-being 
within the internal market and 
in EU external aid.

ACTION

43
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1867 Suffrage movement 

1870 Married persons property act

1888 First resolution at Trades Union Congress for Equal Pay

1907  Qualifi cation of Women Act, women can be 

elected onto councils

1918  Women allowed to stand for Parliament and 

become an MP

1922 Law of Property Act allows men and women 

 to inherit property

1923  Matrimonial causes act equalises the reasons 

for divorce across genders

1928 All women gain right to vote

1946  UN Commission on Status of Women established

1948 National health service extends healthcare 

 to all, rather than the insured 

1956 Sexual offences Act defi nes rape in specifi c criteria

1965 Barbara Castle MP fi rst minister of state

1967 Abortion Act decriminalising abortion on certain grounds

1975 Sexual discrimination act makes it illegal to discriminate 

1975 Employment act introduces statutory maternity pay

1977 First rape crisis centre opens in London

1979 Margaret Thatcher fi rst female prime minister

1980 Women can apply for credit and loans in their own right

1985  Equal pay (amendment) act allows women to be 

paid same as men 

1993  UN resolution affi rms violence against women 

violates their human rights

1994 Rape in marriage is made a criminal offence

1998 European Union passes Human Rights legislation

1999 New laws on parental leave introduced

2003  Female Genital Mutilation Act passed, over 10 years 

before a conviction 

2008  UN Resolution 1820 adopted recognising sexual 

violence as a war crime

2010 Equality Act

POST 2015  OVER TO YOU...

The Journey 
towards Equality
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The Royal Charter is the constitutional 
basis for the BBC. It sets out the public 
purposes of the BBC, guarantees its 
independence and outlines the duties of 
the Trust and Executive Board. The current 
Charter runs until 31 December 2016. 
We would like to see the next Government 
swiftly amend the Charter and Agreement 
to recognise and ensure full observance of 
the Equality Act 2010.
 
Alongside the BBC Charter an Agreement 
with the Secretary of State for Culture, 
Media and Sport outlines in greater detail 
a number of topics covered in the Charter, 
it has an important constitutional function 
in together with the Charter establishing 
the BBC’s independence from Government. 
We don’t want to see this independence 
altered, rather strengthened via a clear 
value within the Charter to promote 
equality through all BBC functions 
including commercial activities.
  
The current public purposes of the 
BBC are as follows: 

(a) Sustaining citizenship and civil society;

(b) Promoting education and learning; 

(c)  Stimulating creativity and 
cultural excellence

(d)  Representing the UK, its nations, 
regions and communities;

(e)  Bringing the UK to the world and the 
world to the UK; and

(f)  In promoting its other purposes, helping 
to deliver to the public the benefit of 
emerging communications technologies 
and services and in addition, taking 
a leading role in the switchover to 
digital television. 

The BBC public purposes apply directly to 
the vast majority of BBC functions and we 
would argue that the insertion of a clear 
purpose to promote equality, either through 
a new purpose or refinement of existing 
purposes, would be helpful in delivering 
more equality outcomes from BBC actions.

We would also request that the Fair Trading 
Policy which governing the BBC commercial 
activities and which currently sets out 
the four commercial criteria with which 
the company’s activities must comply, 
listed below, is amended in line with any 
equality values: 

•  Fit with the BBC’s Public Purposes 
set out in the Charter

• Be commercially efficient

•  Not jeopardise the good reputation 
of the BBC or the value of the 
BBC brands

•  Comply with the BBC’s Fair Trading 
Guidelines and avoid distorting 
the market.

There is no mention or definition of equality 
given in these governing commercial 
criteria and this situation currently leaves 
a void where BBC assets could be utilised 
in a manner which does not promote the 
outcomes required in the Equality Act 
2010 of the rest of the public sector. Whilst 
BBC worldwide and other commercial 
activities are set up separately to provide 
transparency and fair competition, if they 
are utilising publicly paid for assets, we 
believe they should contribute clearly to 
public sector equality duties. 

