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The information below sets out the overall hourly pay
Our Gender Pay gender pay gap in favour of men on both a mean and

median basis as at the snapshot date of 5 April 2021
and Bonus together with the mean and median difference between

bonuses paid to men and women for the 2019/2020

performance year (paid in May 2020).
The Gender Pay Gap Regulations require employers with 250 or more

relevant employees to calculate and publish data covering 6 specific
metrics, which are set out below.

Hourly Pay Bonus

* The difference between the mean hourly rate of

pay of male full-pay relevant employees and that (% % | Mean | m
0,
of female full-pay relevant employees; L ( " ) ( 59.3% )( 65.1% )

* The difference between the median hourly rate
of pay of male full-pay relevant employees and
that of female full-pay relevant employees;

* The difference between the mean bonus pay Proportion of Men and Women Paid a Bonus
paid to male relevant employees and that paid
to female relevant employees;

* The difference between the median bonus pay
paid to male relevant employees and that paid to
female relevant employees;

* The proportions of male and female relevant
employees who were paid bonus pay; and

* The proportions of male and female in the lower,
lower middle, upper middle and upper quartile
pay bands.

. Received a bonus | Did not receive a bonus
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Our Quartiles

The graphics below show the gender distribution
across each pay quartile, each representing just over
107 employees.
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* The distribution of genders across the quartiles and the factors set out

above drive our bonus gap. The vast majority of employees in the lowest
V‘/ hat does Oul" quartile (male or female) are not eligible to receive a bonus whereas the

vast majority in the upper quartile is eligible.

data ShOW us * The vast majority of staff (whether male or female) did not receive

a bonus but the value of the bonuses which were paid varies very

significantly.
Despite a gender-neutral approach to pay, the gender pay gap for * We continue to analyse our data at a granular level to understand the
both hourly rates and bonuses is higher than we would like it to be. reasons for our pay and bonus gaps so that we can work to address
The gap is driven by a number of factors but most notably: the challenge, for gender and diversity in general. We are working to
"« The lower and lower middle pay quartiles are dominated by ensure that we attract, retain and advance diverse talent within the
females due to the majority of the manufacturing roles being organisation with an understanding of the gender representation across
occupied by women. all management and support levels within the business.
‘ * In contrast, the upper and upper middle quartiles are dominated We are committed to Women Empowerment. We recently became global
\ by males. The highest quartile includes a number of global and signatories to UN - Women Empowerment Principles (WEPs), that offer
regional senior management roles based in the UK so there is a guidance to businesses on promoting gender equality in the workplace.
significant spread of pay and bonus across this quartile. However, We are also launching a Global Women's Network - a forum for women
from 2021 there has been a 25% increase of women in senior to connect, learn and grow. Through this network we will further our
management positions. Whilst there is more work to be done, we goal of advancing women’s leadership by providing a platform that
see this as a positive step in the right direction. complements our goal of building an inclusive work culture.

We confirm that the dgt eported is accurate.

Manesh Thakrar

CFO International




