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For a decade, the CIPR’s State of the Profession survey 
has reported on trends, issues, and challenges impacting 
public relations, presenting industry-leading data on a 
range of aspects relating to the PR profession. The report 
explores skills, salaries, diversity, challenges facing the 
profession, the gender pay gap as well as issues such as 
mental health, and allows us to authoritatively comment 
on how the profession has changed over the years. 

This year’s research delves into the issue of social 
mobility and explores the background and views of 
PR practitioners compared to the general population. 
It also looks into the idea of public relations as a 
professional community and, if so, what practitioners 
want to get out of it.

State of the Profession delivers a compelling snapshot 
of the entire public relations industry and, ten years on, 
remains the most powerful, statistically robust and 
authoritative exploration of public relations practice.

  INTRODUCTION
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For the third year running, CIPR chose to work 
with Chalkstream Ltd, an agency with a research 
specialism led by a Chartered PR practitioner. 

Chalkstream Ltd surveyed 1,298 people between 
18 November 2019 and 27 January 2020. This 
compares to 1,503 that responded to last year’s 
survey. Invitations to complete the survey – which 
was incentivised by a prize draw for £100 Amazon 
vouchers – were sent by email to CIPR members 
and those signed up to the Institute’s non-member 
mailing list as well as via social media channels.

This year two new series of questions were 
introduced;

–  First on social mobility following last year’s 
survey which showed a quarter of practitioners 
are entering the profession via private 
education. These questions focused on an 
individual’s background as well as attitudes 
towards social mobility.

–  Secondly, we explored practitioners’ views 
on being part of a professional community, 
professional networking and how they prefer 
to network. 

Percentages in data tables have been rounded 
up or down where relevant and may not add up to 
100% in all cases.

  METHODOLOGY
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  EXECUTIVE SUMMARY
PR’S SOCIAL MOBILITY AND 
DIVERSITY PROBLEM 

Last year’s research showed a quarter of those 
entering the profession had done so via private 
education (four times higher than the national 
average of 7%), with those who attended fee paying 
schools earning £12,000 more per year, on average, 
than those who attended state schools. This year 
the question of social mobility in the profession 
was explored in further detail using questions 
sourced from, and therefore able to be compared 
against, the Government’s Social Mobility Barometer.

PR practitioners are more likely to possess a 
degree compared to the general population 
(76% vs 35%). Twice as many practitioners say 
their parents or guardians completed a university 
degree or equivalent (43%) than the one-fifth 
(21%) who received income support or free school 
means during their school years.

When it comes to views about social mobility, 
the views of the profession differ from the UK 
public in many respects. PR practitioners are more 
likely (37%) than the general public (20%) to think 
their background gave them career advantages 
and believe that it is becoming harder for less 
advantaged people to socially and professionally 
progress (42% to 39%). 

Public relations is still failing to show substantial 
progress on addressing the lack of ethnic diversity 
within the profession with little movement shown 
following last year’s results. More than nine in ten 
(91%) classify themselves as white – compared to 
92% in 2019. 
 

GENDER PAY AND SALARIES; 
BOTH SHRINKING

Average income, according to a range of different 
factors for practitioners working full-time (30 or 
more hours a week), has declined slightly by just 
under £1,000.

Though PR’s gender pay gap persists, for the 
second consecutive year the gap is shrinking. 
Since 2018 it has fallen by 46% and now stands 
at £3,658 (after regression analysis). However, 
when examining the data in more detail, 
the gender pay gap significantly widens with a 
practitioner’s seniority and also differs between 
organisation type.

There is a gender pay gap of £1,687 between 
men and women practitioners with up to four 
years of experience. The gap increases to £19,837 
between those with 21 or more years’ experience. 