Currently the BBC Fair Trading policy 
gives a significant degree of leeway to 
the pursuit of BBC’s public purposes in 
Section 69 (2-4)

EQUALITY AS CORE BBC CHARTER AND AGREEMENT VALUE
ANNEX 1



Where the commercial service consists of 
participation in a joint venture or other form 
of commercial partnership with a person 
or body other than the BBC or a subsidiary 
within the BBC’s commercial arm (see the 
definition of “commercial service” in clause 
101 below), the BBC must use its best 
endeavours to ensure—

(a) that the participation complies with 
paragraph (1) and

(b) that any services provided, or activities 
undertaken, by way of or through the 
venture or partnership meet the criteria 
set out in sub-paragraphs (1)(a) to (d).

(3) A commercial service is to be 
considered to fit with the BBC’s Public 
Purpose activities if—

(a) it is appropriate to be carried on in 
association with the promotion of the Public 
Purposes (albeit through the separate 
framework required by clause 68); and

(b) it is connected, otherwise than merely in 
financial terms, with the ways in which the 
BBC promotes its Public Purposes.

(4) A commercial service does not cease 
to be considered to fit with the BBC’s 
Public Purposes just because the service 
includes activities which in themselves do 
not meet the requirements of paragraph 
(3), provided such activities are peripheral, 
subordinate or ancillary to other activities 
that do meet those requirements.

(5) The application of these criteria is a 
matter of judgment for the Trust. 
The Trust must hold the BBC’s Executive 
Board to account for ensuring that the 
BBC’s commercial services are operated 
in a way which complies with these criteria.

We would welcome the Current Public 
Purposes being strengthened and the 
BBC Trust having the opportunity to govern, 
scrutinise and hold all the BBC activities to 
the delivery of equality in a proportionate 
and relevant manner from 2015 onwards. 

Indeed we would be keen that rather than 
wait for Charter renewal an amendment to 
the current Agreement is sought in 2015 
to ensure the pursuit of equality in the 
use of BBC assets and delivery of all 
public services. 

As things stand, it seems a strange 
situation and lacking in corporate social 
responsibility from the BBC Trust generally 
that BBC services and the commercial 
use of brands don’t have to directly, 
transparently and measurably deliver 
equality outcomes across all the protected 
groups specified in the Equality Act 2010. 

For example, recently the BBC through 
its BBC Worldwide commercial arm has 
allowed the CBeebies brand to be used as 
part of a promotion with Merlin Resorts 
delivered partly through adverts in the Sun 
Newspaper. It appears strange, given the 
Equality Act duties, that the BBC could be 
allowed to associate with a commercial 
entity utilising advertising in a media 
outlet which promotes overt and soft 
pornographic objectification of women. 

Therefore, we would have expected that any 
use of a BBC trademark/brand would have 
excluded the BBC from allowing advertising 
in a publication that promotes sexism and 
objectification of gender on the grounds 
that it does not enhance the BBC’s brand, 
ethical and equality values. Especially given 
the BBC agreement defines CBeebies as a 
channel providing a range of programming 
to educate and entertain very young 
children. However, this wasn’t the case. 

RELEVANT ACTIONS:

7. In the review of the BBC Royal Charter 
and Agreement, insert a specific gender 
equality and diversity clause in the public 
purposes of the BBC Royal Charter and 
specifically require BBC to enhance and 
require gender equality in the renewed 
Fair Trading Policy, Commercial Activities 
and Broadcasting. 

14. Public awareness campaigns to 
promote gender equality and raise 
awareness of abuse in physical and 
psychological forms. 

24. Bring in quotas for better 
representative on public and private 
boards for example BBC Trust, Advertising 
Standards Authority and Independent Press 
Standards Organisation highlighted as key 
target committees to influence early.
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The next UK Government should oversee 
the introduction of mandatory quotas for 
gender representation on public boards, 
with the potential legislative extension 
to private and voluntary sector boards, 
if equality is not voluntarily progressed 
by 2018. 

This got me thinking about the equity 
of representation in the UK and the 
original of the word quotas in general, 
so I thought I’d look up the definition of 
quotas, one definition is: a proportional 
share, as of goods, assigned to a group 
or to each member of a group.

