
To empower data-informed 
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Unlocking 
the value  
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survey data



Preface from the Pride@KPMG 
Executive Sponsor

T h i s  y e a r ,  K P M G  p r o u d l y 
s t a r t e d  c o l l e c t i n g 
m o r e  d i v e r s e  d a t a  i n 
r e c o g n i t i o n  t h a t  t o 
c r e a t e  l a s t i n g  c h a n g e 
a n d  g e n u i n e  d i v e r s i t y ,  w e 
n e e d  d a t a  t h a t  r e f l e c t s 
a n d  a c k n o w l e d g e s  t h e 
d i v e r s i t y  o f  o u r  p e o p l e .  

This is particularly important as this year also marks my appointment as 
Executive Sponsor for Pride@KPMG. Our on-going commitment to greater 
inclusion in the workplace is demonstrated by this broadening of data 
collection in our Global People Survey, and in the tireless efforts of our 
Pride@KPMG network volunteers, members and allies. I’m honoured and 
proud to be joining an incredible team of people.

As Executive Sponsor, I will be working hard to ensure our workplace is 
safe for people of all diversities, including our LGBTQ+ people, who are 
often an intersection of multiple diversities. It’s this richness of our people 
that inspires me and KPMG’s leadership to activate as allies and continue to 
sponsor, mentor our people and remove barriers. Our Global People Survey 
is a key mechanism for us to achieve these objectives, as it helps us to 
understand the diverse identities and lived experiences of our people, to 
better shape and drive inclusion and diversity strategies.

The collection of gender identity data will facilitate the measurement against 
our new 2025 partnership gender targets:  a minimum of 40% women, 
40% men, and 20% flexibility to be inclusive of those who identify outside 
the gender binary (transgender, non-binary, gender-fluid, agender and other 
gender identities).

KPMG has been a proud member of Pride in Diversity’s Australian Workplace 
Equality Index (AWEI) awards since its inception and has presented several 
times at the Pride in Practice conference. This year, we will be sharing our 
knowledge and experience regarding LGBTQ+ data insights, including how 
to extract, analyse and interpret the AWEI survey results to drive and support 
inclusion and diversity efforts. It is incredible to see our talented people at 
Pride@KPMG sharing their knowledge and experience and very practical 
techniques with other organisations.

This report, authored by the Pride@KPMG Data Lead, Aina Musaeva (Data 
Scientist, Management Consulting), provides easy-to-follow instructions 
on how get more out of the AWEI survey results. It has been inspired by 
KPMG’s value of ‘Together’ – meaning that we, at KPMG, do our best work 
when we do it together, drawing strength from our differences: not just 
across teams but also by working with others outside KPMG, striving to 
create a more inclusive society where everyone feels they belong. It is my 
sincere hope that this report helps more organisations start their journey to 
data-informed decision making for greater workplace LGBTQ+ diversity and 
inclusion.

Paul Howes 
Executive Sponsor, Pride@KPMG 
KPMG Australia 

In this report we use the acronym 
LGBTQ+ as a representative 
term for our community. We 
acknowledge that there is a 
diversity of identities within our 
community and that no one 
term or acronym is capable of 
encompassing them all. We do 
not in practice, education, service 
delivery or intention exclude any 
one identity or person from within 
our community. 
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Preface from the Pride@KPMG 
Data Lead

D a t a  i s  a  p o w e r f u l  t o o l 
a n d  y o u  d o n ’ t  h a v e  t o 
b e  a  d a t a  s c i e n t i s t  t o 
u n l o c k  i n v a l u a b l e  i n s i g h t s 
i n  s u p p o r t  o f  c u l t u r a l 
t r a n s f o r m a t i o n  t o w a r d s 
g r e a t e r  L G B T Q +  i n c l u s i o n 
a n d  d i v e r s i t y . 

Not all organisations have a data scientist to access and utilise data 
insights; however, this guide aims to bridge that barrier through 
knowledge sharing, to empower all Australian organisations to 
understand their LGBTQ+ people and to maintain a safe workplace that 
fosters inclusion and achieves true and sustained diversity at all levels.

In my role as the Pride@KPMG Data Lead I have brought data analytics 
and LGBTQ+ diversity and inclusion together to unlock deep insights 
into who our people are and how they experience our workplace. 
These insights have empowered us at KPMG to courageously challenge 
ourselves and to take strides towards becoming an employer of choice 
for LGBTQ+ people.

Analysing the data in our Global People Survey, KPMG’s employee 
experience survey, has highlighted how silent such surveys can be 
on LGBTQ+ diversity and inclusion. These surveys aim to cover many 
aspects of workplace inclusion in breadth, leaving little room to go deep 
on its LGBTQ+ component.  There is, however, an opportunity to give 
data a voice in support of LGBTQ+ employees.

AWEI survey results can amplify the voices of LGBTQ+ people through 
data. The AWEI survey supports the identification of inequitable 
outcomes for LGBTQ+ people and quantifying the progress of the 
LGBTQ+ diversity and inclusion strategies. By drawing on industry 
insights, you can understand how you are placed comparatively, which is 
powerful in times of resourcing pressures and a competitive job market.

Aina Musaeva 
Data Lead, Pride@KPMG 
KPMG Australia

Throughout this report you will see notes that are formatted like this 
paragraph. These are to help you follow the instructions and to make you 
feel like you have your own data assistant (me), guiding you along the way.
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O r g a n i s a t i o n s  u s e  d a t a  a s  a  v a l u a b l e  t o o l  t o  i m p r o v e  t h e i r  o p e r a t i o n s ,  t o  b e t t e r  s e r v e 
t h e i r  c u s t o m e r s  a n d  t o  m e a s u r e  p r o g r e s s  a g a i n s t  t h e  o r g a n i s a t i o n a l  s t r a t e g y . 

They should also use data to improve their workplace 
LGBTQ+ inclusion; however, not every organisation 
collects relevant data.  The employee experience surveys 
often include only a small (if any) component addressing 
the workplace LGBTQ+ inclusion, making data-informed 
decisions challenging. 

The Australian Workplace Equality Index (AWEI) survey, 
conducted once per year by Pride in Diversity, provides its 
member organisations an opportunity to collect relevant 
data to measure their workplace LGBTQ+ inclusion. 

In the AWEI survey the people working in member 
organisations can voice their views about what their 
organisation is doing in the LGBTQ+ inclusion space. 
LGBTQ+ employees can additionally share and rate their 
experience of the LGBTQ+ inclusion in their organisation. 

Pride in Diversity makes the results of the AWEI survey 
available to its member organisations, and these results 
can be analysed to extract insights and to decide on 
potential actions to improve the LGBTQ+ inclusion in 
these organisations.

Pride in Diversity provides the AWEI survey results for 
organisations in two formats: PDF and Excel.  Here we 
will only use the results in the Excel format, because 
this structured format makes the analysis and insight 
extraction easier.

We will also only use the ‘Responses’ sheet. In the 
‘Responses’ sheet you will find ~190 columns (193 
columns for AWEI survey from 2021 and 188 columns  
for AWEI survey from 2020). The number of rows will 
depend on how many people in your organisation have 
submitted their answers.  We include an example of the 
AWEI survey 2021 results in Appendix A. 

The survey contains several sections, including  
these below: 

 – Personal attributes of respondents .

 – Views on the workplace LGBTQ+ inclusion .

 – Active allies .

 – Workplace experience of LGBTQ+ people. 

 – Trans and gender-diverse inclusion .

 – Comments about what the organisation is doing well 
and what could be improved.

As AWEI survey covers the workplace LGBTQ+ inclusion 
in incredible breadth and depth there are hundreds of 
ways to extract insights and decide on actions. 
 
Here we only include two such ways, which we call 
recipes, to get you started.

