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The future is in flux. Social injustice 
and the climate crisis are increasingly 
important concerns for consumers, and 
lead to them changing their behaviour. 
Customers want to buy from businesses 
that have a clear purpose and positive 
impact on society and the planet. 

With this in mind, Enterprise Nation 
has launched the Plan it with Purpose 
campaign. There are six million small 
businesses across the UK. Together, 
they represent a powerful collective 
that can make a significant dent in the 
challenges facing our world. If each 
business made a small, conscious 
change to the way it operates, the effect 
would be game-changing, nationally 
and globally. This kind of impact could 
be a crucial weapon in tackling climate 
change and changing society so people 
can live fairer, better lives. Excitingly, all 
of this doesn’t have to be at the expense 
of profit.

Sector-specific guide: 
Creative and media

The UK’s creative industries are one of the most 
successful sections of the economy, contributing 
£13 million every hour. Employing almost three 
million people, they put £116 billion into the 
economy in 2019, including £37.9 billion in 
service exports. The sector is hugely diverse, 
encompassing advertising, architecture, craft, 
design, fashion, film, television and radio, IT, 
software, music, the performing and visual arts, 
publishing, museums, galleries and libraries.

Dynamic, innovative and export-orientated, they 
are one of the UK’s greatest success stories, 
growing at double the rate of the rest of the 
economy. This is in no small part due to the skills 
and talents of the UK’s creative workforce. The 
creative industries rely on world-leading talent, 
capabilities and highly developed skills. However, 
this workforce is highly unequal. Whether we 
look at gender, race, disability or class, the 
creative sector has deep divides and entrenched 
inequality, with negative practices such as long, 
unpaid internships strengthening this imbalance. 
There is a need to understand and act to reduce 
these inequalities so that the success and growth 
of the creative industries can expand to more 
people and places across the UK.

Additionally, the creative workforce is being 
squeezed, with the take-up of arts subjects at 
GCSE and A-level falling by over 30% in nine years, 
according to the Cultural Learning Alliance. This 
suggests there may be a lack of high-quality 
talent entering the market in the coming years. 
Consequently, an opportunity exists to nurture 
and bring through talent and skills from within the 
communities in which businesses operate, in such 
a way that people who are passionate, grounded 
and skilled can join the creative sector. This work 
is under way, with organisations such as the 
Creative Industries Federation and the Creative 
Industries Council leading the conversation 
around diversity.

The creative sector brings joy to many people’s 
lives, and without it, there wouldn’t be anything 
to read, watch or listen to. Creative skills can be a 
truly positive force for all in society, from inclusive 
theatre companies that focus on incorporating 
the voices of people with learning disabilities 
and autism, to marketing agencies that train and 
employ people with disabilities and neurodiversity. 
Less directly, the effect of the creative industry on 
trends and popular culture is immense, meaning if 
the sector is responsible it can have an extremely 
positive impact. As an example, Marvel recently 
cast a deaf actress in one of its films, the result of 
which was a 250% rise in people wanting to learn 
sign language.

The creative sector has an incredible ability to 
be a positive influence in many different ways. 
However, these opportunities are absent all too 
often, and within the industry it can be a difficult 
and unwelcoming place to work. Bridging these 
gaps is a huge opportunity for the sector and 
for individual businesses as more and more 
consumers demand better practices from the 
companies they buy from.

In this guide we will cover:
 
The business case: Why investing in impact is 
good for creative and media companies

Opportunities for impact: Where and how you 
can start thinking about impact across your 
business

Case studies: Real businesses in the creative 
and media sector that are innovating and leading 
the way in how they manage and increase their 
positive impact

Actions you can take: Measures you can 
put in place now to make your own social and 
environmental impact

Supplementary resources

Over the course of the campaign, 
we’ll be launching a number of sector-
specific guides to help you understand 
how you can increase the social and 
environmental impact you are having 
tailored to your specific industry.

