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Whether your organisation refers to it as ‘Diversity, Equity & Inclusion’,
‘Inclusion & Belonging’, or simply ‘Belonging’, most strategies have a
common goal: to attract and retain diverse talent, and for everyone to

feel valued and included.

The terminology may shift, but the commitment
to fairness, representation, and inclusion is
usually similar.

The strategy is most effective when it’s
meaningful, tailored to organisation needs, and
pragmatic. No-one wants it to sit on a shelf

A diversity and inclusion strategy may have a
bold goal - think BHP’s announcement of its
goal of gender balance when women represented
just 18 per cent of the organisation in 2017. Or it
may be focused on small incremental steps.
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No matter how big or small, the strategy sets the
roadmap for progress.

Diversity Partners has co-designed diversity
and inclusion strategies with hundreds of clients
in Australia, from leading ASX organisations

to public sector organisations and small
businesses. We've helped them set actions and
measures and observed tangible progress in
many organisations through improved levels of
inclusion and greater workforce diversity.

Here’s what we’ve learned about the process, and
what to consider when developing a diversity
and inclusion strategy

e START WITH A DIAGNOSTIC

The first step is to understand the current

state of play. This means reviewing workforce
data, HR policies, business strategy, and
employee feedback, building a full picture of
what’s working, where the gaps are, and what’s
possible.

This step takes a data driven approach to set the
strategic direction.

The diagnostic may identify the need for
education, policy upgrades, or new practices.
Sometimes the recommendations require a
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tweaking of existing programs. We used the
results of a diagnostic for a national property
management company, for example, to suggest
that a leadership mentoring program would
better support diversity goals if tailored to
women who were under-represented in
leadership roles.

Our structured diagnostic spans ten key focus
areas, supported by a traffic-light dashboard
to highlight strengths, challenges, and priority
areas for action. The assessment for the ten
criteria is informed by local and global best
practices. It takes an intersectional lens and
considers everything from policies, supplier
diversity and now AL

e THE DIAGNOSTIC PROCESS
CAN HELP DECIDE THE BEST
FRAMEWORK FOR THE STRATEGY

Wondering how to frame the strategy? We're
usually guided by the diagnostic results and
intended audience when we discuss the
framework. Some strategies are based around
the employee lifecycle - from attraction through
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to employee experience and advancement. Some
are based around demographic pillars such as
cultural diversity, gender, LGBTIQA+, disability,
along with levers such as organisation culture,
policy, and leadership.

Others are based around broader organisation
priorities. We structured a university’s five-
year diversity and inclusion plan to align

with strategic goals around education and
employability as well as external partnerships.

e LINKTHE STRATEGY TO
ORGANISATION PRIORITIES AND
FUTURE NEEDS

Diversity and inclusion efforts siloed from
broader organisation priorities will limit impact.
We usually speak with executive leaders about
organisation goals on how a focus on attracting
and retaining diverse talent and designing
inclusive products and services can support
those goals, so the strategy is aligned to what’s
on the mind of leaders.

A healthcare organisation we supported brought
leaders together to explore the links with their
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values around compassion and care, and the
vital importance of connection with diverse
patients as the organisation grows. This process
created strong engagement among the people
who ultimately own the strategy.

For another client, a member-led faith-based
organisation, we consulted employees, leaders
and volunteer members in the community to
guide actions and determine the appetite for
strategic options.

e CONSULT WIDELY -
NOT JUST AT THE START

Involving employees and business leaders in
the strategy development process gives them
the opportunity to shape its direction. It’s
important to seek inputs from people from
diverse backgrounds, particularly for those for
whom the strategy will directly impact - the
philosophy of ‘nothing about us without us’
guides our work. That engagement is important
at the early diagnostic phase, but it doesn’t need
to end there.

A technology organisation asked us to consult

with each business unit leadership team and
their diversity working group at the start of the
strategy process. A few months later we were
back with them to share recommendations and
gain commitments to action. We capitalised

on this second round of facilitation to provide
learning about inclusive behaviours and
techniques to mitigate bias in hiring and
promotion.

e KEEP EVOLVING THE STRATEGY

As business needs change, it makes sense to
continually refine the strategy. We seldom treat
it as a static document. Changes like mergers
or acquisitions can reshape people plans,
resourcing and capability needs.

e AMPLIFY STRENGTHS

For effective organisational culture change,
organisation behaviour specialists say leaders
need to spotlight examples of actions they

hope to see more of within the culture. We

apply this in our diagnostic research to inform
recommendations: in a rail organisation, for
example, we highlighted the high satisfaction
with flexible work and increasing utilisation of
parental leave by men as a strength to mobilise
support for broader diversity strategic initiatives.

e EMBED AN EXTERNAL LENS

Embedding an external lens in strategy
development extends the focus from the
workforce to consider customer diversity and
community partnerships. Without this lens,
products and services may fail to connect
with key segments and missteps in marketing
campaigns can lead to backlash.