AWEI survey, the ultimate 
data source to measure your 
workplace LGBTQ+ inclusion

We call them recipes because their purpose is to 
leave you with something ready and practical that 
you can take to your organisation and start your 
journey to data-informed decision making. 
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Data and methods used for analysis 
and insight extraction

W e  u s e d  p a r t s  o f  t h e  A W E I  s u r v e y s  f r o m  2 0 2 0  a n d  2 0 2 1  a n d  i n d u s t r y  A W E I  d a t a  f r o m 
2 0 2 1 ,  p u b l i s h e d  b y  P r i d e  i n  D i v e r s i t y  o n  t h e i r  b l o g . 

Recipe # 1 data: 
16 columns (<10%) of the 
organisation’s AWEI survey 
from 2021: 

 – Personal attributes of respondents 
(LGBTQ+ identity, role in the 
organisation, office state  
and location) .

 – How the organisation has met 
the expectations of LGBTQ+ 
respondents around the workplace 
LGBTQ+ inclusion .

 – Comments from the LGBTQ+ 
respondents around what 
organisation is doing well and 
could improve in regards to the 
workplace LGBTQ+ inclusion.

Recipe # 2 data:  
17 columns (<10%) of the 
organisation’s AWEI surveys 
from 2020 and 2021: 

 – LGBTQ+ identity of respondents.

 – Active allyship status  
of respondents .

 – How the organisation has met 
the expectations of LGBTQ+ 
respondents around the workplace 
LGBTQ+ inclusion .

 – Personal views and overall 
awareness of allies .

Industry AWEI data from 2021: 

 – Active allyship status  
of respondents .

 – Personal views and overall 
awareness of allies.

We used standard Excel data analysis 
techniques, visualised the results to 
understand what the data was telling 
and applied analytical thinking to 
extract insights.

Excel data analysis techniques: 

 – Filter records to only focus on 
specific personal attributes of 
respondents or areas of workplace 
LGBTQ+ inclusion .

 – Count filtered results to determine 
proportions of all results.

Visualisation techniques: 

 – Group related items. 

 – Plot bars to compare quantities .

 – Use slope graphs to compare  
to the past to identify trends  
and progress.

Analytical thinking: 

 – Understand the big picture by 
starting with high-level results. 

 – Focus on areas of interest to 
extract detailed insights .

 – Understand the voices of 
respondents given as free text .

 – Compare to the data of your 
industry to understand your place 
in the broader setting. 

 – Combine results and extracted 
insights to decide on data-
informed actions.

Pride in Diversity makes the industry AWEI data from 
2021 available to its members in an Excel format. We 
include an example of the professional services and 
consulting industry’s AWEI survey results for 2021 in 
Appendix B.
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Recipe # 1:         
Visibility of workplace LGBTQ+
inclusion to your LGBTQ+
employees in 2021
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I n  t h i s  f i r s t  r e c i p e  y o u  w i l l 
f o l l o w  1 0  s t e p s  t o  ‘ c o o k ’ 
s o m e  i n s i g h t s  i n  r e g a r d s  t o 
t h e  v i s i b i l i t y  o f  w o r k p l a c e 
L G B T Q +  i n c l u s i o n .

For ingredients in this recipe we will 
use some of the AWEI survey data 
from 2021. At the end we will have a list 
of potential actions to get started with 
to improve the visibility of workplace 
LGBTQ+ inclusion based on the 
extracted insights.

There will be three sections of the survey 
we will use in this recipe.
1  |  How the organisation has 

met the expectations around 
10 aspects of the workplace 
LGBTQ+ inclusion:

 – Communication of inclusion 
initiatives for sexuality and 
gender-diverse employees 
during the recruitment process. 

 – Communication of sexuality 
and gender-diverse inclusion 
throughout the year. 

 – Visibility and promotion of an 
internal employee network for 
sexuality and gender-diverse 
employees and allies .

 – Visibility and promotion of 
inclusion or ally training in 
regards to sexuality and gender 
diversity. 

 – Visibility of active allies. 

 – Willingness of managers to 
address negative commentary/
jokes that target people of 
diverse sexuality and/or  
diverse gender. 

 – Confidential avenues to 
safely report bullying/
harassment related to one’s 
diverse sexuality and/or  
diverse gender. 

 – Overall organisational 
commitment to people 
of diverse sexuality  
and/or gender. 

 – The level of executive 
endorsement of sexuality  
and gender-diverse inclusion 
initiatives. 

 – My experience of inclusion 
within my immediate  
work area. 

2  |  Personal attributes  
of respondents:

 – Are you someone of diverse 
sexuality or diverse gender 
(LGBTQ+)?

 – Which state or territory is the 
primary location of your work?

 – How would you best describe 
the location that you work in?

 – Which of the following would 
best describe your role?

3  |  Comments around what 
organisation is doing well  
and could improve in  
regards to the workplace 
LGBTQ+ inclusion:

 – Is there anything that you 
feel your organisation does 
particularly well in regards  
to inclusion initiatives for 
people of diverse sexuality 
and/or gender?

 – Is there anything in particular 
that you feel needs to be 
improved in this area?

 Recipe # 1       

I chose this recipe to share for 
two reasons:

 – It only involves using the 
survey data from one year, 
making it easier for you to 
start the analysis.

 – It addresses a broad range 
of the workplace LGBTQ+ 
inclusion efforts, making 
this analysis relevant to any 
organisation, regardless of 
its current focus in this area.

Before we begin, please have 
your AWEI survey results 
from 2021 handy in the Excel 
format. These can be requested 
from your Pride in Diversity 
relationship manager, assisting 
you with your AWEI submission.
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The main purpose of this step is to filter the responses 
to only include those from LGBTQ+ respondents.

 – Open your AWEI survey results from 2021 in 
Microsoft Excel.

 – Navigate to the sheet titled ‘Responses’.  
For this recipe we will only be using this sheet.

 – Create a filter on column N to only view the 
responses, where the value of the cells in this 
column equals to ‘Yes’.

Here we will only focus on the responses, where the 
expectations of LGBTQ+ people were either exceeded 
or not met about 10 aspects of workplace inclusion.

 – Create a filter on column BO to only view the 
responses, where the value of the cells in this 
column equals to ‘Exceeded expectations’  and count 
the number of such cells.

 – Create another filter on column BO to only view 
the responses, where the value of the cells in this 
column equals to ‘Did not meet expectations’  and 
count the number of such cells.

 – Repeat the above steps for the other nine columns 
(BP to BX) corresponding to the other nine workplace 
inclusion aspects.

01  
FILTER

Depending on how many AWEI survey responses 
you had in 2021, at the end of this step you will 
end up with a smaller subset of all responses. 
Let’s assume that for your results this filter will 
give you a total of 100 responses.

Treat these responses with utmost care! Whilst 
the survey doesn’t collect respondents’ names, 
given a small number of responses, it may be 
possible to identify the respondents. Follow the 
relevant processes within your organisation to 
analyse this data such that the identity of the 
respondents remains anonymous.

02  
FOCUS

For this recipe, instead of analysing the entire 
survey, we only focus on the questions asking 
about how various aspects of workplace inclusion 
are perceived by your LGBTQ+ people.

There is a total of 10 aspects of workplace 
inclusion covered in the AWEI survey and each 
aspect can be rated by respondents by selecting 
one of the options:

 – Exceeded expectations.

 – Met expectations.

 – No expectations.

 – Did not meet expectations.

To manage the complexity of the analysis, from 
these four options, we only focus on the first and 
the last.

 Recipe # 1       
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To understand the counts you have collected in the 
previous step, it is helpful to visualise them.

 – Convert each count into a percentage. You will 
end up with 20 percentages by the end of this 
conversion step.

 – Plot these percentages as circles, with bigger 
percentages corresponding to the circles of bigger 
sizes. You will end up with 10 circles corresponding 
to where the expectations were exceeded and 10 
circles where the expectations were not met.

 – Lastly, group the 10 inclusion aspects into  
five themes:

 – Inclusion communication .

