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The automotive industry is traditionally male-dominated, so we have been
working consistently hard over the years to redress the gender imbalance within
our organisation. To this end, Arnold Clark is highly supportive of the government’s
requirement for large employers to publish their gender pay gap statistics.
Our ongoing aims are to:
•

Continue to train and coach our managers on diversity.

•

Work in a collaborative and targeted way to increase female recruitment into
the business.

•

Break down industry preconceptions to encourage women into areas of the
business where they are under-represented, namely in our workshops and within
our Sales team.

•

Proactively work with the women at Arnold Clark to encourage confidence and
progression within the company.

•

Promote the success of our female role models internally and externally on
social media.

•

Continue to encourage a positive approach to company-wide flexible working.

What have we achieved in 2021?
2021 has been another challenging year, as we continue to navigate through the
ongoing COVID-19 pandemic. However, we were able to start re-focussing on our
aim of becoming an Employer of Choice and all the work which is essential to that,
including addressing our gender balance issues.
We are very aware that the motor trade is perceived to be a male-orientated industry
and we are always striving to challenge this misconception. To make a bigger impact
in our industry, we have joined the newly created Institute of the Motor Industry
(IMI) Diversity Task Force. This group represents many different organisations within
the motor trade. The hope is that by working together, we can improve diversity
across the entire industry and evoke positive change.
The purpose of the Task Force is as follows:
‘To understand how the sector can be more attractive to work in for all individuals
but specifically for those currently underrepresented in the workforce.’
In order to achieve this, the following action plan has been drawn up and working
groups have been established:
•

Establish the size of the issue we are dealing with when it comes to lack of
diversity in the automotive sector.

•

Understand the barriers faced by individuals who belong to certain groups
within society.

•

Clearly demonstrate the economic benefits of a diverse workforce.

•

Create an action plan that will make a difference.

Work is well underway on these objectives with the group meeting regularly to
provide updates on progress.
As a company, we are continually striving to make sure that we showcase our
organisation externally. We want to be seen as an employer that opens its doors
to everyone and we always want to emphasise that our top priority is having the
right skills within our organisation, regardless of who they belong to.
When it comes to gender specifically, our social media channels showcase women
who are in roles that have been typically male-dominated and perhaps more closely
associated with men. We are also focussed on pushing out content on our channels
that shows women who are progressing within the company. We always make sure
the photography used in our recruitment marketing is representative of all genders
and uses current employees where possible. This helps us to illustrate that everyone
is welcome at Arnold Clark.
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Here are just some of the ways we support female colleagues at Arnold Clark
and try to make an impact in our sector as a whole:
Our female coaching programme involves women who have progressed into senior
roles at Arnold Clark being on hand to provide guidance and support to junior
employees, with the aim of helping them to increase their confidence and take the
next step in their career.
We celebrated International Women’s Day. We used this as an opportunity to
engage all employees in this important day by inviting them to submit photos that
would be used in an animation. It also gave us the chance to remind women in the
organisation about the support that is available to them.
Partnering with Working Families on the Best Practice Awards 2022.
We’re thrilled to support this event that will go a long way in recognising and
publicising other employers who put flexibility at the heart of everything they do.
We enhanced our maternity leave package – this means that employees with three
or more years’ service receive six months of full maternity pay.
Removed the 26-week qualifying period for flexible working applications,
meaning employees are now able to make requests from day one.
We Introduced a range of toolkits to support managers – although designed
to help support employees of all genders, we have also focussed on topics which
disproportionately impact women, such as domestic abuse.
Adapted our manager’s diversity and sub-conscious bias course – with COVID-19
making it difficult to train face to face, we felt it was important to be able to deliver
this important course virtually, so it now happens on a monthly basis via Teams.
We introduced new flex working approaches across the business to allow
employees to have time away from work for commitments that are important
to them. Monthly reporting is carried out on approved and declined requests to
make sure our approach is consistent across the business. To help embed our new
flexible working approaches, we also coach managers who may require it.
A digital resignation form has been introduced to capture reasons why employees
are leaving. This data allows us to find out why women specifically may be thinking
of leaving the Group and to take steps to make any improvements.
We consistently highlight internal role models, for example, we recently featured
Margaret Spiers who is our new Rental Director.
With progression being one of our key values, we always look for ways that we can
proactively offer opportunities to employees across the Group. As such, we recently
created our Customer Experience Host, Senior Customer Experience Host and
Senior Customer Experience Coordinator roles so that our reception employees
have a clear progression structure – this was also to highlight how integral they
are in our branches.

