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Cigna is proud of a diverse and talented workforce
that spans identifications, orientations and
generations. Because we’re empowered to bring
our whole selves to our work, we’re better able

to deliver on our promise of whole-person health. '-{ A
That’s the way it works here.

Join us. Visit www.cigha.com/careers to apply.

Together, all the way.’

Qualified applicants will receive consideration for employment without regard to any protected category including their race, color,
religion, national origin, sex, protected veteran status or disability. The Cigna Companies are equal opportunity employers. Most
employees are employed by operating subsidiaries of Cigna corporation. The Cigna name, logo, and other Cigna marks are owned by
Cigna Intellectual Property, Inc. I9EME50750 © 2019 Cigna. Some content provided under license.




4 “The reality is that training is not the fix—

organizations must begin with a culture
transformation.” —or. shidey Davis

Frontlines

Best Practices

| B

14 Building a Winning Culture

18 Warriors in the Workplace

Frontlines

Gen Z Arrives

Which D&I Programs Make Employees Happiest?

How AI Will Impact Dé&I

5

6

7 Inclusive Leadership

9

0 Catalyst’s #BiasCorrect Tool

Opinion

4 Dr. Shirley Davis

21 Leslie Traub

13 Regina Huber

48 Dir. Sheila Robinson

INCLUSION

PUBLISHER
Sheila Robinson

EDITOR IN CHIEF
Jackie Krentzman

DESIGN DIRECTOR
Cathy Krizik

MANAGING EDITOR
Kimberly Olson

COPY EDITOR
Judith Dunham

PROOFREADER
Sharon Silva

FACT CHECKER
Eddie Lee

WRITERS

Carolyn M. Brown
Linda Childers
Tamara E. Holmes
Jackie Krentzman
Katie Morell

INCLUSION WINTER 2020 3



Dear CEOs: Training Is Not the Fix

Cultural Transformation Is

By DR. SHIRLEY DAvis
s a 30-year HR veteran, a
former global chief diversity and
inclusion officer for several major
organizations, and a workforce
management consultant, I speak from
experience when I say that training—
whether on diversity and inclusion,
implicit bias,
leadership
effectiveness,
or any other
related topic—is
not the cure for

necessary systems are not in place

to drive sustainable change, this

huge investment of time, money,

and resources will be deemed a futile

exercise. The reality is that training is
not the fix—organizations must begin
with culture transformation.

Here are 12 actions and strategies
that need to happen in order to
transform a culture.

1. Start with a culture audit among
all of your stakeholders—inside
and outside your organization—
to identify any current issues,

11. Institute accountability systems
that reward inclusive behaviors.

12. Sustain the culture by
operationalizing the above
strategies through continuous
innovation and transformation.

It may sound like a lot to do, but
culture transformation takes time,
effort, energy, and commitment. To
be fair to Starbucks, the steps taken
by the company after the news
cycle passed have not been widely
publicized, but many companies do

responding to challenges, and strengths as well training, check the box, and never
poor decisions as opportunities. focus on transforming their culture.
made by 2. Establish core values to be more My advice is not to use training as
management, inclusive, flexible, and respectful a quick fix and hope that problems

or to public of different ways of working, will go away with the changing news

Culture ; outrage when thinking, and believing. cycle. Don’t wait for a disastrous PR
transfo_rmatlon revelations of 3. Update your policies, procedures, nightmare, the threat of a lawsuit,
takes time, bad behavior and strategic plan to reflect how the request for your resignation, or,
effort, energy,  goviral and you will serve the changing even worse, the loss of someone’s life
and commit- threaten your demographics in your talent because your culture does not reflect
ment. company brand. pool, customer segments, and inclusiveness, guarantee a respectful,
We saw this communities. safe workplace, or provide a sense
happen when 4. Communicate your values up, of belonging where all talent feels
Starbucks down, and across the organization welcome and can thrive. IN
closed 8,000 as often as possible.
stores to hold mandatory training for 5. Change the people who don't Dr. Shirley Davis is a highly sought-

4

its entire workforce to address racial
bias issues that occurred in one of
its stores by a frontline supervisor.

While the move was bold and drastic,

I worry about what happened after
the training concluded, employees
went back to work, and the public

applauded the company’s show of

commitment to training. The truth is,

a few hours won't result in behavior,
attitude, or mind-set shifts. If the

INCLUSION WINTER 2020

want to change.
6. Let go of archaic belief systems
that breed power structures

through homogeneity, conformity,

and hierarchy.

7. Integrate inclusive behaviors into

all organizational processes and
practices.

8. Ofter learning and development
resources that reinforce your
mission, vision, and values.

9. Lead by example and live your
values.

10. Practice sound decision-making
and problem-solving.

after global authority on workforce
2030, leadership excellence, and culture
transformation, providing strategies and
solutions for achieving more inclusive,
inspiring, and winning workplace
cultures.
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Frontlines written by TAMARA E. HOLMES

THE
DEEP
DIVE

fter years of focusing

on how to keep

millennials happy

in the workplace,
recruiters have a new
mission: understanding
how best to work with
and maximize the value of
generation Z.

In a white paper titled
From Baby Boomers to
Generation Z: How to
Manage Across Generations,
information and solutions
provider XpertHR points
out that with members
of gen Z now beginning
to enter the workforce,
five generations—gen
Z, millennials, gen X,
baby boomers, and
traditionalists—will be
working collaboratively in
the workforce for the first
time.

Born in 1997 or later,
generation Z is the most
diverse generation yet.
Here’s what recruiters and
managers can expect.

Gen Z is digital minded.
“Even more so than
millennials, generation

Z is digitally connected,”
says Robert S. Teachout,

a legal editor at XpertHR.
Not only have they never
known a world without
computers or the Internet,
but “the oldest generation
Z workers were only 10
years old when the iPhone
came out, so they grew

up with smartphones,”

he says. Expect them to
use that technology to
achieve their goals in the
workplace. They are also
interested in the power

mf[[n e
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technology gives them

Gen ZIs Coming

to work remotely.”Across
the board, you're going

to see a greater demand
for workplace flexibility,”
Teachout says. Gen Zers
have grown up with social
media and texting, so they
are accustomed to never
being entirely off the grid.

They crave a human
touch. Despite their
comfort with technology,
members of gen Z

still value face-to-

face communication,
particularly for important
conversations, XpertHR
found. A 2018 report

by recruiting company

Here’s What You
Need to Know

RippleMatch titled Gen Z
in the Workplace echoes
that sentiment. It found
that gen Zers prefer a
collaborative workspace
where they can interact
with their peers.

They are globally minded.
Borders don’t matter to
generation Z. “Theyre
conscious of the world
around them and their
impact on it,” Teachout
says. That means many
gen Z workers will look
beyond an employer’s
bottom line to see

how they are making a
difference in the world
at large. However, social

impact is more important
to some segments

of generation Z than
others, according to the
RippleMatch study. It is

a higher priority among
LGBTQ+ gen Zers and
people of color and less
important to white males.

Success is a motivator.
Members of generation

Z place a high value on
experience and learning
opportunities, so they’ll

be looking for employers
who can offer that, Teachout
says. Also, generation

Z is more focused on
personal achievements,
both educational and
professional, than those
who came before them,
according to a study by
research company Barna
and faith leadership
organization Impact 360
Institute. And there are
early signs that they may
become the most educated
generation yet, according
to the Pew Research
Center. Along those lines,
they want to know if
theyre doing a good job.
“Generation Z wants and
expects frequent feedback
and clear communication,”
Teachout says.

Trends and generalities
can help HR professionals
prepare to welcome
generation Z into the
workforce, but every
employee brings his or
her unique strengths. So
Teachout advises,”Manage
the person, not the
stereotype.”

INCLUSION WINTER 2020
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Inclusion Is in the Eye of the Beholder

he best people

to gauge whether

initiatives designed

to promote inclusion
are working are the targets
of those initiatives: diverse
employees. To that end,
Boston Consulting Group
surveyed approximately
16,500 people fora 2019
study, “Fixing the Flawed
Approach to Diversity, to
rank which measures proved
most effective.

The study focused on
three groups: women,
employees of color, and
LGBTQ+ employees. It
found that inclusion means
different things to different
groups, and effective
programs must take those

INCLUSION WINTER 2020

differing viewpoints into
consideration.

When given 31 diversity
and inclusion initiatives
and asked to rank their top
15, all three groups ranked
antidiscrimination policies as
the most effective company
intervention. However,
women ranked flexibility
programs as the second-
most effective intervention,
while people of color ranked
such programs 11th and
LGBTQ+ employees ranked
them 13th. People of color
valued the opportunity to
make their voices heard
through employee surveys,
ranking surveys fourth,
while women and LGBTQ+
employees ranked them

ninth and eighth, respectively.
Employees of color ranked
formal sponsorship programs
14th, while neither women nor
LGBTQ+ employees ranked
such programs in their top 15.
If you're looking for ways
to make diverse employees
happy, here are the top four
initiatives by group.

LGBTQ+ employees

» Create antidiscrimination
policies.

» Advocate for company
participation in external
events like Pride activities.

» Offer appropriate health-
care coverage, such as a
transgender-inclusive plan
and equivalent partner or
spousal benefits.

» Provide formal cultural
competency training.

Employees of color

» Create antidiscrimination
policies.

» Provide formal cultural
competency training.

» Use blind-screening
techniques.

> Issue employee
surveys.

Women

» Create antidiscrimination
policies.

» Set up flexible work
programs.

» Offer parental leave,
including for adoption.

» Provide formal cultural
competency training.

ISTOCKPHOTOS
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nclusive leadership has a
direct impact on employees’
experience of being valued
and feeling authentic,
trusted, and psychologically safe
at work, as found in Catalyst’s
research study, “Getting Real
About Inclusive Leadership—
Why Change Starts With You!
In this study of 2,164
employees across the globe,
Catalyst tested a model of
inclusive leadership—Leading
Outward, Leading Inward—
which is a call to action to take
a hard look at how we lead and
who we are in order to to drive
inclusion. More than 45 percent
of employee experiences of
inclusion can be explained
by managers'ability to lead
inclusively.

The report defines inclusive leadership:

» Leading outward is what you do to
ensure team members are treated fairly
and are able to flourish. Core behaviors:
accountability, ownership, and allyship.

» Leading inward requires taking a hard look
at who you are and your inner ability to act
courageously, learn, and self-reflect. Core
behaviors: curiosity, courage, and humility.

When employees experience inclusion

at work, organizations benefit from
enhanced team problem-solving and
employee innovation. Yet women report
significantly lower scores than men on two
aspects of inclusion: ability to be trusted as
influencers in decision-making and feeling
psychologically safe enough to take risks.