This guide looks at the creative  
and media sectors.

https://www.kcl.ac.uk/cultural/resources/reports/creative-majority-report-v2.pdf
https://www.culturallearningalliance.org.uk/further-decline-in-arts-gcse-and-a-level-entries/
https://www.creativeindustriesfederation.com/sites/default/files/2017-06/30183-CIF%20Access%20&%20Diversity%20Booklet_A4_Web%20(1)(1).pdf
https://www.thecreativeindustries.co.uk/site-content/uk-creative-overview-news-and-views-news-new-diversity-charter
https://www.thecreativeindustries.co.uk/site-content/uk-creative-overview-news-and-views-news-new-diversity-charter
https://www.mind-the-gap.org.uk/
https://www.mind-the-gap.org.uk/
https://www.campaignlive.co.uk/article/visibility-disability-getting-entertainment-ad-industry-face-inclusion/1740777
https://www.campaignlive.co.uk/article/visibility-disability-getting-entertainment-ad-industry-face-inclusion/1740777


The  
busine! 
case

Build a thriving team
Your employees are itching for greater purpose in their 
day jobs, and 70% of them are more inclined to work for 
companies that have social impact initiatives. Happy and 
engaged staff produce better work and help you avoid 
expensive recruitment costs. Companies that invest 
in the employee experience are up to four times more 
profitable than those that don’t.

A thriving team means a truly diverse team. In every 
industry this matters, but it’s especially important in the 
creative and media industries. Difference invites new 
ideas and perspectives, makes content more inclusive 
and responsive, challenges the status quo and uncovers 
new narratives.

 

FUTURE-PROOF YOUR BUSINESS
Social justice and environmental sustainability are 
business challenges. What affects people and the planet 
will affect your business too.

According to estimates, the impact that these challenges 
can have on your reputation, your ability to comply with 
regulations, and the efficiency of your supply chain could 
reduce your business’s earnings before tax by 25% to 
70%. Managing and mitigating these risks, and proactively 
looking for opportunities to bring what you do into line 
with the needs of people and the planet, will make your 
business more resilient and ready to thrive in the future.

“Demand is off the scale” for work around environmental 
and social governance (ESG), according to Mark Read, 
chief executive of global advertising firm WPP. Read 
claims that WPP has a competitive advantage over its 
agency rivals because of its policies on ESG issues and 
said ‘responsible marketing’ is becoming more important 
for attracting both clients and talent.

I"ovate
Making commitments that not only benefit the people 
who hold an interest in your business, but have a net-
positive impact on the environment too, will encourage 
new ideas and innovation. Organisations have used their 
sustainability goals to develop new, innovative products, 
disrupt traditional business models and access new 
markets. They are choosing to be proactive in the face of 
new social and environmental challenges.
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Recently, EA (Electronic Arts), one of the world’s largest 
video game developers, has decided to make its 
accessibility-centred patents royalty-free in the hope that 
other game developers will use this intellectual property 
to innovate with their own games and make sure they’re 
inclusive. Innovating your products will lead to better 
accessibility and can open up new revenue streams.

https://business.time.com/2012/05/28/why-companies-can-no-longer-afford-to-ignore-their-social-responsibilities/
https://hbr.org/2017/03/why-the-millions-we-spend-on-employee-engagement-buy-us-so-little
https://hbr.org/2017/03/why-the-millions-we-spend-on-employee-engagement-buy-us-so-little
https://www.thedrum.com/opinion/2019/09/24/diversity-the-secret-being-successful-digital-marketing-agency
https://www.thedrum.com/opinion/2019/09/24/diversity-the-secret-being-successful-digital-marketing-agency
https://www.mckinsey.com/~/media/McKinsey/Business%20Functions/Sustainability/Our%20Insights/Profits%20with%20purpose/Profits%20with%20Purpose.pdf
https://www.mckinsey.com/~/media/McKinsey/Business%20Functions/Sustainability/Our%20Insights/Profits%20with%20purpose/Profits%20with%20Purpose.pdf
https://campaignme.com/wpps-mark-read-on-esg-and-turning-down-clients-who-dont-do-the-right-thing/
https://www.ea.com/commitments/positive-play/accessibility-patent-pledge
https://www.ea.com/commitments/positive-play/accessibility-patent-pledge


O#ortunities  
for impact
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1. BUILDING STRONG, DIVERSE TEAMS
The class crisis in the creative industries is worse than in 
most other sectors and professional roles. If the creative 
industries were as socio-economically diverse as the 
rest of the economy, there would be more than 250,000 
more working-class people employed in the sector. This 
deficit is equivalent to the size of the creative workforce 
in Scotland, Wales and Northern Ireland combined. With 
both anecdotal and statistical evidence of industry-
wide inequality, one of the biggest impacts a media and 
creative industries business can have is on its staff. 
 