The word I’ve learnt is Medieval Latin 
meaning how large and the feminine of 
quotas what number. 

Seems an equal share in the formation 
of the plural but ironically in this sense 
very much a response to an unequal 
discrimination of one gender over others 
within society over the last few millennia 
in terms of representation in public life. 

As Anne Bronte writes in the tenant 
of Wildfell hall: Let it not be imagined, 
however, that I consider myself competent 
to reform the errors and abuses of society 
but only that I would fain contribute my 
humble quota towards so good an aim, 
and if I can gain the public ear at all, 
I would rather whisper a few wholesome 
truths therein than much soft nonsense. 

We would like to see a 40% target across 
the UK by 2018 and, if not achieved, 
legislation introduced similar to Norway 
to mandate it by law. This would still 
be an under-representation given the 
population of UK is 52% women, but any 
more proportional share of common goods 
is to be welcomed as a start. 

We also have great sympathy with the 
view that the UK should go straight to 
mandatory targets given public sector 
organisations have been lacking in 
diversity and gender imbalanced for 
long enough, we need targets with the 
backing of legislation and they need to 
apply to all boards if voluntary measures 
aren’t successful.

As a good an aim as any quota would be, 
it will not reform the historical institutional 
gender discrimination errors within the 
system overnight to allow representation 
equal to the level of women within civic 
society. Quotas can only go so far, 
the wholesome truth is it’s a post-hoc and,
in my view, necessary adjustment to a 
system that is gender imbalanced, broken 
but not beyond repair. However, training, 
support and mentoring are needed, 
alongside greater outreach, better family 
friendly timings and locations for board 
meetings. All of which probably haven’t 
helped historically in encouraging the 
achievement of voluntary targets. 
These practices may have changed but 
perceptions will remain, the next UK 
Government must provide funding. 

This level of positive discrimination by 
quotas still can’t redress quickly aeons 
of gender balance towards males in 
representation on boards but also wider 
public life. There are arguments about 
whether positive discrimination is morally 
right, given the opportunity sample of 
people for boards if a quota is applied 
could mean the current best candidates, 
who might be male, wouldn’t get in because 
of gender and whether targets are more 
relevant for business than legal quotas.

We need to address the issue now, 
not continue to overlook the decades of 
discrimination against certain genders 
and hope that the issue gets incrementally 
better in the future. At some point there 
needs to be a redistribution of gender 
representation within society and I’m not 
sure short-term positive choices lead to 
any more discrimination than years of 
inter-generational gender inequity. 

Therefore, we applaud those on all sides 
of political debate who are proposing 
a range of solutions: targets, quotas, 
selective process on the quantitative 
side of the debate, which will hopefully 
contribute to the qualitative side of the 
issue for example promoting of previously 
male dominated occupations to other 
genders, positive public role models 
including a self-reinforcing display of 
gender balance in public life and the 
rebalancing of society in time, as gender 
balance becomes the new societal norm. 
All that will take time and we need to 
be careful of unintended consequences. 

PUBLIC AND PRIVATE BOARD REPRESENTATION TRAINING AND QUOTAS
ANNEX 2



However, we need to proceed with 
care, because as more groups become 
empowered society needs to consider 
minority groups who potentially become 
more excluded. So if gender is the subject 
of gender quotas akin to 40:40:20 targets 
in Australia what do we as society need to 
quota for transgender people in the UK 
as an example?

Whilst the EHRC advice is that there is 
no official estimate of the UK population, 
a projection is 300,000-500,000 in the UK, 
so should we consider a 0.5/1% quota for 
transgender public life representation in 
the UK alongside other diversity cohorts of 
society? This might make the administration 
of public life slightly more complicated 
but at the same time make public bodies 
represent the general public at large, surely 
a common proportional good worth having. 

We would also propose some more 
differentiated takes on the 40 [male]:
40 [female]:20 [mix] proposals have merit, 
a set percentage for women alone and then 
remaining quotas addressing historically 
under-represented other genders and an 
open competition for the rest has clear 
merit, or simply over-provide 60% by 
2018 for all non-male genders? 