There is a significant difference in pay in favor of 
men depending on the organisation type – the 
gap between men and women working full time 
in consultancies and agencies is £21,792 (before 
regression analysis). This compares to the not for 
profit sector and in NGOs where women earn 
£3,600 more than men on average.
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  EXECUTIVE SUMMARY
PR; A PROFESSIONAL 
COMMUNITY?

Two-thirds (66%) of public relations professionals 
feel they are part of a professional community. 
Learning and development opportunities was 
cited as the main benefit to being part of a 
community followed by networking opportunities. 
Social media – LinkedIn and Twitter in particular – 
are the most common platforms used to network 
professionally. Training workshops, networking 
events and regional conferences are also popular. 

The most common benefit identified for networking 
is to grow one’s professional network, followed by 
improving knowledge and judgement. 

Only 7% of respondents do not take part in any 
form of networking with time, or the lack of it, 
being seen as the greatest barrier to networking. 

PR SLOWLY REALISING ITS 
STRATEGIC AMBITIONS

There has been a slight shift away from tactical 
delivery of work towards strategic influence. 
Copywriting and editing, for the fourth year 
running, remains the most commonly undertaken 
activity among both senior and junior practitioners. 
Media relations has fallen to fourth place after 
consistently scoring within the top three for the 
previous three years, and is replaced by strategic 
planning which has moved up two places. Social 
media relations (6th position) and research, 
evaluation and measurement (8th) are identified as 
more commonly undertaken compared to last year 
moving up three and four places, respectively. 

This year influencer relations was added as an 
activity and immediately slotted into 16th place 
with around one-third of practitioners identifying 
it as an activity they work on. This discipline is more 
commonly undertaken by senior practitioners 
(34%) compared to junior colleagues (27%).

Senior practitioners are far more likely to be 
engaged than junior practitioners in strategic 
planning (83% vs 45%) and corporate governance 
(48% vs 18%) and, to a lesser extent, account or 
project management (47% vs 31%), public affairs 
(38% vs 27%) and campaigns (81% vs 71%). Those 
in a junior role are marginally more likely to be 
commonly involved in media relations (78% vs 
75%) and copywriting and editing (83% vs 82%) 
than their senior counterparts.

Respondents continue to consider that their 
strengths most commonly lie in copywriting, 
editing, media relations, PR programmes and 
campaigns, and crisis and issues management. 
There continues to be a strong correlation 
between how frequently an activity is undertaken 
and a practitioner’s estimation of personal 
competency in that activity. 

The two biggest challenges for the profession 
are identified as how others view the profession 
and the value which is placed upon the work of 
practitioners. The biggest challenge last year 
was the changing social and digital landscape. 
This has now fallen into third place with the under-
representation of PR at board level (1st position) 
and not being seen as a professional discipline 
(2nd) both moving up one place each, respectively. 
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  EMPLOYMENT DEMOGRAPHICS
This section explores who makes up the 
profession and how it is made up by age and 
gender, job roles and experience.

The picture painted is one of a profession which 
remains largely unchanged in the last year. 
The same percentage of practitioners as in 2019 
– 60% – are aged between 25 and 44 years old. 
There is a similar gender split with females making 
up two-thirds (65%) of respondents compared to 
66% in 2019 and 64% in 2018. 

The majority of respondents in the study work 
at a senior managerial level with only one-fifth 
(19%) of practitioners in junior roles – Intern, 
Trainee, Assistant, Executive, Officer (down from 
23% in 2019).

There is a continuing increase in the proportion 
of more experienced practitioners within 
the profession – this year over half (51%) of 
respondents have worked for 13 or more years 
in public relations compared to 45% in 2019 and 
44% in 2018. 

Over half of respondents had worked in another 
industry before entering PR. The most common 
industry in which practitioners formerly worked 
was, by a considerable margin, media and 
publishing.  

