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FROM THE EDITOR

Coming Back to ‘Buy Black’

You can learn a lot by eavesdropping on the train. I've stum-
bled onto ideas for columns, broadened my understanding
of diversity, economics and myriad other topics, not to men-
tion made new friends.

Recently, a couple of those new friends — a husband and
wife counseling team — were discussing the husband’s plan
for an upcoming men’s church retreat. He was complain-
ing mildly that participants’ desire to
relax wasn't right. He felt they should
do something more useful with the
time by planning an enrichment event
for young men in the church, for ex-
ample. But if rest and relaxation were
paramount, they should at least choose
a black-owned venue.

Hed even found one — one that his co-
horts weren’t pleased with because the
price for the bed and breakfast was $50
more per night than the next compa-
rable option that was not black-owned.

Why is that so important, I asked? I
knew the likely answer, but my news
nose was tingling.

He went on to talk about the need for
economic parity and promoting eco-
nomic growth among black people,
which he felt is just as if not even more
important than building up a church
community. He and his wife peppered our discussion with
historical references: The black community was stronger
in the 1920s and ’30s when it was segregated and we were
forced to rely on black businesses to survive; in the 1960s
and ’70s, black people had vision. They understood the
bigger picture and why it was critical to “buy black” lest
those valuable dollars continue to flee our community,
leaving behind substandard goods and services at markedly
higher prices.

That’s all well and good, but there’s a reason why I dont
buy black. I'm willing to pay a higher price to support
the community, but what I don’t support, I told my new
train friend, is bad service, shoddy retail space and poor
product selections.

To defend my decisions, I described a vivid and repetitive
scene featuring apathetic store clerks and me, walking in
ready to plunk down my hard-earned dollars for whatever
was suitable, and being stared at as if to say, “Why are you
here?” My new acquaintance agreed, but then he began to
talk about awareness.
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Supplier diversity
programs help
overcome the
knowledge gap

crippling minority
communities.

Those clerks, he said, were operating from a deficit. They
did not know how to behave toward customers. “The clerk
doesnt know he or she should speak to me and look engaged
when I come into the store?” I asked skeptically. That’s Busi-
ness Operations 101.

He nodded solemnly. Those clerks and the business own-
ers who employ them likely have not been groomed to
engage customers correctly. The
breakdown, he said, between vision
and community created a vast knowl-
edge gap that is slowly but surely crip-
pling black business.

I considered this in light of what I know
about the power of mentorship and
sponsorship, the need to reach back and
pull forward those who may not have
had the same start, but still need to
compete on the same field. Then I con-
sidered my new friend’s words in light
of what I've learned about supplier di-
versity. This year, we made the decision
to feature at least one story on the topic
in every issue. If my new train friend’s
conversation was any indication, we
were more on target than I realized.

Black communities are woefully short
on black-owned businesses. This relates
to the economic health and growth of
our particular demographic. If consum-
ers like me don’t buy black because of bad service, and bad
service is related to lack of awareness, knowledge and skills,
is more important than ever that corporate supplier diversi-
ty programs offer minority business owners the training they
may need to compete effectively, expand their businesses and
contribute to the economic health of the community.

Check out our feature “In Short Supply” on page 16 to learn
more about what companies like Kroger and Walgreens are
doing to ensure their supplier diversity programs work. And
be sure to let me know what practices you've observed at
work or believe should be a part of supplier diversity pro-
grams. It’s worth examining closely. Companies, communi-
ties and families may depend on it. «

Kellye Whitney
kwhitney@diversity-executive.com
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serve large corporations. By Rita Pyrillis
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learn to classify their skills correctly
and take advantage of their unique talents.
By Matthew Bowman and Joseph Santana
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diversity leader has its own unique
they tackled the job. By Frank Kalman

challenges. Four CDOs share how

Getting Generations in Gear

2 8 The companies that effectively manage

coming demographic shifts will be
members of different generations. By Eugene Burke

those that understand what motivates
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LEADERSHIP | Robert Rodriguez

Room at the Top

Being a great diversity leader is also about what you don’t do

Having worked with more than 100 different corpora-
tions, I've met many diversity executives. No two are alike,
but successful ones share many competencies. However,
I’'m more interested in the things great diversity leaders
don’t do. For instance:

They don't tolerate weak CEO commitment. Top diver-
sity leaders push their CEOs to get involved and person-
ally drive diversity efforts. They don't do the work for the
CEO; they lay out the strategy and
let the CEO execute it. And when
their CEO isn't demonstrating com-
mitment, they are not afraid to tell
the CEO that he or she needs to do
more to have a legacy that fully em-
braces diversity and inclusion.

They don’t overlook achievement.
When progress or improvements
have been made, or when a goal
has been reached, great diversity
leaders never pass up an opportu-
nity to acknowledge achievement.
They celebrate even short-term wins so people know their
efforts are not only appreciated, but also they’re having a
positive impact.

They don'’t allow executives to feel sorry for themselves.
The best diversity leaders do not allow business executives
to feel sorry about their circumstances. They force business
leaders to take as much responsibility for driving diversity
progress as they do for driving business results. These execu-
tives don't entertain “woe-is-me” conversations often. Instead
of allowing executives to feel sorry for themselves, or to get a
pass on achieving diversity results, diversity leaders work with
executives to accomplish something they can be proud of.

They don't act powerless. Power is all about the ability to
influence behavior, change the course of events, overcome
resistance and have control over one’s work environment.
Top diversity leaders convey an ability to get things done
and find ways to get others to do things they wouldn nor-
mally do. They turn the diversity leader role into a power
role within the organization.

They don't avoid change. Great diversity leaders are con-
stantly pushing for positive change. They refuse to accept
excuses such as “that’s not how we do things around here.”
They give clear instructions while supporting the workforce
atall levels, and motivating others to push through resistance.

They don’t look back. Strong diversity leaders acknowledge
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Top diversity
leaders constantly
push for positive
change and refuse
O accept excuses.

the past and learn from it, but consistently look and press
forward. And they help others look forward by creating a
positive vision of the future and how diversity and inclusion
will help them achieve that vision.

They don't slow down. When the best diversity leaders
hear others say, “We need to slow things down,” they tend
to do just the opposite. They defy the tyranny of routine and
sluggishness. They don't wait for the organization to be fully
ready for transformational diver-
sity change. They know that when it
comes to diversity, doing something
today is much better than waiting
for tomorrow.

They don't ignore corporate cul-
ture. Top diversity leaders under-
stand that corporate culture — and
by association the leaders who rep-
resent it — helps to define how em-
ployees think, act and behave within
an organization. They use a variety of
methods to maintain a strong corpo-
rate culture, including executive behaviors, reward systems
and properly allocated resources to help define a corporate
culture that fully embraces diversity and inclusion.

They don’t overlook talent. The best diversity leaders know
the easiest way to push diversity initiatives forward is to focus
on talent. Organizations compete based on talent. Therefore,
these leaders convince their management teams that embrac-
ing diversity means they will have access to a much broader
pool of top talent, thus they will gain a competitive advantage.

They dont operate in a vacuum. Great diversity leaders
understand the value and importance of benchmarking.
Whether it is benchmarking employee resource group initia-
tives, diversity goals, nonprofit partnerships or diversity met-
rics, these leaders seek to learn from their colleagues. They
know that benchmarking helps them keep a pulse on what
is happening externally so they can adapt more effectively
internally. Diversity leaders who fail to benchmark do so at
their peril.

Sometimes it’s not what you do but what you don't do that
helps you get to, and stay on, the top. «

Robert Rodriguez is a president of DRR Advisors
LLC, a management and diversity consulting firm,
and author of “Latino Talent.” He can be reached
at editor@diversity-executive.com.
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CONNECTIONS | Tamara J. Erickson

What Hispanics Want at Work

This demographic places great value on work — under the right conditions

Hispanics are destined to be the most important talent
source for large U.S. companies in the coming decade.

The Hispanic population is growing rapidly, but its young
members are very different from those in Generation Y
overall. Hispanics are particularly drawn to larger, well-es-
tablished firms with recognized brands. The reverse is true
with Gen Y; many prefer working
in small organizations and having
entrepreneurial opportunities.

These preferences matter given the
undeniable growth of this segment:

* In 2002, Hispanics moved past
African-Americans to become
the nation’s largest minority.

*In July 2013, Californias His-
panic population reached par-
ity with the non-Hispanic white
population, 39 percent each.

* In New Mexico and Texas, His-
panics are expected to become
the majority population by 2020.

* On average, Hispanics are almost a decade younger than the
general population.

* The U.S. Hispanic population is expected to more than
double by 2050, growing to 100 million from 44 million.

The employability of the segment is also growing. High
school dropout rates among Hispanic youth have plum-
meted during the past 15 years, from 35 percent in 2000
to 15 percent today. Simultaneously, college enrollment
among high school graduates has grown dramatically. To-
day, a higher percentage of Hispanic high school graduates
enroll in college (49 percent) than non-Hispanic whites (47
petcent) or blacks (45 percent). Only Asians (66 percent)

have higher levels of enrollment.

Attracting and retaining Hispanics will require a mix of tra-
ditional and forward-thinking work options. Large employ-
ers, in particular, should prioritize developing a work envi-
ronment well-suited to this group.

To understand this segment better, I recently conducted an
online survey of U.S. workers ages 18 to 53. The role of
work in Hispanics' lives jumped out: 71 percent describe
work as a major source of pride, and 75 percent describe it as
a route to upward mobility and economic security.

With that in mind, companies should emphasize well-con-
structed career development options — attractive promotion
possibilities and access to resources required to attain them.
Nearly 85 percent of respondents said receiving needed
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stability and reputation,
giving large companies

with well-respected
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training and development from their employer is important
to create excitement and engagement at work. Almost the
same percentage said being able to learn new things during
work was important to create a pleasurable work experience.

Hispanics also place high value on an employer’ stability and
reputation, giving large companies with well-respected brands
an advantage. When consider-
ing moving to a new company,
82 percent of Hispanic workers
rated the job's long-term secu-
rity and the company’s financial
stability as important or ex-
tremely important.

The complication? Although
attracted to stable, traditional
companies, this segment is not
looking for traditional work
arrangements.

Often part of large extended
families, with a strong sense of
responsibility to family mem-
bers, most Hispanics are looking for flexible, forward-think-
ing work arrangements. Many celebrate holidays that are not
part of the traditional corporate calendar.

Ideal work arrangements include time shifting, asynchro-
nous work and flexible schedules; 72 percent rated these
characteristics as important or extremely important. Family-
friendly flexibility was important or extremely important
to 68 percent, and almost half said their preferred work ar-
rangement would include a schedule that allows employees
to shift work on a daily basis, as needed, to balance other
responsibilities. Companies should offer a wide variety of
work arrangements, with an emphasis on personal choice, to
attract and retain top Hispanic talent.

The role of family in Hispanics’ work lives is also relevant
because of a need to communicate workplace success with
a broad community. Innovative status-related recognition
such as badging that can be easily shared with an extended
community will be important.

Efforts to develop attractive work options are likely to have a
significant payoff in the future. Not only will Hispanics rep-
resent a large percentage of the available workforce, but also
they are likely to be among the happiest and most engaged. «

#s. | Tamara J. Erickson is the founder and CEO of
U _ . | Tammy Erickson Associates and author of “Retire
3 Retirement.” She can be reached at editor@

| diversity-executive.com.
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BUSINESS DEVELOPMENT | James H. Lowry

Black Business Is Not Dead

Chicago’s once-thriving black business community can be revived

A few months ago, Crains Chicago Business published, “Why
Chicago’s History of Black Business Success is Fading.” Being
black, a longtime Chicago resident and a minority business
enterprise consultant, this article personally affected me.

The early black business leaders who started and grew
multimillion-dollar businesses inspired and motivated
me to start my firm in the 1970s.

They were pioneers working with

and for the black community.

Some of the most prominent en-

trepreneurs were:

* Truman Gibson Sr., who started
Supreme Liberty Life Insurance
Co. and hired John Johnson for
his first job in Chicago.

¢ John Johnson, who started John-
son Publishing Co. and later
bought Supreme Liberty.

* George and Joan Johnson, who started Johnson Products
Co.

* John Sengstacke, who inherited Sengstacke Enterprises,
which owned newspapers like the Chicago Defender, Pitts-
burgh Courier and Michigan Chronicle, among others.

These entrepreneurs were well-respected in Chicago and
across the nation. As a child on the South Side of Chicago,
I would attend the Bud Billiken Parade created by Robert
Abbortt, founder of the Chicago Defender. I saw several U.S.
presidents participate, and felt great pride for my commu-
nity and race. These entrepreneurs were giants, and Chicago
was their home.

However, the black community has not done much to stand
on the shoulders of these giants. There are several reasons
why today’s and tomorrow’s leaders may not be plentiful:

* There were not enough minorities in corporate leadership
positions and on corporate boards.

