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Regardless of the target demographic or cohort, inclusion is never a one-
size-fits-all concept. This is particularly relevant when referring to LGBTQ+ 
employees in the workplace. True inclusion policies should be omnipresent 
across all company landscapes, but they don’t necessarily guarantee 
employees feeling welcome. 

Understanding is the foundation to creating an inclusive workplace 
for transgender individuals. Rather than assumption, discussion and 
respectful questions are the key. Open dialogue will lead the way to clearly 
understanding what both parties need to do, and know, to ensure a mutually 
beneficial working relationship. Conversation is the first step to breaking 
down barriers and gain the required understanding to assist transgender 
employees feel truly part of the company through acceptance and visibility.

It’s no surprise millennials are driving the way for gender diversity and 
inclusion. 20% of the generation currently identify as LGBTQ+, compared 
to 7% of baby boomers and 12% of GenX. This results in a greater number 
of people being able to directly relate to the problems caused by gender 
exclusion and, therefore, pushing for changes necessary to create ongoing 
solutions. This generation, through greater diversity exposure, are more 
naturally empathetic of the issue’s others face. Millennials also currently 
dominate the workforce, and have more influence over policies, hiring, 
marketing, and business decisions, both from an employee and customer 
perspective. 

As people aren’t able to emulate experiences, this is not an exact science. 
You can only really know the personal journeys of transgender people from 
a lived perspective. 
Likewise, even if you 
are transgender, this 
doesn’t mean you will 
necessarily understand 
another transgender 
person either. No two 
journeys or stories are 
identical. Being similar 
to someone does 
not mean identical. 
Transgender is a broad 
term to cover many 
different people and 
it’s easy to get things 
wrong if you don’t take 
the right approach.

More next month.
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