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FOREWORD

Cultivating an Inclusive Workplace C

In early 2025, the global movement around Diversity, Inclusion, and Belonging reached a historic
inflection point. What had been a surging momentum began to recede — organizations worldwide
were reassessing their commitments, reframing their language, and returning to first principles.

We chose to deepen our work precisely at this moment of retreat. That choice is not romantic stub-
bornness. It is grounded in a conviction we hold firmly: a nation's workplace culture determines its
true competitive advantage in the global contest for talent. As Chinese enterprises expand across
borders, and as the world continues to enter China, the cultural philosophy, the understanding of
talent, and the fundamental regard for people that organizations embody will, over time, prove a more
durable competitive edge than any product or operational efficiency.

This conviction is what gave rise to the WAG Inclusive Workplace Exemplary Case Awards and this
white paper. It also reflects our determination to find a China-rooted pathway forward.

We have observed that many enterprises have moved well beyond the "concept introduction” stage
of the Inclusive Workplace. They are now growing authentic, living practices from their own organiza-
tional soil. Yet these practices remain scattered within individual organizations — rarely documented,
rarely seen, rarely shared at scale. We felt compelled to seek out the enterprises that have genuinely
translated ideals into action and measurable outcomes, and to make their explorations a set of
guideposts for others.

At the same time, we are witnessing new directions emerge on the frontlines of practice: Inclusion for
Engagement, Inclusion for Innovation, Inclusion for Growth. The core organizational priorities of vital-
ity, business innovation, and sustainable growth are forging deeper connections with inclusive cul-
ture. We are also seeing a wave of creative practices shaped by China's specific social and business
context. The 20 exemplary cases in this white paper make one thing clear: inclusive culture in China
is not a simple transplant of Western frameworks. It is actively charting a China-rooted pathway —
one that is grounded in local realities and responsive to genuine human needs.

This white paper is organized around the theme of the Symbiotic Workplace. Symbiosis is not unidi-
rectional giving or accommodation. It is mutual empowerment and co-evolution between organiza-
tions and the diverse individuals within them. Diversity is not a burden to be managed — it is an orga-
nization's most essential source of competitive strength. This is our unwavering belief about the
future of work.

We are deeply grateful to every enterprise that participated in this Co-creation. Your willingness to
open your practices and share your thinking — that candor, in itself, is the most powerful expression
of inclusion.

The road ahead is long. In the age of Al, we often say: "Be a builder." In the domain of workplace cul-
ture, may we build together.

May this white paper be a seed.
Marcia Chen

Founder & CEQ, Women Alliance Group (WAG)
Spring 2026
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WPP Media:Human-Centered, Diversity-Driven —
Advancing Business Innovation and Talent Growth
Through Inclusive Culture

Company Background

Industry:

Media Investment & Advertising

Founded:
2003

Headquarters:
Global footprint;

China headquarters in Shanghai

WPP Media is WPP's media investment company, delivering
full-funnel marketing services to clients across 80+ markets
worldwide. In China, its media billings exceed USD 7 billion,
commanding a 42% share among the six major international
4A agency groups — a position it holds firmly at the top
(source: third-party research firm COMvergence).

Beyond serving 300+ brands in China's media landscape, WPP
Media leverages its powerful global network to actively support
Chinese enterprises in their international expansion — includ-
ing the media distribution and content promotion of Black

Joined Women Alliance Group (WAG); Myth: Wukong across North America, South America, Europe,

2023

and multiple Asian markets in nine languages.

Wh | "Diversity” Becomes the Norm:
y Three Challenges Driving the Journey from 1to N

At WPP Media China, inclusion is
an organizational instinct — one
that comes naturally. Its business
spans diverse industries and ser-
vice models, which inherently de-
mands a highly diverse talent
base as a core asset. Employees
come from 13 countries and
regions; women account for 78%
of the workforce, and 55% of the
Management Committee. This
diversity DNA is both the source
of business vitality and a driver of
higher expectations for the depth
and breadth of organizational
inclusion.

The challenge for WPP Media
China, therefore, is not building a
Diversity, Inclusion, and Belong-
ing system from scratch — it is
the continuous refinement of
moving from 1 to N. In setting the
vision of "becoming a leader in
Diversity, Inclusion, and Belong-
ing in the China market by 2030,
WPP Media China identified three
deep-seated challenges:

Challenge 1: How to build a systematic approach to
diversity within the organization?

When inclusive culture has become a habit so ingrained it goes unnoticed,
how does an organization avoid complacency and systematically enhance
its effectiveness — taking employees' sense of belonging and the organiza-
tion's inclusive capacity to the next level? This is the primary challenge.