“Getting Real About Inclusive Leadership—
Why Change Starts With You,'is available at
catalyst.org. — Dnika J. Travis, PhD
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and Save

JANUARY » National Mentoring
Month

FEBRUARY » Black History Month

MARCH » Women's History Month

APRIL » Autism Acceptance
Month

MAY » Asian Pacific American
Heritage Month

JUNE » Caribbean American
Heritage Month

JULY » National Ice Cream Month

AUGUST » Women's Equality
Day (August 26),
commemorating the
granting of voting
rights to women in
1920

SEPTEMBER » National Hispanic
Heritage Month
(September 15 —
October 15)

OCTOBER » LGBT History Month

NOVEMBER » Native American
Heritage Month

DECEMBER » International
Human Rights Day
(December 10)
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SAVE THE DATE:

2020 LEADERSHIP SUMMIT

COMING SOON!

An invitation for executives responsible for
delivering business results through
diversity and inclusion initiatives.

PRESENTED BY

INCLUSION
INNOVATION

MEDIA

For more information contact: Dr. Sheila Robinson « sheila@diversitywoman.com
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Five Ways Al Will Change D&I

What was once the stuff
of science fiction is now
par for the course in the
nation’s workplaces.
Artificial intelligence
(AI)—the use of computer
algorithms to make
decisions that would
otherwise be made by
humans—is transforming
field after field, and
diversity and inclusion are
no exception.

Since machines don't
have the prejudices and
judgments that people
have, these systems are
sold on the premise that
they will eliminate bias.
Because bias is often
conflated with diversity
and inclusion, these
tools may be perceived
as a solution to broad
organizational issues
related to diversity.

Here are five ways you can
expect Al to change D&l.

» It will help root out
unconscious bias.
Unconscious bias refers
to automatic judgments
made for or against
someone or something
without valid evidence to
back them up. Since such
judgments happen on an
unconscious level, they
can be hard to detect with
the logical mind. However,
Al doesn’t have human
limitations. Al systems
can be programmed to
identify unconscious
bias in workplace
communications. For
example, FairFrame, a
technology platform

created by the New
York—based company

of the same name, flags
unconscious bias in

job descriptions so the
language can be removed
before it turns off potential
applicants.

> It will help facilitate
blind hiring.

Diversity can be

undermined during the

recruiting process if

the recruiter has biased

perceptions about certain

groups and prevents

a great applicant from

getting a fair shake at

a job. Al programs can

analyze and narrow

down a list of potential

candidates and strip

personal information from

an applicant’s résumé, such

as name, schools, and other

identifying information,

until the applicant is further

along the interview process.

> It will expand the
recruitment pool.
A human can only see so
many potential candidates.
However, systems powered
by Al aren’t limited by time
and can reach candidates
remotely through video
and chat, giving companies
the ability to expand their
pipeline to more diverse

groups.

> It will require new
systems of evaluation.
Al systems are only as
effective as the humans
who create them. In other
words, the creator’s bias can
be built into the system.
In 2018, MIT Media Lab
researcher Joy Buolamwini
conducted a study called
Gender Shades that found
that some Al systems
designed to identify gender
through facial recognition
had an error rate that was
higher when used on

darker-skin females than

on lighter-skinned males.
Along the same lines, a 2019
study, called Discriminating
Systems: Gender, Race

and Power in Al, by New
York University’s Al Now
Institute, claims “a diversity
crisis in the Al sector across
gender and race.”

Because of the possi-
bility of undesired bias,
Buolamwini recommends
that companies have an
external evaluation system
that will make sure any Al
systems are doing what
they are designed to do.

» It will change the needed
skill set for the D&l
professional.

D&I professionals will

have to know how to

work with Al systems
and whether an Al-
powered process meets
the organization’s needs
or brings in unintentional

risk. This will require a

better understanding of

technology and other
skills as Al evolves,

says Terri Horton, EdD,

MBA, MA, a workforce

futurist, corporate

trainer, and speaker in

greater Los Angeles. The

time to prepare is now.

“Organizations in the U.S.

will significantly increase

the implementation of

Al systems across the

enterprise between 2020

and 2025,” she says.

“Therefore, jobs will be

reimagined to deliver a

higher level of value to

organizations.”

INCLUSION WINTER 2020

9



# BiasCorrect

lobal nonprofit Catalyst’s workplace

research shows unconscious gender

bias fuels the gender gap because

it’s so ingrained in society even

the most progressive among us is
guilty of perpetuating it. To remove this
barrier, people have to learn how to spot
their own biases, so Catalyst created the
#BiasCorrect Plug-In (like spell-check but
for gender bias) to speed up the process.

Visit catalyst.org/biascorrect
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To promote this equality tool, Catalyst
partnered with 60 thought leaders in

a campaign that highlights the power

of words. Each woman was featured
with a bias they’ve been labeled with
throughout their careers. The campaign
redefines these words to showcase that
at their core they describe the same
behavior as their synonyms—words used
to champion men in the workplace.
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Frontlines

“Women and men with the same talents and skills are often described

in very different ways due to unconscious gender bias, creating invisible

barriers that can have an enormous impact on women’s advancement.”
— Lorraine Hariton, President and CEO of Catalyst
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INCLUSION INSIGHTS

D&l Practioners: Engage Your Leaders

By REGiNna HUBER
n 2018, in a quest to gain insights
into the most pressing challenges
of today’s diversity and inclusion
teams, Transform Your Performance
interviewed 11 D&I leaders at top
companies in the financial and
legal industries, who shared their
expertise on the
implementation
of large-scale
D&l initiatives.
They revealed
some of their
most successful
strategies to
gain greater
buy-in at all
levels, while

I,

Metrics are

. speaking
key to ain candidly
not only initial  about both

buy-inandto  systemicand

get dollars industry- and
appfOVEd, organization-
but to ensure  specific
consistent challenges.
accountability, Ve compiled
the most
important

findings from

our interviews in our white paper
Diversity and Inclusion Initiatives Thrive
with Maximum Leadership Support.

When asked about the driving
forces for successful D&lI initiatives,
many Dé&I leaders mentioned
a holistic approach, budget
prioritization, and leadership support.

Among the best practices cited for
attaining leadership buy-in were

actively involving leaders, socializing
initiatives, taking a business approach
(reminding leaders of indisputable
evidence in favor of substantial Dé&I
efforts), and then moving beyond

the business case with effective
communication strategies and D&I
operationalization. More talent
development was also high on the
list, especially coaching. As one
interviewee put it, “I think coaching
is powerful. If  had unlimited budget,
I'd put more money into that.”

When leaders discussed the cost of
D&I budget constraints, top of the list
were disengagement and loss of talent
as well as the resulting replacement
cost, followed by stunted growth—
not only for diversity and inclusion
efforts but also for innovation and
the bottom line—which affect
sustainability in the long term. Bigger
budgets, on the other hand, allow
larger D&I teams to implement more
substantial and coherent programs
and increase the impact for all
stakeholders.

Metrics are key not only to gaining
initial buy-in and to getting dollars
approved but to ensuring consistent
accountability in daily business.
Having compelling and well-
packaged data at hand is critical,
whether it’s to dispel myths, flag and
correct inequities, measure success,
or change course when necessary.
Strategic, data-driven approaches go
a long way when it comes to making
a case for a comprehensive initiative,
especially when using state-of-the-
art platforms that deliver real-time
output.

Accountability at all leadership
levels is also driven by what managers
are reviewed and compensated for.

The numbers suggest that including
D&l goals in performance reviews is
more than just the right thing to do. It
can positively impact other business
goals when we put enough weight on
building trust; creating a welcoming,
inclusive culture; and encouraging
people to bring their best selves to
work and contribute their creative
ideas. This means that business and
Dé&I-focused people goals are not
only compatible but also aligned.
Explaining this correlation, adding
relevant parameters to review forms,
and setting clear priorities could help
raise accountability.

We are far from where we want
to be. This will not stop us! We will
persist, and with our combined
brilliance, we can come up with
cutting-edge approaches. As one
participant said, “When we’re out of
a job, we'll know we have succeeded.”
Until then, let’s join forces and learn
from one another to break down more
barriers, co-create more substantial
positive change, and move the needle
faster. IN

Regina Huber is the founder and CEO of
Transform Your Performance. She helps
companies leverage their diverse talent
and transform their D&I strategy by
humanizing the workplace.
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Best Practices

How to Create a Winning

Company Culture for Everyone

The key to a successful workplace
culture shifts the focus from
diversity to inclusion

his past June, cosmetics giant
Sephora became the second
major US company to close
all its stores, during business
hours, to provide its 16,000 employ-
ees across the country with bias and
inclusion training
BY for one hour. Last
CAROLYN year, Starbucks
M. BROWN was the first
retail company to
forgo sales during
regular business hours to provide bias
training for some 175,000 employees
in its US stores and corporate offices.
A Sephora press statement described
the purpose of its training as“what it

WINTER 2020

means to belong, across many differ-
ent lenses that include, but are not
limited to, gender identity, race and
ethnicity, age, abilities.”

About $8 billion is spent on such
diversity training per year, accord-
ing to McKinsey & Company. While
unconscious bias awareness training
has become increasingly common, it
hasn’t been shown to be that impact-
ful in moving the diversity and inclu-
sion needle. Unconscious bias train-
ing can raise awareness, but there is
little evidence that it changes behav-
ior, and some evidence shows that it
can backfire, reports the Equality and
Human Rights Commission. Just the

same, as the Starbucks and Sephora
racial profiling incidents heightened
bias awareness, the #MeToo scandals
have companies reexamining issues
involving women in the workplace,
such as sexual harassment and
inequities in pay and promotions.
Likewise, the Equal Opportunity
Commission Select Task Force on
the Study of Sexual Harassment in
the Workplace found sexual harass-
ment and misconduct trainings to
be ineffective in prevention because
companies were not incorporating
such trainings as part of a holistic
culture of nonharassment that starts
at the top.
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Experts say that racial bias or mis-
conduct trainings along with diversity
and inclusion practices are not going
to work unless a company first trans-
forms the culture.”Our perspective is
to drive change,”says Pooja Jain-Link,
executive vice president of the Center
for Talent Innovation (CTI).”We really
have to change the system, not the
individual. There’s only a limited im-
pact that individuals can have in these
trainings. They make people aware:
‘Oh yes, we all have bias."That’s great
to know, but it’s not helping guide
them in a more holistic manner about
how to change the way they act.”A
CTI study called“Disrupt Bias, Drive

Value,” she notes, revealed that bias
awareness trainings don’t show if
people are acting on biases, if those
actions change after the training, and
how training impacts behavior.

Driving Company Culture and
Inclusion From The Top Down

Company culture, an all-encompass-
ing term or concept, covers em-
ployee experience, attitudes, opinion,
leadership behaviors, and business
models.”It’s broad, but it underpins
how employees are experiencing the
organization that they’re a part of,”
says Jain-Link.”What were seeing

is that leaders may think they know
the culture, but if they’ve been at the
organization a long time, the culture
has likely changed over that time.
And they might not be as attuned to
it as they think.”