 – Visibility of inclusion initiatives .

 – Negative commentary and bullying .

 – Commitment to and endorsement of inclusion .

 – Inclusion in the immediate team.

03  
VISUALISE

 Recipe # 1       

How can you convert counts into percentages?  
For example, let’s assume there are 30 
respondents with their expectations not met 
about the first aspect of inclusion (column 
BO: communication of inclusion initiatives for 
sexuality and gender-diverse employees during 
the recruitment process). As the total number 
of responses here is 100, the percentage is 
30/100=30%. 30% is your first percentage  
of the 20.
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Expectations  
exceeded

Expectations  
not met

Expectations  
exceeded

Negative commentary and bullying Commitment to and endorsement  
of inclusion

Inclusion in the 
immediate team

Expectations  
not met

1. Communication of 
inclusion initiatives 
for sexuality and 
gender-diverse 
employees during the 
recruitment process

6. Willingness of 
managers to 
address negative 
commentary/jokes 
that target people of 
diverse sexuality and/
or diverse gender

3. Visibility and 
promotion of an 
internal employee 
network for sexuality 
and gender-diverse 
employees and allies

8. Overall 
organisational 
commitment to 
people of diverse 
sexuality and/or 
gender

2. Communication of 
sexuality and gender-
diverse inclusion 
throughout the year

7. Confidential avenues 
to safely report 
bullying/harassment 
related to one’s 
diverse sexuality and/
or diverse gender

4. Visibility and 
promotion of 
inclusion or ally 
training in regards to 
sexuality and gender 
diversity

9. The level of 
executive 
endorsement 
of sexuality and 
gender-diverse 
inclusion initiatives

5. Visibility of  
active allies

10. My experience of 
inclusion within my 
immediate work area

30%10% 20%

Figure 1 is an example of what your visualisation might 
look like. Please note the data used here is for display 
purposes only and isn’t any actual organisation’s data. 
There is so much to understand from this visualisation,  
so we will go over it in detail on the next page.

04  
UNDERSTAND

 Recipe # 1       

Figure 1: Percentages of LGBTQ+ respondents whose 
expectations were either exceeded or not met about 10 
workplace inclusion aspects. The smallest circles correspond 
to 10%, the medium-sized circles – 20% and the largest 
circles correspond to 30% as shown below.

S A M P L E  D ATA
Visibility of inclusion initiativesInclusion communication
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Before we try to understand what the data plotted in 
Figure 1 is telling us, first think what you might expect to 
see in such data.

Now let us examine what we observe in this  
sample data.

 – Many LGBTQ+ respondents (30%) have their 
expectations not met about the communication of 
inclusion initiatives for sexuality and gender-diverse 
employees during the recruitment process (see panel 
1 of Figure 1).

 – 40% of the respondents are quite divided in their 
perception of the visibility and promotion of inclusion 
or ally training in regards to sexuality and gender 
diversity (see panel 4 of Figure 1).

 – Many LGBTQ+ respondents (30%) have their 
expectations exceeded about the overall 
organisational commitment to people of diverse 
sexuality and/or gender (see panel 8 of Figure 1).

 – Only a few LGBTQ+ respondents (10%) have their 
expectations either exceeded or not met about the 
other seven aspects of workplace inclusion (see 
panels 2, 3, 5, 6, 7, 9 and 10). This is generally a sign 
that your organisation is doing well across these 
inclusion aspects, unless one of these aspects was 
a focus for your organisation in the last year and the 
plan was to exceed the expectations of your people.

04  
UNDERSTAND

 Recipe # 1       

Intuitively we would expect that, that if your 
organisation is doing well across all workplace 
inclusion aspects, you might observe the 
following in the data for all inclusion aspects:

 – The majority of LGBTQ+ respondents will 
have their expectations met (say, ~80%).

 – There will be some employees with their 
expectations either exceeded or not met, but 
not many (say, ~20%).

Note that the percentages given in brackets 
are not in any way accurate and serve to only 
engage your analytical thinking. Additionally, 
if your organisation excels in a specific 
workplace inclusion aspect, you might see 
a large proportion of respondents with their 
expectations exceeded. Conversely, if your 
organisation is not doing well in a specific 
workplace inclusion aspect, you might see 
a large proportion of respondents with their 
expectations not met.

You might also find that for some workplace 
inclusion aspects your respondents are divided 
in their answers – there are equally large 
proportions of people whose expectations were 
either exceeded or not met.
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To proceed, choose which aspect of inclusion to inspect 
closer. You can do so by asking these questions:

Which aspects of inclusion are the respondents 
divided on?

Panel 4 of Figure 1 shows that the answer to this 
question is the visibility and promotion of inclusion or ally 
training in regards to sexuality and gender diversity.

Where are the large percentages of respondents 
whose expectations were exceeded?

Panel 8 of Figure 1 shows that the answer to this 
question is the overall organisational commitment to 
people of diverse sexuality and/or gender.

 Where are the large percentages of respondents 
whose expectations were not met?

Panel 1 of Figure 1 shows that the answer to this 
question is the communication of inclusion initiatives 
for sexuality and gender-diverse employees during the 
recruitment process.

What aspects of inclusion are currently the focus in 
your organisation?

Your organisation, for example, might have been focusing 
heavily on better communication of sexuality and gender-
diverse inclusion throughout the year. Panel 2 of Figure 
1 shows your organisation is doing well here, with only 
10% of LGBTQ+ respondents having their expectations 
not met.

In this recipe we will inspect closer one inclusion 
aspect, namely the visibility and promotion of inclusion 
or ally training in regards to sexuality and gender 
diversity.

 – Create a filter on column BU to only view the 
responses, where the value of the cells in this 
column equals to ‘Exceeded expectations’ and save 
these filtered responses in a new Excel file.

 – Create another filter on column BU to only view 
the responses, where the value of the cells in this 
column equals to ‘Did not meet expectations’ and 
save these filtered responses in a new Excel file.

05 
CHOOSE

06  
INSPECT

 Recipe # 1       

A quick reminder that at the beginning of this step 
we continue working with just the responses 
from LGBTQ+ employees (in this hypothetical 
organisation it is 100 people).

The first filter in this step will leave you with 20 
responses, as the panel 4 of Figure 1 shows 
that 20% of LGBTQ+ respondents had their 
expectations exceeded about the visibility and 
promotion of inclusion or ally training in regards to 
sexuality and gender diversity.

The second filter in this step will leave you with 
further 20 responses, as the panel 4 of Figure 1 
shows that 20% of LGBTQ+ respondents had 
their expectations not met.

©2021 KPMG, an Australian partnership and a member firm of the KPMG global organisation of independent member firms affiliated with KPMG International Limited, a private English company 
limited by guarantee. All rights reserved. The KPMG name and logo are trademarks used under license by the independent member firms of the KPMG global organisation.

Liability limited by a scheme approved under Professional Standards Legislation.

12U N L O C K I N G  T H E  VA L U E  O F  Y O U R  A W E I  S U R V E Y  D ATA



Group these LGBTQ+ respondents by location, role 
and by their voices in regards to what your organisation 
does well and what could be improved for LGBTQ+ 
inclusion initiatives in 2021.

 – Start by working with just the responses where the 
expectations were exceeded (from the previous step 
(# 6) it is the first new Excel file with 20 responses).

 – Use column C, which corresponds to the 
respondent’s state to count how many respondents 
were in each state.*

 – Convert these state counts to state percentages.*

 – Repeat the two steps, marked with asterisks, for 
column D, corresponding to the respondent’s location.

 – Repeat the two steps, marked with asterisks, for 
column I, corresponding to the respondent’s role.

 – Continue by working with just the responses where 
the expectations were not met (from the previous 
step (# 6) it is the second new Excel file with further 
20 responses).

 – Repeat the two steps, marked with asterisks, for 
column C, corresponding to the respondent’s state.