* Blacks were not included in the lucrative, fast-growing seg-
ments of our economy.

* Large, mainstream companies now market products to
black consumers who seldom rely on black-owned compa-
nies for goods and services.

* There has been a reverse migration of blacks from the Mid-
west and growing numbers in Southern cities.

Steven Rogers, senior lecturer in general management at
Harvard Business School, once said, “It is institutional rac-
ism, pure and simple.” Reflecting on what my friend and
colleague — and others — offered as reasons for the decline,
many of the assertions are valid. Still, these assertions are only
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As a race blacks
do not work in
a cohesive manner
to foster growth
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elements of an overall problem: As a race, we do not work in
a cohesive manner to foster growth in our community.

I do not know if Rogers is correct in saying it is institutional
racism or just benign neglect. If it was the former, other eth-
nic and racial groups would face the same hurdles. However,
other groups are moving forward and not backward like
blacks. For those in the black com-
munity interested in accelerating
their economic growth, I would
recommend the following:

* Accept that bias still exists in cer-
tain industries, companies and
government organizations.

* Accept that within these same in-
dustries, companies and govern-
ment organizations, there are also
strong white change agents who
want to help.

* Any black person with control of a large budget should

request minority involvement for projects, goods and
services.

* Every black person on a corporate board should articulate
the unique contribution minorities can play in increasing
profits and market share.

* Every prominent black leader or entrepreneur should ac-
cept the responsibility to mentor at least 10 young blacks
irrespective of educational level.

* Blacks should dramatically increase giving to historically
black colleges and universities, which are a vehicle for black
economic growth through civic leadership and research.

* Blacks should increase the number of strategic partnerships
with the black diaspora in the Caribbean and Africa, and
with other blacks, Hispanics and women in the U.S.

* Blacks should support companies that support us.

* Black elected officials should not accept a lack of wealth, as
it creates the problems they aim to address.

The biggest change is for blacks to stop blocking and
thwarting the progress of other blacks. The crabs in a bar-
rel concept should not prevail. If we work together, there
will be more black business leaders to motivate, inspire and
generate a great sense of pride within our communities, cit-
ies and race. We can leverage our trillion-dollar purchasing
power to effect change. «

James H. Lowry is a senior adviser for Boston

| Consulting Group and inaugural member of the
Minority Business Hall of Fame. He can be reached
at editor@diversity-executive.com.
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VALUE INDEX

Get Your Copy of the 2013
DVI Report Available Now!

Rather than a “finger-in-the-wind” or a “beauty
contest” approach, the Diversity Value Index, or
DVI, is a statistically based, robust method of
assessing the business value of diversity
and inclusion. The DVI is designed to raise
the bar of diversity benchmarking and
recognition programs by delivering a
strategic, transparent, simple index
that focuses on D&l’s value to
the business.

For more information, please visit
Diversity-Executive.com/dvi
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Supplier diversity programs work, but

it can be tough for minority-owned
businesses to build the right relationships
to connect with companies, and then
provide the products and services large
corporate organizations want at the scale
they need. By Rita Pyrillis

avid Seguras Detroit roots [go back 100 years to
when his grandparents emigrated from Mexico.
So the idea of giving back to his community was
a given when he graduated from college in 1993.
But it wasn’t until he began volunteering with a program to in-
troduce inner-city kids to technology that he found his calling.

He was 24 and working at Ford Motor Co. when he began men-
toring high school students at a local chapter of the Society of
Hispanic Professional Engineers. He recalls one disinterested teen
who didn't want to be there at first, but six months later gave a
graduation speech that moved Segura to tears.

“I worked extra hard with him,” said Segura, the founder and
CEO of Vision IT; one of the largest Hispanic-owned technology
firms in the country. “T really wanted to get through to him, but
you just don’t know what's going to stick. He gave the graduation
speech, and to hear him say that technology was going to be his
career path was incredible. I thought that I had to find a way to
do this exponentially.”

16  Diversity Executive | www.diversity-executive.com | March/April 2014
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Basketball legend-turned-
businessman Magic Johnson
explains why it makes sense
to partner with minority
businesses to move diversity
forward: diversity-executive.
com/materials/view/11.
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He said he realized that starting his own company was the
best way to accomplish that, and four years later he founded
Vision IT, which provides information technology services
to a variety of clients, many of them Fortune 500 companies
such as Pfizer and Hewlett-Packard. The Detroit-based com-
pany has 1,000 employees and 3,500 contractors around the
country and invests in internships and mentoring programs
to help disadvantaged kids pursue ca-
reers in technology.

Like many successful minority-owned

businesses, Segura credits corporate

supplier diversity programs with help-
ing his business grow. These programs

have had a profound effect on the mi-
nority business community, he said.
In fact, between 2002 and 2007, the

number of minority firms grew by 46

percent compared with 18 percent for
all U.S. firms, according to the 2010 U.S. census.

David Segura

And as the minority business community has evolved, so
have supplier diversity programs. What began as a federal
mandate in the 1960s requiring government agencies and
the companies that supply them to contract with minority-
owned businesses, has become a critical business strategy for
many corporations as they seek to expand their markets and
pursue innovation.

“With the changing demographics our customer base con-
tinues to change, and we want to make sure that we stay
competitive by making sure that we are a good retailer to all
of our customers,” said Denise Thomas, director of supplier
diversity at Kroger, a grocery store chain. “We need input
from diverse suppliers. Years ago, sushi was new to the mar-
ket, and it was diverse suppliers that brought us that item
and taught us how to sell. Now its a multimillion-dollar
business for us.”

Minority suppliers also have helped the Cincinnati-based
chain grow its Hispanic foods business and its market for
ethnic hair products. “A year or two ago we had a major
shift from ethnic hair relaxers to natural products,” she
said. “Having someone who understands that category has

really helped us.”

Thomas said the business case for Kroger's efforts related to
supplier diversity is simple. The grocery store is represented
in 31 states, and many minority-owned companies are in
those areas as well. “So they create jobs, and when people
are working they can buy more groceries. As long as we have
thriving communities, we have a thriving Kroger’s.”

But finding minority-owned businesses that are ready to
meet the demands of a large corporation can be a challenge,
she said. Kroger coordinates with supplier diversity advocacy
groups like the National Minority Supplier Development
Council to set up trade fairs and other networking opportu-
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Kroger Never Says Never

One of the biggest obstacles to success for minor-
ity- and women-owned businesses is finding an ad-
vocate at a company they want to do business with.
Typically, that person is a supplier diversity manager
who may already be juggling hundreds of relation-
ships. So, when Ohio entrepreneur Greg Battle re-
ferred to Denise Thomas, Kroger Co!s director of
supplier diversity, as “an angel to many,” that is high
praise indeed.

“If she can't help you, that means you have to go
back and work on yourself;” said Battle, an African-
American whose company, Coolant Control Inc., sells
industrial lubricants to Kroger.

The two met up in December at one of Kroger’s Man-
ufacturing and Corporate Brands Diverse Supplier
Business Interchanges in Cincinnati, an invitation-
only event for current vendors seeking to expand
their business with the grocery store chain.

“Watching a company grow into a multimillion-dol-
lar business is really rewarding,” said Thomas, who
joined Kroger in 2003. “We have to understand that
we must provide opportunities for these businesses
to grow. Barney Kroger started with one Kroger store
because somebody gave him an opportunity. That'’s
what it’s all about”

Kroger’s most recent effort to expand its supplier di-
versity program focuses on growing its network of
private-label suppliers to meet a growing demand
for its in-house products such as Private Selection
and Simple Truth. Thomas said corporate brands ac-
count for about one-fourth of all Kroger store sales,
creating significant opportunities for minority- and
women-owned firms.

Kroger, one of the country’s largest grocery chains
with 2,458 stores, spends nearly $2 billion annu-
ally with minority- and women-owned businesses.
Thomas said while the company strives for an open-
door policy when it comes to minority suppliers, of-
fering guidance and suggestions, there are times
when the door must stay shut.

“Vendors need to understand what their capabilities
are,"she said.“Last year, | had someone register in our
program, and his sales were $150 last year. Some-
times you just have to say, ‘Kroger’s not the place for
you, but you can never say never.”

— Rita Pyrillis

nities where the companies can find each other. Greg Battle,
president and CEO of Coolant Control Inc., is one business
owner who has benefited from Kroger’s outreach.

He said one of the biggest challenges minority-owned busi-
nesses face is finding the decision-makers within a company
and building relationships with supplier diversity managers
who will advance a company’s cause. “All business is based
on relationships, but if you dont find the right person at



Kroger or Honda or Ford, you dont know where to start,”
said Battle, whose company sells industrial lubricants to
Kroger’s manufacturing division.

“People buy from who they like, who they know and who
they respect,” he said. “You have to find that one champion
on the inside that can say yes. The challenge is that we often
don’t know who that person is. If the company puts a check-
mark by my name, but they’re not invested in my success, I
might be able to sell product number one, but there won't
be a product number two or three. You need to establish
goodwill and create an innovative product or service.”

According to Rona Fourté, director of supplier diversity
at Walgreen Co., first impressions are critical and follow-
through is everything. She said corporate organizations like
hers will scrutinize how a minority-owned business they’re
trying to build a relationship with behaves in the initial
stages of the relationship. That will offer an idea of how the
company will operate going forward.

“It centers around following through correctly and truth-
fully and keeping me apprised of stumbling blocks,” she
said. “Some suppliers don’t want to follow our protocol, but
when they face a hurdle and get stuck, they run to supplier
diversity, but I can't do anything for them then.” Its too late.

Fourté said another challenge for supplier diversity managers
is finding minority-owned businesses capable of supplying
products on a large scale. She acknowledged that minority-
owned business are growing and changing, but she doesn’t
know if they’re changing at the pace corporations need them
to in relation to scalability.

“They can be creative and nimble, and they have a pulse on
the community. However, the flip side is when you have cor-
porations that are looking at expanding their supply chain
and creating scales of economy, those businesses have to re-
spond,” she said. “By scalability I mean that you are able not
only to service a region of our stores, but if we wanted you
to go international, you are readily able to do so.”

The Deerfield, Ill.-based pharmacy chain formalized its sup-
plier diversity program in 2007, and in recent years has fo-
cused on expanding its efforts beyond ethnic and racial lines.
For instance, in 2010, Walgreens launched the Community
Corner initiative, to reach out to more diverse groups such
as veterans, people with disabilities, women and non-minor-
ity businesses that serve minority communities.

Fourté predicts expanding the definition of diversity will be
a future challenge for supplier diversity professionals. “Com-
panies are going global very quickly,” she said. “What diver-
sity looks like in the United States isnt what it looks like in
Europe or China. As companies continue to grow, it will be
incumbent upon supplier diversity professionals to have an
astute understanding of that global space.”

While companies have become more sophisticated in their
approach to supplier diversity, they still lag behind corporate

efforts to diversify the workforce, according to Fred McKin-
ney, director of the Greater New England Minority Supplier
Development Council, an advocacy group for minority-
owned businesses. “The first response to growing diversity
was seen in the HR field,” he said. “HR recognized that they
needed more diverse employees. Then the focus was on di-
versity in executive ranks, the senior management and direc-
tors, and then the attention shifted to supplier diversity.”

“People buy from who they
like, who they know and who
they respect. You have to
find that one champion on the
inside that can say yes. The
challenge is that we often don't

know who that personis.”

— Greg Battle, president and CEQ,
Coolant Control Inc.

He said the shift has been gradual, reflecting the slowly chang-
ing perception of supplier diversity as something companies
were forced to do to something that is a business imperative.

Gerry Fernandez, president of the Multicultural Foodservice
& Hospitality Alliance in Providence, R.I., said one reason
that some companies have been slow to embrace supplier
diversity is because it’s a hard concept to sell compared to
workforce diversity. “You have a multicultural workforce,
you have customers in all colors and shapes, you have your
community and lastly, you have your supply chain,” he said.
“The best companies in the world have all four, but there are
still naysayers, people who say, “No one helped my father
when he came from Germany, so why should we help out
women- and minority-owned firms?”

Further, few companies, aside from members of the Billion
Dollar Roundtable, get recognition for their efforts. The
roundtable is made up of an elite group of firms that spend
at least $1 billion on contracts with women- and minority-
owned businesses.