Take on-site employee perks like
haircuts, gaming areas, bowling al-
leys, day-care centers, pet-friendly
cubicles, fitness rooms, massages, and
personal concierge services provided
by some big and small companies
alike. These touted extras, offered in
addition to standard work-life balance
benefits like flexible work sched-
ules and family leave, can make the
workplace fun, comfy, and appealing.
However, perks cannot be used as a
substitution for a high-performance
culture, notes CulturelQ, a cultural
management company. Rather, em-
ployee perks can be a distraction from
what really matters—respect, recog-
nition, and value add, among other
aspects of organizational culture,
according to CulturelQ. What’s more,
they can be smokescreens for a toxic
workplace culture.

An inclusive company culture has to
be open, says Jain-Link. Can people
talk openly about how their gender,
race, sexual orientation, disability, or
other concern impacts their experi-
ence? Are diversity and inclusion
linked back to the CEO? Research at

Best Practices

Company culture covers
emp (:iree experience,
attitudes, opinion,
leadership behaviors,
and business models.

Russell Reynolds Associates reveals
that an organization’s senior-most
leaders—CEQOs, chairs, and board
members—play pivotal roles in creat-
ing inclusive cultures.

Tim Ryan, US chairman and se-
nior partner of global financial ser-
vices leader PricewaterhouseCoopers
(PwC), concurs that business leaders
must pay more attention to company
culture in balancing their approach
to D&I.“Workplace culture is critical
to advancing diversity targets, and
also creates greater equity, unity, and
opportunities for minorities, women,
and other underrepresented employ-
ees,”Ryan writes in a blog post,”Why
Focusing on Diversity Numbers Wont
Really Make Companies More Inclu-
sive.” Establishing a workplace where
each employee feels comfortable
bringing their true selves to work is
key to supporting them to stay, thrive,
grow, and contribute within an orga-
nization,”adds Ryan, who is cofounder
of CEO Action for Diversity and Inclu-
sion, a 700-organization-strong coali-
tion committed to changing the D&l
landscape and driving accountability.

A PwC survey,”Diversity & Inclu-
sion Benchmarking,”found that while
many companies have publicly de-
clared their commitment to D&]I, they
are struggling with translating that
strategy into action. PwC conducted
the global, cross-industry survey of
business, diversity, and HR leaders
(as well as employees) to understand
what impact their D&l strategies are
having on employee experience.
Even though 87 percent of the re-
sponding companies prioritize
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diversity and inclusion, 42 percent of
the employees still feel diversity issues
are a barrier to progress.

“There are opportunities every
step along the way to integrate D&l
controls when you're planning your
workforce, when you're hiring your
workforce, when you're onboarding
them (organizational socialization),
compensating them, providing them
with learning and development, mo-
bilizing them across the organization,
ultimately offboarding the workforce.
But a lot of firms are missing that
opportunity,”says Stefanie Coleman,
PwC’s director of financial services
people and organization practice.

Companies can’t understand if
theyre making progress on diver-
sity and inclusion, Coleman adds, if
they don’t have a“good baseline of
workforce data, good governance to
surround that data, good systems of
record, and technology infrastructure
to support the security of that data.”
This includes slice-and-dice employee
engagement surveys by diversity di-
mensions, exit surveys, and deep-dive
interviews to understand levels of turn-
over, and doubling down on examining
the nature of employee complaints.

Good People Quit Poor or Toxic
Cultures, Not Companies

As with bias and sexual harassment
trainings, diversity-related hiring
targets alone aren’t the answer. Simply
having employees with a wide array of
backgrounds won't ensure that a com-
pany culture is all-inclusive. It's not
enough to hire for diversity or intro-
duce an initiative focused on gender,
ethnicity, age, or sexual orientation,
according to Emplify, an employee
engagement solutions company based
in Fishers, Indiana. A company must
create a culture where diversity is
embraced at large. This is where em-
ployee experiences come into play.

To a certain degree, recruitment and
retention are reliable indicators of how
well a company’s diversity and inclu-
sion initiatives are working, notes Dr.
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“Simply having employees with a wide

array of backgrounds won't ensure that
a company is all-inclusive.”

Allison Scott, chief research officer at
the Kapor Center for Social Impact.

Kapor’s“Tech Leavers Survey,” for
which Scott served as lead author, ex-
amined the tech industry nationwide
and found that workplace culture was
a key factor in employees’decisions to
quit their jobs. The number one rea-
son driving turnover was unfairness
or mistreatment, across all groups.

“Unfair, noninclusive, and toxic
cultures are what drive people out, and
the trends are particularly pronounced
for women, LGBTQ+ employees, and
underrepresented people of color,”says
Scott. The new study shows that expe-
riences differ across groups. People of
color, especially women, are troubled
with stereotyping. Roughly one-third
of women of color reported being
passed over for promotion more than
any other group. African American
women and Latinas expressed that, in
comparison to their peers, they have
watched people with less experience
and less education advance into top
positions in their companies.

Women across ethnicities indicated
they were subjected to sexist jokes
and sexual harassment in the work-
place, according to the Kapor survey.
LGBTQ+ employees indicated more
so that they faced bullying and public
humiliation or embarrassment. And
while LGBTQ+ employees and em-
ployees of color were most impacted,
an astounding 78 percent of em-
ployees reported experiencing some
form of unfair behavior or treatment.
“When we were looking at experienc-
es in the workplace,”says Scott,”we
summed up everything from their
sense of belonging in the workplace,
their negative or positive experiences,
and their overall satisfaction with
their jobs and with their companies.”

Additionally, the survey revealed

that turnover due to unfairness, bias,
and bullying costs the high-tech
industry more than $16 billion annual-
ly. Scott points out that when compre-
hensive D&I policies and practices are
in place, negative workplace experi-
ences are lower, and people are less
likely to leave due to unfairness. Hav-
ing a comprehensive D&I strategy has
a much greater impact than executing
single efforts or initiatives, she adds.
The“Tech Leavers Survey”sug-
gests that the way to create inclusive
cultures is by identifying a set of core
values, developing a code of conduct,
and striving to create and continu-
ously evaluate and improve a compa-
ny’s culture. Other recommendations
include conducting employee surveys
at regular intervals, examining data by
each demographic group, providing
transparency about culture issues, and
acting upon the findings and address-
ing areas of concern.

Chief Diversity Officers Have
Need of Money, Power, and Respect

The Center for Talent Innovation has
a task force of about 90 companies at
all different phases of the D&l journey.
“Some have been at this for 20 years,
while others are one to two years into
their journey,” says Jain-Link.“We have
seen best practices from a number of
companies that we think are doing
some innovative work. EY [Ernst &
Young] is one of them. Another is
Bank of America. These companies are
really looking at culture and how it
can change to be more inclusive.”
According to the Kapor Center,
the most effective company D&l
strategies have five common initia-
tives: 1) a diversity and inclusion di-
rector; 2) set quantifiable diversity and
inclusion goals, with targets at every
level of the company; 3) paid bonuses
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for referrals of candidates from under-

represented backgrounds; 4) uncon-
scious bias training, and 5) employee
resource groups.

The real issue when it comes to
driving a comprehensive D&l strat-
egy is accountability, Coleman says.
Middle management needs to have
some skin in the game, meaning D&I
metrics within their scorecards and
performance metrics. In most compa-
nies, no one is designated to D&, or
that person has limited clout with C-
suite executives and board directors.

A new survey from executive search
consultancy Russell Reynolds sheds
light on this dilemma. Although some
47 percent of companies included on
the S&P 500 index currently have a
chief diversity officer or equivalent,
most CDOs and others in this role
are not empowered to do their jobs
effectively. More than half of those
surveyed reported that they don't have

the resources they need to execute
new programs and strategies, and
they are burdened with additional
corporate responsibilities outside their
D&l work. The bottom line: They lack
money, power, and respect. This is
because they have limited budgets,
and often their ideas get stonewalled
by legal or HR.

Someone who is exercising clout is
Maxine Williams, Facebook’s global
chief diversity officer, who has been
developing strategies to attract and
support underrepresented people
in all teams. Under her leadership,
the number of women globally at
the social media giant has increased
to 36 percent, up from 31 percent in
2014, and women in senior leader-
ship expanded to 30 percent from
23 percent. According to Facebook’s
fifth annual diversity report, the
percentage of Latinx employees grew
from 4 percent to 5 percent, and
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African Americans from 2 percent to
4 percent.

Williams has spearheaded three
programs at Facebook—Diverse
Slate Approach, Managing Uncon-
scious Bias, and Facebook Univer-
sity—which aim to increase diversity
and opportunities for people from
underrepresented backgrounds.
What's worked is building deep
relationships with organizations that
support people of color and women,
including Anita Borg, Society of
Hispanic Professional Engineers, and
National Society of Black Engineers,
as well as others, Williams notes in
Facebook’s report.

She points to company-wide
programs that have been very well re-
ceived internally, such as the manag-
ing bias training workshop; a man-
aging inclusion program that helps
managers support diverse teams,
including learning how to identify
micro aggressions; and Be the Ally, an
initiative on understanding various
cultural identities.

Facebook is also pushing for em-
ployees to be their authentic selves.
“We've worked hard at retention as
well by creating an inclusive environ-
ment where people from all back-
grounds can thrive and succeed,”
Williams says.“This includes our many
Facebook Resource Groups, which
help build community and support
professional development—as well
as the investments we have made to
tackle bias and create an inclusive
culture.”

Facebook is not alone in champion-
ing such initiatives. Other companies
are moving beyond just tracking their
numbers to build a culture of belonging
where every employee can thrive. IN

Carolyn M. Brown is an award-winning
journalist, author, and playwright. She
is the coauthor of the career self-help
book Climb: Taking Every Step with
Conwviction, Courage, and Calculated
Risk to Achieve a Thriving Career and
a Successful Life (Open Lens, 2018).
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Heroes for Hire

aren Brasch feels an ener-
getic heaviness when she
thinks back to the rough
time she had trying to get a
civilian job after a career in the mili-
tary. She retired from the US Navy,
having served as a commander and a
pilot, and when look-
ing for a job, realized
she was speaking a
language that few
hiring managers
could understand.
Translating her mili-
tary experience, with its accompanying
acronyms and jargon, was nearly impos-
sible. Even though she had an MBA to
bolster her experience, she wasn't sure
how to explain how the skills she had
developed in her long service career
could be matched to her dream job.

BY KATIE
MORELL
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How companies
can attract and
retain former service
members (and their
spouses), and why
it is so important

“It felt like I was in the middle of
‘The Amazing Race’TV show,”she
remembers.”It was like someone had
dropped me in the middle of a foreign
country without a compass and
without a network. I didn’t know who
to call, even though I knew my skills
would be the perfect fit for many
corporate environments.”

It took time, but she did get a job,
and today works as a principal techni-
cal program manager at software
company Intuit in San Diego. In addi-
tion to her day job, she volunteers as
the global lead for the Intuit Military
Network, the company’s veterans-
focused employee resource group.