 – Repeat the two steps, marked with asterisks, for 
column D, corresponding to the respondent’s location.

 – Repeat the two steps, marked with asterisks, for 
column I, corresponding to the respondent’s role.

 – Read the comments of the respondents whose 
expectations were exceeded in column GH about 
what your organisation is doing well for LGBTQ+ 
inclusion initiatives in 2021 (from the previous step 
(# 6) it is the first new Excel file with 20 responses).

 – Read the comments of the respondents whose 
expectations were not met in column GI about 
what your organisation could improve for LGBTQ+ 
inclusion initiatives in 2021 (from the previous step (# 
6) it is the second new Excel file with 20 responses).

07  
GROUP

 Recipe # 1       

Here you will end up with many percentages. 
We assume that the responses of LGBTQ+ 
people (who have their expectations either 
exceeded or not met about the visibility and 
promotion of inclusion or ally training in regards 
to sexuality and gender diversity) come from:

 – Four states (ACT, NSW, VIC and QLD).

 – Two types of locations (regional and 
metropolitan).

 – Five organisational roles (intern, consultant, 
team member, middle management and 
senior leadership).

With these assumptions you will end up with:

 – Eight percentages for states.

 – Four percentages for locations.

 – 10 percentages for organisational roles.

Reading the comments will help you find those, 
where the respondents mention the visibility and 
promotion of inclusion or ally training in regards 
to sexuality and gender diversity.

You might notice patterns. For example, many 
respondents might be praising how active your 
LGBTQ+ employee network is in supporting 
allies. Conversely, you might have many 
respondents complaining about the difficulty of 
finding the ally training.
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To understand the percentages and the comments 
of the respondents from the previous step, we will 
visualise them.

 – Plot state and role percentages as bars.

 – Show location percentages as they are.

 – Summarise the comments where few respondents 
reported the same thing that your organisation is 
doing well in regards to inclusion initiatives.

 – Summarise the comments where few respondents 
reported the same thing that your organisation could 
improve in regards to inclusion initiatives.

08  
VISUALISE

 Recipe # 1       

To make the comparisons easier it is a good 
idea to plot similar values side by side for 
respondents whose expectations were 
exceeded and not met. Try to also preserve 
the order of values. For example, if you plot 
your state bars from left to right as ACT, NSW, 
VIC and QLD, for the respondents whose 
expectations were exceeded, use the same 
order of states for the respondents whose 
expectations were not met.
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Figures 2 and 3 are examples of what your visualisations might look like. Please note the data used here is for display 
purposes only and isn’t any actual organisation’s data. To understand these visualisations, let’s go over these in detail on 
the next page.

09  
UNDERSTAND

Figure 2: Location of LGBTQ+ respondents 
State, location and role distributions and comments of 
LGBTQ+ respondents whose expectations about the 
visibility and promotion of inclusion or ally training in 
regards to sexuality and gender diversity were exceeded.

Figure 3: Location of LGBTQ+ respondents 
State, location and role distributions and comments of 
LGBTQ+ respondents whose expectations about the 
visibility and promotion of inclusion or ally training in 
regards to sexuality and gender diversity were not met.

 Recipe # 1       

Expectations exceeded

State of LGBTQ+ respondents
 
 
 
 
 
 
 
 
Location of LGBTQ+ respondents

 
Role of LGBTQ+ respondents

5%

QLD

30%

VIC

40%

NSW

25%

ACT

Interm

5% 5%

Consultant

30%

Team 
Member

30%

Middle 
Management

30%

Senior 
Leadership

Expectations not met

State of LGBTQ+ respondents

Location of LGBTQ+ respondents

 
Role of LGBTQ+ respondents

5%

QLD

30%

VIC

40%

NSWACT

25%

Interm Consultant Team 
Member

20% 20% 20%20%20%

Middle 
Management

Senior 
Leadership

S A M P L E  D ATA

Regional: 0%    Metropolitan: 100% Regional: 90%    Metropolitan: 10%

We have an LGBTQ+ 
employee network 
which is active and 
supports allies.”

There is a great 
support from our 
leadership for 
LGBTQ+ inclusion, 
both from the 
board of the LGBTQ+ 
employee network 
and broader 
organisation.”

The local events, 
dedicated to 
LGBTQ+ days  
of significance, are 
frequent  
and engaging.”

We need a more 
visible and active 
LGBTQ+ employee 
network, more 
information, 
communication 
and ally training.”

Mandatory ally 
training, especially 
for managers I  
work with.”

Please create 
more visibility for 
LGBTQ+ role models 
in leadership 
positions in the 
workplace.”
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To understand what the data plotted in Figures 2 and 3 
is telling us, let’s compare each related pair of visuals to 
notice some patterns.

State of LGBTQ+ respondents:

 – There is a larger proportion of respondents whose 
expectations were exceeded in ACT (25% in Figure 
2) compared to the proportion of those whose 
expectations were not met in ACT (5% in Figure 3).

 – There is a smaller proportion of respondents whose 
expectations were exceeded in QLD (5% in Figure 
2) compared to the proportion of those whose 
expectations were not met in QLD (25% in Figure 3).

Location of LGBTQ+ respondents:

 – There were no LGBTQ+ respondents located in 
regional offices whose expectations were exceeded 
about the visibility and promotion of inclusion or ally 
training in regards to sexuality and gender diversity 
(0% in Figure 2).

 – The majority of respondents whose expectations 
were not met (90% in Figure 3) were located in 
regional offices.

Role of LGBTQ+ respondents:

 – There is a larger proportion of respondents whose 
expectations were exceeded in more senior roles 
(middle management and senior leadership; 30% 
each in Figure 2) compared to the proportion of those 
whose expectations were not met in the same roles 
(20% each in Figure 3).

 – There is a smaller proportion of respondents whose 
expectations were exceeded in junior roles (intern 
and consultant; 5% each in Figure 2) compared to 
the proportion of those whose expectations were not 
met in the same roles (20% each in Figure 3).

What the organisation is doing well in regards to 
inclusion initiatives (Figure 2):

 – Active LGBTQ+ employee network, supported by the 
leadership of the organisation.

 – Great events celebrating LGBTQ+ days of significance.

What the organisation could improve on in regards 
to inclusion initiatives (Figure 3):

 – Making the LGBTQ+ employee network and LGBTQ+ 
role models in leadership more visible.

 – Ally training for managers.

09  
UNDERSTAND

 Recipe # 1       
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It is now time to put everything together to 
summarise what insights we have extracted  
from analysing this data:

1. Overall, in 2021 this organisation is doing well 
across most inclusion aspects according to the 
LGBTQ+ respondents. 

2. In 2021 this organisation has excelled with their 
overall commitment to people of diverse sexuality 
and/or gender.

In 2021 the organisation hasn’t done well 
communicating inclusion initiatives for sexuality 
and gender-diverse employees during the 
recruitment process. 

3. The LGBTQ+ respondents were divided about the 
visibility and promotion of inclusion or ally training 
in regards to sexuality and gender diversity, with 
40% reporting that their expectations were either 
exceeded or not met on this inclusion aspect. 

4.  Many respondents in ACT have their expectations 
exceeded, which is contrasted with those in QLD. 

40% of the respondents with unmet expectations 
are in junior roles.

In 2021 many respondents comment on the activity 
of the LGBTQ+ employee network, ally training and 
the visibility of the leadership support.

10  
EXTRACT INSIGHTS AND DECIDE 
ON POTENTIAL ACTIONS

 Recipe # 1       

1. How did we extract this insight? In Figure 
1 only a few LGBTQ+ respondents (10%) 
have their expectations either exceeded or 
not met about the seven (of 10) aspects of 
workplace inclusion.

2. These insights have been again extracted 
from Figure 1 by finding the circles 
representing the largest proportions of 
LGBTQ+ respondents whose expectations 
were either exceeded (panel 8 of Figure 1) or 
not met (panel 1 of Figure 1).