“Many companies don' take it seriously, and those who do
don't get enough credit,” Fernandez said. “Darden, Sodexo,
these are companies that do it well, and they have numbers
to back that up. They don't say ‘Look, 16 percent of our
franchisees are minorities.” We need to do a much better job
of telling that story.”«
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Companies often focus on
diversity efforts internally, but
the professional social media
company LinkedIn has a unique
opportunity to help veterans
find jobs in many industries:
diversity-executive.com/
articles/view/2238.
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Benchmarking companies that have
translated veterans’ military skills
into civilian language and matched
them to their needs is just one way
to leverage this large group of talent.
By Matthew Bowman

and Joseph Santana

n early November 2013, President Obama gave

his weekly radio and Internet address and stat-

ed that economic growth for America includes

“making sure that every veteran has every chance
to share in the opportunity he or she has helped de-
fend.” He went on to discuss the results of efforts in
the public and private sectors and stated that “as more
than a million of our troops return to civilian life,
we're going to have to work even harder.”

While many organizations clearly hear the call to hire
more veterans, some are increasingly aware that outreach
and hiring alone are akin to what soldiers might refer to
as a “spray and pray” approach — hire a lot of veterans
and pray to get one or two who make it in the company.

March/April 2014 | www.diversity-executive.com | Diversity Executive 21




READER REACTION

What best practices have you seen in engaging
veterans in the workforce once they’re hired? What
does your company do to keep the veteran employee
population motivated and comfortable?

¥

@PatriciaDuartel:

Leverage their networks and knowledge, i.e.
tech recruiting firm’s biz expanded thanks
to vet hired in sales with military contacts.

@PegineMotivateU:

Give vets feedback on performance weekly.
Your world is different. Your feedback on
performance is critical.

@TJHAYGOOD:

Give them opportunity to share insight and
personal wisdom. Ask their opinions. They
are trained process improvement specialists.

Edwin Medina:

My current employer has a veterans affinity
I group, which | lead. The purpose of this group
is to get veterans acclimated to a corporate environ-
ment and teach them how to be successful in it.
Depending on how long the individual may have been
in the service, it could determine how his or her mindset
may need to adjust. For example, how promotions and
discipline are handled in a civilian job vs. the military.

|

The biggest thing is the sense of entitlement. | served
in Iraq in 2003. When | entered the civilian world I felt
it should have been easy for me to land a job with

all the tangible and intangible skills | brought to the
table. However, | did not have a college education,
and the jobs | was shooting for were too high.

Help both the vets and nonmilitary
=\ employees to better understand how the
skills translate in the new environment and making
meaningful accommodations where needed.

@ Marjorie Derven:

Kaycee Kiesz:

| I manage Starbucks’ eight employee (partner)
’ networks, one of which is our highly regarded
Armed Forces Network. Starbucks is not only committed
to hiring military members, we also support their
spouses/families. We employ a full-time military
recruiter and military program manager.

What do you think? Join the discussion at tinyurl.com/
qapurgs or follow us @DiversityExec to discuss.
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InaJune 2012 report, think tank the Center for a New Amer-
ican Security conducted in-depth interviews with 69 compa-
nies, of which 80 percent cited specific challenges they face in
hiring and engaging veterans. The most often mentioned was
difficulty translating experiences acquired in the armed forces
and expressed in military acronyms into meaningful compe-
tencies that could be applied to non-military jobs.

For instance, employers do not know how to determine if an
ex-military person rated as a high performer would be a high
performer according to their metrics. To compound this,
veterans generally face the same challenge when it comes to
translating their skills and experience into non-military em-
ployment. Civilian and military employment terminology is
vastly different, so making connections can be challenging.
Another big concern when hiring veterans is the belief that
they need time to re-enter civilian life. One executive who
was part of this study opined that veterans may be too rigid
or structured to function well in a corporate setting, a con-
cern likely shared by many.

With this data in mind, any efforts to support veterans
transition into civilian jobs must blend resources that ad-
dress skills transition, how to identify employer needs and
matchmaking with resources such as onboarding, cultural
acclimation and engagement processes. Since this is a big
undertaking, the effort also will require strong leadership.

One way to learn how to address skills translation, identify
employers’ needs and match resources is to benchmark orga-
nizations that have undertaken similar efforts:

1. Skills translation: Organizations doing a noteworthy
job of translating competencies acquired through military
service into practical civilian skill sets include the Depart-
ment of Labor’s My Next Move, the Department of De-
fense Transition Assistance Program, the Department of
Veterans Affairs, with its VA for Vets military skills trans-
lator, and the Department of Education. For instance,
these organizations have figured out how to ensure vet-
erans resumes provide a complete picture of their experi-
ence— including technical, interpersonal and leadership
skills—in civilian language.

2. Employer needs identification: Federal agencies in-
volved in helping to identify industries and companies
that need veterans’ skills include the Labor Department,
the Education Department, many colleges and universi-
ties, and the U.S. Chamber of Commerce.

3. Matchmaking: Groups such as the American Job Center,
which offers a one-stop shop to support veterans with its
Gold Card program, are helping to connect appropriately
skilled veterans with the companies that need them. Fed-
eral, state and local entities and many job portals, includ-
ing Monster.com, also can provide support.

Some private organizations have their own resources in
these areas to replace or supplement publicly available
tools. For example, AT&T and Home Depot have devel-
oped custom skill-translation capabilities. Likewise, re-



cruiting companies such as Orion International, the Lucas
Group and Wesley Brown and Bartle have their own in-
house resources for matchmaking.

Whether a company uses publicly available resources to
meet any of the aforementioned three areas of need or builds
its own program is a matter of choice driven by culture and
requirements. However, when it comes to strong executive
leadership needed to pull all of the right pieces together and
secure the resources required to support effective onboard-
ing, acclimation and engagement, an organization must
build these capabilities internally. In many companies, the
group that supplies these critical in-house resources is the
veterans' employee network.

Secrets of Top Performers

Automaker General Motors leverages its veterans’ employee
network and a blended approach that, to date, has been
quite successful. According to Ken Barrett, GM’s chief di-
versity officer, getting the type of results the company has
experienced “first and foremost started with strong executive
leadership.” He said strong executive sponsors who are pas-
sionate about veterans work closely with the GM’s veterans
employee network to bring issues and solutions to the table.

Civilian and military
employment terminology
is vastly different, so
making connections can
be challenging.

Members of GM’s veterans employee network support the
recruiting process by helping to translate candidate résumés
from military to civilian terms. Once a veteran is hired,
members of the veterans employee network provide mentors
and support outside the normal management chain to help
newly hired veterans acclimatize to the organization quickly.

Barrett said to increase rates of success is important the
veterans employee network is fully integrated into the busi-
ness mission and not a separate group that sits outside and
disconnected from other parts of the organization. At GM,
this integration is achieved through a cross-functional team
concept called the Eyes Right Group. This group consists of
the military discount group as well as representatives from
talent acquisition, policy development, communication and
the GM Foundation, all in one location.

Prudential Financial, a global financial services institution,
has a similar philosophy and approach. According to Mi-
chele Green, vice president and chief diversity officer, the
keys to its success are also strong CEO support and a highly

Push for Veterans:
It's Good for Everyone

Some diversity executives may fear that efforts to
hire veterans may draw resources and attention
away from other critical aspects of diversity and in-
clusion strategy. Nothing could be further from the
truth, according to Michele Green, vice president
and chief diversity officer at Prudential Financial.

“The direct and active involvement in driving the
outreach to and hiring of veterans from our most
senior executive levels has spread the commitment
throughout all of our employee networks and diver-
sity efforts,” she said.

She compared it to a positive contagion, a kind of
new executive energy and support to fuel a com-
pany’s diversity and inclusion efforts. Since the U.S.
veteran population is extremely diverse, Green said
she has found that by driving veteran-related efforts
the company is also simultaneously supporting its
efforts to create a highly diverse workforce across
other dimensions of diversity. For instance, “con-
necting with veterans has given us access to another
highly diverse pipeline of candidates.”

To leverage a C-suite focus on veterans:

* Take advantage of the increased access to the top
to illustrate how some of the support given to vet-
erans networks can benefit other networks. For
example, executive sponsorship, access to partner-
ships with other groups and executive speakers
could benefit any employee resource group or di-
versity and inclusion initiative.

» Work with HR, staffing and external partners to tap
into a diverse slate of veteran candidates.

* Get veteran and other employee network leaders
to meet to discuss and share strategies, and look for
opportunities to partner for mutual wins that will
benefit the company.

— Joseph Santana

integrated approach, composed of an official veterans ini-
tiative team and a veterans employee network that work in
close partnership with external resources along with the staff-
ing department and the office of diversity and inclusion.

“Our CEO saw the opportunity and the value of veterans
long before the big push toward hiring former members of
the military began a few years ago,” she said. “With such
strong leadership support and well-coordinated teams of
people, our veteran employee resource group, VetNet, effort
has grown from 40 members in 2010 to 351 members in
2014 and has helped us hire 137 veterans last year and has
grown a 362 [member] in-house, online community of vet-
erans and veteran supporters.”

VETERANS continued on page 46
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f) On the Web

Are you part of your company’s
newly created diversity team?
What advice do you have for
others whose companies recently
created a diversity department?
Join the Diversity Executive
LinkedIn group and share your
thoughts: tinyurl.com/Ix4edyn.
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. % & Chief diversity officers who came into the role as the
T ® . ' = companys first share lessons on how they got their diversity
: ' . and inclusion functions off the ground. By Frank Kalman

o
magine taking on a job no one had done before. Now imagine that job

istone of the most senior in an organization whose employee popula-

tion extends into the thousands: In addition, that job is to launch an

entire function — a function still largely in its adolescence in terms of
building’credibility and driving business success.

Such is often the case for first-time chief diversity officers. To capture what it’s
like to be the first CDO, Diversity Executive profiled four people who went
throughiit. These are their stories.

Ken Barrett, General Motors Co.

ficer, has a message for those taking on the position as a
company’s first: be humble.

‘ J
‘: 1 “The biggest thing I realized is that 'm not going to be the
all-knowing one who's going to come in here and impart
my knowledge on this very large organization,” Barrett said.
He became the automaker’s first CDO in 2012. Had Barrett decided to take a

less humble approach, it’s hard to imagine how anyone would have questioned
him: He certainly has the credentials.

A 28-year veteran of the U.S. Navy, eventually'he became a commanding officer.

_ Barrett said he honed his diversity skills as the head of the Navy’s recruitment

efforts in the Southwest, covering the area from Los Angeles to Nevada and
roughly half of Arizona. He would go on to hold diversity director positions in
the Navy and the Office of the U.S. Secretary of Defense in Washington, D.C.

Th April 2012, after being pushed by his network to expand his expertise into

» the private sector, Barrett accepted the role as GM’s first chief diversity officer.
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Ken Barrett, General Motors Co. global chief diversity of-
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“My first car was a Camaro; it seemed like General Motors
was the right fit for me,” he said.

With no predecessor to absorb knowledge from, Barrett said
his first act as the top diversity officer for the 213,000-em-
ployee U.S. automaker was to learn the business inside and
out. He also needed to conduct a litmus test on where the
company was from a diversity standpoint.

He said what he found was encouraging. Even though the
CDO role was new, the company already had a track record
of diversity, including a number of firsts. For example, he
said GM was the first major company in the U.S. to have
a supplier diversity program in the 1960s. It was also the
first to have an African-American — Leon Sullivan — on its
board of directors in the 1970s.

Still, as the first CDO, Barrett quickly realized his job was to
identify aspects of the company already touching the diversi-
ty and inclusion space, and then organize and facilitate those
efforts into areas that needed greater exposure. He needed to
break down silos, and get dispersed employees with diversity
responsibilities at the same table and talking to one another.

“It was starting off simple,” Barrett said. “Anybody who had
diversity in their title somewhere, let’s go find those people.”

Barrett said first-time CDOs would be wise to understand
the business first. Diversity, he said, isnt something that can
be applied loosely; it has to match up to business needs, and
every business and industry is different.

He also said newly minted CDOs need to understand that,
at the outset, much of the job is about being a facilitator.
“Understand the business piece, and then stop to see how the
elements of diversity and inclusion can tie to the business.”

Nolan Atkinson Jr., Duane Morris

The spark that led Nolan Atkinson Jr. to
become the first chief diversity officer at
Philadelphia-based law firm Duane Morris
came during a meeting in the late 1990s.

Atkinson, an African-American, noticed
during the meeting that one of the firm’s minority law clerks
wasn't performing well enough to be offered a permanent
position. “It really raised an issue about what we're doing to
increase diversity at the firm,” he said.

Atkinson had been a steward for diversity-based law firms
nearly his entire career. In fact, his path to becoming a part-
ner at Duane Morris came by way of a merger with a minor-
ity-focused law firm he created.

When Atkinson graduated with law degrees from Howard
University and the University of Pennsylvania in the late
1960s, minority law graduates seldom got associate jobs at
big firms. That prompted Atkinson to start his own firm
and hire minority and non-minority attorneys — an effort,
he said, to promote diversity.

But as time went on, more minority law graduates found
jobs with large law firms, leaving Atkinson’s firm unable to
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“You've got to have a good
understanding for the inner
workings of the firm.”