On the issue of wider diversity, we agree 
that the issue of representation should 
progress beyond the issue of gender 
representation and if this introduction 
could be practicable multi-tracked it should 
be given the worst case scenario would be 
that the mainstreaming of equality for one 
protected characteristic: gender, produces 
further regressive negative outcomes for 
other groups.

However, we recognise that targets need 
to account for the length of appointments 
and further intelligent centralisation of 
the public sector. Perhaps explaining 
the low level of previous targets but 
why should we not initially redress the 
under representation with short-term 
over representation?

However, numbers aside, we do think 
it also points to the need, for public 
procurement to ensure suppliers of 
goods/services have appropriate equality 
and diversity policies, given this could 
also be a useful mechanism for promoting 
opportunities for individuals to equally 
acquire skills and experience to enable 
progression in public, private and voluntary 
spheres and reduce the need for quotas to 
be a long-term structural intervention. 

This could be a pre-emptive proposal for 
procurement of goods and services to 
address the public sector equality duty 
in this and other regards ahead of the 
introduction of quotas. If any type of 
private organisation is accessing public 
contracts, they should have to clearly 
demonstrate how they address the public 
sector equality duty in return for the 
receipt of public contracts?

As Thomas Edison said the value of an 
idea lies in the using of it, hopefully UK 
can agree some form of action is needed, 
that it can be evaluated accordingly, 
training provided to support those 
historically under-represented groups 
to enable them to be candidates and 
a recognition of the need to make the 
change in the short-term for more equal 
and equitable long-term representation. 
The change might need to evolve over 
time but we all agree the need to change. 

As Aristotle said “Democracy arose from 
men’s thinking that if they are equal in 
any respect, they are equal absolutely”. 
Quotas seem to be needed given the long-
standing male [of a certain race, sexual 
orientation, physical ability amongst other 
protected characteristics] domination of 
civil society. Sadly, centuries later we still 
need what some would view as abhorrent 
quotas to ensure other genders and 
groupings within society are less equal 
in terms of their numbers within public 
governance structures. 

As one participant of the current fifty-eighth 
session of the Commission on the Status 
of Women currently taking place at United 
Nations Headquarters in New York said 
“we don’t just want numbers, but effective 
participation of women in decision-making 
and leadership roles” and I would extend 
that wish to all groupings of society. 
There is a clear body of academic research 
that diversity equals better governance. 

RELEVANT ACTIONS: 

19. Further skills training to a weighted 
audience of participants to provide the 
skills needed to access roles in participative 
and representative democratic processes 
and representation on governance 
structures of public institutions. 

24. Bring in quotas for better 
representation on public and private 
boards for example BBC Trust, Advertising 
Standards Authority and Independent Press 
Standards Organisation highlighted as key 
target committees to influence early.
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The Advertising Standards Authority 
(ASA) is the UK’s independent 
regulator of advertising across all media. 
The ASA apply the Advertising Codes, 
which are written by the Committee 
made up of Committee of Advertising 
Practice members including a range of 
advertising organisations 

The work of the ASA includes acting on 
complaints and proactively checking the 
media to take action against misleading, 
harmful or offensive advertisements. 

The current central principle for all 
marketing communications via this code-
based system is that they should be legal, 
decent, honest and truthful. All marketing 
communications should be prepared with 
a sense of responsibility to consumers 
and society and should reflect the spirit, 
not merely the letter, of the Code.

Presently the Code works on the principle 
that it supplements the law, fills gaps where 
the law does not reach and often provides 
an easier way of resolving disputes than 
by civil litigation or criminal prosecution. 
In many cases, self-regulation ensures 
that legislation is not necessary.

The proposal is that whilst the self-
regulatory element of arbitrating on 
advertising and marketing communications 
is not changed we propose a Child and 
Equality Marketing Act to be introduced 
within the next Parliamentary session to 
close the gaps in the law which even the 
best self-regulation systems cant address. 

The value of self-regulation as an alternative 
to statutory control is recognised in EC 
Directives, including those on misleading 
and comparative advertising and no one 
wishes to remove self-regulation, we would 
like clarity in law on certain key working 
principles. Self-regulation is accepted by 
the Department for Business, Innovation 
and Skills and now Competitions and 
Markets Authority but even the ASA 
appears to admit there are clear gaps 
in the law. 

