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Novo Nordisk was established in the 1920’s in Denmark and has since its inception been focused on diabetes care with a particular focus on insulin. In addition Novo Nordisk’s portfolio also includes treatments for haemophilia and hormone therapies.
Novo Nordisk employs more than 27,000 people around the world and has markets in 180 countries with offices in 79 and production facilities on 5 continents. These facts alone make us a diverse company, but we don’t rely on this diversity only.

At the beginning of the millennium, Novo Nordisk committed to the concept of the “triple bottom line”. This concept added social responsibility to our criteria of success. It was no longer just positive financial data that made us successful; it was our partnership with the societies in which we operate that also contributed to our view of success.

Out commitment to being a responsible partner in society required us to focus on issues such as our impact on the climate, access to healthcare, as well as diversity and equal opportunities.  This was the beginning of our diversity and inclusion program at Novo Nordisk.

Initially our focus on diversity was centred in Denmark. At the time the majority of employees were located in our Danish facilities and it was determined that this is where our efforts on diversity should be directed.  In Denmark at the time our diversity challenges were women in the workplace and ethnic minorities.  We began to address these challenges with time-limited initiatives designed to increase the number of women and ethnic minorities in the workplace.  We achieved some success in each area increasing the number of women in the workforce (currently 58% overall) and mirroring the ethnic composition of Danish society in our own work environment.  Our efforts were ad-hoc and were only focused on diversity and not inclusion resulting in unsustainable numbers and the redeployment of initiatives. 

In 2004 our focus on equal opportunities was added. This allowed us to expand our scope to include the entire company and also began a process of enlightenment that would lead to the realisation of how diverse and global our workforce was. The culmination of this initiative was the publication of our “Guidelines for Equal Opportunities” which is a guidebook published and distributed to all employees to provide assistance and guidance with equal opportunities and non-discrimination.  It is still published and distributed today.
In 2007, our focus on diversity and diversity challenges has become more global. June of 2007 saw the shift from a mostly Danish company to one where more employees worked outside Denmark.  This shift was important because it was the nexus of the reality of our organisation and our realisation of the diversity that existed within Novo Nordisk.  It allowed for the expansion of our definition of diversity to include more dimensions than women and ethnic minorities and ushered in a key element of our new diversity strategy, that being inclusion. 

January of 2009 saw the launch of a Novo Nordisk Global Diversity and Inclusion Strategy that will help us manage the diversity we currently have by utilizing all our various differences while creating a more inclusive culture. To illustrate our efforts we are implementing several specific activities:
· Gender Pay Differential study

· Annual review of equal opportunities/non-discrimination in all affiliates

· Continued publication and distribution of the equal opportunities guidelines

· Creation of situational videos highlighting equal opportunities and diversity issues/challenges

· Development of a “Cultural Guidelines” in an effort to bridge the understanding gap between various cultures

· Partnerships with various external organisations on issues like migration, human rights, access to healthcare

· Cultural training

· Much more

We at Novo Nordisk realize that diversity is a journey and that we have simply made our first steps. We, like most businesses, have a long way to travel.

Thank you for your time and attention.