“We are all about education, re-
cruiting, mentorship, and outreach
to veterans and military spouses,”
she says.”We believe that they have
unique perspectives, past experiences,
and training that can really help us at
Intuit. One of the biggest challenges is
that their experience gets lost in trans-
lation. We work to bridge that gap.”

The topic of hiring military veterans
for civilian jobs is discussed much
more in corporate circles today than
it was a decade ago. This is in part
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thanks to major initiatives like Joining
Forces, a program launched in 2011
by First Lady Michelle Obama and Dr.
Jill Biden to help pair military veterans
and their spouses with public and pri-
vate sector jobs. Additionally, Amazon,
Intuit, Wells Fargo, and many other
companies have made public pledges
to educate, train, and hire military vet-
erans and their spouses by the thou-
sands through a variety of programs.

On the military side, the US Depart-
ment of Veterans Affairs (VA) offers the
VA Transition Assistance Program
(TAP) to help prepare soon-to-
retire service members for
life in the civilian world,
including how to find a
job. Depending on the
veteran you speak to,
though, reviews of TAP
are mixed—although some
say the program has im-
proved in recent years.

Unemployment numbers provide
a glimpse into the challenges facing
veterans but don't tell the entire story.
In May 2019, the US Department
of Labor reported that the unem-
ployment rate for veterans was 2.7
percent—it’s lowest since 2000. That
number, though, does not account
for the unemployment of military
spouses, a demographic that is often
negatively impacted by long peri-
ods of not being able to work while
partners are away and by frequent
relocations.

A report published by the Council
of Economic Advisers in May 2018
revealed that there are approximately
690,000 military spouses and spouses
of recent veterans, many of whom can
find only part-time jobs once their
partners exit the military, even though
theyd prefer full-time work. The report
says 2017 unemployment rates for
military spouses hovered around 16

Seeking Heroes
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In recent years, many organizations have formed to help veterans and their

spouses enter the workforce.

» RallyPoint — solutions.rallypoint.com

» Wounded Warrior Project: Warriors to Work
woundedwarriorproject.org/programs/warriors-to-work

» Hire Heroes USA — hireheroesusa.org

» Military Connection — militaryconnection.com

» LinkedIn — /inkedin.com

» The Honor Foundation — honor.org

percent, while other sources
say that number could be as high
as 24 percent.

The question, in addition to résumé
translation, is how to attract and
ultimately retain military veterans
and their spouses. Thankfully, many
people and companies are on the
case, including Sean Kelley, Ama-
zon’s director of talent acquisition for
worldwide operations. A US Navy
veteran himself, he is proud that his
company currently employs more
than 18,500 veterans and spouses,
with plans to increase that number in
the coming years.

“Veterans and military spouses have
a lot to offer a company,” he says.
“Their bias for action, their ability to
think on their feet, and their roll-up-
their-sleeves mentality always help
push my teams forward and deliver
better results for customers.”

Kelley’s sentiments are widely
echoed by others in this space. Even

» VetsinTech — vetsintech.co

> Vet Employer Roadmap, part of US Department of Defense
vetemployerroadmap.org

» Hiring Our Heroes, part of US Chamber of Commerce
Foundation — uschamberfoundation.org/hiring-our-heroes

when a veteran’s technical skill set
doesn't reflect a job description to

the letter, it is always worth it to give
them a chance, says Kristen Kavana-
ugh, Tesla’s senior staff partner, diver-
sity and inclusion, and a retired US
Marines officer. She says hiring man-
agers should consider veterans when
writing job descriptions to make them
friendly for that demographic.

“If you are saying someone needs
five years of project management ex-
perience, what you are actually saying
is that the person needs to be able to
lead a team, problem solve, and meet
deadlines,” she says.”If you just write
about project management, you won't
attract the talent you want, which
might come from a veteran’s experi-
ence. I recommend getting clear on
the actual requirements of the job and
translating those in a way that doesn’t
seem overly complex.”

Companies looking to attract vet-
erans and spouses are also smart to
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create veteran-specific career landing
pages, says Tim Falletti, manager of
executive recruitment for Adecco
USA in Chicago and a US Army vet-
eran, adding that veterans want to
know a company is actively looking
for them.

On such landing pages, or in job
descriptions, Intuit’s Brasch suggests
speaking their language.

“Explain that your company is
‘mission oriented’and is looking for
people who know how to get things
done”and who have experience ‘mak-
ing hard decisions under pressure,”
she says.”Those words matter.”

Launching an initiative to at-
tract veterans and their spouses can
start inside a company with current
employees, says Falletti, who adds
that business leaders can ask who
already on their payroll is a veteran—
a question that may illicit surprising
answers, as many do not self-report.
Business owners can then work with
those staffers to create a program to
attract and retain more veterans.

Amazon’s Kelley agrees with this
concept, and adds that it is best when
a company can hire full-time military
recruiters and then invest in programs
for veterans.

“We have programs designed to
help veterans grow in their careers,”
he says.”Adapt is a recruiting initia-
tive for wounded, injured, or ill mili-
tary service members. Our Military
Leaders Program helps them excel as
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“[Veterans’ and military
spouses'] bias for action, their
ability to think on their feet,
and their roll-up-their-sleeves
mentality always help push
my teams forward.”

senior leaders and executives in high-
priority business areas globally.”

The existence of veteran-related
employee resource groups, or affinity
groups, also helps in the retention of
this demographic, as do formal men-
torship programs.

“There is so much transitioning
from military to corporate or civilian
life, and if a veteran isn’t placed in an
organization that is sensitive to that—
to his or her need for camaraderie
and career pathing—it can be hard,”
says Le Nette Rutledge, military talent
programs manager at Wells Fargo in
South Carolina.”It isn’t that they are
looking for a BFF, but having some-
one on hand to answer questions can
be a huge help.”

The topic of hiring veterans comes
with a host of misconceptions, some
of which can be deeply inappropriate
and offensive to former service mem-
bers when looking for jobs.

“I've been stigmatized. Some peo-
ple thought I wasJohn Rambo’when
I got out of the military and entered
the corporate world,” says Adecco’s

Falletti. People would ask him directly
if he suffered from PTSD or had killed
someone while in the service.”You
should never bring something like
that up in the workplace. Instead, ask
them what they did in the military,
job-wise. Otherwise, it is incredibly
inappropriate. Never ask or force it
out of them.”

Rutledge agrees, adding that it
is important to develop authentic
relationships with a veteran or spouse
before ever talking about mental
health or potential combat. She also
wants to dispel the myth that veter-
ans with PTSD are somehow bad for
companies.

“If someone has served and is
wounded—physically or emotion-
ally—it doesn’t mean they are
unstable,” she says.”Most vets in that
category have a drive to prove the
opposite. They show up at a higher
level because they want to dispel any
of those myths.”

Lack of transferrable skills—even
on a technical level—is another toxic
myth. People who've served in the
military, and their spouses, come with
strong levels of discipline, leadership,
teamwork, resilience, loyalty, strate-
gic decision-making, and flexibility,
which arguably could help every
environment.

“When you hire a service member,
you are hiring the positive intangibles
with them,”says Falletti.” Coming into
your company, they will want to build
a family, build camaraderie. You will
have someone willing to fight for you
and your company. Why wouldn’t you
want to hire someone like that?”In

Katie Morell is a journalist based in Sau-
salito, California, who is passionate about
veterans’ rights and whose brother is a
longtime member of the US Army. Read
more of her work at katiemorell.com.
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Relationship Building Across Differences

By LEsLiE TRAUB
s a white woman, it took years
to see what I could not see.
Seeing, it turns out, is learned,
and the learning stems from
deep self-inquiry and consideration
of one’s place in society. If I can’t
recognize and
acknowledge
the relative
privileges that
have accrued to
me throughout
my life as a
white woman,
whether I was
aware of them
or not, I can

Re!at_lonSh'p never under-
building across  stand, empa-
difference is thize with, or
where true support the
growth comes ~ pathway of
from. women who,

regardless of
any socioeco-
nomic privileg-
es, will be seen
first as women of color, with all of the
associated stereotypes and inequi-
ties that accompany that label. If on
the continuum of advantages, I can’t
acknowledge that I as a white woman
inherently have more than others, I
stand never to have my meritocractic
worldview challenged—that if women
of color wanted to progress, advance,
and get the top jobs, theyd just do it.

My blindness wasn't cultivated
intentionally. My parents didn't tell
me that [ was better than women

of color. It was blindness by omis-
sion. But once you see it, you can’t
unsee it. Once you're sitting with the
CEO because you've been invited to
talk about the struggles of women

in your organization, and you look
around and there are only other white
women, you can’t ignore that. When
you walk into a women'’s leadership
development program attended by
the top 200 leaders in the institution,
and even the women’s resource group
comprises exclusively white women
or includes only one or two women of
color, you can't ignore that. As women
assume positions of increasing power
in our institutions, albeit hard fought
and slow to rise, we have to take no-
tice. And if we notice, we have to say
something. Because if we see some-
thing, we have to speak out. But first
we have to see it.

So what can we do? When selecting
high-potential candidates for devel-
opment programs, be sure to work
with the program manager to ensure a
focus on diversity in selection. In your
women’s resource group, invite other
resource groups to join you in explor-
ing how to create both a place of inti-
mate connection where members can
bond easily and a place where you can
explore experiences across differences.

When doing your own hiring, en-
sure that you're searching deeply and
broadly for women who aren’t in your
line of sight. The perpetual questions
must be, Who am [ missing? Who am
I not thinking about?

If when doing a meta-analysis of
your performance ratings, you find
that your ratings are skewed by
identity, face the truth about differing

expectations without shame and see
if you can uncover your own biased
thought patterns.

Speaking up on behalf of those who
aren’t in the room is an essential step,
but it isn’t enough. Deeply exploring
our own identities and the condition-
ing that comes with them is a start,
but it cannot be done in isolation.

Relationship building across differ-
ence is where true growth happens.
This means having to sit in the fire,
questioning ourselves, telling our

stories and listening intently to others.

Practicing empathic listening to the
points of difference will likely reveal
there are many more points of com-
monality.

Be willing to make mistakes, and
recognize they often come from con-
ditioning. Learn to receive feedback
graciously and with a growth mind-
set. And always ask, once you can
see yourself, Who's missing, and how
can I open those doors? It’s a better
and richer world, both personally and
professionally, when we'’re all at the
table. In

Leslie Traub is a leading consultant
committed to building bridges across
differences and to growing our collective
ability to engage our better angels for a
stronger society.
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Jackie Glenn

Founder & CEQ,
Glenn Divers

Inclusion & H
Solutions

ackie Glenn has a long and distin-
guished career in human resources, be-
ginning at Harvard Pilgrim Health Care
followed by 16 years at the Fortune 500
Company EMC Corporation. At EMC,
Glenn quickly progressed to global chief
diversity officer, coaching and educating a
workforce of 55,000 employees worldwide.
In this role, she conceived, planned, and
developed programs in organizational devel-
opment and leadership consulting, as well as
employee training and development.