AGE

Age Group % 
  16 to 24 4%
  25 to 34  26%
  35 to 44   37%
  45 to 54 22%
  55 to 64 10%
  Over 64 1%

GENDER

Gender % 
  Male 34%
  Female 66%
  Prefer not to say >1%
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YEARS IN PR 

Years %

  0-4 14%
  5-8 18%
  9-12 17%
  13-16 16%
  17-20 13%
  21+ 22%

INDUSTRIES IN WHICH RESPONDENTS 
WORKED BEFORE ENTERING PR – TOP 10

Response %

   Media (journalism), publishing 45%
  Marketing, market research  11%
  Something else   11%
   Local, central government  

(exc social work) 9%
  Education 8%
  Charity/Voluntary 8%
  Financial, insurance services 6%
  Advertising 4%
  Arts, culture, entertainment 4%
  Hotels, catering, food services 4%

  EMPLOYMENT DEMOGRAPHICS
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  EMPLOYMENT DEMOGRAPHICS
SENIORITY

Role   %

  Intern/Trainee/Assistant/Executive 5%
  Officer  15%
  Manager 32%
  Head of Communications/

     Associate Director     23%
  Director/Partner/Managing Director 22%
  Other – please provide details 4%

SENIORITY BY GENDER

Years  Male Female

  Intern/Trainee/Assistant/Executive  4% 5%
  Officer     11% 17%
  Manager     33% 32%
  Head of Communications/ 

     Associate Director   20% 24%
  Director/Partner/ 

     Managing Director   29% 19%
  Other    4% 4%

Male

Female



02
THE PROFESSION



12#StateOfPR

This section explores the types of organisations 
practitioners work in, the sectors they are 
employed in, and challenges facing the profession.

A larger proportion of respondents compared 
to last year (up four percentage points) work in a 
consultancy or agency. The proportions of those 
working in-house for a not-for-profit or NGO, or as 
independent practitioners are the same as in 2019.

The challenges facing the profession remain 
largely unchanged from the previous year with 
under-representation of PR at board level (1), 
not being seen as a professional discipline (2) 
and the changing social and digital landscape (3) 
once again making up the top three identified 
challenges. The changing social and digital 
landscape has fallen from the biggest challenge 
in 2019 to third in 2020.

ORGANISATION TYPE

Type of organisation %

  I work in-house in the private sector 20%
  I work in-house in the public sector  30%
  I work in-house for a non-for-profit

     or NGO 18% 
  In work in a consultancy/agency 20% 
  I am an independent practitioner 12%

  THE PROFESSION
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SECTORS OF OPERATION

PRINCIPAL SECTORS 
AMONGST IN-HOUSE

The top 5 sectors for in-house respondents have 
remained the same (in variable order) for the past 
three years. 

1 Health (public and private) 

2 Local, central government 
 (excluding social work)

3 Education

4 Charity/voluntary

5 Financial, insurance services

PRINCIPAL SECTORS 
AMONGST AGENCY/CONSULTANCY

As in previous years, there is more diversity among 
client sectors than employer sectors. In previous 
years the finance and construction sectors 
have been amongst the most common sectors 
identified as clients by respondents. This year 
they have been replaced by law, accountancy, 
management consultancy and manufacturing.

1 Charity/Voluntary

2 Health (public and private)

3 Education

4 Law, accountancy, management consultancy

5 Manufacturing (including auto, aerospace 
 and pharmaceutical)

  THE PROFESSION
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CHALLENGES FACING 
THE PROFESSION

Practitioners were asked to select and rank a 
maximum of five challenges they see facing the 
industry. Although the top three challenges have 
not changed, the order of them has. Respondents 
identified the under representation of public 
relations practitioners at board level as the number 
one challenge (up from second place in 2019) 
whereas, the changing social and digital landscape – 
the top challenge in the previous two surveys – 
is now in third. 