Challenge 1: How to navigate the cultural tension between
"global strategy” and "local practice"?

The priorities of the global headquarters' Diversity, Inclusion, and Belonging
agenda differ from the core concerns of the China market. How to leverage
global resources while adapting precisely to local cultural characteristics —
avoiding the trap of ill-fitting transplants — is a critical challenge.

O—0——0

Challenge 1: How to achieve "strategic focus” within an
all-encompassing agenda?

nclusive culture is a vast concept, encompassing gender, generational
dynamics, mental health, and many other topics. With limited resources,
how does an organization identify the priorities that matter most and gener-
ate the greatest impact — ensuring a strong return on investment — tests

What | Strategic Local Focus, Connected to Global Resources

WPP Media China's response to these challenges is strate-
gic localization and systematic implementation. Drawing on
the global inclusion strategy and calibrating it to the China
market landscape, WPP Media China identified its local pri-
ority topics — gender and mental well-being — and built a
Human-centered, localized talent ecosystem around them,
driving implementation through quick wins. In terms of
governance, since 2023, WPP Media China has assembled
an annual Inclusive Culture Task Force (composed of em-
ployee volunteers), continuously refreshing and refining the
annual plan from diverse perspectives to ensure effective
and sustained delivery.

How | From "Advocacy” to "Embedded in Daily Life"

Organized around the talent lifecycle of "attract, develop, reward, and retain,” WPP Media China has deeply embed-
ded its two core priorities into every stage of talent management — transforming inclusive culture from an "idea" into
a daily reality that employees can feel.

Talent Management key Initiatives

Signaling inclusion, widening the talent pipeline: Diversity, Inclusion, and Belonging
principles are systematically integrated into job descriptions across all recruitment chan-
nels, clearly communicating an "open and inclusive” employer brand signal to attract a more
diverse talent pool.

Hiring

Making inclusion a muscle memory for managers: Inclusive culture learning resourc-
es are woven into the development pathways for employees at every level. Leadership train-

Development ing programs include a dedicated "Inclusive Leadership" module, and new employee
onboarding incorporates Diversity, Inclusion, and Belonging content — cultivating an aware-
ness of diversity and inclusion from day one.

Ensuring fairness and transparency, unlocking women's potential: A bilingual portal
transparently communicates the company's Total Rewards framework to all employees.
Performance evaluations and promotion decisions strictly adhere to a performance-driven
principle. Compared to industries with lower female representation, WPP Media China's local
gender strategy focuses not simply on "hiring more women,” but on "how to better develop
and unlock women's career potential in the workplace.”

Rewards

the strategic discipline of leadership.

h— O—0—0O

It was precisely this deep understanding of these three challenges that led WPP
Media China to launch a transformation centered not on "breaking new ground,” but
on "cultivating depth.”

Embedding "being seen and supported” into the details:

*Physical support: Upgraded mother’'s rooms and relaxation corners; emergency supplies
provided for female employees at reception areas on each floor; 7x24 Employee Assistance
Program (EAP) professional resources for psychological support.

Culture & Environment

+ Programming support: Ongoing themed months such as "Mental Health Month" and "Sleep
Month," as well as community activities including "Pet Day," "Family Day," and various sports
clubs; health exhibitions on topics such as menopause and thyroid health — providing com-
prehensive care for employees' physical and mental well-being.
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A High-Return Talent Investment: The Systematic
Design and Value Validation of Eaton China's
Women in Leadership Program

Company Background

Industry: Eaton is an intelligent power management company dedicat-

: ed to protecting the environment and improving the quality of
Intelligent Power Management life for people everywhere. We make products for the data
center, utility, industrial, commercial and institutional, machine

Founded: building, residential, aerospace and mobility markets. We are

guided by our commitment to do business right, to operate

1911 sustainably and to help our customers manage power — today

and well into the future. By capitalizing on the global growth

) trends of electrification and digitalization, we're helping to

Headquarters: solve the world's most urgent power management challenges

United States and building a more sustainable society for people today and
generations to come.

Joined Women Alliance Group (WAG): Founded in 1911, Eaton has continuously evolved to meet the

- changing and expanding needs of our stakeholders. With reve-

Gender Eq ual Ity Exem plary Cases 2023 nues of $27.4 billion in 2025, the company serves customers in
180 countries. Eaton entered the Asia-Pacific market during
the 1970s and has grown significantly since then. Eaton
moved its Asia-Pacific headquarters from Hong Kong to
Shanghai in 2004. Today, Eaton has nearly 19,000 employees
and 34 manufacturing facilities in the Asia-Pacific region.

For more information, visit www.eaton.com. Follow us on
LinkedIn.