Indeed, within other areas of the European 
Economic Area (EEA), for example Norway, 
harmonisation with the EU Unfair Practices 
Directive has been progressed by the 
introduction of a Marketing Control Act 
2009. This doesn’t impose draconian 
restrictions because of the Norwegian 
Constitution right to freedom of expression 
with clearly defined limitations to this right 
when particularly weighty considerations 
so justify. For example, in regard to 
the presentation of harm to children or 
vulnerable persons. 

The Marketing Control Act introduced into 
domestic Norwegian law a clear indication 
that controlled marketing should not 
conflict with good marketing practice, 
defined freedom of expression and 
allowing creativity to stimulate the ethical 
sale of products. There new advertising 
and marketing assessment places clear 
emphasis on whether the marketing 
offends, rather than in the UK where the 
legal gaps generally mean it must be 
offensive or obscene in certain cases, for 
the Police to act in certain contexts such as 
shop window displays. This is currently an 
area of advertising where neither trading 
standards services locally or nationally, 
local Police forces nor ASA have any clear 
parameters to intervene. This leaves a 
situation where consumers are left to 
complain to shop owners and managers 
with no or little clear legal or regulatory 
recourse as with other types of marketing, 
advertisement or promotion, against a 
defined framework of general ethical and/or 
moral views. 

PROPOSAL: EQUALITY MARKETING ACT
ANNEX 3



The presumption would remain that the 
marketer and designer of the marketing 
shall ensure that the marketing does not 
conflict with the new legislation, it will 
not be subject to pre-checking procedures 
but operated on an intelligence-led 
enforcement system of reactive self-
regulation. However, there would be clear 
new provision relating to the equality 
of all genders in advertisement and a 
presumption to promote equality generally 
and in relation to protected characteristics 
outlined in the Equality Act 2010. It would 
also clearly state that exploitation of the 
body of any gender is not allowed unless 
clearly relevant to the product sold and 
also neglect the conveyance of any 
offensive or derogatory appraisal of 
any gender of any age. 

The ASA self-regulation code would 
therefore be redrafted to facilitate a 
analytical framework where in 
determination of whether equality, 
gender, offence or derogation have taken 
place, with a clear emphasis on the scope, 
impact, intrusion of the marketing by 
reason of its design, format or scope, 
or other means employed. The unfairness 
of the practice shall be assessed 
from the perspective of the consumer 
group in question not a general public 
presumption in order to provide protection 
for vulnerable groups. However, the 
protection of vulnerable groups shall not 
affect the common and legitimate practice 
of making exaggerated statements which 
are not meant to be taken literally.

The proposal would also include special 
provisions for the protection of children, 
including taking of account of age, 
development and other factors that make 
children particularly vulnerable, enabling 
a strengthening of the existing code 
especially in relation to commercial 
practices not directed especially at 
children but which may influence children 
and place a presumption on the trader 
to foresee the vulnerability or impact of 
any marketing/advertisement on children. 
For instance, encourages breaches of 
the law, dangerous behaviour, and 
exploitation of any genders body, 
suggestive or employs aggressive means 
relating to violence, sexuality or drugs. 

These legal provisions would strengthen 
the current harm & offence and children 
sections of the code, provide marketers 
with legal certainty of the prevailing 
standards in society and significantly 
minimise the risk of causing harm 
or serious or widespread offence by 
introducing legal penalties for significant 
violations of the code. 

Also, it would provide a legal framework 
for the control of Shop Window Displays, 
which as an advertisement mechanism 
are currently a clear loophole outwith the 
control of the ASA, local Trading Standards 
services or Police. Taste and decency or 
offence caused by a shop window display 
have to be taken up with the shop owner. 

The basic premise being that if something 
is offensive or it makes a significant 
grouping of viewers when they look at the 
advertisement, it would not be legal and 
also it would provide a clear framework 
for consumers to challenge use of gender, 
sexuality and violence in any context from a 
t-shirt in a shop window to a billboard when 
it is clearly irrelevant to the product for 
sale/promotion. 