 
LAST YEAR’S CHALLENGES

1 Changing social and digital landscape 

2 Under-representation of public relations   
 practitioners at board level 

3 Not being seen as a professional discipline

4 An expanding skill set required of    
 professionals 

5 Convergence with other disciplines

  THE PROFESSION

Rank Item Position move 
  (+/-)

1 Under-representation of public relations
 practitioners at board level +1
2 Not being seen as a professional discipline +1
3 Changing social and digital landscape  -2
4 Unethical public relations practice +2
5 An expanding skillset required of professionals  -1
6 Emergence of fake news +1
7 Lack of diversity among PR professionals  +2
8 Convergence with other disciplines =
9 Lack of analytical skills -1
10 Automation/Artificial intelligence +1
11 A lack of collective self-belief and confidence -1
12 Something else 0
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  SALARY AND GENDER PAY
This section looks at salaries for full-time workers 
across of range of factors including by age, sector, 
job role, experience and gender. 

The average wages for all respondents, and for 
those working full time, are marginally lower than 
they were in 2019 – down £908 on the previous year 
at £52,136. The median income for respondents 
working full time – the ‘middle’ value separating 
the higher half from the lower half of the data 
sample – is markedly higher at £45,000, compared 
to £30,000 in 2019. Because the median is not 
distorted so much by high or low wages at the 
extreme ends of the scale, it gives a better idea of 
the ‘typical’ income.

The average annual income of respondents, when 
looking at the population as a whole, is £51,376 – 
a small reduction on the average for 2019. £40,000 
is the most common income among respondents, 
as it was in 2019. 

Directors and Partners and Managing Directors 
earn the most in terms of role and those who work 
in-house in the private sector have the highest 
income according to organisation type. Income 
rises according to experience.
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  SALARY AND GENDER PAY

Respondent type  Income – £

I am an independent practitioner 56,453
I work in a consultancy / agency  50,092
I work in-house for a not-for-profit  
organisation / NGO  45,879
I work in-house in the private sector 63,505
I work in-house in the public sector 49,205

Respondent type  Income – £

Director / Partner / Managing Director 78,016
Head of Communications /  
Associate Director  60,707
Manager  46,247
Officer  31,351
Intern / Trainee / Assistant / Executive 25,342

Respondent type  Income – £

0 to 4 years experience  30,349
5 to 18 years experience  40,998
9 to 12 years experience  51,288
13 to 16 years experience  58,711
17 to 20 years experience  63,140
21+ years experience  70,190

Respondent type  Income – £

Chartered Practitioner  62,372

Formula 2019 2020

Average  53,044 52,136
Mode 42,000 45,000
Median 30,000 45,000

Respondent type  Income – £

Female  49,125
Male  57,347

ANNUAL FULL-TIME INCOME (INCLUDING DIVIDENDS AND/OR BONUSES) BEFORE TAX

AVERAGE FULL-TIME ANNUAL INCOME BY DIFFERENT FACTORS

AVERAGE ANNUAL INCOMES
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  SALARY AND GENDER PAY
GENDER PAY GAP ANALYSIS

The gender pay gap persists, but it is shrinking. 
Before regression analysis it is now £8,222, a 
reduction of 12% since 2018. The pay gap after 
regression analysis has shrunk by 46% since 2018 
and now stands at £3,658. 

The gap grows in relation to years of experience 
in public relations. Females with between 0 to 4 
years experience earn £1,687 on average more 
than males with equivalent experience, whilst those 
with 21 or more years’ experience earn £19,837 

on average less than males who have worked an 
equivalent time in PR.  

The pay gap differs according to role. Female 
managers earn on average £573 less than male 
managers but female Directors, Partners and 
Managing Directors earn £19,490 less than males 
in equivalent roles. 

In terms of organisation type, the pay gap within 
consultancies and agencies is £21,792, compared 
to not-for-profits and NGOs, where females earn 
£3,600 more than males on average.