— Nolan Atkinson Jr,, partner and
chief diversity officer, Duane Morris

compete from a recruiting perspective. In 1991, his firm
merged with Duane Morris, bringing with it about 10 as-
sociates and partners.

That moment in the late 1990s meeting prompted creation
of the Duane Morris Diversity Committee; Atkinson served
as its chairman. In 2007, he said by itself the committee
wasn't effective enough in propelling the vision for diversity
at the firm. Management decided to appointa chief diversity
officer, a role Atkinson said he took on because of his role
as committee chairman and his external involvement in the
Philadelphia Diversity Law Group, an advocacy organiza-
tion for diverse lawyers.

Atkinson’s first recommendation as CDO was to have a di-
versity retreat, where all the attorneys in the firm could come
together in Philadelphia for a weekend of “substantive discus-
sion and networking.” The firm holds the retreat annually.

Atkinson said being the first CDO at a law firm is a lot like
doing so at any other company in that there must be strong
support from the top. The difference is a law firm’s leader-
ship and structure is more horizontal. Partners take owner-
ship in the organization and oversee individual practice areas,
so there is often less bureaucracy.

Atkinson said it can be challenging juggling diversity duties
with those of a practicing partner. Thus, diversity leaders at
law firms with CDO ambitions should prepare to manage
both. But like other first-time CDOs, Atkinson said it’s
important to understand organizational structure and cul-
ture before driving diversity initiatives. “You've got to have
a good understanding for the inner workings of the firm
and believe that you can interact with any of those parts of
a giant organization whenever it’s necessary to advocate for
your cause,” he said.

Dr. Leon McDougle, Ohio State University
Wexner Medical Center

Dr. Leon McDougle was minding his own business as an
assistant clinical professor of family medicine at the Univer-
sity of Michigan when a phone call from the dean’s office
changed the trajectory of his career.

The school was looking for an associate dean of diver-
sity at the University of Michigan School of Medicine.
Would McDougle be interested in serving on a search
committee to help fill the role? “At the end of that, she
says, ‘Oh, unless, however, you want to apply for the job
yourself,”” McDougle said.



McDougle applied and didn’t get the job.
But the process piqued an interest in di-
versity. So when he received another call
from Ohio State University asking if he
was interested in running a new urban

- family medicine residency program, he
asked that another title be thrown in: assistant dean for di-
versity and cultural affairs.

The school accepted, and McDougle, an Ohio native and
OSU medical school graduate, was able to come home, leav-
ing behind “that school up north,” a reference to the disdain
Obhioans have for their most despised college sports rival.

With time, McDougle would rise through the ranks and
earn tenure as a professor. In July 2013, he was named the
first chief diversity officer for the 16,000-employee Ohio
State University Wexner Medical Center.

McDougle said taking on the role as Wexlers first CDO
taught him the importance of collaboration. In fact, he
said he’s more apt to call the role chief collaboration officer
than chief diversity officer. He also stressed the importance
for first-time CDOs to obtain a baseline for organizational
diversity coming in the door. Specifically, McDougle said
diversity leaders coming in as the organization’s first need
to press hard to ensure surveys and other diversity climate
instruments are focused on the right questions.

For him, it was recognizing that diversity is not just limited
to race and ethnicity — for instance, it all includes people
with disabilities and the LGBT population — and pressing
hard when diversity and engagement surveys don't include
questions addressing an array of diverse employee groups.

Another important tool McDougle said is important is evi-
dence. He said his position as a CDO at an academic insti-
tution — not to mention a hospital — made it natural to
take an evidence-based approach to diversity from the start.
Further, such an approach could help CDOs at any institu-
tion to build credibility.

“Use evidence to make the case for diversity and inclusion,
and frame programming from the very beginning to include
outcomes evaluation,” he said. “And take a longer-term view
of the assessment; that longer view may give you a more bal-
anced and impactful viewpoint of what workforce diversity
has accomplished.”

Lisa Garcia Quiroz, Time Warner Inc.

Lisa Garcia Quiroz was busy running Time Warner Incs
corporate social responsibility effort in 2007 when the com-
pany gave her a new function to oversee: diversity.

A Harvard MBA with a background in consumer market-
ing at 7ime magazine, Quiroz spent her early pre-CSR years
deeply involved in magazines. First she launched a magazine
called Time For Kids, a classroom news publication. Then
she became the launch publisher of Peaple En Espariol, a
Spanish language spinoff of People magazine.

After nearly a decade on the magazine side of the business,
Quiroz was asked to move to corporate to be the first head
of Time Warner’s CSR function. Not long after diversity was
added to her responsibilities, and she was officially named
as the company’s first chief diversity officer in January 2012,
serving as senior vice president of corporate social responsi-

bility and CDO.

Quiroz said the biggest change that came was access to the
C-suite, specifically to the CEO. She said it's important for
first-time CDOs to be assertive in harnessing that access be-
cause most of an organization’s energy and passion related
to diversity typically comes from its leadership. Therefore,
diversity leaders must build open lines of communication
with other C-suite executives to build a solid foundation for
whatever objectives they set out to accomplish.

“The way you engage with
the company has to feel
comfortable with the CEO
and has to be reflective

3 with what he or she values.

— Lisa Garcia Quiroz, senior vice president of
corporate social responsibility and chief
diversity officer, Time Warner Inc.

“The way you engage with the company has to feel comfort-
able with the CEO and has to be reflective with what he or
she values,” Quiroz said.

Quiroz also suggested diversity leaders who become the first
CDO should open their ears. “T would spend a lot of time
really listening to your colleagues. Go on a setious listening
tour, and go back and look at every communication in the
company on important things.”

Even diversity leaders who have occupied the CDO role
at other organizations should heed caution when it comes
to applying expertise, especially as another company’s firs,
Quiroz said. Likewise, companies shouldnt approach re-
cruiting chief diversity officers with the notion that being
successful as a CDO in one organization means they will
automatically be successful in another.

“The thing to be careful about is why were they successful at
the company, and is it someone who has the leadership skills
to really help them understand the culture of the company,
to really understand the relationship with the CEO, and to
really begin to shape a diversity agenda that people accept
and not reject,” Quiroz said. «

Walgreen Co's Steve Pemberton is quickly building
internal and external credibility for the company’s

diversity efforts as its first CDO.
Read about his journey on page 36.
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Getting Generations

“The war for talent remains an imperative, so intelligence on what

.fm'otlvates different generations and where to focus to ensure a strong

Jx supply of talent will determine which organizations manage pending
demographlc shlfts effectlvely By Eugene Burke

y 2025 76 ﬁﬁlli'oﬁ boomers, the ‘generation born between World War II
and the 19605, are projected to leave the U.S. workforce. With birth rates
dechnmg in Europe, Chma, ]apan and South Korea, thisis a global concern.

* According to Lynda Gratton, professor of management practice at the London
; Busmess School and; author of “The Shift: The Future of Work Is'Already Here,” the
: '; gencratlonal shife underway is one of five forces shaping the future of work. The others
_include globalization, efiergy resources, employees crafting their own work future, and
* technology, which may. help at least partially to, close the labor gap created by retiring
~boomers. But someone has to use that technology, and someone has to innovate for new
technolog1es to emerge.

' The strength of the'talent in yot-mgef generations, and organizations’ ability to acquire, de-
“70 velop and retain that talent, will be critical. But what do we really know of the shift in tal-
" entas the younger generations inherit the workplace, or about what motivates those gen-
« ' erations fo develop and release their talent for an employer's benefit?

Dll‘CCt data on these quesnons is rare. Much of the generational de-
"% &0 bate is fueled by socio-historic discussions about societal changes " SO

e + " _in health, wealth and socio-political conditions during the past 70 Is performance feedback

. . g years. Further; the discussion focuses principally on attitudes and ~ an employee’s friend or

* o+ o values, rather thantalents and motivations. foe? Blogger Simon North
i shares his perspective on

what baby boomers think

and how it differs from other

generations: blog.diversity-

executive.com/?p=1757.

If we accept that the war for talent will remain an imperative for

organizations, then intelligence on what makes the generations tick

* and where to focus efforts to ensure a strong supply of talent will

determine which organizations will be able to manage the pending
demographic shifts effectively.
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Figure 1: Management and Leadership Functions by Generation

Generations place different emphasis on specific
management skills and tactics.

Boomers M GenX M Millennials

Developing the vision

44 50 53
Sharing the goals

47 52 52
Gaining support

42 52 64

Delivering success

40 49 56

Source: CEB, 2014 Numbers represent percentile ranking

A Shifting Talent Profile

Given the often-voiced concern about their attitudes toward
work, it may surprise some diversity executives to learn the
prospects for leadership potential are good for technically
savvy and digitally driven millennials. Data from the 2012
talent report by talent measurement company SHL, “The
Landscape of Diversity,” indicates one in 11 millennials
possess high levels of leadership potential, versus one in 16
boomers and one in 13 Gen Xers.

Diving into the data a little deeper shows that while overall
potential is stronger among younger generations, the pro-
file of talent is shifting in specific ways. To analyze manage-
rial leadership potential, effective managers and leaders will
know how to: develop a compelling vision that is based on
clear and critical thinking; articulate and share goals that
motivate others and provide direction; communicate effec-
tively and support others through change; gain support and
get things done; and realize tangible goals.

There are a few substantive differences between the genera-
tions when sharing goals and modest differences when devel-
oping a vision. There are larger differences in gaining support,
with the boomers showing stronger potential, and in deliver-
ing success, with the millennials showing stronger potential.

Is this more evidence of a generational difference in work style?
That's one interpretation. More importantly, these differences
point to a few clear actions for organizations. First, companies
need to round out the talent profile for the future managers
and leaders that Gen Y represent, and they need to understand
where the investment in development is going in order to pay
a stronger dividend. Second, organizations must help today’s
managers better understand the talent they manage and their
role in closing talent gaps via the experience and skills they can
share with their younger colleagues (Figure 1).

Employer loyalty has declined thanks to economic instabil-

Diversity Executive | www.diversity-executive.com | March/April 2014

ity, job churn and changes in the employment deal. Ac-
cording to a 2013 Modern Survey report, “State of En-
gagement: Unveiling the Latest Employee Engagement
Research,” boomers are more loyal and engaged than the
younger generations.

For instance, only 1 in 5 boomer employees are looking for
a new job compared to more than one-third of the Gen Y
workforce who are actively looking outside their current or-
ganizations for job opportunities. Leaders need to consider
these statistics in the context of individual employees’ cur-
rent roles as well as their career aspirations. However, com-
mitment and engagement with an organization can be re-
lated to organizational performance, and given the ongoing
competition to acquire and retain strong talent, organiza-
tions need to know their employee value proposition really
speaks to their employees.

Few would argue against motivation being important to tal-
ent development. The 2012 talent report also revealed 18
motivational factors leaders can consider to help inform
their talent processes in a multigenerational workforce.
There are six factors all organizations need to be aware of,

highlighted in Figure 2.

Among the strongest motivational factors for millennials are
progression and personal growth. Sustaining career progres-

Figure 2: Motivation by Generation

There are six motivators that can inform
organizational talent management strategy
in a multigenerational workforce.

Boomers M GenX M Millennials

What gets me out of bed in the morning?

Power

41 52 55
Competition

What brings me back the next day?

Autonomy
1
41 42 57
Progression
5 B
40 53 59

What will make me stick around?

Personal principles

32 42 50
Personal growth
48 54

37

Source: CEB, 2014 Numbers represent percentile ranking



sion is the most important challenge organizations face in
energizing and retaining younger talent who are hungry to
learn and compete for opportunities. Since any organization
will only have so many senior positions open at any one time,
reframing what career progression means has become critical.

For example, to keep millennials engaged, companies must
facilitate sustained career progression to more senior positions,
help these employees set realistic expectations and provide de-
velopment opportunities that align to their aspirations. They
also must expose them to different areas of the business and
make career paths transparent.

As for the boomer generation, these employees are most
likely to have broad skills and experiences from which they
can draw insight. They are also the people who hold much
of the intellectual property that drives knowledge work,
much of the social capital via key networks inside and out-
side the organization and the tacit knowledge of “how things
really get done around here.” Rewards and recognition that
emphasizes competition, progression and personal growth
likely will not motivate boomers. They have already com-
peted, progressed to their maximum career point and devel-
oped the necessary skills and knowledge to succeed.

From Stereotypes to Evidence

Many exploring the generations run the risk of stereotyping
employees by virtue of the generation they fall into. While
there are differences in talent and in motivational driv-
ers between the generations, there are as big, if not bigger,
variations in motivation and talent within the generations.
Differences between generations should be used as signposts
to guide organizations. Organizations with more granular
and talent-focused data across their workforce will have the
capability to move beyond stereotypes to more effective
management of the acquisition, development and retention
challenges that all generations experience.