Recruitment

To build a diverse, thriving team, you need to find and 
attract the right people. Traditional recruitment methods 
are often laced with unconscious bias, and it takes 
proactive practices to find the talent you need, in a fair 
and inclusive way. 
 
Writing a good job description

–  How you word your job descriptions can significantly 
affect whether a prospective candidate applies for 
a position. Check for biased language and correct 
the wording to make sure candidates who read it 
don’t exclude themselves from applying. Kat Matfield 
has created a Gender Decoder for Job Ads to help 
employers write more balanced job adverts.

–  Best practice also includes publishing salary bands on 
adverts. This allows applicants to make sure the job 
is the right fit before they go through the application 
process.
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–  It’s also worth considering the impact of your person 
specification on applications you receive. Many 
organisations are conducting blind applications 
(when you remove the candidate’s name and other 
identifying characteristics that aren’t relevant to the 
job) or making other changes such as:

 •      doing away with the requirement for candidates to 
have a university degree

 •      removing the need for applicants to disclose prior 
criminal convictions at the application stage (part of 
the Ban the Box campaign)

 •       stopping blanket bans on hiring individuals with 
convictions

Where to look for candidates

–  If you’re actively looking to hire from under-
represented groups, where can you advertise your 
vacancies so a diverse pool of applicants will see 
them? There are dedicated sites and organisations 
that promote opportunities to different communities 
and alternative marketing channels so companies can 
find new talent. Visit the Human Rethink website for 
places to broaden your reach in the UK. 

–  Your surrounding community could be another 
untapped resource for talent. Local and council 
publications and local community groups could help 
you access under-represented people right on your 
doorstep. Localwise is a service employers can use to 
identify and hire great talent from their local area.

Employee experience and organisational culture

It’s one thing to have a diverse team, another to make 
your business’s culture truly inclusive and fair. 
 
Inclusion

–  At every level, your business should represent the 
society in which you operate and the community you 
serve. Set goals for your ideal situation and then work 
towards them. Don’t set targets by comparing yourself 
with other organisations or using your own previous 
levels – be ambitious and set the goal where it should 
be.

–  The main difference between equality and equity 
(being fair and impartial) is in recognising that people 
should be treated differently depending on their 
needs.

 •      Do your working practices, team values, social 
activities or communication methods favour certain 
groups? 

 •       Could you be excluding people unintentionally?

 •       Are you making sure under-represented groups feel 
safe to contribute once they’ve been included? Get the 
most out of your team’s diversity by offering different 
options, gathering ideas from all of your team, and 
taking the time to understand each person’s strengths.

Support and development

–  Your employees aren’t just cogs in a machine. Getting 
the best out of them means understanding their 
specific ambitions, priorities and commitments 
outside of work. When someone feels like they aren’t 
sacrificing their personal goals and are getting what 
they need from their job, they’ll remain loyal to your 
business and do their best work. Invest meaningfully 
in their wellbeing, development and working 
preferences to see them and your business thrive.

Autonomy, mastery and purpose

–  Your staff want to own their work, develop their 
expertise and feel a sense of purpose. Build this into 
their roles and ongoing development and assess 
frequently. Author Dan Pink explores employee 
motivation, leading to some counterintuitive but 
powerful ideas.

Ongoing relationships with former staff

–  Employees continue to have a stake in your business 
long after they leave. When a staff member moves 
on, there is still so much for both sides to gain if you 
manage that transition thoughtfully. According to 
recent CareerBuilder research, 39% of employers said 
they plan to hire people who have worked for them 
before. So maintaining a good relationship can create 
easy access to tried and tested talent.

 

https://gender-decoder.katmatfield.com/
https://showthepay.com/
https://recruit.unlock.org.uk/fair-chance-recruitment/ban-the-box/
https://www.humanrethink.co.uk/
https://www.localwise.com/
https://www.brainpickings.org/2013/05/09/daniel-pink-drive-rsa-motivation/
https://www.careerbuilder.com/advice/tips-for-going-back-to-a-former-employer


2. USE YOUR SKILLS TO SUPPORT PEOPLE
For most people working in the creative industries, 
their talent or skill is the product. This craft often brings 
inspiration and introspection and provides different 
perspectives on life. Tapping into this ability with people 
or communities who could benefit from it can have a 
significant positive impact on individuals and society.

