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Purpose and scope

Communication shapes how people feel, connect

and understand one another. It sits at the heart of
effective, credible PR.

This guide explores how organisations can build clearer, more equitable

campaigns that resonate with today’s diverse audiences. It is designed to
be practical, realistic and usable under real-world pressure.

“This guide sets out Midnight Communications’
approach to inclusive and ethical communication for
client work. It is designed to help our clients develop
communications that are clear, credible, accessible and
respectful of diverse audiences.

“It applies to external communications we advise on or
produce for clients, including media relations,
campaigns, social media, websites, thought leadership,
presentations, proposals, award entries, case studies
and marketing materials.

“The guide also informs Midnight’s own
communications practice and is shared with all team
members involved in developing external
communications, so that our advice and delivery are
consistent, responsible and inclusive.”

Alex Hankinson | Joint Managing Director
Midnight Communications




Why inclusive
communication matters

Inclusive communication requires a
considered strategy that looks at language,
imagery, channels and representation
together.

When communications are inclusive, they acknowledge
that audiences are diverse, that messages are received
and processed differently, and that credibility is built
through care and clarity.

This approach aligns with global standards adopted by
Midnight, including PRCA Ethics, B Corp values and the
Women’s Empowerment Principles (WEPs).

Our view is simple: inclusive communication is good for
people, good for society and good for business.

Inclusive communication has
the power to:

Build trust and brand credibility
Support diversity and belonging
Reduce reputational and regulatory risk

Drive sustainable business growth




Our principles for inclusive
communications

Our core principles are:

Inclusive PR works best when it is
embedded and authentic.

Use language that is clear, unambiguous and accessible

Inclusivity should be integral to culture
and decision-making, rather than being
bolted-on at sign-off.

Represent people accurately and respectfully
Avoid stereotypes, tokenism and sensationalism

Reflect diversity across imagery, spokespeople and case
studies

Apply inclusive principles internally as well as externally,
including in meetings and presentations

Consider intersectionality across protected characteristics and
beyond including gender, ethnicity, disability, age, LGBTQ+
identity and socioeconomic background

Reality-check narratives by asking: whose voice is missing?

Stay up-to-date with evolving language and social context by
following relevant companies such as Midnight’s partner Edge
of Difference which regularly posts about this on LinkedIn.



https://www.legislation.gov.uk/ukpga/2010/15/part/2/chapter/1

Ethical content standards

We encourage and support clients to:

Obtain appropriate permissions before using
photographs, video, testimonials or personal
stories.

Respect copyright, intellectual property and image
licensing requirements.

Verify factual claims using credible and reliable
sources.

Distinguish clearly between fact, opinion and
interpretation.

Avoid misleading editing, selective presentation of
evidence or manipulation of imagery.

Respect privacy, confidentiality and data protection
requirements.

Use case studies, quotes and testimonials with
appropriate consent.

Disclose commercial relationships, sponsorships or
paid partnerships where relevant.

When supporting clients with
external communications,
Midnight is committed to
gathering, managing and using
content ethically.




Practical guidance for campaigns

Content and copy

Inclusive communication goes beyond word * Avoid gendered language
choice. Itis a long-term investment in trust,
relevance and reputation.

unless itis genuinely

Imagery and visuals

* Use diverse, real-world
imagery that reflects your
audience.

* Avoid stock photography that
relies on stereotypes.

Ensure visuals are
accessible, including colour
contrasts, readable fonts,
captions on video and alt
text for images.

Interviews and
spokespeople

* Include a mix of voices
across seniority, background
and perspective.

* Avoid defaulting to the same
profile of spokesperson.

Offer media training to
emerging or
underrepresented talent.

necessary.

Use plain English to explain
technical or specialist
terms.

Avoid acronyms or explain
them clearly for readers.

Avoid metaphors, puns or
idioms that may exclude
international or
neurodivergent audiences.

Only reference age, gender,
disability or personal
characteristics when
directly relevant.

Use bold text for emphasis
rather than italics or
underlining.

Strategy and campaign
planning

* Run an inclusivity sense
check at briefing stage.

* Be opento challenge if a brief
unintentionally excludes
people.

Consider diversity when
selecting award entries,
thought leaders and case
studies.

Stay informed on evolving
language and expectations.




Common pitfalls and better

alternatives

Inclusive communication is not about perfection. It is about recognising impact and making better choices.

Example to avoid

Consider instead

Why it matters

Avoids unnecessarily gendering a role or

Salesman Salesperson/ Sales lead )
profession.
) ) More inclusive and widely accepted business
Chairman Chair )
terminology.
The elderly Older people / older adults More respectful and specific language.

The disabled

Disabled people or people with disabilities*

Recognises that preferences vary and avoids
defining people solely by a characteristic.

"We gave marginalised communities a
voice"

"We worked with community partners to amplify
existing voices"

Recognises existing agency and avoids positioning
organisations as speaking on behalf of
communities.

Highlighting personal characteristics
where not relevant (e.g. "our female
CEQ", "our autistic employee")

Focus on role, expertise or contribution unless the
characteristic is directly relevant

Helps avoid tokenism and unnecessary emphasis
on identity.