Despite the differences between the generations, framing ob-
jectives that motivate and develop others, empowering people
and inspiring them with the trust to succeed will continue to
grow in importance. These are the same managerial and lead-
ership qualities required to meet younger generations’ motiva-
tional needs. The talent management programs that will pay a
dividend will understand the motivational and talent profiles
in the different generations, and bring those differences to-
gether to transfer the softer skills most likely to be the greatest
hurdles for younger talent when realizing their aspirations.

To actively manage the exit of 76 million U.S. boomers while
avoiding the loss of intellectual and social capital that many of
them hold, organizations will need to take a rounded view of
their employees rather than focusing on one generation at the
expense of another. Organizations need to understand where
generational differences matter and what those differences
mean for employee performance and engagement. Having
knowledge of what makes the generations tick is critical. «

Eugene Burke is chief science and analytics officer for the CEB.
He can be reached at editor@diversity-executive.com.

READER REACTION

What tips do you have for motivating all generations in
the workforce? Can you cater to one generation while
keeping the others engaged?

¥

@BrittanyJanay:
Avoid taking a one-size-fits-all approach to
incentives and rewards.

@WkplaceConflict:

Instead of assuming you know the other
person’s intentions, ask for clarity in a respect-
ful manner.

@BlackPhysicists:
Money.

@lbisComm:

Mentors are influential. Key knowledge should
continuously be passed upward, downward and
across generations.

BIS

@MikeAdamsExec:

By promoting it as ingredients to a greater
“-  purpose toward innovation, continuous

improvement and transparency.

Michele Norris:

As a boomer dedicated to helping organiza-
[ 4 B tions adjust to the demographic tsunami of
millennials being 75 percent of the workforce by 2025,
conversation and education is key to help each genera-
tion look through the others’ lens. Similar to other
diversity issues, it is about appreciation and mutual
understanding. | use frank and open guided discussions.

Leaders who hit this on the head avoid silent prejudice
and stereotypes that will impede progress and innova-
tion. Organizations need to retain talented and skilled
workers of all generations.

P Deborah Keary:

!,; Listen to your employees — everyone is pleased

- to be heard, and everyone likes to think their
shared ideas are helping the organization. Also, learn to
celebrate failure as a learning experience, and do not
blame others when things do not work out. Creativity
and innovation happen much more easily in an environ-
ment where occasional failure and learning is part of the
work. Additionally, providing training helps employees
believe they are making a contribution and advancing
their careers. Lastly, hire good managers .

What do you think? Join the discussion at tinyurl.com/
q43nljc or follow us @DiversityExec to discuss.
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INCLUSION-
URIOSITY

Connection

Curiosity may be a natural friend to diversity. It opens the
door to different points of view, facilitates insights and
understanding, invites involvement and inspires greater

engagement. Even better, there are ways to promote it.
By Julie Winkle Giulioni and Beverly Kaye

ncreasingly, organizations recognize the untapped power of curios-
ity as a unique and potentially unbeatable competitive advantage in
a crowded marketplace. Although it’s hard to find curiosity on many
leadership competency lists, it’s critical to achieve genuine, sustain-
able organizational results. And, while not a panacea, curiosity is a prior-
ity that should be required of, and cultivated by, leaders at every level.

By its very nature, curiosity opens the door to different points of view, fa-
cilitates insights and understanding, invites involvement and inspires greater
engagement. Intuitively, one might extrapolate its effects on other workplace
dynamics and results, but there is research to confirm it.

In a recent pulse survey, part of an ongoing study, the authors asked lead-
ers across the country how important curiosity is to a variety of business
factors and outcomes. While “innovation” was
E’I‘ the clear winner, “inclusion” came in second,

On the Web and “building a culture that values diversity”
Y e el A R N SIVANNE LN  2nd “business results” tied for third.

need to shift from believing Add this to research from Sylvia Ann Hewlett,
they understand someone Melinda Marshall and Laura Sherbin, who sum-
else’s reality to utilizing active marized the premise behind curiosity in their
listening, suspending judgment HBR.org article, “How Diversity Can Drive
and queSti.oning ina reSpe.thUI Innovation.” They wrote: “Leaders who give
manner: diversity-executive. diverse voices equal airtime are nearly twice as
com/articles/view/824. likely as others to unleash value-driving insights.”
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For leaders seeking to move the nee-
dle on business results, innovation,
and diversity and inclusion efforts,
curiosity might be a one-stop tactic

to help accomplish it all.

How Does Curiosity Work?

Previously an amorphous charac-
teristic or mental process attrib-
uted to scientists and inventors,
there is now a better understand-
ing of curiosity’s capacity.

Analysis of chat responses during a
November 2013 webinar attended
by more than 250 leaders, paints
a vivid picture of how curiosity ef-
fects change, specifically to:

* The individual: When people
experience curiosity — whether
on the giving or receiving end of
it — they become engaged, mo-
tivated and inspired to seek an-
swers. They make the leap from
hearing to listening and enter a
learning zone. They shift focus
from themselves to others and
the answers they may possess.

Situations: “Authentic” and “gen-
uine” are words frequently used
to describe curious exchanges,
and these qualities contribute to
an environment that invites ex-
change, honors others’ interests
and anticipates possibilities. This
can dramatically transform the
dynamics of even the most chal-
lenging situations.

Results: The understanding and

knowledge gained from genu-
inely curious exchanges directly
support better business outcomes
such as innovation and workable
solutions while contributing to
learning, development and stron-
ger relationships and connections
among individuals.

The aforementioned pulse survey
also revealed that among diversity
professionals across the country, indi-
vidual contributors and senior execu-
tives are tied for the “most curious.”
Frontline supervisors are perceived
as nearly 18 percent less curious than
their employees and top leaders.

Curiosity manifests via three inter-
related channels:

How Curious Are You?

A person’s appetite for curiosity
can impact his or her interactions.
Take this quiz to determine your
curiosity level. Set against a 1-7

never/always scale.
000

Never Always

How frequently do you

make an effort to ...

MIND

Give yourself time to ponder
issues and outcomes?

Wonder how things work?
Engage in self-initiated research?

Subtotal

MOUTH

Ask questions of others?

Try to understand how others
think, feel and behave?

Explore “what ifs” with others?

Subtotal

MOTION

Seek out different points of view?

Experiment and try novel
approaches?

Stretch yourself with
challenging experiences?

Subtotal

Grand Total

57-63 You demonstrate an
extraordinarily high level of curiosity. Use
your powers for good by continuing to
model and mentor others in this regard.

50-56 You bring considerable curiosity
to your work and interactions.

43-49 You exhibit a moderate level of
curiosity. Consider leveraging what you do
naturally more frequently or in different
contexts.

42 and below You may benefit from
focusing conscious attention toward
developing greater curiosity.

Diversity Executive | www.diversity-executive.com | March/April 2014

* Mind: Mental disciplines — that in-
dividuals are either naturally blessed
with or consciously develop to ex-
pand their effectiveness — that lead
employees to wonder, ruminate, pon-
der, consider, explore and research.
They also may cultivate a greater tol-
erance for ambiguity and uncertainty.

* Mouth: Verbal practices and pro-
cesses that are generally associated
with curiosity include: asking ques-
tions; seeking out different or con-
trary points of view; working to
understand how others think, feel
and behave; focusing on why; engag-
ing in explorations of issues, factors
and possibilities; and continuously
peeling back the layers of the onion
through conversation.

¢ Motion: Deliberate acts and interac-
tions with the broader environment
— beyond conversations — that
bring curiosity to life through things
such as experimentation and learning
through mistakes and failure, break-
ing or disassembling things to figure
out how to put them back together
better, intentionally exposing one’s
self to new and different people or ex-
periences, and volunteering for novel
projects and challenges.

Given the interrelated nature of
these channels, focusing on and cul-
tivating one usually has a spillover
effect onto the others.

Why Curiosity and Diversity
and Inclusion Align

Diversity executives who want to pro-
mote curiosity in the workplace and
explore ways to spotlight, teach and
support it at all levels of the organi-
zation should consider the following
strategies:

Apply natural approaches in new
ways. Organizations, managers and
leaders remain passionately curious
about the technical dimension of their
work even as curiosity about the people
dimension wanes. Consider how often
managers become passionately interest-
ed in reports, analyses and prototypes
from their employees. What if the level
of curiosity that data earns was applied
to other dimensions of work, and most



importantly, to people? Leaders must challenge themselves
to consider how curiosity plays out most naturally for them.
Then they can support greater inclusion by identifying one,
two or more ways to transfer and leverage those approaches

amidst their people.

Lose the baggage. Chris Reagan, president of cash manage-
ment company Glory Global Solutions, said he asks his or-
ganization often, “When does experience become baggage?”
He said the knowledge and understanding gained from expe-
riences can increase technical effectiveness and efficiency. But
applying this dynamic — even in well-meaning ways — to
people leads to generalizations that can be dangerous, inaccu-
rate and undermine the ability to understand and bring out
the best in each individual. As a result, it’s critical to approach
people and situations with a clean slate. Forget how others
might have thought, responded or acted in the past, and be
ready to start fresh and learn from each encounter.

Focus on what matters. In today’s action-packed, priori-
ty-rich, time-sensitive world, it’s not realistic to expect to
operate at 100 percent curiosity levels all the time, so when
it comes to people, identify what matters most. Curious
leaders who are committed to diversity and inclusion ex-
plore with others their:

* Abilities: What capacities, talents and skills do employees

truly enjoy and yearn to use more?
* Experiences: What history, background and past occur-

Does Sensitivity Kill Curiosity?

Many leaders have suppressed their curiosity, think-
ing it's more politically correct to simply avoid ex-
ploring or shining the light on differences. “Don't ask,
don't tell” has become the unspoken philosophy in
many organizations. But ignoring the differences —
while somehow safer — also leaves a lot on the table:
authenticity, human connections, untapped talents
and energy, and engagement.

Patricia Pope, CEO and co-founder of consulting firm
Pope & Associates, said most people are uncomfort-
able asking people who are different from them about
their race, ethnicity, gender, sexual orientation or reli-
gion for fear it will be offensive. “Years ago, | hired an
employee who stated in her interview that she could
not work on Friday because she was a Jehovah's Wit-
ness and this was the day she did her ministry work.

“I noticed that she also never participated in birth-
day or holiday celebrations at work. Recognizing
that | was pretty ignorant, | expressed my interest in
learning more about her religion and beliefs. Within
10 minutes, she scheduled an offsite lunch for us. She
said this was the first time in her working career any-
one had ever asked her about her religion. She appre-
ciated it a great deal, and | believe she became even
more engaged as a result”

— Julie Winkle Giulioni and Beverly Kaye

READER REACTION

How can diversity leaders use leaders’ curiosity in
a positive way and not offend a company’s diverse
workforce in the process?

¥y

E @topicm:

Leaders could allocate time for each
employee, which would be spent research-
ing and following up on that curiosity.

E#. T @WkplaceConflict:
By listening, which means stop doing all the
talking!
8T @SafeHarbourCdn:

By creating an inclusive environment where
people feel comfortable bringing their
“whole self” to work.

HARIOUR

What do you think? Join the discussion at tinyurl.com/
oaud3ka8 or follow us @DiversityExec to discuss.

rences shape current thinking?

* Achievements: How do past performance and accomplish-
ments affect current behavior and future potential?

* Aspirations: Whatare employees’ hopes, dreams and wishes
about where they want to go and grow in their careers?

* Barriers: Anticipated obstacles and pitfalls can be the basis

to consider alternatives or to engage in remediation.

These topics become the basis of an ongoing curious dia-
logue between leaders and employees, a dialogue that can
reveal differences that will contribute to an individual’s self-
knowledge and development, as well as help to advance or-
ganizational results.

According to Price Cobbs, psychiatrist and author of “Black
Rage,” “In organizations, curiosity manifests itself in devel-
oping new products and services and in refining and rein-
venting old ones. In today’s increasingly diverse workforce,
curiosity manifests itself in people discovering differences
and learning about them to enrich their own lives.”

There is a clear business case for curiosity, and there is also
a compelling human case for it. Curiosity taps the power of
diversity and instigates inclusion while enriching individuals.
It is at the core of the discovery process, supporting countless
business processes and the human benefits that follow. That
leaves just one more question: Why wouldn’t every leader
lead with curiosity? «

Julie Winkle Giulioni is co-founder and principal of Design-
Arounds, a consulting and instructional design firm. Beverly
Kaye is founder of Career Systems International, a company
specializing in engagement, retention and development. They
are co-authors of “Help Them Grow or Watch Them Go.” They
can be reached at editor@diversity-executive.com.
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PROFILE

Why Steve Pemberton Has
Found a Home at Walgreens

For Walgreens'divisional vice president and chief diversity officer,
sustainability is the desired end state, but if the road to get there is
paved with a few bumps, so be it. By Kellye Whitney

Steve Pemberton thought his earliest, most vivid memories
were a recurring dream.