GENDER PAY GAP COMPARISON 2018-20 

GENDER PAY GAP (AFTER REGRESSION ANALYSIS)
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GENDER PAY GAP BY YEARS OF EXPERIENCE IN PR

  SALARY AND GENDER PAY
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  SALARY AND GENDER PAY

Director

Manager

Head of 
Communications/ 

Associate Director 

Director/Partner/ 
Managing Director 

0 40,00020,000 60,000 80,000 100,000

Intern/Trainee / 
Assistant/Executive 

 
Intern/Trainee / 
Assistant / 
Executive  

2735.00 
24326.00 
27062.00

  Difference 
  Female 
  Male

 
 
 
Director 

4663.00 
30007.00 
34670.00

 
 
 
Manager 

573.00 
45997.00 
46571.00

SALARY £

 
Director/Partner / 
Managing 
Director  

19490.00 
68890.00 
88380.00

Head of 
Communications / 
Associate 
Director  

5019.00 
59073.00 
64092.00

GENDER PAY GAP BY JOB ROLE
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GENDER PAY GAP BY ORGANISATION TYPE

  SALARY AND GENDER PAY
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This section looks at the activities practitioners most 
commonly undertake in their current role and explores 
how this is broken down by seniority. It also looks at 
the skills, experience and knowledge practitioners 
believe they possess.

Respondents were asked to rank activities most 
commonly undertaken, perceived skills and 
experience, perceived strongest attributes and 
perceived specialist knowledge.

  SKILLS, ATTRIBUTES AND KNOWLEDGE

Rank Type of role % Movement from  
   previous year  
   (Last year’s position)

1 Copywriting and editing 82% =(1)
2 PR programmes, campaigns 78% +1 (3)
3 Strategic planning 75% +2 (5)
4 Media relations 75% -2 (2)
5 Crisis, issues management 69% -1 (4)
6 Social media relations 67% +3 (9)
7 Community and stakeholder relations 63% =(7)
8 Research, evaluation, measurement 63% +4 (12)
9 Internal/employee communication 61% -3 (6)
10 Events, conferences 60% -2 (8)
11 Management of people, resources 54% -1 (10)
12 Marketing 46% -1 (11)
13 Project, account, client management 44% =(13)
14 Defining mission/ values, corporate governance 42% +1 (15)
15 Public affairs 36% -1 (14)
16 Influencer relations 32% NEW
17 Technical/ digital  31% -1 (16)
18 Financial/ Investor relations 7% -1 (17)

PUBLIC RELATIONS ACTIVITIES MOST COMMONLY UNDERTAKEN
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PR ACTIVITIES MOST UNDERTAKEN IN CURRENT JOB BY SENIORITY 

  Activity Junior Senior
Community and stakeholder relations  58% 65%
Copywriting and editing  83% 82%
Crisis, issues management  58% 72%
Events, conferences  61% 60%
Financial, investor relations  3% 8%
Influencer relations  27% 34%
Internal/employee communication  62% 62%
Management of people, resources  16% 65%
Marketing  40% 47%
Media relations  78% 75%
PR programmes/campaigns  71% 81%
Project, account, client management  31% 47%
Public affairs  27% 38%
Defining mission/values, corporate governance  18% 48%
Research, evaluation, measurement  60% 64%
Social media relations  69% 68%
Strategic planning  45% 83%
Technical/digital (exc social media)  30% 31%

  SKILLS, ATTRIBUTES AND KNOWLEDGE
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SKILLS & EXPERIENCE POSSESSED 

  Response %
Copywriting and editing 58%
Media Relations 43%
PR programmes/campaigns  41%
Crisis, issues management  39%
Strategic planning 38%
Community & Stakeholder relations 29%
Internal/ employee communication 26%
Management of people resources  21%
Events, conferences 20%
Social Media relations 19%
Project, account, client management  17%
Defining mission/ values, corporate governance 14%
Research, evaluation, measurement 13%
Public Affairs 12%
Marketing 11%
Influencer relations 6%
Technical/ Digital (excluding social media) 5%
Financial/ investor relations 2%