During her tenure at EMC, Glenn created a
groundbreaking transgender reassignment and
benefits program, multiple women’s corpo-
rate advancement immersion experiences, and
recruiting partnerships with Historically Black
Colleges and Universities (HBCUs) featuring
a summer internship that builds a pipeline of
high-potential future employees in STEM fields.

EMC merged with Dell Computer in 2016.
During the transition, Glenn served as global
vice president of diversity and inclusion and
oversaw the melding of corporate cultures for
the combined workforce of 150,000 employees
worldwide.

In 2018, she parlayed her experience and
connections to launch her own consultancy,
Glenn Diversity Inclusion & HR Solutions. She
specializes in executive coaching and helping
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“Artificial
intelligence
and machine
learning

enable us to sort
through data
and gain new
insights that
otherwise could
have taken
decades.”

corporations implement inclusive strategies
and best practices.

In addition to operating her own consultan-
cy, Glenn is a dynamic and engaging speaker.
She hosts national and international confer-
ences and participates on numerous industry
panels.

Glenn holds an MS in human resources
management from Lesley University, Cam-
bridge, Massachusetts, and a BA from
Emmanuel College, Boston. Her love for
community advocacy and civic leadership
encompasses service on the board of Chil-
dren’s Services of Roxbury (in Massachusetts),
the board of the Museum of African American
History of Boston, and the board of overseers
of Beth Israel Deaconess Medical Center.




Glenn is the author of Lift as I Climb: An
Immigrant Girl’s Journey Through Corporate
America. This instructive biography follows
her journey from nanny to vice president and
chief diversity officer to author and CEO.

Inclusion: What will be some of the biggest
issues and challenges in 2020 for a corporate
diversity and inclusion leader like yourself?
Jackie Glenn: It begins with redefining D&l

for millennials, who are often characterized as
looking for more than words about diversity and
inclusion—they want to see action and results. A
large part of my work is preparing future leaders
of organizations, and I know that until we start
showing more diversity in our corporate leader-
ship, we are not satisfying the expectations of all
segments in our workforce.

Another challenge will be learning how to
work with and support the immigrants who join
us as they bring their gifts to America. How do
we think and act inclusively as national legisla-
tion and regulations shift the opposite way?
How does the current climate toward immi-
grants affect industry in our country—every-
thing from farming to technology, and hospitali-
ty to health care? As a global D&l leader, I know
that other nations are facing this same issue as
more people arrive seeking to make a better
life. Other challenges we will need to address
include demographic shifts, pay equity for wom-
en—especially women of color—and belonging,
as well as continuing to educate workforces
about gender identity and expression.

IN: Over the last few years there has been a
great deal of excitement about artificial intel-
ligence and machine learning in creating more
inclusive workplaces. What do you see as the
opportunities and challenges?

JG: The opportunity I see is discovery and
efficiency—artificial intelligence and machine
learning enable us to sort through data and gain
new insights that otherwise could have taken de-
cades. The opportunities within Al and machine
learning when applied to areas such as health
care can mean breakthroughs for medical diag-
noses and treatments. Several of my clients rely
on Al as well as machine learning to help with

Find Jackie’s new book, Life as | Climb:
An Immigrant Girl's Journey Through
Corporate America on Amazon and

improving customer service and
data security, or creating software
that enhances how clinical trials are
conducted for lifesaving treatments.
As a leader who is fortunate to work
with the Massachusetts Technology
Leadership Council, I can tell you
that Al and machine learning are
essential to our continued break-
throughs.

However, while the benefits are
many, the risks are great. There is
the danger, for example, that the

on www.glenndiversity.com. Al used to create new health-care
treatments can also be used to
create powerful computer viruses. In addition, these machines are pro-
grammed by humans, often humans with biases. This can leave a lot of
room for error, and often it is our minority populations who suffer based

on the profiles programmed into these systems.

IN: What brought you to do this work? Is there a personal motivation
that inspired you in this direction?
JG: I was basically asked, or told, to take my first diversity job. I cried
because I felt as if the position was not respected and not yet viewed as
a serious role. As my own leadership evolved over the years, I came to
recognize that inclusion is my passion. It fulfilled an early promise I made to
myself shortly after I arrived in the United States from Jamaica. One bitter,
cold morning, I waited for the bus and watched cars whiz by. Right there I
vowed,”When life gets better for me, no one will be left at the bus stop.”
Today I am proud to continue my work as a global diversity and
inclusion consultant with many clients, and it immerses me in a variety
of industries, business challenges, and perspectives that broaden and
deepen my thinking.

IN: A concept that is increasingly being addressed now is cultural trans-
formation of the workplace. What does this mean to you and how is
your company working to transform its culture?

JG: Cultural transformation means taking a deeper look and making bold
steps to redefine how your organization operates, and in the process discov-
ering or rediscovering your core values. It is generally centered on how to
serve customers and employees in a more inclusive way.

My tenure as a technology leader gave me direct experience working
to build a culture of trust, helping 55,000 employees around the world
understand the dimensions of respect, credibility, fairness, pride, and
camaraderie and how they work together to transform a culture.

Cultural transformation takes on other dimensions as well, including
the willingness to change the culture and to think differently; asking un-
comfortable and hard questions; and making sure that your company’s
C-level leaders are engaged and participative in this effort—they should
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Glenn, with her husband, Windsor Glenn.

be cultural champions. It also means learning to do things
you have never done before, doing them with an open
mind, and going places you have never gone.

Lastly, it is critical that your company conducts a cultural
audit led by an objective outside expert. This will give you a
bird’s-eye view of some of the cultural nuances that would
otherwise be undetectable.

IN: In the last few years, gender inequality in the work-
place—including sexual harassment—has become large
in the public eye. We all know these challenges are not
new. How does this new public awareness help close the
gender gap?

JG: The verdict is still out whether the gender inequality gap
is closed, especially for women of color. In many organiza-
tions, the gap is still quite large with no change in sight.

However, this new awareness of gender equity shines a
bright light on the subject and forces organizations to do a
lot more due diligence and pay more attention. All leaders
have easy access to the data on pay and promotions to see
where gaps exist within the company. But only a few share
these reports and address them. Unfortunately, we see the
results of that when pay inequity is revealed.

If there is an upside to all the coverage in the media, it is
that having a harassment-free workplace is seen not just as
an HR policy, but as something to be owned and lived by
everyone, with an extra level of accountability for leadership.

IN: As more millennials join the job force, and as baby
boomers are slowly aging, has this phenomenon pro-
vided challenges for your clients? And what are your
suggestions for addressing them?

JG: Yes, there is certainly a difference in work style and ex-
pectations that can cause friction. I consider these as critical
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“New awareness of gender equity
shines a bright light on the subjectand
forces organizations to do a lot more
due diligence and pay more attention.’

challenges that must be addressed: work style; ethics; bring-
ing everyone together to figure each other’s strengths and
then learn from each other; and reverse mentoring.

Some of the challenges revolve around breaking through
our traditional norms and perceptions about age. I've worked
with clients to look at behavior and ensure that they are
working across generations with respect and understanding.
And I've helped organizations that are saying, hey, we are not
attracting the next generation here—why not?

IN: How does a company best cultivate a diverse talent
pipeline?

JG: It starts by investing time and resources with organiza-
tions and associations—engineering associations, for ex-
ample—and becoming involved with them in deeper and
more significant ways. For example, offering to have an
executive serve on their board and become a visible mentor
and advocate. Investing time at the college level is also es-
sential, and you need to show that your company will have a
consistent and reliable presence, not disappearing at the first
budget downturn. I invested many years in building relation-
ships with Historically Black Colleges and Universities, and
the power of that collaboration helped bring new faces and
perspectives into our talent pipeline.

And then, when new employees arrive at your workplace,
you must have a well-designed onboarding program that in-
cludes mentors to help with acclimating to the environment.
This will ensure success and retention.

IN: How do you use data and metrics to measure D&I
success?

JG: At a very basic level, I look at data around the two As—
attraction and attrition. Are we getting a broad representation
of people applying to work here and in our candidate pools?
Why or why not? Once here, are they staying and succeed-
ing? Again, why or why not?

Exit interview data is also helpful, as are the direct ques-
tions in global all-employee surveys asking if people feel
that they are treated fairly based on a variety of individual
characteristics. IN




Susan Stith, Vice President,
Diversity, Inclusion, Foundation,
and Civic Affairs, Cigna

s vice president of

diversity, inclu-

sion, foundation,

and civic affairs

at Cigna, Susan

Stith is respon-
sible for shaping and steering
the company’s enterprise-wide
diversity and inclusion, philan-
thropy, and community outreach
strategy and initiatives. In her
role, she leads the efforts to create
innovative D&I programs in the
areas of employee recruitment,
retention, and talent development,
and ensures senior leadership
commitment.

Stith has a long-standing ca-
reer in diversity, cultural compe-
tence, and inclusion, spanning
several industries, and specializes
in bringing innovative, creative,
comprehensive, and sustainable
business strategies to life with a
lens on people, programs, and
processes. She is a visionary with
experience in matrixed environ-
ments and provides leadership
by promoting values-driven
initiatives.

Stith has won numerous diversi-
ty and inclusion recognitions such
as Diversity Plus magazine’s Top
25 Women Impacting Diversity,
Diversity Woman's Top 50 Diver-
sity Champions, Urban League’s
Salute to Women in Leadership,
and Black Enterprise’s Top Execu-
tives in Corporate Diversity. She
also serves on several boards in
the nonprofit sector.

Stith earned her bachelor degree
at University of Missouri-Columbia
and her master’s from University
of Phoenix, where she was named
Graduate Student of the Year.

Inclusion: What will be some of the
biggest issues and challenges in
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2020 for a corporate diversity and inclusion leader like
yourself?

Susan Stith: Diversity without inclusion is exclusion,
and without inclusion, diversity efforts are destined to
fail. Simply put, businesses will not succeed without
having an employee population that reflects the popu-
lation of those they serve.

A company is no different than a community: we
need a neighborhood where everyone feels valued and
respected for their unique perspectives, thoughts, and
backgrounds. When you think about where you live,
you want to feel energized by those around you. Work
is no different.

Whether in the health service arena where I work
or another industry entirely, our biggest opportu-
nity—and our biggest challenge—lies with our people.
And for us, it’s going to take all 74,000 of our diverse
employees worldwide to make our dream to build a
sustainable model for health care a reality.

Together, Cigna and Express Scripts (who merged
in 2018) are on a mission to transform health care by
delivering a full range of services to make our entire
health ecosystem more connected, personalized, and
affordable. As a global health service company, we have
an extraordinary responsibility—and an unparalleled
opportunity—to empower people to live healthier,
happier, more productive lives.