Why | When "Capability” Meets "Self-Doubt”

N\ ’ Eaton China identified the real bottleneck in women's leadership through both external research and internal data.

External research and internal statistics showed that women's promotion aspirations are comparable to men's (64%
vs. 66%), and women are even more proactive in "trying new pathways" (37.1% vs. 32%).

Yet a significant gap exists between aspiration and action: when faced with a promotion opportunity, women's posi-
tive attitude drops sharply from 64% to 54% (a 10-percentage-point decline), and 59% struggle to see themselves as
"leaders.”

Eaton China recognized that women do not lack capability — they are constrained by self-doubt, fear of failure, and
the pressure of role expectations.




Impacts | implementation Progress and Feedback

In September 2024, the policy direction was communicated to all employees in mainland China; in September 2025,
the detailed formal policy was released. Employees broadly reported that the company's demonstration of equality,
respect, and institutional flexibility on this issue significantly enhanced organizational trust. To date, employees have
already made retirement choices that meet their individual needs under the new policy framework.

Industry and Social Significance

Globally, equal retirement ages for men and women have become an important institutional foundation for gender
equality and anti-discrimination. Tapestry's practice in the China market aligns with the non-discrimination princi-
ples advocated by the International Labour Organization (ILO) and the United Nations, echoes the long-term direc-
tion of China's delayed retirement reform, and provides a replicable enterprise-level practice model for the retail and

Chapter

Key Takeaways | Management Insights Intergenerational Integration
Exemplary Cases

1 = Transforming a "cost item” into business value -

Avoid the "pure welfare" framing; reconstruct it as an investment return narrative — retaining experienced talent, y
reducing recruitment and training costs, and enhancing decision-making diversity. p

Presentation pathway: Use a "talent attrition risk vs. extended contribution value"
framework to report strategic ROl to leadership.

Expected returns: Short-term team stability, medium-term pipeline building,
long-term innovation drive.

2 « The full process of advancing policy implementation

From "top-level design” to "frontline execution,” leadership oversight throughout
ensures alignment and momentum.

Four-step breakdown: Research to identify pain points — design tiered solutions
— senior leadership pilot demonstration — track, optimize, and iterate.

Key levers: Strong leadership support and a cross-departmental responsibility
matrix to resolve implementation resistance.

3 = The core content of policy design

Based on research, constructing a "non-mandatory, individualized" framework
that balances fairness and practicality.

Core elements: Office roles extended to age 60 (with equal compensation); retail
roles prioritizing schedule adjustments (with benefits unchanged).

Supporting mechanisms: Health and leave benefits unaffected, ensuring local
compliance and employee choice.



IMpacts | implementation Outcomes and Influence

Culture and engagement:

* More than 100 employees participated in generational
sharing sessions, bidirectional mentoring, and the Bright
Ideas Competition.

+ The 2025 Let's Engage survey results: 85% of employees

report a strong sense of belonging (9 percentage points
~above the global external benchmark); 92% would recom-
mend Reckitt as an outstanding workplace; employee reten-
\\WK tg reached 95.7%, up 1.8% year-over-year.

/////// / // . .
= Wess and organizational outcomes:

~+In the bidirectional mentoring program, cross-generational
collaboration directly drove departmental SOP optimization,
improving quality assurance processes.

+ The Bright Ideas Competition attracted more than 40
cross-generational teams, contributing more than 74 new
product ideas.

+ China market business growth has been strong, with 50%
of revenue growth attributable to innovation initiatives —
multi-generational co-creation is recognized internally as
one of the key drivers of innovation.

A strong sense Recommended as a Employee
of belonging Great Place to Work Retention Rate

R% > @’Q

40 Groups 74 Product Ideas

Revenue Growth

Key Takeaways | Management Insights

1 - Transform generational differences into core assets

The coexistence of employees born in the 1960s and the 2000s is not the problem — the absence of a mech-
anism to allow those differences to flow is. When experience and skills can only transfer in one direction or
remain siloed, generational diversity becomes a collaboration cost. Reckitt China opened bidirectional chan-
nels through generational dialogue and mutual mentoring, enabling different forms of value — experiential
wisdom and digital skills — to flow in both directions and reinforce each other.

2 . Cross-generational collaboration unlocks enormous business potential

Generational dialogue is the starting point; embedding cross-generational collaboration into real business
challenges — process optimization, product innovation, consumer insights — is what transforms generation-
al difference into organizational advantage. Reckitt China's "Bright Ideas” competition directly linked the out-
comes of cross-generational collaboration to tangible business problems and commercial value, driving

product innovation and business growth.
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Exemplary Cases
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Chapter

Employee Well-being
Exemplary Cases

From Individual Vulnerability to Organizational
Resilience: Sanofi China's Innovative Cancer and
Workplace Support System

Company Background

Industry:
Healthcare / Pharmaceuticals

Founded:
Sanofi entered China in 1982.

