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Advocacy Playbook

On building equity for LGBTQIA+ people in UK advertising & marketing

The first-ever comprehensive LGBTQIA+ advocacy resource for the UK advertising and
marketing industries

Created in partnership with The Conscious Advertising Network (CAN)

A guide to empower any advocate within brands and agencies to establish equity in the
workplace and build it into the work itself



Building LGBTQIA+ equity into your work

0 Pre-campaign

Evaluate what your brand means
to the LGBTQIA+ consumers.

Roles Organisations

- Account planning - Advertiser

- Strategists - Creative agency
- Brand managers

- Marketing
managers
- C-suite

e Production

Consider LGBTQIA+ equity in all
your teams behind the scenes.

Roles Organisations
- Operations
- Art directors
- Producers
- Designers

- Advertiser
- Creative agency
- Production house

e Research

Get authentic insights from the right
sources and test your effectiveness.

Roles Organisations

- Insights

- Strategists

- Operations

- Research
managers

- Advertiser
- Creative agency

6 Media Planning

Invest your spend in LGBTQIA+
publishers and outlets with a positive
track record.

Roles Organisations
- Media - Advertiser
planners - Media agency

- Media buyers - Programmatic
- Strategists - Publisher

e Procurement

Encourage wider change with
inclusive procurement.

Roles Organisations

- Procurement - Advertiser

- Finance - Creative agency
- Commercial - Media agency

- Insights

@ Delivery

Hold yourself and others to account,
including your programmatic
partners and SSPs.

Roles Organisations

- Advertiser
- Media agency

- Operations
- Activation
- Digital - Programmatic

marketing - Publisher

-/

o Creative

Be authentic in your storytelling,
consider who your work might
exclude.

Roles Organisations

- Creatives
- Copywriters
- Art directors
- Designers

- Advertiser
- Creative agency

@ Post-campaign

The flip side of having a progressive
idea is knowing how to defend it.

Roles Organisations

- Social media - Advertiser
- Customer relations - Creative agency
- Legal & compliance - Publisher



Building LGBTQIA+ equity into your work

o Pre-campaign 9 Research e Procurement o Creative

Evaluate what your brand means Get authentic insights from the right Encourage wider change with Be authentic in your storytelling,
to the LGBTQIA+ consumers. sources and test your effectiveness. inclusive procurement. consider who your work might
exclude.

Consider LGBTQIA+ equity in all Invest your spend in LGBTQIA+ Hold yourself and others to account, The flip side of having a progressive
your teams behind the scenes. publishers and outlets with a positive including your programmatic idea is knowing how to defend it.
track record. partners
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