We are much more successful when we recruit,
retain, and reward a diverse group of colleagues who
know they are valued, and understand how the work
they do every day delivers on the needs of those we
serve. That’s how we earn trust as employers. It's why
people choose to come work for us, and why they
choose to stay.

IN: What brought you to do this work? Is there a personal
motivation that inspired you in this direction?

SS: This work absolutely found me. I like to say I work
at the intersection of passion and profession. What led
me here is a combination of who I am, what I believe,

and my desire to make an impact.

One of my favorite quotes by Martin Luther King Jr.
is,“Life’s most persistent and urgent question is: What
are you doing for others?”

That’s why I am so proud of the Healthier Kids for
Our Future initiative, which we launched as a newly
combined company in December. It is a five-year, $25
million commitment that addresses three global chal-
lenges facing children: poverty, hunger, and health and
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well-being. We know it is a big challenge, but we are also per-
sistent and urgent in doing important work for others. Above
all, these are challenges we—as a combined company—are
uniquely suited to tackle.

We have already teamed up with nonprofit organizations,
school districts, community leaders, partners, and, of course,
our employees to take action to reduce childhood hunger. For
example, earlier this year, employees at nine US sites and two
international cities packed 16,500 backpacks with enough food
to feed a child for a weekend. We worked with Blessings in a
Backpack and schools to distribute them, knowing it might be
the only food that child had to eat until Monday.

This was just the first step. All of our employees are doing
something, every day, to continue to help. Even if we have
different backgrounds, our ability to come together and rally
around a common cause leads to uncommon improvements in
health and well-being.




Left, top to bottom: Celebrating with Pride, Express
Scripts; International Women'’s Day 2019, Jackie
Joyner-Kersee Foundation. Right: Inspiring tomor-
row’s leaders, Express Scripts.

IN: A concept that is increasingly being ad-
dressed now is cultural transformation of the
workplace. What does this mean to you and
how is your company working to transform its
culture?

SS: Cultural transformation is a top priority for
us, and it goes beyond what you might expect.
This past June, Cigna and Express Scripts flew
the rainbow pride flag in several locations
across the country. We continue to celebrate
what makes us unique, and we do so in a

vislible, Xleahningfgl x;v;;y, tganks to 01111” shared “" Every day’ we
values. At the end of the day, our values set
the tone for how we engage with each other, have Cl’!ltural
both internally and externally. Employees, and (hamPIOHS across
our community, understand what we’re about our company
when it comes to diversity and inclusion. who demon-
That’s just one outward sign of how we are )
moving ahead together as a combined company. ~ Strate and live
Every day, we have cultural champions across the values that
our company who demonstrate and live the "
values that represent us. Words on a wall can represent us.

only do so much, but when those words inspire
action, engagement, and compassion, that’s
when our values come alive.

IN: In the last year, gender inequality in the workplace—including sexual
harassment—has become large in the public eye. We all know that these
challenges are not new. How does this new public awareness help close
the gender gap?

SS: Diversity and inclusion form a foundation that lets us better un-
derstand and relate to each other. And the business case for diversity,
including gender diversity, is clear. Research shows the value of a di-
verse workforce, and, in particular, having more women in leadership
positions drives better business performance.

And yet, while we are making progress, overall there are too few
women in senior leadership positions, in C-suite roles, and on cor-
porate boards. Because of this reality, it’s important for employers to
bolster, empower, and inspire current and future female leaders.

I'm proud to work for a company that views diversity as a driver of
innovation, creativity, and business results. This is something we put
into practice every day—through concentrated efforts on recruiting, re-
taining, and promoting diverse employees. At Cigna, I am proud to say

70 percent of our workforce comprises women,
and nearly half of senior management roles are
held by women.

And our women'’s employee resource group is
also leading the way with approximately 5,000
members, as well as other initiatives like our
Lean In Circles. This internal group is making
powerful connections among female leaders,
providing them with opportunities to grow
their leadership skills.

IN: As more and more millennials join the job force
and as baby boomers are slowly aging, has this
phenomenon provided challenges for Cigna? And
what are your suggestions for addressing them?
SS: At this moment, there are five generations
in the workplace—and at Cigna, that is no dif-
ferent. Our multigenerational resource group
implements reciprocal mentorship programs
that allow the generations to support each
other on their respective career paths.

Additionally, our internship and rotational
development programs for early career employ-
ees and our encore program that allows retired
employees to return to work on a part-time ba-
sis allow cross-functional work and a continu-
ous knowledge transfer across generations.

When we open our minds and hearts to learn
from everyone around us, ageism fades away
and is replaced by receptivity to new ideas, a
rejection of stereotypes, and a recommitment
to the ideals of diversity and inclusion. IN
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Lisa Coleman Senior VP Global
Inclusion and Strategic

Innovation, [lew York University

eporting to the president, Dr.
Lisa Coleman is the inaugural
SVP for global inclusion and
strategic innovation at New
York University (NYU). She also
serves as chief diversity officer.
Dr. Coleman and her teams collaborate with
deans and other senior leaders, varied and di-
vergent sectors, as well as internal and external
stakeholders locally and globally to advance,
build capacity for, and implement inclusive,
innovative, diversified, equitable strategic orga-
nizational research and best practices.
Prior to joining NYU, Dr. Coleman served
as the first chief diversity officer and special

“l was, and am,
inspired by the
work that
dedicated

and often
unrecognized
peopledoin
the face of
adversity.”

assistant to the president at Harvard University,
from 2009 to 2017. During her tenure, she and
her team developed some of the first pilot pro-
grams focused on the intersections of emerging
technologies and disability.

Dr. Coleman advises and consults with
C-suite leaders globally. She sits on various na-
tional and international boards, and her current
work focuses on the intersections of leadership,
innovation, and inclusion. Dr. Coleman is the
recipient of numerous awards, recognitions, and
honors for excellence in leadership and teach-
ing, and for her work on diversity, inclusion,
belonging, equity, and innovation globally.

Dr. Coleman earned a doctorate in social and
cultural analysis, American studies, from NYU
and three master’s degrees from Ohio State
University in African and African American
studies; women'’s, gender, and sexuality studies;
and communication studies. Her undergraduate
foci were computer science and sociology.

Inclusion: What will be some of the biggest
issues and challenges in 2020 for diversity and
inclusion leaders like yourself?

Lisa Coleman: Immense opportunities can be
found in how we engage changing demography
and technological advances, and sustain and grow
future global talent. These opportunities are in-
termingled with rapidly shifting, diverse, inclusive
entrepreneurial and innovative markets. As new
constituencies evolve—including people with
disabilities; multiethnic and multiracial commu-
nities; gender, sexual, and multifaceted intersec-
tional identities; and generations—so do ideas
about equity, belonging, work, and community.
Those on the neurodiversity spectrum, genera-
tion Z, the alpha generation—or my nickname
for this newest generation, the double AAs,
because they are double packed—are asking all
types of questions about education, technology,
work, home, and family; these are opportunities,
versus challenges, for us to create better work,
educational, and community spaces now and for
our collective futures.

IN: What are some of the most salient D&I
issues and challenges specific to academia?
LC: As global and for-profit higher educational
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Dr. Coleman models and inspires joyful, inclusive leadership.

markets expand, there are increasing pressures to define the benefits

of higher education in the US. Moreover, access and the affordability of
higher education are at the forefront of many deliberations in the media
as some contemplate the proposed value of higher education.

There is much research demonstrating the benefits of higher educa-
tion. At NYU, we are building on this research and creating initiatives di-
rected toward affordability, and related programs, such as food security,
first-generation students, etcetera. Faculty, board, and senior leadership
diversification also continues to be a concern for many universities, and
as many are aware, these mirror corporate and nonprofit challenges and
opportunities. We employ emerging research and best practices, includ-
ing mentorship, augmented retention and promotional processes, co-
hort/critical mass hires, and new pathway programs—and there remains
much more to do.

IN: What brought you to do this work? Is there a personal motivation,
that inspired you in this direction?

LC: I was, and am, inspired by the work that dedicated and often un-
recognized people do in the face of adversity. Very early in life, I was
honored and humbled to work with volunteers who served the homeless
and people with disabilities. The fortitude and empathy these teachers,
volunteers—successful and ordinary people—demonstrated shaped

my world. They provided roadmaps of compassion with practical tools
that allowed me to see how even the smallest of gestures, a blanket,

can change a life. I was also greatly influenced by the 1980s/"90s HIV
pandemic. As a young volunteer, I saw some retreat with fear and hor-
ror, but I saw others—caretakers, nurses, and doctors—take up the hard
work at hard times; they stood in the face of uncertainty with grace and
gentleness. I thought if they can do it, and if I could model my life after
this kind of work, then maybe I, too, could make a small contribution to
make the world better for others. I continue to try to do my best; there is
so much more to do, so I keep working, and volunteering.

IN: A concept that is increasingly being addressed now is cultural trans-
formation of the workplace. What does this mean to you and how is
NYU working to transform its culture?
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LC: Cultural transformation is key to under-
standing organizations, and I engage research
globally, including transformation work in
South Africa. Historically, and far too often in
the US, diversity and inclusion work is focused
on changing people. We learn from global
research that organizational cultures must be
examined and unpacked, and different institu-
tions engrain different cultures. We all know
the adage “culture eats strategy”; my addition
is culture eats people. It is imperative to assess
culture(s) to be effective.

Many cultures of academia are steeped in and
driven by research, teaching, and new knowl-
edge production; also, cultures in academia vary
because there are numerous types of education-
al institutions. To be effective in organizational
reimaging, development, and transformation,
it is important to query the organizational type.
This is also true for corporations, and for gov-
ernmental and nongovernmental agencies. In
other words, how diversity and inclusion strate-
gies are developed for banking may not be the
best for art organizations because cultures are
distinct. In higher education, there is a tendency
to focus on students, but culture in higher edu-
cation is also created by faculty, boards, alumni,
administrators, other stakeholders, and hetero-
geneous disciplines/schools. NYU, like others,
has many schools, including global health, arts
and humanities, science, engineering, business,
public policy, and many more. These constituen-
cies’and schools’ cultures and interests are not
always analogous.

Accordingly, transformation efforts must be
specific and grounded in data analytics that
relate to the particular type of organization or
institution, its histories, and relevant micro and
macro cultures. I engage a design-thinking
model to spark new ideas and pathways for
creating more effective transformation tools.

IN: Tell us about your greatest success story.
LC: Building capacity for more research, in-
creasing resources, and raising funds for those
who have been systemically and systematically
excluded, and historically disenfranchised. I
have also been privileged to work with a team
and raise funds to build one of the first pilot




and testing labs for people with disabilities
across the intersections of race, ethnicity, class,
and gender and sexual identities.

IN: What are some of the recent thought
leader topics in the world of inclusion that
organizations are learning about and imple-
menting?