RELEVANT ACTIONS: 

15. Government to issue clear legal 
guidance on public services/libraries 
provision of appropriate reading materials 
in relation to public sector equality duties; 
including further guidance building upon 
the “Bailey Review” of the placement of 
degrading images in public places and 
equality in provision of public services 
PR activities.  

29. Introduce an Equality Marketing Act, 
closing legal loopholes that exist and 
strengthen the legal basis for self-regulation 
of advertising and also enable public 
authorities to take action against shop 
window displays and other forms 
of promotion. 

37. Safeguard and increase funding in 
real terms for the Equality and Human 
Rights Commission, giving consideration 
to a statutory role for them in enforcing 
violations of Press Regulatory or Advertising 
Standards complaints in regard to equality.
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Corporate social responsibility (CSR) is 
the voluntary action businesses take over 
and above legal requirements to manage 
impacts on society and enhance economic, 
environmental and societal outcomes. 
The UK Department for Business, 
Innovation and Skills has recently stated 
that it is about being a responsible 
business and as a part of an integrated 
and strategic approach creates shared 
value for business and society.

The United Nations itself through its 
Global Compact seek to encourage 
companies to embrace universal 
principles in the areas of internationally 
proclaimed human rights, labour, 
the environment and anti-corruption 
measures and has become a critical 
platform for the UN to engage with 
globally enlightened business. The 58th 
UN Commission on Women recently 
recognised the formal and informal roles 
of all economic operators in promoting 
transparently gender equality within all 
their corporate practices.

In the UK, corporate governance code 
operates on the principle of “comply 
or explain”. At the moment only listed 
companies have to comply with the 
Code or explain to investors in their next 
annual report why they have not done so. 
This self-regulating practice doesn’t 
benefit those enlightened companies 
who operate responsibility and place 
themselves at a potential short-term direct 
economic disadvantage. Neither does it 
give customers confidence of the ethical 
and social responsibilities of companies, 
for it is only equity shareholders rather 
than customers who can hold the company 
directly to account. This is a situation 
we would like to see changed whether 
through UK or UK Government support 
for EU legislation. 

This could include strengthening the 
current UK Corporate Governance Code 
authored by the Financial Reporting 
Council, formalising the Stewardship/
Consumer Code to set formal legal 
standards for monitoring and engaging 
with the companies. The current Financial 
Reporting Council understandably 
views this self-regulatory approach as 
satisfactory as it requires reporting to 
shareholders represented on boards rather 
than regulators. However, this is based 
on the clear premise that the question of 
governance is purely a matter for equity 
shareholders and not consumers. 

There is some recognition in the current 
code specifically concerned with corporate 
social responsibility (CSR) and the code 
does make some recognition that a 
company’s duties extend beyond its 
shareholders. The code states “the board 
should set the company’s values and 
standards and ensure that its obligations 
to its shareholders and others are 
understood and met. Furthermore, the 
Turnbull Guidance annexed to the code 
clearly references that risk assessment 
should cover areas outwith solely financial 
risk and as an example highlights issues 
of reputation. However, neither of these 
mechanisms give direct recourse for 
consumers to ensure implementation 
of publicly stated corporate social 
responsibility statements without recourse 
to expensive civil action and similarly for 
companies with their competitors in 
terms of false marketing/advertising.

A potential mechanism might be the 
strengthening of the provisions of the 
current voluntary code and also measures 
within The Companies Act 2006 which 
upon Royal Assent required directors 
to have regard to community and 
environmental issues when considering 
their duty to promote the success of 
their company. 

Previously UK Governments have not 
been convinced of the need for legislation 
and therefore since the beginning of this 
century corporate social responsibility 
has continued to develop well beyond its 
historical philanthropic, cooperative and 
community roots with a growing focus 
on the benefit to the business, with some 
evidence of actual economic benefit to 
business. However, concerns over the direct 
causal link with national competitiveness 
have been difficult to quantify and so 
government have been concerned about 
legislation. However, these statements 
were before the Global economic downturn 
and associated social impacts of various 
companies behaviour. 