Headquarters:
Paris, France

Joined Women Alliance Group (WAG):

2023

Sanofi is a research-driven, Al-enabled biopharmaceutical
company dedicated to chasing the miracles of science and
delivering strong growth. Grounded in a deep understanding
of the immune system, we develop medicines and vaccines
that treat and protect millions of people worldwide, with an
innovative pipeline poised to benefit even more. We are
united by a shared mission: to chase the miracles of science
to improve people's lives. That mission drives us to tackle
the most pressing healthcare, environmental, and social
challenges of our time, creating meaningful impact for the
people and communities we serve.

Why | Confronting the "Workplace Silence” Around Serious lliness

In China, serious illness has become one of the most significant health risks facing the working population. Multiple
studies show that a culture of "iliness stigma" and fear of career disruption frequently leads employees to suffer in
silence precisely when they need support most. As a responsible employer, Sanofi has drawn on employee engage-
ment surveys and anonymous feedback channels to develop a deep understanding of the real challenges employees
face when confronting major health crises. In a competitive workplace environment, cancer and other serious
illnesses are not merely medical events; they are tests of organizational resilience. Sanofi identified four core chal-

lenges:

The fear of financial ruin and job loss:

When struck by serious illness, employees
often experience profound anxiety about
career interruption, loss of income, and
financial crisis — leading them to conceal
their condition out of fear of losing their
position, at the very moment they need
support most.

Managers who care but lack the tools:

Most leaders genuinely want to support
employees facing serious illness, yet lack
the professional skills to communicate
effectively with them — resulting in either
excessive concern or emotional detach-
ment.

Fragmented benefits and poor accessibility:
Existing medical insurance and flexible benefits
are scattered across different policy documents,
making it difficult for employees to quickly identi-

fy available resources and leaving them stranded
on an "information island.”

Stigma culture deepening psychological
isolation:

In East Asian social contexts, cancer car-
ries a persistent negative stigma. This "in-
visible stigmatization" discourages em-
ployees from seeking help, pushing them
toward the edge of crisis.

51
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Chapter

CSR Exemplary Cases

Twenty Years of GE HealthCare's Pink Action
Campaign: Championing Women's Breast Health

Company Background

Industry:
Healthcare GE HealthCare is a leading global healthcare solutions pro-
vider of advanced medical technology, pharmaceutical diagnos-
tics, and Al, cloud and software solutions that help clinicians

Spun off from General Electric (GE): tackle the world's most complex diseases. Serving patients and

2023 providers for 130 years, GE HealthCare is delivering bold inno-
vations designed for the next era of medicine across its Imag-
Headquarters: ing, Advanced Visualization Solutions, Patient Care Solutions,

and Pharmaceutical Diagnostics segments to help clinicians
deliver more personalized, precise patient care. We are a $20.6

) , billion business with approximately 54,000 colleagues working
Joined Women Alliance Group (WAG): to create a world where healthcare has no limits.

2022

Chicago, United States

Why | When Breast Health Becomes a Systemic Public Challenge

Breast cancer has become the leading cause of cancer deaths among women globally. In China, the challenge is
particularly acute. According to data from the National Cancer Center, approximately 360,000 new breast cancer
cases are diagnosed among Chinese women annually, with 75,000 deaths — accounting for 7.9% of all female
cancer deaths in China. The disease is increasingly affecting younger women, with the peak age of incidence in
China at 45-49, a full decade earlier than the 55—59 peak seen in Europe and North America. This directly affects
women's fertility, career development, and long-term quality of life.

Behind these statistics lie three structural gaps that reinforce one another:

1 « The awareness gap:

Public understanding of breast cancer is marked by misconceptions — for exam-
ple, the belief that young women are not at risk or that no symptoms means no
need to screen — resulting in very weak motivation for proactive screening.

2 « The capability gap:

Breast cancer ultrasound screening is highly dependent on physician technique
and experience. Doctors at the grassroots level and in rural areas often have rela-
tively limited experience, leading to missed or incorrect diagnoses and creating a
bottleneck in screening accuracy.

3 « The accessibility gap:

High-quality medical equipment and resources are heavily concentrated in large
hospitals in first-tier cities, leaving women in remote areas facing the harsh reality
that screening is hard to access and medical care is far away.

Photo by Freepj

GE HealthCare's assessment was clear: single-point charity clinics or one-time public education campaigns cannot
change the overall trajectory of breast health outcomes. What is needed is a long-term, systemic, and replicable
mechanism.
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