We usually facilitate workshops with heads

of strategy, marketing, ESG, and customer
operations as part of the strategy development
process. One of our longer-term clients is a
global toy firm and we’ve had the opportunity
to talk with people engaged in toy design to
promote equity and inclusion as part of strategy
development.

Another is a Cemeteries Trust where the external
lens of sensitively designing cemetery spaces
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and facilities to support people from diverse
communities is pivotal to the organisation’s
diversity and inclusion strategy.

With large retail clients, we've explored how
stores (physical and online) can better reflect the
diversity of customers who currently - or, in the
future - shop with them. We've also worked with
retirement living providers and recommended
actions they could take to strengthen inclusion
in the village environment.

e KEEP IT PRAGMATIC - DON'T OVER-
COMMIT

We fell into the trap of listing too many actions
when we first started designing strategies.

Our intention was well-meaning: we wanted
organisations to do as much as possible to
progress diversity and inclusion.

But we've learned to be pragmatic. A laundry
list of actions might look great on paper, but it’s
demotivating when progress audits show a lack
of action due to limited resourcing or overly
ambitious targets.

A simple business model we use when auditing
efforts is what an organisation can keep doing,
stop doing, and start doing to accelerate
diversity and inclusion progress.

A laundry list of actions might look

great on paper, but it’s demotivating
when progress audits show a lack of
action.

e |INCORPORATE TECHNOLOGY AND
Al RESPONSIBLY

With Al and automation playing a growing

role in recruitment, workforce planning, and
learning and development, we can expect new
opportunities in diversity and inclusion strategy
development too.

For now, we’re incorporating Al into our
criteria for diagnostics to elevate consideration
of fairness, such as use of inclusive and
representative data sets, and fairness audits to
detect bias.
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We understand every organisation is at a different stage in its diversity and inclusion journey.
Whether you're just getting started, or ready to deepen your impact, Diversity Partners can help you
move forward with confidence.

Here’s what some of our clients say.

‘Diversity Partners has delivered a very comprehensive and thoughtful report
with succinct recommendations to guide our actions to reduce our gender
pay gap and improve diversity and inclusion. We now have a clear direction
on where to focus our efforts for maximum impact thanks to their considered
research and consultation.

Tammy Ryder, Chief People Officer, Vicinity

"The Diversity Partners team was a pleasure to work with and took
the time to truly understand our business, team and customers. They
helped us shine a light on all the great things we are already doing

to promote diversity and belonging at Aveo and have left us with a
clear way forward to continually improve that is grounded in our
organisational values.

David Korman, (formerly) Head of Legal and Corporate Affairs, AVEO group

It was critical that we found a partner who fitted with our culture and
Diversity Partners has been the perfect partner to help us progress our gender
diversity goals. Theyve undertaken rigorous research, engaged extremely
positively with hundreds of our people, given us a ‘no bullsh*t’ assessment
and set of recommendations to make progress. Their academic substance
combined with commercial pragmatism is impressive.

Jane Betts, Chief People and Reputation Officer, Aussie Broadband
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ABOUT DIVERSITY PARTNERS

Diversity Partners is a leading Australian diversity and inclusion consulting firm. Our clients range
from large blue-chip companies to small-medium organisations, and span the private, public sector
and not for profit sector.

Our name represents how we like to work: our goal is to always work in close partnership with
our clients to develop effective, appropriate and pragmatic solutions that progress diversity and
inclusion outcomes in organisations.

Diversity Partners has a range of offerings to support organisations to progress diversity and inclusion
including:

Independent reviews of challenges and opportunities to achieve greater diversity and inclusive
workplace cultures

Inclusive leadership education for Boards, executives, front-line leaders and employees, both face-
to-face and online

One-on-one and group inclusive leadership coaching

Facilitation of diversity and inclusion executive councils

Development of diversity and inclusion strategies

Mentoring and sponsorship programs

Accessibility and inclusion strategies

Gender impact assessments of external programs, policies, and services

Targeted ‘hands-on’ implementation of action plans.

CONTACT US:

www.diversitypartners.com.au

info@diversitypartners.com.au