Picture a small boy peering out a car window. There’s a feel-
ing of trepidation, of uncertainty; he doesn’t know where
he’s going. There’s another little boy in the car. He doesn’t
want to leave him. But eventually the car ride ends, and his
young riding companion is removed.

At first Pemberton was convinced none of it had happened.
But as he investigated his life, gained access to social services
records and read his early situation firsthand via his own
300-page case file, he realized that dreamlike car ride was ac-
tually the last time he saw his birth mother. While he doesn’t
remember her, he remembers that scenario because it was
the last time they were together.

No one knew what to do with
him. Thanks to a white mother
and a black father, he was half
African-American with blue
eyes, a blond Afro and a Polish
last name.

He went into foster care, but no one knew what to do with
him. Thanks to a white mother and a black father, he was
half-African-American with blue eyes, a blond Afro and his
mother’s Polish last name, Klakowicz. He adopted his father’s
surname, Pemberton, in 1991. He was a walking example of
diversity, but should he go to a black family or a white family?
As the authorities tried to figure it out, they forgot there was a
child in the middle of the debate who needed a home.

“Fast forward all these years later, you can understand why
I don't subscribe to traditional definitions of diversity,” said

Diversity Executive | www.diversity-executive.com | March/April 2014

Pemberton, 46, the divisional vice president and chief diver-
sity officer for Walgreens. “I know what’s lost when you do.
In my case it was a childhood that I couldn’t get back and no-
body could return to me. I'm a lot more interested in trying
to connect us than going to our separate corners and quali-
fying our experiences based on the narrow lens of our own.
Had I been viewed a bit differenty, my childhood outcome
would have been different, that’s for sure.”

In the end that boy riding in a car on a mysterious journey
landed on his feet. Perhaps understanding even at a young
age that it was up to him to rewrite his particular story, books
became his ticket out. Pemberton would later go on to write
his own, “A Chance in the World: An Orphan Boy, A Mys-
terious Past, and How He Found a Place Called Home” —
which has sold more than 60,000 copies and been translated
into Chinese — for his children, Quinn, 13, Vaughn, 11,
and Kennedy, 8.

“Tragedy allows you to understand the importance of look-
ing from different perspectives,” said Deborah Ashton, chief
diversity officer at Novant Health. “You're saying this is di-
versity. It’s not just race and gender; it's broader. Its making
sure that you are able to effectively communicate and work
with folks from various backgrounds.”

Ashton, who grew up in the housing projects on the South
Side of Chicago, can speak firsthand to how early environ-
ment can shape a person and inform work and career later.
She said for her that early material morphed to become
a personal commitment to diversity. That commitment
makes it important to challenge people in the workplace
who have preconceived notions, whether it’s about the poor
or people who are well-to-do. “It’s about owning issues
yourself, letting go of some of your own baggage. It’s letting
go of assumptions, even when you have had some exposure,
because you understand that does not give you the full pic-
ture. You have to be open to a larger story.”

Pemberton’s road to Walgreens, which he joined in 2011,
was academic. He earned a political science degree from
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Steve Pemberton stands with the diversity and inclusion team he created at Walgreens. PHOTO BY NICOLAS GOURGUECHON

Boston College. He then stayed on for nearly a decadelong
stint as the senior assistant director of admissions, where he
helped the school diversify its student body. During that
time the number of applications from students of color
doubled, as did enrollment in the traditionally Jesuit, Irish-
Catholic institution that wasnt considered a popular desti-
nation for students of color. “But we made it exactly that,”
he said. “Today that student body is composed of roughly
25 percent students of color.”

Pemberton said having an impact that continues after you're
gone, as he did at Boston College, is the ultimate measure of
success for anything, and it is also his biggest priority. After
he left academia he started his own firm, Road to College,
in 2003, intending to do his part to help minorities lay the
groundwork for career sustainability. In 2005, he was re-
cruited away to be chief diversity officer at Monster, where he
helped the organization recruit and retain a diverse workforce.

“When you sit down with that many companies and you
hear the same challenge over and over, everything from, “We
can’t keep people’ to “We can’t find talent,” you realize these
are the same conversations that were happening 15, 20 years
prior,” he said. “If wed had our ladders against the right

walls I contend we'd see a lot less of that.”

Hence, the focus on sustainability. Pemberton said he is
not convinced that having one face for organizational di-
versity can produce the discretionary effort and dynamics
needed to create business impact. “I never want the work
to solely be about this cult of personality,” he said. “To
the degree that we can empower and inspire others to own
this, that’s where you get sustainability; that’s where you
get integration.”
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Of course, organizations go through phases where they will
hire one person with a very small budget as a way of testing
the diversity and inclusion waters. But for Walgreens, with
more than 250,000 employees, multiple locations, stores,
clinics, distribution centers and more, Pemberton said, “you
need a full team to really apply and integrate the science here.

“I don’t know the first thing about what it’s like to be a wom-

an, to be gay or to be disabled. I've got things to learn, too.
We all do, which is part of the message we need to deliver,”
he said. “That even those of us in these roles, we are students
too. We have to be. The same investments we're asking oth-
ers to make, we need to be able to make t0o.”

That constant integration between diversity and business ne-
gates the celebratory culture that Pemberton said has sprung
up in the diversity industry, one based on accolades and
awards and such that suggest, “We've made it.” But he said
no savvy sales executive will ever say, “Well, we hit our sales
numbers for the last quarter; were all set for the year.” And
no marketing executive will ever say, “The last marketing
campaign was really effective. So we're all set.” So for diver-
sity, he added, there should always be a spirit of continuous
improvement, a desire to innovate, grow and compete.

Customers Have Many Faces

Walgreens stores in the Pacific Northwest need to look differ-
ent than those in Miami because the customers are different.
That means being aware of, and responding to, shifting demo-
graphics that are shaping the country. “For example, more and
more communities — Lincoln, Neb., Des Moines, Iowa, Salt
Lake City, Utah — are becoming increasingly Latino. Thats a

reality for our business and how we operate.”



Diversity management is one of Walgreens biggest areas of
focus. On any given day the company has a sense of where it
stands with regard to representation, performance manage-
ment and succession planning, all of which are quantitatively
driven. Pemberton and his team understand the percentage
of women of color, demographics related to pharmacists and
the level of engagement in those populations.

“Representation we have to share as a federal contractor. The
OFCCP reserves the right to ask where your commitments
are in diversity,” he said, referring to the Office of Federal
Contract Compliance Programs. “What good-faith efforts
are you making vis-a-vis hiring and outreach? We then build
our strategy based on what quantitative data tells us and fo-
cus accordingly. The employees sustain the effort.”

Part of the company’s diversity management effort is to look
at how best to leverage the organization’s strengths. This
stands directly opposite a more traditional approach that
begins with diversity work pointing out whats wrong. How-
ever, Pemberton said a fundamental rule of culture change is
to start with what's working. “We have many strengths, and
we're able to share across business units practices that have
been particularly effective. It winds up galvanizing people.”

In the end diversity is one more strategic lever creating op-
portunities for the Walgreens workforce to effectively serve
its customers, but only if it remains attentive to those cus-
tomers’ needs and their culture, language and how they per-
ceive health and wellness. That’s why the company has been
focused on creating its footprint in communities where it
can help to correct the absence of healthy food, access to in-
formation and high rates of diabetes and other diseases that
hit minorities especially hard. Pemberton said the company
has become a leader in HIV centers of excellence, and others
are looking to Walgreens for leadership.

There is an obvious benefit to knowledge sharing profession-
ally, but he can relate to that desire personally as well. As he
was writing his own book, Pemberton asked his father’s fam-
ily about his parents, who he has no memory of. He wanted
to know what happened to his nuclear family, particularly
his father who had been a talented fighter by all accounts,
widely admired and adored. He learned that his father’s de-
railment began with the loss of his mother, who died of heart
disease at 40. He was one of 13 children, and the family
never really recovered.

“I think about my grandmother often, the impact it had on

my father. That was an issue of health and wellness,” he said.
“Because we're in those communities already, we have a say.
This particular place has been both on my professional con-
tinuum, of course, but it’s also on my personal one.”

That commitment to fairness, opportunity and equality is

something Melissa Donaldson, Walgreens' director of diver-
sity networks and communications, shares with Pemberton,
who hired her in February 2012. “It’s something that reso-
nates with both of us, and we share the desire to have diver-
sity and inclusion move toward demonstrations of true stra-
tegic advantage when it comes to the competitive landscape.”

Despite its legacy of diversity — the tale of how Charles
Walgreen paid black pharmacists the same as white ones
thanks to a 1928 letter from a pharmacist’s wife asking that
he keep that promise is well-known internally — Pemberton
is the company’s first chief diversity officer. Donaldson said
he built a team from scratch and turned diversity and inclu-
sion into a formal practice.

“As the first ever chief diversity officer, he has done a great job

of not just sharing but really architecting our strategy and
being able to socialize the strategy to his peers and his su-
periors in the organization, including gaining the trust and
the credibility of the CEO, Greg Wasson,” she said. “That
has allowed him to be able to make investments in the team,
resources and funding that we need to execute effectively on
our strategy. As a result, and in a very short period of time,
Walgreens has gotten notoriety in the space of diversity and
inclusion. Diversity and inclusion have gained more cred-
ibility internally. There is a renewed sense of potential and
possibility which has encouraged more engagement from
our co-workers as well.”

“Tragedy allows you to
understand the importance
of looking from different
perspectives. You're saying
this is diversity. It's not just
race and gender; it's broader.”

— Deborah Ashton, chief diversity officer,
Novant Health

That diversity and inclusion-generated potential and pos-
sibility translate into actual business results because Wal-
greens started in urban communities. Donaldson said to-
day 75 percent of company locations are within five miles
of urban communities, and 65 percent of all stores are
within two to three miles of ethnic communities, particu-
larly African-American or Hispanic.

Further, the business has not strayed from those commu-
nities. Instead, it has expanded and improved its presence
there, which has prompted economic development— hence
Pemberton’s supplier diversity responsibility. “We realize that
while were not where we were,” said Donaldson, “We are
not necessarily where we want to be either. That speaks to
being able to target the right resources for the right opportu-
nities to demonstrate that we truly are that No. 1 destination
for health and daily living and we understand how to help

everyone get, stay and live well.” «
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BUSINESS INTELLIGENCE

Close the Gap Between
Commitment and Accountability

Corporate executives recognize the importance of having a
diverse and inclusive workforce, but organizations aren't doing
enough to capitalize on associated benefits. By Oris Stuart

A diverse and inclusive workforce leads to improved busi-
ness results. Not many would argue with that statement,
one confirmed by 96 percent of respondents in an August
2013 Korn Ferry Institute survey. (Editor’s note: The au-
thor works for Korn Ferry). Further, 72 percent of the
more than 400 respondents indicated their organizations
have a strategy to address diversity and inclusion. Business
leaders and other stakeholders can celebrate these findings
as the welcome outcome of more than 50 years of atten-
tion, focus and investment.

But where there is light, there is also shadow. However en-
couraging, only 52 percent of these same respondents stated
their management performance appraisals included a com-
ponent for managing diversity. Further, only 23 percent
noted that executive compensation is tied to diversity and
inclusion objectives.

This lack of executive accountability plays out in how em-
ployees perceive their organization’s diversity and inclusion
progress. A 2012 CEB study that evaluated global employee
and leadership perceptions related to diversity and inclusion
found 77 percent of respondents strongly support such ini-
tiatives, yet fewer than 50 percent believe their organizations
are truly effective at diversity and inclusion. Closing the gap
between awareness and performance will require organiza-
tions to pay more attention to leadership accountability,
measurement, and strategic integration of diversity and in-
clusion efforts with critical business initiatives.

Executive Perceptions

The Korn Ferry Institute study posed a series of questions to
global executives regarding their diversity and inclusion per-
ceptions and practices in four areas: business impact, strat-
egy, management accountability and leadership diversity.

The absence of accountability and compensation incentives
was the most glaring gap. It suggests these two key manage-
ment levers that commonly signal mission-critical areas of
focus for leaders are not being used frequently enough, or in
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the right mix, to drive behavior change and organizational
progress. Ultimately, this may indicate a lack of executive
support, priority or integration of the diversity and inclusion
strategy throughout the organization.

This lack of accountability has contributed to a disheartening
lack of progress in underrepresented talent in leadership posi-
tions as well as such talent being fully included and treated
equitably. Further, many commonly reported metrics such
as gender pay inequity and the small number of women and
minorities on boards and in executive leadership positions re-
veal more evidence of a process not delivering on its promise.

Fifty-six companies within
the S&P 500 have no women
or people of color among
their highest-paid executives.