Real-world examples

Below are real-world examples drawn from PR,
marketing and corporate communications.

Gendered role language

What not to do

“We’re looking for a strong
salesman to lead this
account.”

Why it matters

Gendered job titles signal who
belongs.

Better alternative

“We’re looking for a strong
sales lead to manage this
account.”

Age-based assumptions

What not to do

“Our young team brings fresh
ideas, while our senior staff
offer wisdom.”

Why it matters

This links capability to age and
reinforces stereotypes.

Better alternative

“Our team brings a mix of
experience and new
perspectives.”

Tokenistic representation

What not to do

Using the same visibly diverse
individual across multiple
campaign assets to signal
inclusivity.

Why it matters

This can feel performative and
undermine trust and is
disrespectful to the person
featured as a token.

Better alternative

Reflect diversity consistently
across imagery, spokespeople
and stories.

Disability as shorthand

What not to do
“This toolis so simple, even a
blind person could use it.”

Why it matters
This frames disability
negatively.

Better alternative

“This toolis designed to be
intuitive and accessible for a
wide range of users.”




Real-world examples

Below are real-world examples drawn from PR,
marketing and corporate communications.

Unnecessary personal
detail

What not to do
“Our female CEO and mother
of two led the acquisition.”

Why it matters

Personal characteristics are
highlighted without relevance.

Better alternative
“Our CEO led the acquisition.”

Idioms and cultural
references

What not to do
“We need to get all our ducks in
arow.”

Why it matters
Idioms can exclude or confuse.

Better alternative
“We need to finalise all
details.”

Community and social

impact narratives

What not to do
“We gave marginalised
communities a voice.”

Why it matters
This implies a lack of agency.

Better alternative

“We worked with community
partners to amplify existing
voices.”

Vague Diversity, Equity &
Inclusion (DEI) claims

What not to do
“We’re committed to diversity
and inclusion.”

Why it matters
Unsubstantiated claims invite
scepticism.

Better alternative

“Our approach includes
inclusive hiring practices,
accessible communications
and ongoing Diversity Equity &
Inclusion training.”




Sector-specific considerations Corporate leadership and employer
branding

Inclusive communication looks different across sectors. ® Ensure leadership visibility reflects real

B2B (Business-to-business)
technology

Avoid unnecessary jargon
Use clear language that doesn’t
assume specialist knowledge.

Assume intelligence, not prior
knowledge

Write for capable audiences who may
be new to the subject.

Prioritise clarity over complexity
Simple language strengthens credibility
and reach.

Financial and professional services

Avoid elitist or exclusionary tone
Authority comes from clarity.

Use plain language
Clear communication is more inclusive
for all audiences.

Be mindful of assumptions

Avoid implying shared experiences of
wealth, education or financial
confidence.

diversity

Supported by inclusive recruitment and
progression practices. Who is hired,
promoted and put forward as a
spokesperson should reflect the
organisation’s values, not just its
hierarchy.

Include emerging voices with
appropriate support

Spotlighting future leaders, alongside
senior figures, broadens perspective.
Media training and internal support help
ensure this is done responsibly.

Recognise the signalling power of who is
seen and heard

Consistently showcasing the same
profiles can unintentionally signal
exclusion, even when it is not intended.




Inclusive communication
sense check

This checklist can be used at briefing or sign-off stage.

Language
* |sitclear, plain and jargon-free?

* Have we avoided unnecessary gendered or exclusionary

terms?
Tip: use a gender decoder like this one to analyse your

copy.
Representation

* Does imagery reflect real diversity? Are voices varied and
authentic?

Relevance

* Are personal characteristics included only when relevant?

* Would this description be applied equally to everyone?

Accessibility

* Are captions, alt text and readable formats in place?

* Would this work with assistive technologies such as
screen readers?

Narrative framing

* Are we amplifying voices rather than speaking on
behalf of others?

® Areinclusion claims supported by action?

Final question
* Who might feel excluded by this, and why?
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https://gender-decoder.katmatfield.com/

How Midnight supports
clients

We partner with Edge of Difference, an
inclusivity consultancy, to provide strategic
advice and training across inclusive
communications and broader Diversity Equity
and Inclusion (DEI) practice.

Our support includes:

Reviewing campaign materials through an
inclusivity lens

Advising on responsible framing and
representation

Supporting inclusive messaging and narrative
development

Providing key message training and media
training to support senior spokespeople

By working together, we help clients

deliver PR campaigns that are
credible, inclusive and effective. Find
out more here.



http://www.midnight.co.uk/

This guide is reviewed regularly to reflect evolving language,
audience expectations, regulatory guidance and best practice.

It is owned by Midnight Communications’ leadership team and
used to support consistent, inclusive and ethical advice to clients.




Midnight

Contact Midnight

S1, The Old Market, Upper Market Street, Hove
BN3 1AS, UK

01273 666 200

hello@midnight.co.uk

m midnight-communications

midnight.co.uk
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