LC: Much emerging research is focused on
advantage-based models building on the schol-
arship of Dolly Chugh, Scott Page, and other
scholars that underscore the science of inclu-
sion, growth and sustainability models, data-
and evidence-based organizational analyses,
and interconnected implementation strategies.
We all know the future will be different than
the present. In global inclusion, we take the
opportunity to learn from the present and

our communities. Therefore, the second area
is neurodiversity; exploring this burgeoning
research is one way that we, at NYU, are in-
novating and expanding ways of teaching and
learning. Lastly, researching shifting demog-
raphy and expanding entrepreneurial markets
provides insight into future definitions of com-
munity, identity, work, family, and much more.

IN: Over the last few years, there has been
a great deal of excitement about artificial
intelligence and machine learning in creat-
ing more inclusive workplaces. What do you
see as the opportunities? How is NYU using
these technologies? What are some of the
cautionary tales we need to be aware of?
LC: Artificial intelligence, machine learning,
and robotics, as well as other technological

advances, are crucial to diversity, inclusion, belonging, and equity ad-
vancements. I see these as opportunities yet to be fully imagined. We
designed our inaugural office to highlight how the intersections of global
inclusion, innovations, and sustainability are at the nexus of our collec-
tive futures. New technologies must be sustainable and take into account
the complexities and histories of bias and discrimination, exclusion, and
inclusion. The opportunities are to figure out how technologies will
benefit human-centered learning and engagement; mitigate present-
day prejudices, biases, and stereotypes; and safeguard new and future
technologies and global power structures from systems that sustain and
perpetuate the disenfranchisement of particular communities. At NYU,
we employ novel, innovative research and technologies to build capac-
ity for debate and belonging, and to engender more equitable strategies,
processes, and practices.

IN: What do you see as the challenges and opportunities posed by gen Z?
LC: Generation Z and the alphas present limitless opportunities. The best
practices in higher education reveal and underscore the vast and immea-
surable cross-generational possibilities, not just today but for the future.
Newer generations might help everyone appreciate and share emerg-
ing technologies and innovations. Older generations might provide
information about, and assist with, navigating an increasingly complex
world built in histories that we must untangle collectively. Together we
can build extraordinary nimble multigenerational communities in work,
education, and so much more.

IN: How does a university best cultivate a diverse talent pipeline?

LC: Universities sit at the center of creating globally multifaceted col-
laborative learning, research, and work opportunities across all sectors.
Fittingly, it is imperative to teach and partner with all sectors and entities
as we create and expand globally inclusive, transformational, diverse,
and thriving pathways. At NYU, we collaborate with corporations,
nonprofits, community organizations, K-12, NGOs, hospitals, and many
others. And across our global network—which includes three degree-
granting campuses in New York, Shanghai, and Abu Dhabi, and other
sites in Sydney, Buenos Aires, Paris, London, Accra, Prague, Madrid, Ath-
ens, Los Angeles, and Washington, DC—we have increasingly globally
diverse student, administrative, and faculty bodies. This network allows
us to collaborate, learn, innovate, and partner across sectors around the
world as we reimagine what higher education is, and will be.

IN: How do you use data and metrics to measure D&I success?

LC: Higher education is built in, and on, research. In 2018, we complet-
ed a survey and collected qualitative and quantitative data from close
to 22,000 respondents about inclusion, equity, diversity, and belong-
ing on our campuses. This exemplifies how we employ data analytics,
research, evidence-based modeling, and best practices to guide the
work of the NYU’s inaugural Office of Global Inclusion and Strategic
Innovation. IN
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alerie Irick Rainford is head of advancing

black leaders and diversity advancement

strategies at JPMorgan Chase. As a member

of the Human Resources Operating Com-

mittee, she is charged with partnering with

the firm’s Operating Committee and head of
talent management and diversity to deliver increased focus
on attracting, hiring, retaining, and advancing top black tal-
ent at all levels of the organization. Celebrating three years
in this role, the first of its kind at JPMorgan Chase, Rainford
has leveraged her problem-solving skills to achieve historic
results. She has embedded transformative strategies that
have yielded impressive gains, which include increasing
JPMorgan Chase’s black senior executive talent by over 40
percent.

Prior to joining JPMorgan Chase, Rainford served for 21
years at the Federal Reserve Bank of New York, where she
rose to become the most senior black woman and the first
to achieve a senior vice president title.

Rainford wrote a memoir, Until the Brighter Tomorrow: One
Woman's Courageous Climb from the Projects to the Podium,
published in 2014. She sits on the board of trustees at her
alma mater, Fordham University. She is also a board mem-
ber of the Executive Leadership Council—the preeminent
organization for the development of global black leaders—
and is a founding member of the Black Women for Black
Girls giving circle. Additionally, Rainford is a cofounder and
the board chair of Black Women of Influence.

She has received numerous awards for her leadership and
commitment to the community, including Black Enterprise’s
Most Powerful Women in Business and The Network Jour-
nal’s 25 Influential Black Women in Business.

Rainford recently announced her decision to leave
JPMorgan Chase at the end of the year to launch her own
consulting practice dedicated to advancing black talent across
companies and industries, looking to multiply her successes
in moving the needle for black professional talent. She will
transition into a consultant role for JPMorgan Chase.

Inclusion: Describe your role and how it is the first of its
kind in hiring, developing, and advancing black leaders.
Valerie Rainford: Three years ago, our chairman and CEQ,
Jamie Dimon, cohosted an employee town hall to launch
our black strategy—a first for the firm and the industry.
And in his 2016 annual shareholders letter, he reinforced
this commitment:“There is one area in particular where we
simply have not met the standards JPMorgan Chase has set
for itself—and that is in increasing African American talent
at the firm. While we think our effort to attract and retain

1, . black talent is as good as at most

CUIture IS other companies, it simply is not
what makes good enough. Therefore we intro-

: duced a new firm-wide initiative

a b.usmess called Advancing Black Leaders.”
unique and With that intentional and bold
. declaration, I was fortunate enough
!S the sum Of to be appointed to lead this
itsvalues and groundbreaking effort. My team is
behaviors” responsible for partnering with the

firm’s Operating Committee and
head of talent management and
diversity to deliver increased focus
on attracting, hiring, retaining, and
advancing top black talent at all
levels of the organization across
the globe. We then take results and
learnings from the foundational
work done to promote leadership
and advancement within the black
community and expand them to
other diverse communities in the
firm so that all may benefit from
the learnings. What makes our
approach unique is its strategic,
results-driven focus. It’s not a mar-
keting initiative, but a strategy focused on making a real,
tangible impact.

IN: What are some impacts your work has had at JPMor-
gan Chase?

VR: After an initial listening tour of both our leaders and
our black talent, we shaped the Advancing Black Lead-
ers [ABL] strategy around issues of concern to both sides:
identifying black talent inside and outside of the firm—
with emphasis on executives and students—and develop-
ing the pipeline, transparent reporting, and leadership
accountability.

Since 2016, the firm has increased the number of black
managing directors by 41 percent and black executive
directors by 53 percent. A good start—but that was just
the beginning. We're applying our learnings from ABL to a
broader set of roles and putting more focus on increasing
black representation at more junior levels while continuing
to strengthen representation at the more senior ones.

These results are a combination of our disruptive strat-
egy at work and the engagement and commitment of our
firm’s community, including senior leaders and the JPMor-
gan Chase board of directors.
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IN: What are some of the challenges specific to African
American women and men who aspire to top leadership
roles?

VR: The perceived“pipeline problem,” bias—unconscious
and not—and lack of representation are only a few of the
challenges that are unique to people of color. But the barri-
ers that I believe are most limiting to advancing black lead-
ers are lack of feedback, advocacy, and sponsorship.

Giving good, honest feedback is a challenge for many
leaders. It’s a key component to anyone’s pursuit of suc-
cess because we can’t make better what we don’t know is
holding us back. But many nonethnic managers may feel
uncomfortable giving people of color feedback, afraid of
getting it wrong, leaving those at a severe disadvantage in
the workplace where feedback is critical.

Another critical tool in the workplace is advocacy or
sponsorship—someone who attests to one’s excellence on
that person’s behalf and plays a big role in moving a career
forward.

IN: What brought you to do this work? Is there a personal
motivation that inspired you in this direction?

VR: I feel like I have been preparing to do this work all my
life, both personally and professionally.

I am a child of sharecroppers. Both my parents were
limited to a sixth-grade education. As soon as they were
old enough to pick cotton, they had to, in order to help feed
their families. Menial jobs and lots of tragedy followed, so I
grew up having to devise different and creative solutions in
order to survive, so this work is natural for me and, yes, it’s
personal too.

In my career, I've held various roles, so I bring a full range
of perspectives to solving these issues along with a passion
for diversity.

There is much more to do to solve these challenges for us
all, and it will take transformative change and cooperation
from all sides to continue to move the needle. It’s pro-
grams like ABL that will close the gap in blacks ascending
to leadership roles over time in Corporate America. I am
very proud of the foundational work that we have started at
JPMorgan Chase and am encouraged that other firms are
now launching their own black talent strategies.

IN: Describe what you consider to be your greatest success
story.

VR: In the early years of my career, I had no experience
with success. I didn't even really think about what success
meant—it was more about survival. Today, I am grateful and
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“The barriers

| believe are
most limiting to
advancing black
leaders are lack
of feedback,
advocacy, and
sponsorship.”

blessed to look back on a number
of successes that I am especially
proud of.

Professionally, ABL has been a
great achievement with historic
results in the financial services
industry.

On a more personal level, I was
recently appointed to the board of
trustees at my alma mater, Ford-
ham University. This is a special
honor to me after having dropped
out of Fordham during my sopho-
more year when I lost my mother
to suicide. I lost my way for a
bit, but my family and Fordham
never let me go. Knowing that
my mother’s greatest dream for
me was to graduate from college,
I went back with a vengeance. To
now sit on the Fordham board
of trustees is such an honor and
an accomplishment that I know
would make my mother proud.

IN: A concept that is increasingly
being addressed now is cultural
transformation of the workplace.
What does this mean to you and
how is JPMorgan Chase working
to transform its culture?

VR: Culture is what makes a busi-
ness unique and is the sum of its
values and behaviors. With the
launch of ABL, our senior leaders
and culture carriers were say-

ing we need to keep building on
who we are. JPMorgan Chase is a
thought leader in many regards,
and all its initiatives—Advancing
Black Pathways, Women on the
Move, Office of Disability Inclu-
sion, and Office of Military/Vet-
eran Affairs, to name a few—work
together to make JPMorgan a
place where people of all back-
grounds, experiences, and talents
can thrive. IN




Women Business Collahorative

Organizations
across the
country join
forcesto help
women rise to
the top

s of August 2019, there were 34
female CEOs at Fortune 500
companies—or, in starker
terms, just 6.8 percent. Though
women were 20 percent of
C-suites, the data showed that

only 5 percent likely had P&L or operating roles.