Supporting communities

There are many organisations that use the skills and 
facilities they have in-house to support people in their 
community. For example, Tramshed is a theatre company 
and community arts hub, offering performing arts 
programmes to young people and adults with learning 
differences in Woolwich, south-east London. Shape Arts 
is a disability-led arts organisation working to provide 
opportunities and support for disabled artists, as well as 
disabled people wanting to work in the arts and cultural 
sector. Both of these organisations are able to actively 
change people’s lives through their creative abilities.
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Mentoring and trusteeship

There has been a stark rise in mentorship programmes 
that support not only young people but established 
professionals at all levels of their careers. People are now 
realising the mentor and mentee relationship is not a 
one-way street, and that both sides can benefit greatly 
from the interaction. Opportunities for mentoring span 
from giving your time to young people who are exploring 
potential career pathways, to providing guidance and 
support to those workers already established in the 
industry.

The desire to have younger trustees join charities has 
increased too, as the positions are more often filled by 
people who have retired but want to contribute their 
valuable professional experiences in a meaningful way. 
While mentoring can provide much more flexibility in 
terms of timing, committing to becoming a trustee 
requires a certain number of designated hours every 
month. There are countless charities looking for trustees 
who bring with them specialised skills and a passion for 
giving back. Either route is incredibly rewarding and relies 
solely on the knowledge and skills you inherently possess.

Being inclusive and accessible

Understanding how your products are inclusive and 
accessible is crucial to having a positive impact on 
society. Does your work consider everyone who might 
access it, including people who are visually or hearing 
impaired or are neurodiverse? Many theatres provide 
shows which have accessible or relaxed performances 
that are sensory adapted or use captions.

Furthermore, Instagram became more inclusive for 
people who are blind or visually impaired by introducing 
an alt text function which automatically describes the 
images on screen. Considering the different ways people 
may engage with your content or work goes a long way 
towards making sure you’re creating a product that 
aspires to be inclusive to everyone.

Differential pricing models

Alongside the above suggestions, there are also the more 
traditional ways of using your skills to support people 
who are unable to afford access to it. Understanding the 
financial constraints of people who want to engage with 
your services, and identifying ways that don’t cause you 
financial strain, can help open up accessibility and create 
an industry that’s truly working towards being more 
inclusive.

Pro-bono

This is the most traditional and well-known way to 
support people who can’t afford access to creative 
services. It’s understandably more difficult for solo or 
freelance artists and is usually done by larger creative 
agencies that have the financial resources to commit to 
working for free.

Sliding scale

In theory, the sliding scale pricing option requires a bit 
more number-crunching to understand how much 
leeway you have to offer it. The idea is that your business 
charges people based on their income or ability to 
pay, meaning customers with more financial freedom 
subsidise the payments of those who are less able to 
afford the services or products.

Pay what you can

Certain theatres have Pay What You Can (PWYC) evenings 
and set aside a certain number of tickets for people who 
can’t afford to pay full price.

https://tramshed.org/about-us/we-are-tramshed
https://www.shapearts.org.uk/
https://www.creativementornetwork.org/
https://trustees-unlimited.co.uk/arts-on-board/
https://www.theatrecrafts.com/pages/home/topics/accessible-theatre/
https://www.businessinsider.com/what-is-alt-text-on-instagram?r=US&IR=T
https://www.arcolatheatre.com/visit/pwyc/


3. BEING SELECTIVE ABOUT CLIENTS
Another impact creative businesses can have with clients 
is by screening which ones they work with. Again, this 
selectiveness can take a number of different forms: 
 
Screening out

When a company has a policy of not working with certain 
types of business – for example, oil companies or tobacco 
businesses. Usually, this goes on within most businesses, 
where there is an unspoken selectiveness based on the 
values of the leadership (such as refusing to work with 
illegal operators). However, formally writing down the 
guiding principles and discussing them with staff can 
improve understanding and encourage more people to 
buy in to them. 
 
Screening in

When a company will only work with a particular subset 
of clients (for instance, only businesses that are working 
to protect the planet, or only charities and social 
enterprises). This can be true for an entire business’s 
client portfolio or just a specific department or product, 
although restricting it to only certain areas of business 
can be seen as lacking integrity, especially if the company 
trades on the positive images that one department 
creates. 
 
Pro-bono

Many creative and media businesses offer their skills 
and expertise to charities, social enterprises and other 
public-good organisations for free. By combining this with 
staff training, you can help build up skills while supporting 
causes you care about.
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INSIDE YOUR BUSINESS
 Your hiring practices are a great place to start having the 
most positive impact. 