  SKILLS, ATTRIBUTES AND KNOWLEDGE
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STRONGEST ATTRIBUTES POSSESSED

Response  % 
  Strategic thinking  55%
  Writing ability  38%
  Emotional intelligence  38%
  Problem solving  35%
  Creativity  31%
  Attention to detail  30%
  Active, critical listening  27%
  Oral communication and presentation  21%
  Time and meeting management  9%
  Technological aptitude 

     (i.e. coding and SEO) 3%

STRONGEST SPECIALIST KNOWLEDGE

Response  % 
  Research, planning, implementation, 

     evaluation  55%
  Media and social channels, 

     use of technology  47%
  Crisis communications management  40%
  Business acumen  26%
  Communication models and theories  25%
  History of and current issues in PR  12%
  Ethics and law  8%

  SKILLS, ATTRIBUTES AND KNOWLEDGE
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This year the State of the Profession survey 
included new questions on the value practitioners 
place on being part of a professional community; 
whether they feel part of one, what they get from 
one and what they want from one.

The feeling of belonging to a professional 
community differs according to role, organisation 
and gender. Those in a Head of Communications 
or Associate Director role are most likely to 
consider themselves part of a professional 
community (26%) and Interns, Trainees, Assistants 
and Executives least likely (3%). There is also a 
noticeable difference between those working 
in-house in the public sector (most likely – 
32%) compared to those working in-house for 
not-for-profits or NGOs (16%) or operating 
independently (13%).

In terms of networking and community, those 
respondents who do feel like they are part of a 
professional community were asked what they 
want to gain from that community. 

Practitioners are most likely to engage in social 
media networking, training workshops, dedicated 
networking events and regional conferences 
or events with a networking element. Only 7% 
of respondents said they don’t take part in any 
networking events or activities.

The top benefits to professional networking 
are growing professional contacts, improving 
knowledge and judgement and sharing knowledge 
and experience with others.

All respondents were also asked about the barriers 
to engaging in more professional networking 
with the most common being time, expense of 
admission to an event, expense of travel and 
difficulty in finding a relevant activity.

A significant percentage of respondents are 
engaged in professional development through 
CPD, qualifications and getting – or looking to 
become – Chartered.

CONTINUING PROFESSIONAL 
DEVELOPMENT

Activity  % 
   I am taking part in the CIPR  

CPD scheme this year 50%
  I am a Chartered Practitioner 14%
   I have applied to attend a  

Chartership assessment day/ 
am considering Chartership 39%

   I have a professional qualification  
in public relations 46%

   NETWORKING AND BEING PART OF  
A PROFESSIONAL COMMUNITY
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DO RESPONDENTS FEEL LIKE THEY ARE PART OF A PROFESSIONAL COMMUNITY?

Response  % 
  Yes  66%
  No  25%
  Don’t know  9%

   NETWORKING AND BEING PART OF  
A PROFESSIONAL COMMUNITY

FEELING PART OF A PROFESSIONAL 
COMMUNITY BY ROLE

Role %
  Intern/Trainee/Assistant/Executive  3%
  Officer  12%
  Manager  31%
  Head of Communications/ 

     Associate Director  26%
  Director/Partner/Managing Director  25%

FEELING PART OF A PROFESSIONAL 
COMMUNITY BY ORGANISATION TYPE

Organisation type %
  I work in-house in the private sector 18%
  I work in-house in the public sector  32%
   I work in-house for a not-for-profit  

organisation/NGO  16%
  I work in a consultancy/agency  20%
  I am an independent practitioner 13%
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WHAT RESPONDENTS WANT TO GAIN FROM A PROFESSIONAL COMMUNITY