3. This insight, extracted from panel 4 of  
Figure 1, is interesting because intuitively 
it makes no sense. Your organisation is 
either doing well or not so well in regards 
to the same inclusion aspect. This insight is 
telling a story of the same inclusion aspect 
represented inconsistently across the 
organisation. What did we learn about this 
puzzling inconsistency?

4. Comparing Figures 2 and 3 helped us extract 
the insights above to discover that the 
visibility and promotion of inclusion or ally 
training varies between some states (ACT 
and QLD) and some roles (junior and senior).
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Having extracted these insights, how to decide on 
potential actions to start with in your organisation? 
Below are some of the examples and they are by no 
means an exhaustive list.

1. Tell a story and share these findings with your 
organisation’s decision makers.

2. Investigate what is going on in the QLD and regional 
offices and how successes of the ACT offices can 
be applied there. 

3. Promote the ally training across the organisation 
using the channels accessible in all the offices.

10  
EXTRACT INSIGHTS AND DECIDE 
ON POTENTIAL ACTIONS

 Recipe # 1       

1. This action is listed first because before you 
can implement any improvements, you need 
to take your stakeholders on a journey and 
educate them about the current state of 
LGBTQ+ inclusion in your organisation. Some 
of these stakeholders may not be aware of 
the treasure trove of data that is AWEI survey. 
A story, fuelled by data, will inspire change.

2. Consider holding a workshop with your 
LGBTQ+ employee network members in 
ACT, share your findings and ask them to 
reflect on what is done well in this office. 
You may discover they plan their events 
early, they have engaged members, they 
receive a lot of support from the leadership 
or have a great operational rhythm. Are any 
of these successes applicable in the QLD 
and regional offices?

3. Such channel could be a daily news email or 
a knowledge-sharing platform (like Yammer) 
that all employees in your organisation 
engage with consistently. If you are a 
Pride in Diversity member, inquire about 
the information sessions they run on ally 
training. Can managers of all junior team 
members be encouraged to undertake such 
ally training?

Whichever actions you decide to take in your 
organisation, measure the impact of these 
actions by analysing your AWEI survey 
responses again in 2022 and comparing them 
to those in 2021!
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Recipe # 2:         
Active allyship changes
between 2020 and 2021 
and industry comparison
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I n  t h i s  s e c o n d  r e c i p e  y o u 
w i l l  f o l l o w  1 5  s t e p s  t o 
‘ c o o k ’  s o m e  i n s i g h t s  i n 
r e g a r d s  t o  a c t i v e  a l l y s h i p . 

For ingredients in this recipe we will 
use some of your organisation’s AWEI 
survey data from 2020 and 2021, as 
well as the industry AWEI data from 
2021. At the end we will have a list 
of potential actions to improve active 
allyship based on the extracted insights

There will be four sections of your 
organisation’s survey results from 2020 
and 2021 we will use in this recipe.  
We will also use two related sections  
from your industry’s AWEI data from 2021.
1  |  How the organisation has 

met the expectations around 
10 aspects of the workplace 
LGBTQ+ inclusion:

 – Communication of inclusion 
initiatives for sexuality and 
gender-diverse employees 
during the recruitment process. 

 – Communication of sexuality 
and gender-diverse inclusion 
throughout the year. 

 – Visibility and promotion of an 
internal employee network for 
sexuality and gender-diverse 
employees and allies .

 – Visibility and promotion of 
inclusion or ally training in 
regards to sexuality and gender 
diversity. 

 – Visibility of active allies. 

 – Willingness of managers to 
address negative commentary/
jokes that target people of 
diverse sexuality and/or diverse 
gender. 

 – Confidential avenues to safely 
report bullying/harassment 
related to one’s diverse sexuality 
and/or diverse gender. 

 – Overall organisational 
commitment to people 
of diverse sexuality and/or 
gender. 

 – The level of executive 
endorsement of sexuality and 
gender-diverse inclusion 
initiatives. 

 – My experience of inclusion 
within my immediate work area. 

2  |  LGBTQ+ identity  
of respondents:

 – Are you someone of diverse 
sexuality or diverse gender 
(LGBTQ+)?

3  |  Active allyship status  
of respondents:

 – In defining an ally as someone 
who supports LGBTQ+ inclusion 
in the workplace, how would you 
describe yourself?

4  |  Personal views and overall 
awareness of allies:

 – I know of active allies within my 
immediate work area.

 – I understand why active allies 
are important.

 – I could list several behaviours 
that would be expected of an 
active ally.

 – I know of workplace material 
or training available that would 
show me how to be  
an active ally.

 – I know of active executive  
allies or sponsor(s) within  
my organisation.

 Recipe # 2       

I chose this recipe to share for 
two reasons:

 – Active allyship is the 
cornerstone of fostering 
LGBTQ+ inclusion in  
any workplace.

 – It offers an opportunity 
to measure progress and 
compare to your industry by 
using several datasets.

Before we begin, please have 
your AWEI survey results 
from 2020 and 2021 and your 
industry’s AWEI data from 2021 
handy in the Excel format. These 
can be requested from your 
Pride in Diversity relationship 
manager, assisting you with 
your AWEI submission.
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The main purpose of this step is to filter the responses 
to only include those from LGBTQ+ respondents.

 – Open your AWEI survey results from 2021 in 
Microsoft Excel.

 – Navigate to the sheet titled ‘Responses’. For this 
recipe we will only be using this sheet.

 – Create a filter on column N to only view the 
responses, where the value of the cells in this 
column equals to ‘Yes’.

 – Open your AWEI survey results from 2020 in 
Microsoft Excel.

 – Navigate to the sheet titled ‘Responses’. For this 
recipe we will only be using this sheet.

 – Create a filter on column I to only view the 
responses, where the value of the cells in this 
column equals to ‘Yes’.

Here we will only focus on the responses, where the 
expectations of LGBTQ+ people were exceeded about 
10 aspects of workplace inclusion.

 – For responses in 2021, create a filter on column 
BO to only view the responses, where the value 
of the cells in this column equals to ‘Exceeded 
expectations’ and count the number of such cells.

 – Repeat the step above for the other nine columns 
(BP to BX) corresponding to the other nine workplace 
inclusion aspects.

 – For responses in 2020, create a filter on column BJ to 
only view the responses, where the value of the cells 
in this column equals to ‘Exceeded expectations’ and 
count the number of such cells.

 – Repeat the step above for the other nine columns 
(BK to BS) corresponding to the other nine workplace 
inclusion aspects.

01  
FILTER

02  
FOCUS

For this recipe, instead of analysing the entire 
survey, we only focus on the questions asking 
about how various aspects of workplace inclusion 
are perceived by your LGBTQ+ people.

There is a total of 10 aspects of workplace 
inclusion covered in the AWEI survey and each 
aspect can be rated by respondents by selecting 
one of the options:

 – Exceeded expectations.

 – Met expectations.

 – No expectations.

 – Did not meet expectations.

To manage the complexity of the analysis, from 
these four options, we only focus on the first.

Depending on how many AWEI survey responses 
you had for these two years, at the end of this 
step you will end up with a smaller subset of 
all responses. Let’s assume that altogether 600 
people completed the survey - 300 in 2021 and 
300 in 2020.

Applying these two filters might give you a total 
of 200 responses – 100 from 2021 and 100 from 
2020.

Treat these responses with utmost care!  
Whilst the survey doesn’t collect respondents’ 
names, given a small number of responses, it may 
be possible to identify the respondents. Follow 
the relevant processes within your organisation 
to analyse this data such that the identity of the 
respondents remains anonymous.
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To understand the counts you have collected in the 
previous step, we will visualise their changes between 
the two years.

 – Convert each count into a percentage. You will 
end up with 20 percentages by the end of this 
conversion step: 10 for responses in 2021 and 10 for 
responses in 2020.

 – Calculate percentage changes for each aspect of 
inclusion between the two years.