 +  Use gender-neutral language when advertising jobs. 
How you word your job description can significantly 
affect a prospective candidate’s likelihood of 
applying for the position. Check for biased language 
and rework it to make sure that candidates who read 
the advert won’t be put off applying. Kat Matfield’s 
Gender Decoder for Job Ads informs the user 
whether an ad is masculine or feminine coded.

 +  Make sure you place adverts for tech jobs in places 
where men and women are equally likely to see 
them. Some publications have a predominantly 
male readership and tailor content to appeal to 
this demographic. As a result, vacancies that are 
advertised in these publications exclusively serve to 
reinforce a gender bias in potential applicants. Visit 
the Human Rethink website for places to broaden 
your reach in the UK. 

 +  Give applicants the right information. Be clear on 
your company culture. In most cases, people will 
have strong preferences for working at a company 
that holds similar values to them. As such, you should 
strive to be open and transparent about issues like 
pay, culture and equal opportunities.

ACTIONS YOU 
CAN TAKE

OUTSIDE YOUR BUSINESS
Consider the content you produce and how accessible it 
is for all people.

 +  Use the government’s guidance on digital 
accessibility to help answer some of these questions.

A great way to increase your social impact is through 
good governance and building strong relationships with 
your customers. The key to this is trust and transparency.

 +  Create a simple list of all the groups who are 
influenced or directly affected by the work you do.

 +  Share your social and environmental impact 
ambitions with everyone who has a stake in them. 
They may be able to provide valuable insights and 
help you along the way. In turn, your sharing may 
encourage them to take positive steps to reduce 
their own impact.

Use your voice for good. Actively engaging in campaigns 
or local community activities that align with your industry 
is a great way to have a positive social impact.

 +  Of course, it’s important to make sure you’re actively 
engaging in the causes you’re promoting. Using your 
influence is important, but influencing without acting 
is counterproductive and can end with you being 
called out for “purpose-washing”.
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https://gender-decoder.katmatfield.com/
https://www.humanrethink.co.uk/


SUPPLEMENTARY RESOURCES
-  Drive by Dan Pink – a book on how to support and

empower your staff

-  Write more balanced openings using Kat Matfield’s
Gender Decoder

-  The Honest Product Guide by Futerra

-  Creative Industries Federation – review of the diversity
of the creative industry

-  Find a mentor – a list of organisations that facilitate
mentoring within the creative industries

-  Creative Industry Council – supports growth in the
creative industries

-  Creative England – an independent network for
creative businesses

-  Creative Industries Policy and Evidence Centre
– a research centre led by Nesta

-  Guidance and tools for digital accessibility
– the government’s guide on how to make services
accessible in line with the accessibility regulations
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About Enterprise Nation 
Enterprise Nation is the UK’s leading small business 
network and business support provider delivering support 
to more than 50,000 small businesses every month. Its aim 
is to help people turn their good ideas into great 
businesses – through expert advice (including a 
comprehensive resources library), events, acceleration 
support and networking. In 2020 it launched two high 
profile business support initiatives: the Amazon Small 
Business Accelerator and the Recovery Advice for 
Business scheme which collectively aimed to support 
thousands of small firms impacted by the pandemic. 
Enterprise Nation’s small business active membership 
grew by 34 per cent in 2020. It now has more than 
120,000 members and subscribers, 10 per cent of which 
are professional advisers from a range of sectors offering 
strategic support to small firms. The adviser platform sees 
hundreds of connections every week with small firms 
reaching out for advice.  
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https://www.brainpickings.org/2013/05/09/daniel-pink-drive-rsa-motivation/
https://gender-decoder.katmatfield.com/
https://www.wearefuterra.com/thinks/the-honest-product-guide
https://www.creativeindustriesfederation.com/sites/default/files/2017-06/30183-CIF%20Access%20&%20Diversity%20Booklet_A4_Web%20(1)(1).pdf
https://www.creativelivesinprogress.com/article/eight-mentorship-schemes-poc-creatives
https://www.thecreativeindustries.co.uk/
https://www.wearecreative.uk/
https://www.pec.ac.uk/
https://www.gov.uk/guidance/guidance-and-tools-for-digital-accessibility
https://www.enterprisenation.com/