PROPOSAL: REVIEW OF UK CORPORATE GOVERNANCE CODE & 2006 COMPANIES ACT
ANNEX 4



However, previous UK Governments have 
recognised that transparency on corporate 
responsibility issues that businesses are 
facing and how these are being managed 
can help improve key relationships 
with employees, consumers and other 
stakeholders. Indeed BIS has previously 
observed that closer links with consumers 
may lead to greater awareness of their 
needs, which could result in the firm 
becoming more competitive, enhancing its 
reputation and increasing brand loyalty.  

Put simply, for consumers it’s a case 
of making sure companies practice what 
they preach through their corporate social 
responsibility documents and are honest 
via disclosures on where they have fallen 
short and measures they will take to 
improve. Or simply a detailed explanation 
of where they do not agree with the 
consumers view and set out clear 
rationale for why in relation to their 
published policies. 

For example, LEGO on one of their websites 
is quite rightly proud of their signing of 
the UN Global Compact in 2003, the first 
in their industry sector. They detail a very 
clear progress report and have recently 
published details of their first line of play 
materials aimed at promoting greater 
awareness of scientific role models and 
careers for women. However, the LEGO 
brand has a myriad ownership structure 
and unclear demarcation of a number of 
its brands. 

For example, whilst LEGOland is a branded 
product it is a licensed product through 
KIRKBI A/S – a holding investment fund 
which owns 75% of the LEGO Group and 
licenses the rights to Merlin Entertainments 
of which LEGO Group owns a third. 
Confusing and with potential for a brand 
to be associated by a consumer with one 
CSR policy but governed by a quite clearly 
different one. 

KIRKBI, the holding company, 
states that they have “a long-term 
investment profile and wants to act as 
a responsible investor with a high ethical 
standard. This is reflected in the way we 
conduct our business and in the way 
the companies we invest in are operated. 
On this basis, we will act as a good 
member of society and support the 
LEGO brand and the long term value of 
the assets. In that regard KIRKBI has 
identified certain industries that it simply 
does not invest in at all: Tobacco, 
armament and adult entertainment.”

However, despite these governing principles 
LEGOland not LEGO Group UK advertise in 
the Sun, despite LEGO Group UK naturally 
ending its association with the newspaper 
in 2012, following lobbying on gender 
equality issues associated with the 
Page 3 feature. Therefore, the consumer 
is left with a confusing and potentially 
misleading position of what the LEGO 
brand stands for in terms of ethical values. 

The previous Government Reviews have 
recommended in their final report that 
companies of significant economic size 
should be required to prepare and publish 
an Operating and Financial Review as part 
of their annual report and accounts and to 
clearly explain any significant departures 
from their published operating principles 
with associated companies or brand to 
ensure consumers have brand certainty. 
Brand certainty is good for business, 
consistent group and brand reporting in the 
form of social responsibility is needed and 
also consistent with the brand ownership 
issues that companies would rightly take 
legal action against if those brands were 
infringed for other commercial purposes.

At the turn of the Century, the UK 
Government concluded that the UK had 
now reached the stage where CSR adoption 
was widespread but consistency and 
coverage was uncertain, there was no need 
for regulation. However, given the current 
situation and adoption of CSR, minimum 
regulatory standards would now protect 
the majority of businesses of significant 
size from competitors. Rather than stifling 
competition it would give early adopters 
of CSR a competitive edge and consumers 
clear brand certainty and increased 
consumer confidence. 

RELEVANT ACTIONS:

8. Enhance UK and transpose European 
Procurement Legislation and require of 
any contractors receiving public funds to 
demonstrate and evidence their approach 
to equality outcomes through the provision 
of the public contract.

29. Introduce an Equality Marketing Act, 
closing legal loopholes that exist and 
strengthening the legal basis for self-
regulation of advertising and also enable 
public authorities to take action against 
shop window displays and other forms 
of promotion. 

39. Enable greater clarity through EU 
and UK legislation, regulations or code 
of practice to ensure that companies can 
clearly demonstrate their adherence with 
their publicly stated Corporate Social 
Responsibility and campaign for greater 
clarity of brand ownership.
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