  1.  Learning and development opportunities 81%
  2. Networking opportunities 69%
  3.  Information and advice 

to address specific issues  65%
  4. Recognition among peers  56%
  5.  Information about jobs and/or 

new business opportunities  49%

   NETWORKING AND BEING PART OF  
A PROFESSIONAL COMMUNITY

TYPES OF PROFESSIONAL NETWORKING 
WHERE RESPONDENTS ENGAGE

Rank Response

1 Social media – LinkedIn

2 Social media – Twitter

3 Training workshops/qualifications

4 Networking events (specifically)

5  Regional events/conferences 
(with networking elements)

6  National events/conferences 
(with networking element)

7 Social media – other 

8 Business trips/delegations

9  I don’t take part in networking events 
or activities 

10 Other event/activity.



31#StateOfPR

BENEFITS OF PROFESSIONAL NETWORKING

Rank	 Benefit

1 Grow my professional contacts 

2 Improve my knowledge and judgement 

3  Share my knowledge and experience 
with others

4  Boosts my influence or credibility with 
my employer /clients

5  Influence the shape of my profession/ 
industry

6 Solve specific problems 

7 Generate new business 

8 Secure a new/better job 

9 Find a mentor

10 Something else 

BARRIERS TO NETWORKING

Rank Barrier

1 Time

2 Expense of admission to activity/event 

3 Expense of travel

4  Difficulty in finding relevant events/
activities 

5 Shyness/social anxiety

6 Lack of employer support/encouragement 

7  Nothing prevents me from engaging 
in more professional networking

8 Something else

9  I don’t believe networking would be 
of benefit to my career

10 Technology issues

   NETWORKING AND BEING PART OF  
A PROFESSIONAL COMMUNITY



06
PR AND SOCIAL 
MOBILITY 
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This section examines the social and economic 
backgrounds of practitioners as well as their 
views on social mobility. These views are cross-
referenced with average earnings and finds 
a relationship between those who earn more 
having a propensity to be more positive about the 
ability for practitioners to progress professionally, 
irrespective of background compared to those 
who earn less. Overall, practitioners (37%) are 
significantly more likely than the general public 
(20%) in their view, to think that their family 
background gave them career advantages 
and are slightly more likely to believe that it is 
becoming harder for less advantaged people to 
professionally progress (42% vs 39%).

The questions – sourced from the Government’s 
Social Mobility Barometer – finds that twice as 
many practitioners say their parents or guardians 
completed a university degree or equivalent (43%) 
than the one-fifth (21%) who received income support 
or free school meals during their school years.

When it comes to the effect of talent and hard 
work, practitioners are more optimistic with 41% 
of respondents believing that everyone has a fair 
chance to go as far as their talent and hard work 
will take them. 29% believe that where you end 
up is mainly determined by your background or 
who your parents are. This compares to 35% of UK 
adults who feel everyone has a fair chance to go 
as far as their talent and hard work will take them 
and 44% who feel that where you end up is largely 
determined by background and parents.

  PR AND SOCIAL MOBILITY

https://www.gov.uk/government/publications/social-mobility-barometer-poll-results-2019
https://www.gov.uk/government/publications/social-mobility-barometer-poll-results-2019
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SOCIAL MOBILITY

PARENTS OR GUARDIANS WHO COMPLETED 
A DEGREE COURSE OR EQUIVALENT

  Yes  43%
  No  57%
  DON’T KNOW  1% 

 
INCOME SUPPORT/ FREE SCHOOL MEALS

  Yes  21%
  No  75%
  DON’T KNOW  4% 

  PR AND SOCIAL MOBILITY
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PRACTITIONERS SOCIAL MOBILITY VIEWS

FAMILY BACKGROUND HAS AN ADVANTAGE 
OR DISADVANTAGE IN CAREER 

Response PR  General
  Practitioners  Population  
  % %
Advantages 37% 20%
Disadvantages 16% 12%
No effect 40% 59%
Don’t know 6% 9%

EASIER OR HARDER FOR PEOPLE FROM LESS 
ADVANTAGED BACKGROUNDS TO MOVE UP 

Response PR  General
  Practitioners  Population  
  % %
Harder 42% 39%
Easier 16% 22%
No effect 20% 29%
Don’t know 20% 10%

WHICH OF THE FOLLOWING REFLECTS 
YOUR VIEWS?