 – Plot these percentage changes as circles, with 
bigger percentage changes corresponding to the 
circles of bigger sizes. You will end up with 10 circles 
corresponding to percentage changes of LGBTQ+ 
respondents whose expectations were exceeded 
about 10 aspects of inclusion between the two years.

 – Lastly, group the 10 aspects into five themes:

 – Inclusion communication .

 – Visibility of inclusion initiatives .

 – Negative commentary and bullying .

 – Commitment to and endorsement of inclusion .

 – Inclusion in the immediate team.

 Recipe # 2       

03  
VISUALISE

How can you convert counts into percentages? 
For example, let’s assume there are 30 
respondents with their expectations exceeded 
about the first aspect of inclusion (column 
BO: communication of inclusion initiatives 
for sexuality and gender-diverse employees 
during the recruitment process) in 2021. As the 
total number of responses in 2021 is 100, the 
percentage is 30/100=30%. 30% is your first 
percentage of the 20.

How can you calculate percentage changes? 
From the example above we have 30% 
of LGBTQ+ respondents in 2021 with 
their expectations exceeded about the 
communication of inclusion initiatives for 
sexuality and gender-diverse employees 
during the recruitment process. Let’s assume 
also there are 28 respondents with their 
expectations exceeded about the same aspect 
of inclusion (column BJ) in 2020. As the total 
number of responses in 2020 is also 100, the 
percentage is 28/100=28%.

The percentage change for this aspect of 
inclusion between the two years is then 30%-
28%=2%. 2% is your first percentage change 
of the 10. It is a positive change, since the 
percentage of the LGBTQ+ respondents with 
their expectations exceeded has increased.
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Positive changes  
from 2020 to 2021

Negative changes  
from 2020 to 2021

Positive changes  
from 2020 to 2021

Negative changes  
from 2020 to 2021

1. Communication of 
inclusion initiatives 
for sexuality and 
gender-diverse 
employees during the 
recruitment process

6. Willingness of 
managers to 
address negative 
commentary/jokes 
that target people of 
diverse sexuality and/
or diverse gender

3. Visibility and 
promotion of an 
internal employee 
network for sexuality 
and gender-diverse 
employees and allies

8. Overall 
organisational 
commitment to 
people of diverse 
sexuality and/or 
gender

2. Communication of 
sexuality and gender-
diverse inclusion 
throughout the year

7. Confidential avenues 
to safely report 
bullying/harassment 
related to one’s 
diverse sexuality and/
or diverse gender

4. Visibility and 
promotion of 
inclusion or ally 
training in regards to 
sexuality and gender 
diversity

9. The level of 
executive 
endorsement 
of sexuality and 
gender-diverse 
inclusion initiatives

5. Visibility of  
active allies

10. My experience of 
inclusion within my 
immediate work area

16%4%2% 8%

Figure 4 is an example of what your visualisation might 
look like. Please note the data used here is for display 
purposes only and isn’t any actual organisation’s data. 
There is so much to understand from this visualisation, 
so we will go over it in detail on the next page.

04  
UNDERSTAND

Figure 4: Percentage changes of LGBTQ+ respondents 
whose expectations were exceeded about 10 workplace 
inclusion aspects between 2020 and 2021. The smallest 
circles correspond to the change of 2%, the small-to-medium-
sized circles – 4%, the medium-to-large-sized circles – 8% 
and the largest circles correspond to 16% as shown below.

S A M P L E  D ATA
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Inclusion communication

Negative commentary and bullying

Visibility of inclusion initiatives

Commitment to and endorsement  
of inclusion

Inclusion in the 
immediate team
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04  
UNDERSTAND

 Recipe # 2       

Before we try to understand what the data plotted in 
Figure 4 is telling us, first think what you might expect 
to see in such data.

Now let us examine what we observe in this sample 
data.

 – There is a significant drop (8%) in the proportion of 
LGBTQ+ respondents whose expectations were 
exceeded about the visibility of active allies (see 
panel 5 of Figure 4).

 – There is a significant rise (16%) in the proportion 
of LGBTQ+ respondents whose expectations 
were exceeded about the overall organisational 
commitment to people of diverse sexuality and/or 
gender (see panel 8 of Figure 4).

 – There is a drop of 4 % in the proportion of LGBTQ+ 
respondents whose expectations were exceeded 
about their experience of inclusion within their 
immediate work area (see panel 10 of Figure 4).

 – There hasn’t been a significant change in the 
proportion of LGBTQ+ respondents whose 
expectations were exceeded about the other seven 
aspects of workplace inclusion (see panels 1, 2, 3, 
4, 6, 7 and 9).

Intuitively we might expect to observe the 
following in the data:

 – Small percentage changes (either positive or 
negative) for the aspects of inclusion where 
the organisation’s efforts have remained 
similar between the two years.

 – Larger positive percentage changes for the 
aspects of inclusion where the organisation’s 
efforts have increased significantly between 
2020 and 2021.

 – Larger negative percentage changes for the 
aspects of inclusion where the organisation’s 
efforts have decreased significantly between 
2020 and 2021.
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To proceed, choose which aspect of inclusion to inspect 
closer. You can do so by asking these questions:

Where are the largest negative percentage changes 
of respondents whose expectations were exceeded?

Panel 5 of Figure 4 shows that the answer to this 
question is the visibility of active allies.

Where are the largest positive percentage changes of 
respondents whose expectations were exceeded?

Panel 8 of Figure 4 shows that the answer to this 
question is the overall organisational commitment to 
people of diverse sexuality and/or gender.

What aspects of inclusion are currently the focus in 
your organisation?

Your organisation, for example, might have been 
focusing heavily on better experience of inclusion in the 
immediate work area of LGBTQ+ people. Panel 10 of 
Figure 4 shows your organisation is not doing well here, 
with a decrease of 4% in the proportion of LGBTQ+ 
respondents with their expectation exceeded between 
the two years.

In this recipe we will choose to inspect closer the changes 
in the visibility of active allies between the two years.

To enrich our analysis of active allyship, we will compare 
this organisation to others in the same industry.

 – Open your industry’s AWEI survey results from 2021 
in Microsoft Excel.

 – Navigate to the cell C5 to collect the percentage of 
non-LGBTQ+ active allies in your industry in 2021.

 – Navigate to the cell C8 to collect the percentage of 
LGBTQ+ active allies in your industry in 2021.

05 
CHOOSE

06  
COMPARE

 Recipe # 2       

For example, in the professional services and 
consulting industry, according to the AWEI survey 
data from 2021:

 – 19.53% of respondents are non-LGBTQ+ 
active allies.

 – 9.20% of respondents are LGBTQ+  
active allies.
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To proceed, focus on the active allyship status of the 
respondents in your organisation in 2020 and 2021.

 – For responses in 2021, create a filter on column BB 
to only view the responses, where the value of the 
cells in this column equals to ‘Active ally (I am active 
in my support)’ and count the number of such cells.

 – For responses in 2021, create another filter on 
column BB to only view the responses, where the 
value of the cells in this column equals to ‘I am an 
LGBTQ+ person and active in my support’ and count 
the number of such cells.

 – For responses in 2020, create a filter on column AU 
to only view the responses, where the value of the 
cells in this column equals to ‘Strongly agree’ and 
save these filtered responses in a new Excel file.

 – Working with the filtered responses in the new Excel 
file, create a filter on column I for the respondent’s 
LGBTQ+ status to only view the responses, where 
the values of the cells in this column equals to ‘Yes’ 
and count the number of such cells.

 – Working with the filtered responses in the new Excel 
file, create a filter on column I for the respondent’s 
LGBTQ+ status to only view the responses, where 
the values of the cells in this column equals to ‘No’ 
and count the number of such cells.

07 
FOCUS

 Recipe # 2       

For example, when you are working with your 
AWEI survey data from 2021, which contains 
300 responses in this hypothetical organisation, 
you might count 15 cells with the value of 
column BB equal to ‘I am an LGBTQ+ person 
and active in my support’.