For example, a May 2013 study by Calvert Investments
found 56 companies within the S&P 500 have no wom-
en or people of color among their highest-paid executives.
Seventy-five percent have no minority directors. And while
women are gaining ground in senior management, they have
still not cracked the boardroom in great numbers. At Fortune
500 companies, female board membership has remained flat
at about 17 percent during the past eight years.

50 Years of Effort

When evaluating a path forward, its useful to look at di-
versity and inclusion’s 50-plus year history: from affirmative
action-related efforts in the 1960s — including passage of
the Civil Rights Act in 1964 — to the increased power of
the U.S. Equal Employment Opportunity Commission in
the 1970s, to development of enhanced diversity training
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programs in the 1980s and 1990s, to the more strategic and
business-focused efforts since. As a result, attitudes, actions
and outcomes related to diversity and inclusion have pro-
gressed significantly.

The concept, with its legal, compliance and equal access
roots, has evolved to a new inflection point around how it
can create significant business value. But to do so, diversity
executives must close the gap between diversity and inclu-
sion awareness and performance by requiring that orga-
nizations pay more attention to leadership accountability
and measurement.

But shifting a company’s culture and making diversity and
inclusion central to the organizational ethos is not easy. Con-
versations with the corporate executives who participated in
the Korn Ferry Institute study reveal some of the headwinds.
A common statement was: “I understand why D&I is im-
portant, and I know it’s important to our board and CEQO,
but we have too many initiatives already underway and we
can’t add anything else to our list of priorities.”

926%

of executives polled believe
diversity and inclusion
can boost the bottom line

and 72%

J of organizations surveyed
have diversity and inclusion
programs in place
but just over 20%
& of firms provide incentives

for the C-suite to promote
diversity and inclusion

Source: Korn Ferry

This concern is often raised by executives who see diversity
and inclusion as separate from the rest of the business strat-
egy. Promoting a diverse and inclusive workforce and leader-
ship team takes time and can be complex. Executives who
focused on near-term results may find diversity initiatives
too much of a risk without a guaranteed near-term impact.

The key is to create accountabilities that are measurable, and
more importantly, relevant to business leaders who must pick
how many metrics they will chase. To do this, diversity execu-
tives must integrate diversity and inclusion accountabilites
into ongoing business practice accountabilities such as:

* Increasing employee engagement.
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* Operating effectively and efficiently in a global market-
place.

* Enhancing customer and client intimacy.

* Practicing effective corporate social responsibility.

* Driving innovation.

* Penetrating diverse marketplace segments.

By embedding diversity metrics and accountabilities into
these broader-based priorities, diversity efforts will be sus-
tainable because they will drive business results and move the
needle on representation and inclusion metrics. This is what
it means to shift from building awareness to supporting a
comprehensive and enterprise-level cultural transformation
process that is fully integrated with an organization’s busi-
ness strategy. With this as the platform, leaders can be held
accountable for group and individual performance, using
compensation strategies where appropriate.

Models of Success

A compelling and explicit business case, executive sponsor-
ship and leadership, and a comprehensive and integrated ap-
proach for diversity and inclusion for which leaders are held
accountable can, over time, create success across a range of
process, behavioral, outcome and perception metrics.

Steve Pemberton, chief diversity officer at Walgreen Co., said
part of the pause regarding executive engagement on this is-
sue is not that people aren’t convinced that diversity and in-
clusion are important. “These are smart men and women
leading these organizations,” he said. “Theyre very aware.
The resistance shows up when the focus is on not getting
sued or getting on a top companies list. It’s the absence or
lack of awareness of operational models for D& that deliver
results. That's why they’re not on board.”

Pemberton considers Walgreens effective at diversity and in-
clusion and acknowledges it’s an ongoing topic that is front
and center for the organization. “We've progressed over time
with our efforts. Our success is built on a number of pil-
lars, including an unambiguous business case related to our
diverse customers and employees, strong commitment from
our CEO and a diverse executive team. When you have lead-
ers who come from these experiences and have built them
into their business operating models by business unit, it
changes your conversation,” he said. “It’s not as much about
awareness. It's not “What should we be doing?” and ‘How
should we be doing it?””

Bobby Rodriguez, vice president and chief diversity officer
at Blue Cross & Blue Shield of Rhode Island, said there is a
clear business rationale for advancing diversity and inclusion
through an organization. Namely, it affects culture change
and senior executive team and leadership commitment
when supported by specific performance goals and compen-
sation implications.

“We are successful because we have a CEO who believes in
its importance and evaluates our organizational senior team
performance on D&I on a regular basis,” he said. “In addi-
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tion, our CFO believes in the explicit
ROI of our efforts. In our organiza-
tion, 10 percent of incentive compen-
sation for each division is based on that
area's D&I performance. How we look
at D&I is very strategic. We integrate
D&l into every organizational process
where it makes sense.”

It’s not about counting people, he said.
It’s about improving organizational cul-
ture and positioning employees to per-
form better. “I am a true believer that as
we continue to change the culture and
increasingly become an inclusive orga-
nization, people will succeed here, and
that attraction of diverse talent, em-
ployee engagement and our business
performance will take care of itself.”

Embedding Diversity
Into the Business

As these two examples demonstrate,
organizations can achieve success in
diversity and inclusion by increas-
ing focus on accountability and by
treating the process as an enterprise
change initiative linked to other criti-
cal business priorities.

This means embedding diversity into
talent acquisition, succession planning
and talent development. It also means
engaging the entire workforce for the
benefit of the enterprise and ensur-
ing the leadership team and board are
diverse and representative of the cus-
tomer base.

Ultimately, an organization’s diver-
sity and inclusion strategy should be
a critical but non-distinct component
of the organization’s talent strategy. A
successful one must be championed by
an organization’s executive team and
implemented at all levels of the com-
pany with consistent measurement
and accountability.

When positioned successfully, diver-
sity and inclusion will become core to
the organizational DNA and a way to
get things done. It will not be just an-
other thing to do. «

Oris Stuart is senior partner at Korn Ferry,
a global leadership and talent consult-
ing services company. He can be reached
at editor@diversity-executive.com.
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CASE STUDY

Building a Framework
for Success at Rochester

By Katie Kuehner-Hebert

Ifs not enough for colleges to recruit more women and
minorities as students and faculty members — institutions
need to have a comprehensive plan to ensure their success.

That's what the Rochester (N.Y.) Institute of Technology
is doing with its Inclusive Excellence Framework, built to
integrate diversity and inclusion into the core of the edu-
cational enterprise, and to engage members of the campus
community in a shared responsibility to create an enrich-
ing, inclusive experience.

The Infrastructure for Excellence

The framework was developed in 2011 by RIT’s Office for
Diversity and Inclusion in collaboration with trustees, senior
administration officials, deans, department heads and man-
agers. It details specific initatives to infuse diversity not only
into the Rochester, N.Y., institution’s recruiting, admissions
and hiring processes, but also its curriculum, administrative
structures and practices, said Kevin McDonald, vice presi-
dent and chief diversity officer. The framework also spells
out how RIT can better partner with Rochester community
organizations to attract local women and minorities to the
institution, and support current RIT students.

“RIT had great initiatives around its faculty and students,
but this was an opportunity to build on that foundation,”
McDonald said. “Access alone wasn’t enough; we also needed
supportive pillars to help ensure successful performance aca-
demically, so students will stay and graduate, and professors
will reach tenure through development and promotion.”

To date, 88 percent of RIT’s colleges and divisions have
added diversity goals into their strategic plans. But that’s just
part of the story. The framework also measures the success
of a number of specific diversity and inclusion initiatives,
including the Multicultural Center for Academic Success,
Future Faculty Career Exploration Program, the Rochester
City Scholarship Program and the Future Stewards pro-
gram, geared to attract more Native American students.

RIT’s framework was modeled after a template developed in
part by the Association of American Colleges and Universi-
ties. Susan Albertine, the association’s vice president, Office
of Diversity, Equity and Student Success, said that institu-
tions can attract minority and female students and faculty,
but they won't thrive if the culture isnt ready for them.

Institutions can't just think about diverse composition; they
must consider outcomes as well, Albertine said. “They need
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SNAPSHOT

The Rochester Institute of Technology developed a

comprehensive framework that increased campus
diversity and success rates for diverse faculty and
students.

to provide emotional support for students and faculty, espe-
cially if they are coming into an environment where there
has been a history of discrimination.”

Further, she said all faculty members, diverse or not, should
be made aware that they need to teach in a culturally re-
sponsive manner, particularly to first-generation students
who come from a world that historically has relied more
on practical knowledge than abstract concepts. “Purely lec-
turing is really hard on first-generation students — they
haven't necessarily been socialized to learn that way,” Alber-
tine said. “Professors need to teach using real-world appli-
cations, having the students work in groups on fun projects
and have peer mentoring.”

RIT brought on McDonald in 2010 to help the adminis-
tration connect diversity and inclusion into other aspects of
organizational operations. In addition to incorporating ele-
ments of the framework into the strategic plans for RIT’s
colleges and departments, roughly 100 employees were in-
troduced to the comprehensive plan in a seven-part diversity
training series last summer. At that time RIT also launched
Bridges, a diversity and inclusion certificate program de-
signed to enhance employees’ multicultural competencies
in group dynamics, group communication, sustainability,
social change and ally development.

Programming Success and Outreach

One initiative the framework measures is RIT’s Multicul-
tural Center for Academic Success, which helps students
— particularly minorities, low-income and first-generation
students — succeed academically as well as connect socially
to other students, faculty and staff. Students meet to learn
about supportive programs such as RI'T’s Academic Support
Center, its writing program or to discuss issues that are im-
portant to them. There are also tutoring and advising ses-
sions, and social outings to places such as Niagara Falls.

The center also offers a four-week Summer Bridge pro-
gram, in which incoming first-year students take two



courses and learn about university research and commu-
nity service programs. “This helps them adjust better to
college because they are not taking a full course load to
start and the entire 18,000 student population is not on
campus yet,” McDonald said. “We've seen GPAs of stu-
dents skyrocket after participating in this program — 90
percent who were involved in the summer of 2012 were at
or above a 3.0 after the spring 2013 semester.”

The framework also measures the effectiveness of RIT’s Fu-
ture Faculty Career Exploration program, in which doctoral
students across the country are invited to visit RIT, present
their research and receive guidance from faculty members on
what it takes to be successful working there.

The program also gives participants an opportunity to de-
velop a relationship with a faculty member, which helps
allay concerns they might have about whether the environ-
ment is actually as supportive as it purports to be. McDon-
ald said RIT is in a community rich with history — the
homes of Frederick Douglass and Susan B. Anthony are in
the city. But it’s also cold, and Rochester is not a familiar
city for many people. “They are not sure they can find a
supportive community within their own racial or ethnic
affiliation here,” he said.

The outreach program accounted for 20 percent of minority
and female faculty hires between 2006 and 2011. Overall,
the percentage of minorities and women who work as RIT
faculty members rose from 9.6 percent in 2008 to 10.6 per-
cent in 2013.

"Access alone wasn't
enough; we also
needed supportive
pillars to help ensure
successful performance
academically, so students will

stay and graduate, and professors
will reach tenure through
development and promotion!

— Kevin McDonald, vice president and chief diversity
officer, Rochester Institute of Technology

Reginald Rogers Jr. participated in the program in 2008 as a
graduate student at the University of Michigan. He said he
enjoyed RIT and the interaction with faculty members so
much he became a postdoctoral fellow in 2010. He is now
an assistant professor in the school’s chemical and biomedi-
cal engineering department.

Reginald Rogers Jr., assistant professor in the chemical and biomedical
engineering department at RIT, left, works with fellow professor of chemical
engineering Brian Landi. Landi mentored Rogers as a postdoctoral
researcher and currently mentors recent chemical engineering graduate

Garry Clarke, who's seen here in the background. Rochester Institute c 9

Rogers’ advice for any institution wanting to implement a
comprehensive strategy to improve diversity and inclusion
is to avoid the “shocking scenario where first-generation
students are simply thrown into the shark tank and told to
swim or get eaten alive. They need to have a nurturing sup-
port network their first year in college,” he said. “Many of
these students do not have a framework for understanding
the complexities of college, and not providing that frame-
work would be a major disservice to them.”

Rogers also advises institutions to offer mentoring programs
that provide practical advice and foster friendships. “Some of
the best mentoring relationships I have been involved in or
have witnessed stem from the mentor and mentee develop-
ing a bond that is essentially unbreakable.”

RIT also provides full scholarships, based on economic
need, to graduates from the Rochester City School District.
Sixty local high schoolers have received scholarships to RIT
since 2010, and the average cumulative GPA of the entering
scholars was 2.86 as of spring 2013. The average retention
rate for that group is 63 percent.