Our commitment to diversity
We want to provide an open and inclusive
environment where people can simply come
to work, be themselves and do a great job.
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Gender pay and bonus reporting statistics
for staff employed at 5th April 2021
The gender pay gap explained
A pay gap is the difference in average pay between two groups within a workforce.
It is not to be confused with equal pay. This is a different matter and is concerned
with being paid equally for the same or similar work. Below we will consider the
gender pay gap.

Arnold Clark Automobiles Ltd
Our workforce
Being part of the historically male-dominated automotive industry, it is no surprise
that the Arnold Clark Group has an uneven gender split between men and women.
The intention in future is to continue to work on and improve our gender imbalance.

Male

76%

Female

24%

Figures at April 2021

The figures for both mean and median hourly rate and bonus are entirely reflective
of the demographic of our organisation. Our business has more males at senior level
and as such our average male salary (mean and median) is higher than our average
female salary. This pay gap will continue to exist until we achieve a fair representation
of men and women at all levels, which is something we are working hard to achieve.
The bonus pay figures confirm that most employees receive a bonus, however the
males receive an average of 45.5% more. Our sales division earn commissions for
cars sold and are some of the biggest bonus earners in the company. The bonus
gap is a consequence of the company having a significantly larger proportion of men
within sales.
The gap has lessened slightly this year which is positive and we will continue to address
the imbalance throughout the coming year.
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Gender pay

11.7%

6%

Difference in mean
hourly rate of pay

Difference in median
hourly rate of pay

Gender bonus
Percentage of men and women receiving bonus

Male

81.8%

Female

93.3%

45.5%

78.6%

Difference in
mean bonus pay

Difference in
median bonus pay

Pay banding
Upper quartile

Upper middle quartile

Male

85.5%

Male

73.7%

Female

14.5%

Female

26.3%

Lower middle quartile

Lower quartile

Male

60.7%

Male

Female

39.3%

Female

86.4%

13.6%
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Arnold Clark Finance
Within our finance division the picture is very different. Women in this area are paid
more (mean and median) than men. Within this area of the business the majority
of senior individuals are female, which is testament to the equal opportunities available
within Arnold Clark as a whole.
Gender bonus figures have been skewed during the COVID-19 period and we hope
to see this normalise again in next year’s report.
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Our workforce
Male

59%

Female

41%

Figures at April 2021

Gender pay

-6.1%

-18%

Difference in mean
hourly rate of pay

Difference in median
hourly rate of pay

Gender bonus
Percentage of men and women receiving bonus

Male

94.4%

Female

86.2%

2.2%

-83.5%

Difference in
mean bonus pay

Difference in
median bonus pay

Pay banding
Upper quartile

Upper middle quartile

Male

47.7%

Male

Female

52.3%

Female

Lower middle quartile

42.9%

57.1%

Lower quartile

Male

76.9%

Male

71.2%

Female

23.1%

Female

28.8%
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It starts from the top
“During another year impacted by the global
pandemic, we have continued our work in
creating an inclusive and diverse workspace –
we understand that it is our differences that
make us stronger as a company, and our aim
is to encourage the best talent the industry
has to offer to join our ranks.
And while the pandemic still affects our
business, we are now moving towards a
‘new normal’ within the industry, both in
regard to COVID safety and by incorporating
the lessons we have learned over 2021 into
our everyday practice.
However, we know that there is still a long
way to go to overcome certain challenges
in the industry including the gender balance
and diversity overall. That’s why we will
continue to listen to our employees, introduce
new policies that benefit everyone, and strive
to create an Arnold Clark that offers equal
opportunities for all.”
Eddie Hawthorne
Group Managing Director and Chief Executive
“Arnold Clark is more than the sum of its parts.
We are a company built on family values,
which means we are ‘diverse in our make-up,
united in our goals’. For that reason, we strive
to create a supportive and inclusive work
environment that recognises and rewards
every employee for their hard work.
We continue to promote policies that help
everyone reach their maximum potential and
enjoy thriving careers within the automotive
industry – more specifically, we are committed
to creating a culture in which females
in business can prosper.
Although it has been another challenging
year, our work to challenge industry
stereotypes has continued, and we’ve
introduced a number of diversity initiatives
throughout 2021 that showcase our
commitment to this cause.
On top of that, we’ve led by example by
offering our employees new flexible ways
of working. Our differing approaches have
allowed employees across the business
to enjoy a better work-life balance and
make time for the commitments they care
about – this in turn encourages higher
productivity, stronger working relationships,
and improved wellbeing.
There is a paradigm shift happening within
our industry with regards to the way we
attract and retain employees and Arnold Clark
is at the forefront of this change.”
Carol Henry, Group People Director
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