For the AWEI survey data from 2020, which 
also contains 300 responses in this hypothetical 
organisation, you might count 30 cells with 
the value of column I equal to ‘Yes’ and 
simultaneously with the value of column AU 
equal to ‘Strongly agree’.

We will convert these counts to percentages.
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To understand the counts you have collected in the 
previous two steps, it is helpful to visualise them.

Convert each count from the previous step into a 
percentage. You will end up with four percentages  
by the end of this conversion step.

Plot these four percentages on a slope graph with the 
two 2020 values on the left and the two 2021 values  
on the right.

On the same graph plot the two percentages you have 
collected for the step # 6 for 2021 as stars to compare to 
the organisations in your industry.

08 
VISUALISE

 Recipe # 2       

From the previous step we assumed there were 
15 respondents who were both active allies 
and LGBTQ+ in 2021. As the total number of 
responses in 2021 is 300, the percentage is 
15/300=5%. 5% is your first percentage of  
the four.

Additionally, we also assumed in the previous step 
that 30 respondents who identified as LGBTQ+ in 
2020 also strongly agreed that they were active 
allies. As the total number of responses in 2020 is 
also 300, the percentage is 30/300=10%. 10% is 
your second percentage of the four.

A slope graph shows a story of data points by 
comparing the values at different points in time. 
The related values are connected by lines (slopes).
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09 
UNDERSTAND

 Recipe # 2       

S A M P L E  D ATA

Figure 5 is an example of what your visualisation might look like. Please 
note the data used here is for display purposes only and isn’t any actual 
organisation’s data. There is so much to understand from this visualisation,  
so we will go over it in detail on the next page.

Figure 5: Percentages of actives allies in 2020 and 2021 in your organisation 
and in organisations in the same industry (shown as stars). 

5%

15%

Percentage of 
your active allies 
(non-LGBTQ+)

15%

Percentage of 
your industry’s 

active allies  
(non-LGBTQ+)

20%

Percentage of 
your active allies 
(LGBTQ+)

10%

Percentage of 
your industry’s 

active allies  
(LGBTQ+)

9%

 2020                                    2021
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To understand what the data plotted in Figure 
5 is telling us, let’s compare each related pair of 
data points and the industry average.

 – The percentage of active allies who are not 
LGBTQ+ has remained the same (15%) 
between the two years in your organisation.

 – In 2021, the percentage of active allies who 
are not LGBTQ+ in your organisation is below 
your industry’s average (20%).

 – The percentage of active allies who are 
LGBTQ+ has dropped by 5% (from 10% to 5%) 
between the two years in your organisation.

 – In 2021, the percentage of active allies who 
are LGBTQ+ in your organisation is again 
below your industry’s average (9%).

09 
UNDERSTAND

 Recipe # 2       

Comparing your organisation’s results to your 
industry averages helps you understand the 
broader state of active allyship in your peer 
organisations and your place in it. Examining 
the percentage of active non-LGBTQ+ allies just 
in your organisation will show you that it has 
remained the same between the two years. In 
isolation you might ignore this result; however 
discovering that this percentage in 2021 is 5% 
below your peer organisations, will encourage 
an action to investigate more in this area of 
workplace LGBTQ+ inclusion.
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To proceed, choose how to inspect active allyship further 
by asking these questions:

How did the percentage of active allies change in 
your organisation between 2020 and 2021?

Figure 5 shows that the answer to this question is the 
percentage has remained the same for non-LGBTQ+ 
active allies but dropped for LGBTQ+ active allies.

How does your organisation compare to others in 
your industry when it comes to the percentage of 
active allies in 2021?

Figure 5 shows that the answer to this question is your 
organisation is below your industry’s averages both for 
non-LGBTQ+ and LGBTQ+ active allies.

 – What are the personal views and overall  
awareness of allies amongst your respondents in 
2020 and 2021?

 – How did these change between 2020 and 2021 and 
how do these compare to your industry in 2021?

In this recipe we will attempt to address the last  
two questions.

To further enrich our analysis of active allyship, we will 
compare this organisation to others in the same industry.

 – Open your industry’s AWEI survey results from 2021 
in Microsoft Excel.

 – Navigate to the cell B15 to collect the percentage of 
respondents in your industry in 2021 who strongly 
agree with the statement ‘I know of active allies 
within my immediate work area’.

 – Navigate to the cell B16 to collect the percentage of 
respondents in your industry in 2021 who strongly 
agree with the statement ‘I understand why active 
allies are important’.

 – Navigate to the cell B17 to collect the percentage of 
respondents in your industry in 2021 who strongly 
agree with the statement ‘I could list several 
behaviours that would be expected of an active ally’.

 – Navigate to the cell B18 to collect the percentage of 
respondents in your industry in 2021 who strongly 
agree with the statement ‘I know of workplace 
material or training available that would show me 
how to be an active ally’.

 – Navigate to the cell B19 to collect the percentage of 
respondents in your industry in 2021 who strongly 
agree with the statement ‘I know of active executive 
allies or sponsor(s) within my organisation’.

10 
CHOOSE

11  
COMPARE

 Recipe # 2       

For example, in the professional services and 
consulting industry, according to the AWEI 
survey data from 2021 32.31% of respondents 
strongly agree with the statement ‘I know of 
active allies within my immediate work area’.
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Here we will focus on the questions about how various 
aspects of active allyship are perceived by your people in 
2020 and 2021.

 – For responses in 2021, create a filter on column  
BC to only view the responses, where the value of 
the cells in this column equals to ‘Strongly agree’  
and count the number of such cells.

 – Repeat the step above for the other four columns  
(BD to BG) corresponding to the other four aspects  
of active allyship.

 – For responses in 2020, create a filter on column AV to 
only view the responses, where the value of the cells 
in this column equals to ‘Strongly agree’  and count 
the number of such cells.

 – Repeat the step above for the other four columns 
(AW to AZ) corresponding to the other four aspects  
of active allyship.

To understand the counts you have collected in the 
previous two steps, let’s visualise them.

 – Convert each count from the previous step into a 
percentage. You will end up with 10 percentages by 
the end of this conversion step.

 – Plot these 10 percentages on five slope graphs 
with the 2020 value on the left and the 2021 value 
on the right.

 – On the same graphs plot the five percentages you 
have collected for the step # 11 for 2021 as stars to 
compare to the organisations in your industry.

12 
FOCUS

13  
VISUALISE

 Recipe # 2       
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14 
UNDERSTAND

 Recipe # 2       

S A M P L E  D ATA

Figure 6 is an example of what your visualisation might look like. Please note the data used here is for display purposes only 
and isn’t any actual organisation’s data. There is so much to understand from this visualisation, so we will go over it in detail 
on the next page.

Figure 6: Percentages of respondents who strongly agreed with statements about five aspects of active allyship in your 
organisation and in organisations in the same industry (shown as stars).  

 2020                  2021

1. 
I know of active 
allies within  
my immediate 
work area

30%

25%

32%

 2020                  2021

3. 
I could list several 
behaviours that 
would be expected 
of an active ally

35%

25%

29%

 2020                  2021

2. 
I understand  
why active allies 
are important

55%

40%

48%

 2020                  2021

4. 
I know of 
workplace 
material or 
training available 
that would show 
me how to be an 
active ally

10% 10%

20%

 2020                  2021

5. 
I know of active 
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sponsor(s) within 
my organisation

30%

50%
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14 
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To understand what the data plotted in Figure 6 is 
telling us, let’s compare each related pair of data 
points and the industry average.

 – The percentage of respondents who strongly 
agree they know active allies within their 
immediate work area has dropped by 5% (from 
30% to 25%) between the two years in your 
organisation. Additionally, in 2021  
this percentage in your organisation is 7% 
below your industry’s average (see panel  
1 of Figure 6).