Response PR  General
  Practitioners  Population  
  % %
Everyone has a fair 
chance to go as far as  
their talent and hard  
work will take them 41% 35%
Where you end up 
is mainly determined  
by your background/  
who your parents were 29% 44%
Neither  24% 14%
Don’t know 6% 7%

AVERAGE ANNUAL INCOME BY SOCIAL 
MOBILITY VIEWS 

Viewpoint Income (£)
It is becoming easier for people
from less advantaged backgrounds
to move up. 63,411
It is becoming harder for people
from less advantaged backgrounds
to move up. 48,550
Everyone has a fair chance to go
as far as their talent and hard work
will take them.  55,024
Where you end up is mainly
determined by your background/ who
your parents were.  47,439

  PR AND SOCIAL MOBILITY
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SEXUAL ORIENTATION

Response %
  Heterosexual 86%
  Lesbian <1%
  Gay 4%
  Bi-sexual 2%
  Asexual <1%
  Other <1%
  Prefer not to say 7%

PRACTITIONER ETHNICITY 

Ethnicity %
  English/Welsh/Scottish/

     Northern Irish/British 78%
  Irish 3%
  Gypsy or Irish Traveller <1%
  Any other White background 9%
  White and Black Caribbean <1%
  White and Black African <1%
  White and Asian 1%
  Any other Mixed/

     Multiple ethnic background 1%
  Indian 2%
  Pakistani 1%
  Bangladeshi <1%
  Chinese <1%
  Any other Asian background <1%
  African 2%
  Caribbean 1%
  Any other Black/African/Caribbean

     background <1%
  Arab <1%
  Any other ethnic group 1%

  DIVERSITY
On ethnic diversity, last year’s report showed 
that the profession was less diverse than it had 
ever been in the past five years with 92% of 
practitioners classifying as white. This year, despite 
a small improvement, more than nine in ten (91%) 
classify themselves as white.

In 2019, 89% of practitioner respondents classify 
themselves as heterosexual and in 2018 the 
proportion was 85%. This year 86% classify 
themselves as heterosexual with fewer than one in 
ten identifying as lesbian, gay, bi-sexual or asexual. 
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ABOUT THE CHARTERED INSTITUTE 
OF PUBLIC RELATIONS (CIPR)

Founded in 1948, the Chartered Institute of 
Public Relations (CIPR) is the Royal Chartered 
professional body for public relations practitioners 
in the UK and overseas. The CIPR is the largest 
membership organisation for PR practitioners 
outside of North America. By size of turnover and 
number of individually registered members, we 
are the leading representative body for the PR 
profession and industry in Europe.

The CIPR advances professionalism in public 
relations by making its members accountable to 
their employers and the public through a code of 
conduct and searchable public register, setting 
standards through training, qualifications, awards 
and the production of best practice and skills 
guidance, facilitating Continuing Professional 
Development (CPD), and awarding Chartered 
Public Relations Practitioner status (Chart.PR).

 
ABOUT CHALKSTREAM

Chalkstream specialises in in-depth, intelligent 
reputation and market research for education 
and membership body/trade association clients. 

Our work involves secondary and primary 
research exploring attitudes, awareness and 
behaviours among diverse groups. We turn 
expert research design, first-class fieldwork and 
powerful analysis into clear, straightforward, 
practical recommendations that drive intelligent 
decision-making.

Current and former clients include NATO,  
City & Guilds Group, Institute of Chartered 
Accountants in England and Wales, Chartered 
Insurance Institute, Learning and Work Institute, 
Association of Colleges, National Union of 
Students, Association of School and College 
Leaders, ZSL, the UK Government.


