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Ogilvy is a creative communications 
agency with 61% of the staff 

identifying as female. In 2019 the agency 
launched its menopause policy. In 2020 it 
celebrated Menopause Awareness Day 
with a webinar featuring three experts in 
their fields talking about peri/menopause, 
and two brave women telling their stories. 
The agency also published the second 
edition of its policy, with an enhanced 
private medical offering. Anecdotal 
evidence indicated that women “were not 
coping well with symptoms”, “didn’t know 
what to do”, “felt they were no longer fit to 
do their jobs” and wanted either “to leave 
or go part-time”. Ogilvy knew it needed to 
deliver a complete package for 
menopause. It needed to educate,  
embed and engage – not only with those 
experiencing symptoms, but also with line 
managers and teams. The goal was  
to  encourage them to have open 
conversations and start to de-stigmatise 
this natural stage of life, helping Ogilvy 
keep its talent and support wellbeing.

Ogilvy’s menopause strategy educates 
all staff, supports those experiencing 
peri/menopause and aims to reduce 
any stigma associated. The aim is to 
increase wellbeing and to retain our 
talent. Menopausal women make up a 
huge percentage of the UK workforce, 
and a staggering one in four will resign or 
not take a promotion during this natural 
stage of life due to lack of support and 
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MPower’s strategy included putting faces to the menopause 
around the office in a bid to humanise the topic
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or confidence. Ogilvy’s motivation was to 
ensure this statistic was not replicated at 
the organisation.

The agency aimed to have a best-in-class 
policy to educate, reassure, protect and 
support employees, and to offer enhanced 
medical support and guidance. This 
would include creating a peer-to-peer 
support group, and raising awareness 
of menopause and its impact in the 
workplace and beyond. Ogilvy wanted 
to facilitate reasonable adjustments for 
all employees, whether in the office or 
working from home. It also aimed to 
humanise menopause by putting faces to 
this around the office, creating a network 
of allies to provide day-to-day support. It 
set a target of achieving The Menopause 
Friendly Accreditation by early 2023.

Ogilvy wanted to ensure everyone 
experiencing peri/menopause had the 
right medical support. After two years’ 
service, then every year thereafter, 
all employees have free access to the 
BUPA Menopause Annual Health Plan. It 
includes 45 minutes with a menopause-
trained GP. Before two years’ service all 
employees have access to a menopause 
nurse. Everyone now has access to 
perimenopause and menopause coaching. 

The agency set up MPower as a group 
for those who are experiencing peri/
menopause. It offers members a chance 
to share experiences, hear from leading 
experts and have access to additional 
support resources. Within this community 
are MPower Champions, women who have 
navigated menopause. Many of these are 
senior leaders. 

Achievements
In a 2021 employee survey 88% of 
employees felt the company looked after 
the wellbeing of employees and 94% said 
managers were responsive to needs 
and life outside work, such as attending 
medical appointments. Feedback on the 
medical support and menopause coaching 
has been positive, and 98 employees have 
accessed the menopause resource hub. 
Feedback on the MPower Champions 
and Faces of Menopause also indicated 
opening this conversation in the office was 
helpful and a positive step in reducing the 
stigma around peri/menopause. ■

+ Ogilvy responded to
a shocking statistic and
has meaningfully sought
to influence a reduction
in the number of women
who will resign or not
accept promotions during
menopause.

+ Love this, especially
the inclusion of managers’
training and promoting
the service to all.

+ This package of
wellbeing support is
broad-ranging, offers
peer-to-peer and
professional information
and guidance that is
accessible via multiple
platforms and address key
concerns raised internally,
which is fantastic.

+ The clear and detailed
results demonstrate a
strategy that drives and
will embed and sustain
long-term wellbeing
support.
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