 – The percentage of respondents who  
strongly agree they understand why active allies 
are important has dropped by 15%  
(from 55% to 40%) between the two years  
in your organisation.  

Additionally, in 2021 this percentage in your 
organisation is 8% below your industry’s average  
(see panel 2 of Figure 6).

 – The percentage of respondents who strongly agree 
they could list several behaviours that would be 
expected of an active ally has dropped by 10% 
(from 35% to 25%) between the two years in your 
organisation. Additionally, in 2021 this percentage 
in your organisation is 4% below your industry’s 
average (see panel 3 of Figure 6).

 – The percentage of respondents who strongly agree 
they know of workplace material or training available 
that would show them how to be an active ally 
has remained the same (10%) between the two 
years in your organisation. Additionally, in 2021 this 
percentage in your organisation is 10% below your 
industry’s average (see panel 4 of Figure 6).

 – The percentage of respondents who strongly agree 
they know of active executive allies or sponsor(s) 
within the organisation has risen by 20% (from 30% 
to 50%) between the two years in your organisation. 
Additionally, in 2021 this percentage in your 
organisation is 16% above your industry’s average 
(see panel 5 of Figure 6).
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15 
EXTRACT INSIGHTS AND DECIDE 
ON POTENTIAL ACTIONS

 Recipe # 2       

It is now time to put everything together to summarise 
what insights we have extracted from analysing  
this data:

1. The proportion of LGBTQ+ respondents whose 
expectations were exceeded about the visibility  
of allies has dropped significantly between 2020  
and 2021. 

2. In your organisation the percentage of active non-
LGBTQ+ allies has remained the same but the 
percentage of active LGBTQ+ active allies  
has dropped between 2020 and 2021.

The proportions of active allies in your organisation 
in 2021 are lower than in organisations in the  
same industry. 

3. Overall, the state of active allyship in your 
organisation in 2021 is below the average of your 
industry and several aspects of active allyship in your 
organisation have weakened from 2020. 

4. The biggest drop from 2020 was observed in the 
understanding of the importance of active allies. 

5. The biggest rise from 2020 was observed for the 
visibility of active executive allies.

1. How did we extract this insight? Panel 5 
of Figure 4 shows a drop of 8% for the 
percentage of these respondents.

2. These insights have been extracted from 
Figure 5 by examining the slopes of active 
ally percentages for these two years and 
comparing to the industry averages (shown 
as stars).

3. These insights have been drawn from  
Figure 6:

 – Panels 1 to 4 show the stars are above 
the related data points in 2021.

 – Panels 1 to 3 show downward slopes 
between 2020 and 2021 for three (of 
five) aspects of active allyship in your 
organisation. 

4. How did we extract this insight? Panel 2 
of Figure 6 shows that the percentage 
of respondents who strongly agree they 
understand why active allies are important 
has dropped by 15% (from 55% to 40%) 
between 2020 and 2021.

5. How did we extract this insight? Panel 5 
of Figure 6 shows that the percentage of 
respondents who strongly agree they know 
of active executive allies in the organisation 
has risen by 20% (from 30% to 50%) 
between 2020 and 2021.
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ON POTENTIAL ACTIONS
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Having extracted these insights, how to decide on 
potential actions to start with in your organisation? 
Below are some of the examples and they are by  
no means an exhaustive list.

1. Tell a story and share these findings with your 
organisation’s decision makers. 

2. Develop a plan focussing on active allyship, 
especially its aspects that either weakened  
between 2020 and 2021 or are below your  
industry’s averages in 2021. 

3. Get your executive allies to share publicly  
why active allyship is important.

1. This action is listed first because before you 
can implement any improvements, you need 
to take your stakeholders on a journey and 
educate them about the current state, the 
progress and the industry comparison of the 
active allyship in this organisation. Some of 
these stakeholders may not be aware of the 
treasure trove of data that is AWEI survey.  
A story, fuelled by data, will inspire change.

2. To help with this plan, consider engaging 
your Pride in Diversity relation manager. 
Consider also drawing some inspiration from 
the guide on how to better engage LGBTQ+ 
allies, which KPMG has recently published, 
in collaboration with Clayton Utz.

3. Panels 1 and  5 of Figure 6 show that whilst 
your people may not know of active allies 
in their immediate work area, they do know 
of active executive allies in the broader 
organisation. Use these allies to share 
why allyship matters through story-telling 
initiatives to bust common myths and activate 
more allies in your organisation.
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Summary and calls for action

T h e  A W E I  s u r v e y  d a t a  i s  a 
t r e a s u r e  t r o v e  o f  i n s i g h t s 
a b o u t  y o u r  w o r k p l a c e  L G B T Q + 
d i v e r s i t y  a n d  i n c l u s i o n , 
w a i t i n g  t o  b e  u n l o c k e d .

In the first recipe we extracted insights in regards to the visibility of 
workplace LGBTQ+ inclusion to your LGBTQ+ employees in 2021 in 10 
steps using less than 10% of your organisation’s AWEI survey responses 
from 2021.

In the second recipe we extracted insights in regards to the active 
allyship changes between 2020 and 2021 and the industry comparison 
in 15 steps using less than 10% of your organisation’s AWEI survey 
responses for 2021 and 2020 and your industry’s AWEI data for 2021.

To unlock the value of your AWEI survey 
data today:
 – Start a journey to data-informed decision making by analysing a 

small part of your AWEI survey responses and expand going forward.

 – Make use of the industry AWEI data provided by Pride in 
Diversity on their blog to understand how your organisation 
compares to those in the same industry.

 – Compare AWEI survey responses across several years to measure 
progress of various aspects of your workplace LGBTQ+ diversity 
and inclusion.
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Appendix B
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Appendix A:  Example of AWEI 
survey results from 2021

Column1 Column2 Column3 Column4

I understand the purpose of the 
survey and consent to participate 
(questions marked with an * 
indicate questions requiring a 
response to progress) *

Did you participate in this survey 
last year?*

Which state or territory is the 
primary location of your work?* 

How would you best describe the 
location that you work in?*

Yes Yes NSW City/Metropolitan

Yes Yes VIC City/Metropolitan

Yes Yes QLD City/Metropolitan

Yes No VIC City/Metropolitan

Yes No NSW City/Metropolitan

Yes No NSW City/Metropolitan

Yes No NSW City/Metropolitan

Yes Yes ACT City/Metropolitan

Yes No NSW City/Metropolitan

Yes No VIC City/Metropolitan

Yes Yes NSW City/Metropolitan

Yes Yes ACT City/Metropolitan

Yes No ACT Regional
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Appendix B:  Example of 
professional services and 
consulting industry’s AWEI 
survey results for 2021

In defining an Ally as someone who supports LGBTQ inclusion in the workplace, would you 
describe yourself as:

Column1 Column2

Totals Percentages
Active Ally (I am active in my support) 382 19.53%
Passive Ally (I support LGBTQ inclusion but not actively) 1,245 63.65%
Not an Ally (I do not support LGBTQ inclusion) 36 1.84%
I am an LGBTQ person and active in my support 180 9.20%
I am an LGBTQ person and support LGBTQ inclusion but not actively 109 5.57%
I am an LGBTQ person and do not support LGBTQ inclusion 4 0.20%

Thinking about active Allies supporting the inclusion of diverse sexualities and genders within the 
workplace; and your personal views and overall awareness of Allies; please indicate your level of 
agreement with the following statements:

Strongly agree Agree
I know of active Allies within my immediate work area - Percentages 32.31% 31.13%
I understand why active Allies are important - Percentages 47.51% 42.18%
I could list several behaviours that would be expected of an active Ally - Percentages 28.84% 39.59%
I know of workplace material or training available that would show me how to be an active Ally - 
Percentages 19.65% 31.33%

I know of active executive Allies or Sponsor/s within my organisation - Percentages 33.95% 32.77%
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