Another component within RIT’s framework is develop-
ing partnerships with community organizations to provide
support programs, such as RIT’s Men of Color, Honor and
Ambition, or MOCHA, a one-year personal, academic, pro-
fessional and leadership development program designed for
second-year through fifth-year undergraduate male minority
students. The students participate in monthly workshops on
business, public speaking, health and interpersonal relation-
ships, as well as perform community service projects.

“This program is probably the only one like it in the coun-
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try,” said Herb Escher, vice president, corporate develop-
ment for Dale Carnegie Training in Rochester, a program
partner. “Kevin is a genius because he’s able to not only get
nonprofits, but also for-profit partners like us to work with
these students to better prepare them for future success and
how to be good citizens in their communites.”

That First-Generation Academic Edge

Research has shown that first-generation students have a
better chance of success if they are provided an outlet for
community service, Albertine said. “For example, an Eng-
lish professor could have students do literacy outreach work
in local low-income communities,” she said. “First-genera-
tion students have been shown to do better academically if
they are given a chance to do things for folks in communi-
ties that are similar to where they've come from.”

RIT is also working to diversify the student body. Its Future
Stewards program within the framework has attracted more
Native American students, growing from 32 in 2007 to
roughly 140 students today. After the spring 2013 semester,
125 undergraduate students in the program had an aver-
age 3.08 cumulative GPA, and 12 graduate students had an
average 3.71 cumulative GPA.

In 2014, RIT will employ its enterprise-wide assessment
management system, Task Stream, to collect and analyze
metrics for the initiatives and other directives in the frame-
work. Future directions will include increasing supplier di-
versity and engagement of multicultural alumni.

Perhaps the most critical aspect to achieving results from
such a comprehensive framework is getting so many dif-
ferent constituencies to truly support the objectives, Mc-
Donald said. While he’s received such buy-in internally
and externally within the Rochester community for RIT’s
framework, not all comprehensive diversity and inclusion
initiatives at institutions are met with such initial support.

While working at another university, he researched afford-
able ways to offer full-ride scholarships based on economic
status after courts had ruled out race-based scholarships.
Initially, the most senior leader was not supportive. But Mc-
Donald sought other support, was asked to present his pro-
posal to the trustees and won their approval to explore the
idea further. Ultimately, he was able to implement the schol-
arship program by getting a cross-functional team across the
university to collaborate on the initiative, which led to “a
groundswell of support among faculty, staff and students.

“This experience provided a valuable lesson. At times
there may be obstacles to achieving your vision or orga-
nizational mission, but if you are convicted, collaborative
and interpersonally invested in building strong relation-
ships in and outside of your organization, you can often
achieve your goals and help to transform your organiza-
tion in the process,” he said. «

Katie Kuehner-Hebert is a California-based journalist. She
can be reached at editor@diversity-executive.com.
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VETERANS continued from page 23

Consider the federal government, one of the largest em-
ployers in the U.S. Despite the fact that many military jobs
are in the same sector, federal civilian leaders are faced with
the same challenges when employing veterans as private or-
ganizations when it comes to translating skills, recruiting,
onboarding, training and retaining staff.

According to Ismael Ortiz Jr., former acting assistant sec-
retary of labor for veteran employment, understanding a
veteran’s skill sets and potential return on investment are
the first and most important steps. Ortiz said the federal
government has invested heavily to ensure that federal
civilian agencies have resources to help with the needed
skills translation and onboarding, including resources such
as the Labor Department’s online veteran support tools
and skills translation tools. Other departments, such as
Veteran Affairs, have online portals and designated veter-
ans programs, including VA for Vets. Nevertheless, many
agencies, like their private-sector cousins, have found that
having veteran employee networks plays an important role
in blending solutions that address onboarding, engage-
ment and retention veterans.

A Win-Win Situation

To recap, here are a few of the key lessons organizations can
take away to promote success when hiring veterans:

* Make sure leaders are involved. Senior leaders must be
actively involved to provide energy and momentum to
these talent acquisition efforts.

* Leverage veteran employee networks. Well-organized
veteran employee networks are a key linchpin in both pri-
vate and public civilian organizations when it comes to cre-
ating, blending and delivering effective outreach, candidate
identification, onboarding, acclimation and development.

* Coordinate and integrate veteran employee network
efforts into the rest of the company. Organizations need
to have non-affinity-centric groups whose job it is to coor-
dinate and connect all the activities from veteran employ-
ee networks and other groups into partnerships that bring
measurable benefits to members and the organization.

As Obama stated in the aforementioned November ad-
dress, “If you fight for your country overseas, you should
never have to fight for a job when you come home.” By
harnessing executive support and leveraging well-organized,
integrated veteran employee networks, organizations can
create a winning program to support returning service per-
sonnel and avail themselves of a great pool of much-needed,

highly skilled talent. «

Matthew Bowman is senior vice operations for Leading Edge
Solutions. Joseph Santana is a management consultant and
coach with Joseph Santana LLC, a diversity and inclusion
management consulting company, and author of the e-book
“15 Tips to Consider as You Plan Your ERG/BRG Strategy.” They
can be reached at editor@diversity-executive.com.
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EQUAL OPPORTUNITY | By Elizabeth A. Falcone

Caregivers and Discrimination

Employees want workplace flexibility, but employers have to be cautious

The idea that caregiving responsibilities might give rise to dis-
crimination is nothing new.

In 2007, the EEOC issued guidance pointing out that care-
givers might face marital status discrimination, pregnancy
discrimination or sex stereotyping. With the baby boomers
now retiring — sometimes requiring care by their children
— and as social focus continues to emphasize work-life bal-
ance, employers increasingly confront issues in providing
workplace flexibility. This past year
brought several notable court deci-
sions testing the viability of care-
giver discrimination claims.

Joyce v. Office of the Architect of the

Capitol, decided in September by
the U.S. District Court for the
District of Columbia, concerned
a facilities technician who chal-
lenged the government’s decision
to change his shift. The plaintiff
was the afternoon caregiver for
his grandchildren, and the shift
change would preclude him from
continuing to provide that care. He argued the government
deliberately changed his shift to force him to quit due to ani-
mus it held against him for prior use of protected leave and
other protected complaints he had made. He resigned and
sued, claiming a constructive discharge.

Ordinarily, an employer would expect that simply changing
an employee’s shift would not meet the standard of intoler-
ability required to prove a constructive discharge, but the
court permitted the theory to proceed, finding that “acting
as a primary caregiver can in some circumstances function
as the kind of objective, unusual circumstance that makes a
change in shifts rise to a constructive discharge.”

The court in DeFranco v. Ametek Ameron LLC was less will-
ing to give deference to caregiving responsibilities. In a March
2013 decision, the Eastern District of New York considered
the claim of a plaindff who insisted he could not work more
than 32 hours per week due to his need to care for his pre-
school-aged children. He alleged the employer insisted that 40
hours per week, plus overtime, were required, and fired him.
He sued, alleging discrimination based on his caregiver status.

The employer moved to dismiss and won. The court agreed
“merely alleging the reason why DeFranco could not work
the necessary hours and the fact that DeFranco explained the
reasoning to Ametek,” was insufficient to bring any claim
based on familial status discrimination.

EEOC v. Bloomberg LP also brought an interesting opinion

Diversity Executive | www.diversity-executive.com | March/April 2014

New columnist
Elizabeth A. Falcone
will explore new legal
developments and
their implications for
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this year. In that case, plaintiff-employees allege Bloomberg
discriminated against them on the basis of sex and/or preg-
nancy. While the class-wide claims were eatlier dismissed,
with the Southern District of New York expressly noting the
law does not mandate workplace flexibility, individual claim-
ants proceeded.

In dealing with those individual claims, the court exam-
ined workplace flexibility afforded to the claimants, il-
lustrating it could be a source of
disparate treatment.

For example, one plaindff was a
supervisor who Bloomberg de-
moted because, after returning
from maternity leave, she refused
to work past 4:45 p.m. The parties
presented, and the court scruti-
nized, ID badge data showing the
exit and entry times of the male
employee who now held the posi-
tion in question. A granular review
of employees’ comings and goings
was done to test Bloombergs asser-
tion that the plaintiff truly was needed at the workplace until
5:30 p.m. to supervise her direct reports.

The court ultimately agreed the individual in question had
presented enough evidence to submit her claims to a jury.
This decision, while recognizing that workplace inflexibility
is not illegal, illustrates how it can still be used to paint a pic-
ture of discrimination on the basis of sex.

Employers faced with the difficulty of balancing their desire
to provide the flexibility employees desire with business needs
should be vigilant in granting workplace flexibility on non-
discriminatory bases. Further, they should be careful not to
adopt flexibility policies that do not work for their business.
It is much easier to reject a proposal that is incompatible with
business needs than to undo a benefit already extended.

Finally, if workplace flexibility initiatives are to be extended,
managers must have complete buy-in to their value. Most
employees who utilize caregiver-friendly policies will fall into
a protected category. These types of fledgling caregiver dis-
crimination legal claims, while presently on shaky ground,
will likely go hand-in-hand with other, well-recognized
claims, such as “sex-plus” theories of discrimination. «

Elizabeth A. Falcone is a shareholder in the

§ Portland, Ore.,, office of Ogletree, Deakins,
Nash, Smoak & Stewart. She can be reached
at editor@diversity-executive.com.
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SHIFT | Christopher J. Metzler

Compliance Bad, Culture Good

It’s not that simple, but compliance won't promote impact as fast as culture

There has been ongoing criticism from diversity profession-
als and business leaders alike that diversity is less about busi-
ness and more about compliance.

I join those criticizing the state of the profession because di-
versity professionals have not made the case made by the chief
marketing officer, chief technology officer or chief brand of-
ficer — that the functions they perform have a measurable
impact on the bottom line.

Indeed, many in the C-suite
have aligned themselves with the
compliance movement, which
suggests that diversity has mini-
mal business impact and is thus
expendable. The profession re-
quires a shift from a compliance
mindset to one where diversity
is seen as an agent of cultural
change powered by branding.

The compliance focus means di-

versity executives continue to count heads, be viewed as a
cost center and are seemingly content to be without a seat at
the proverbial table where decisions are made.

Because so many diversity professionals have embraced
compliance and avoided diversity as a culture change agent,
organizations freely hand over the keys to the compliance
kingdom. For example, if you were to review a representa-
tive sample of diversity plans, you might find the empha-
sis is on recruiting diverse candidates — code for women,
racial minorities and others traditionally protected by anti-
discrimination laws.

To shift from a culture where diversity is held aloft by com-
pliance to one where diversity informs a culture powered
by business, we must look at branding our work internally
and externally as a recruitment and retention tool. Internal
branding will be directed at how individuals experience di-
versity. External branding will detail how the marketplace
views an organization through a diversity lens.

Putting diversity forward as culture change agent simply
means explaining the way things are made to happen in an
organization. It is how people, in spite of their differences,
get things done. For example, to succeed in any organiza-
tion, employees need to follow the written rules and be
aware that in some cases, things get done by being aware of
unwritten rules.

Employees who are different are often unable to get things
done because they dont understand culture and those un-
written rules. And since so many organizations still view di-
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the bottom line.

versity as a primarily compliance-driven function, they are
incapable of diagnosing poor employee performance as an
issue related to organizational culture. Instead they conclude
the issue is solely motivated by individual failure.

Diversity as compliance provides the rules. It does not provide

the blueprint to get things done. But by using diversity as a

key pillar in a culture framework, leaders can better realize the
power of workforce differences.

Making the shift from diversity
as compliance to organizational
culture requires that leaders un-
derstand culture and its relation-
ship to diversity. The disconnect
is often visible in how poorly
business leaders handle diversity-
related recruiting efforts.

Organizations can both recruit
for diversity and plan for reten-
tion by using diversity as a cul-
ture change framework. Diversity as culture framework en-
courages the diversity professional to use organizational tools
to change the culture. It also holds managers accountable for
organizational change and recruiting. In this context brand-
ing is one beneficial tool.

Organizations realize they must set themselves apart from
their competitors. Branding helps. The American Market-
ing Association defines a brand as a name, sign, symbol or
design, or a combination thereof, intended to identify one
seller or group of sellers’ goods and services and to different-
ate them from those offered by other sellers.

Given that branding is a commonly accepted organization-
al strategy, a diversity-as-culture framework can be used to
demonstrate the importance of different perspectives in help-
ing an organization set itself apart from competitors. This
framework will also help diversity leaders make the shift from
making heads count to making ideas count. Further, culture
helps to retain diverse employees because they can look at the
brand and realize how it can have a direct reflection on the
bottom line, which is critical for the organization.

For diversity professionals, a shift away from how many
diverse people you have to how diverse ideas impact your
organization works. «

Christopher J. Metzler is senior associate dean

at Georgetown University School of Continuing
Studies. He is the author of “The Construction and
Rearticulation of Race in a ‘Post-Racial America.” He
can be reached at editor@diversity-executive.com.
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