Overall, women of color made up less than

4 percent of the C-suite, and even on boards
with more female representation, fewer than 4
percent were women of color. Meanwhile, many
organizations have been dedicated to drive
change, but there has been little collaboration

among them. The Women Business Collabora-
tive (WBC) was founded in 2019 to change that
story, so organizations could work collectively
to push the data trajectory. The WBC (WBCol-
laborative.org) is a nonprofit alliance of women’s
business organizations, corporations, trade
associations, researchers, and media partners
working together as an accelerator to advance
diverse female representation in C-suites and
boardrooms; to achieve gender diversity and
parity in the workplace; and to promote the
growth of women-owned businesses and their
access to capital sources.
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Edie Fraser is CEO of Women Business Col-
laborative and has been managing director of
Diversified Search since April 2007.

While at Diversified Search, she has had the
satisfaction of advancing top talent and diverse
talent. She is also an entrepreneur, who has sold
two businesses, and a philanthropist. Fraser has
won 55 major awards in innovation, diversity
and women’s leadership, entrepreneurship, and
communications.

She served as CEO of STEMconnector and
Million Women Mentors from January 2011
until taking the helm at WBC in January 2019.
Previously, she was the founder and CEO
of Public Affairs Group, where she worked
with more than 250 Fortune companies and
many government agencies, and with several
hundred other stakeholders, advancing best
practice programs on women and diversity
leadership.

Fraser has written or served as publisher of
many books, papers, and articles, including Do
Your Giving While You Are Living.

She serves on the board and is a founding
member of the women’s executive leadership
group C200. She also served as the first woman
chair of the World Affairs Council of Washing-
ton, DC. She was inducted into the Enterpris-
ing Women Hall of Fame and is a winner of the
Mosaic Award from Diversity Woman. Fraser
graduated with honors in political science from
Duke University and has actively supported
women in public policy, especially working to
gain more women in the US Senate.

Inclusion spoke to Fraser about the Women’s
Business Collaborative.

Inclusion: Why was the WBC launched?

Edie Fraser: I think back to 1982, when we
formed the Committee of 200—C200—now
with nearly 600 members, and how much pride
we women, as successful operating executives,
had in finding each other, sharing our suc-
cesses and challenges. At the same time, other
women’s business organizations dedicated to
advancing executive women in corporate suites
and on boards, as well as recognizing the im-
portance of entrepreneurs and their access to
venture capital, were beginning to proliferate.
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When we met at major business forums, we recognized that corpora-
tions were more than 90 percent white male at the top executive ranks.
We have advanced the number of women executives serving on boards
and the support of female entrepreneurs, but not far enough. Women of
color have made the least progress. We owe it to our sisters of color to
stand up and move those numbers. Together, we can move the needle

much faster.

IN: How does WBC advance its agenda?

EF: We have five strategies.

» Connect: We share like-minded organizations’best practices, strategies,
and results to drive the advancement of female leaders in business and
to achieve gender and diversity parity along the way.

» Collaborate: We engage and convene organizations to achieve acceler-

ated results.

» Aggregate: We leverage resources and build unity.
» Communicate: We use every vehicle possible to spread information

and results.

» Celebrate: We tell the stories and share actions and outcomes.

IN: Who are the WBC stakeholders? How were they recruited and what
commitment did each make to WBC?

EF: As of September 1, we have partnered with 27 women'’s business
organizations. We have organized around nine Action Initiatives. We
have built a strong and diverse WBC Board, Advisory Board, and Women

Business Leaders Council.

Our Founder Organizational Partners

» 2020 Women on Boards

» ATHENA International

» C200

» Catalyst

» Diversity Best Practices

» Diversity Woman Media

» Enterprising Women magazine
» Golden Seeds

» Hispanic IT Executive Council

» Information Technology Senior
Management Forum

> LATINA Style magazine

» Latino Corporate Directors
Association

» National Association for Female
Executives

» National Association of Corporate
Directors

» Paradigm for Parity

» theBoardlist

» Executive Leadership Council
» Thirty Percent Coalition

» US.30% Club

» Watermark

» WomenCorporateDirectors

» Women in the Boardroom

» Women Presidents' Organization
» WOMEN Unlimited

» Women's Forum of New York
» Working Mother Media

» Bloomberg Gender-Equality Index
(Resource Partner)




IN: How will you measure progress and success?

EF: We will work with the WBC Action Initiative chairs and their
committees and a data team to do this. We will share stories and
produce scorecards and reports to the nation.

IN: Women account for just 6.8 percent of CEOs at Fortune 500
companies and fewer on boards. Why do you think this number
has remained so low?

EF: It takes corporate commitment of the top leadership, of CHROs
[chief human resources officers] and boards of directors. The time is
now to hold leaders accountable. This is particularly true for women
of color. We must see significant commitment to diverse executive
leadership and board seats.

IN: Are the challenges and barriers for women the same for the C-
suite as for boards? Or does each have a unique set of challenges?
EF: C-suites and boards have different challenges and strategies.
The C-suite needs great team leaders who possess operational
excellence. Therefore, significant focus must be on skilled talent for
the right executive jobs and P&L acumen. Board of director lead-
ers must look out for the financial health of the company and also
focus on transformation and the human quotient—great talent. But
boards do not have the daily planning and operating responsibili-
ties like C-suite members do.

IN: The corresponding numbers for women of color in C-suites
and boardrooms are much lower than for women overall. What
unique challenges do women of color face?

EF: It has been said that women in general face a glass ceiling and
that women of color face a concrete ceiling. These numbers must
change. There are many qualified candidates who need training
and uplifting with sponsorship and mentorship. There must be the
commitment to drive numbers. Unique challenges mean we assure
success by moving the supply chain of great women of color for-
ward and upward. We must showcase women of color leaders, build
advocacy for them, and report our successes.

IN: Are there any signs in the workplace you can point to that
give you optimism?

EF: Yes.Years ago, I wrote an article titled”Pragmatic Idealism.” Op-
timism from all top leaders must be the modus operandi. Excitement
to drive action must be our mission. We have no choice as change
leaders. Look at the CEOs and board leaders who are champion-
ing this work. Bring a light to this work and to all those who excel at
building the elements of success. We call this a movement, and that
demands so many voices of leaders leading the cause as great for
business. As Margaret Mead said,”Never doubt that a small group of
thoughtful, committed citizens can change the world. Indeed, it is the
only thing that ever has.” IN

WBC'’s Nine Initiatives

» CEO Leadership and Sponsorship of Women
CEOs
THE CHALLENGE: Reach 10 percent women CEOs
by 2025 and 20 percent by 2030, against 6.8
percent today.

» Women in the C-suite and Executive
Leadership with P&L Responsibility
THE CHALLENGE: Accelerate C-suite advancements
overall. The goal is 8 percent of women with P&L
experience and overall 10 percent women of
color in C-suites by 2025.

» Women in the Boardroom
THE CHALLENGE: Aim for women and women of
color holding, respectively, 35 percent and 10 per-
cent of the Russell 3000 board seats by 2025.

» Gender Parity in the Workplace
THE CHALLENGE: Full gender parity in the C-suite
by 2030.

» Diversity and Inclusion
THE CHALLENGE: By 2030, fill 25 percent of boards
and C-suites with women of color.

» Women in Technology
THE CHALLENGE: By 2025, push the number of
women leaders in high tech to 25 percent.

» Entrepreneurs and Venture Capital
THE CHALLENGE: By 2025, grow the number of
women-owned firms with revenues above $10
million by 20 percent, double the venture capital
firms available for women, and grow the number
of women partners in venture firms to 15 percent.

» Learning, Training, and Development
THE CHALLENGE: Achieve full parity of leadership
development and P&L training; provide rising
women leaders with mentors and sponsors; and
achieve 50 percent of women in the pipeline to
P&L roles.

» Strategic Communications and Media
THE PLAN: WBC will build a digital platform
to highlight media stories on what organiza-
tions are doing, with links to their work. We will
develop a Report to the Nation and a Scorecard.
We will continue to produce an aggregated
Calendar of Events and attend and support oth-
ers'events as well as our own annual Summit of
Leaders [this year on April 23-24, 2020].
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Spotlight

L N e

Cynthia H. Bowman
Chief Diversity & Inclusion Officer,
Bank of Amenca

n her role as chief diversity and inclusion and talent acquisition officer for
Bank of America, Cynthia H. Bowman serves as the chief strategist for di-
versity and inclusion globally, focused on leading programs, initiatives, and
policies that actively support the bank’s diverse and inclusive workplace—in
thought, style, sexual orientation, gender identity, race, religion, ethnicity,
disability, culture, and experience.
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Bowman serves on the bank’s
Global Diversity & Inclusion
Council (GDIC), comprised of se-
nior leaders responsible for keep-
ing diversity and inclusion at the
forefront for managers throughout
the company. She leads the com-
pany’s Global Diversity & Inclu-
sion organization (GDIO), which
drives enterprise-wide diversity
initiatives, diversity conferences,
strategic partner management and
sponsorships, diversity metrics
and data reporting, and inclusion
learning. The GDIO also provides
strategic oversight to the bank’s 11
Employee Networks, made up of
more than 160,000 memberships
around the globe.

Before joining Bank of America in
2007, Bowman was a senior execu-
tive at Accenture, with responsibility
for deploying performance sales
and consulting projects. Bowman
was recognized on the 2016 Ebony
Power 100 list and was named one
of Black Enterprise’s Top Execu-
tives in Corporate Diversity for the
past three years. Under Bowman'’s
leadership, the bank has been
ranked the top bank for diversity
and inclusion by Euromoney and
has received the prestigious Cata-
lyst award for investing in women,
among other honors.

Bowman graduated from the
Kellogg School of Management
at Northwestern University with
an MBA in organization behavior
and operations. She also earned
a bachelor of science in industrial
engineering from Georgia Institute
of Technology and a bachelor of sci-
ence from Spelman College. Bow-
man is a member of the board of
trustees of the Boys & Girls Clubs
of America (Northeast Region), the
Forté Foundation, and the Sphinx
Organization.




Inclusion: What will be some of the biggest issues and
challenges in 2020 for a corporate diversity and inclusion
leader like yourself?

Cynthia Bowman: There is more visibility into these issues
than ever before, with data, media, and politics playing a
greater role in exposing hidden truths. However, the biggest
hurdle for diversity and inclusion continues to be time. For
those who have been fighting this fight for decades, aware-
ness can feel like half the battle, and it’s easy to be frustrated
when momentum doesn’t necessarily lead to quick, tangible
change. But at Bank of America we are continuing to move
the needle by creating a culture that prioritizes diversity
from the top down and offers a range of inclusive programs
and informed goals.

Change can often be bottlenecked in our sometimes
polarizing culture, but through our courageous conversa-
tions program, for example, we are working to drive a
culture of mutual respect and empathy by engaging em-
ployees in candid dialogue and conversations on issues
that matter most.

We continue to address diversity and inclusion in all
that we do at the bank. New and evolving programs are
helping to ensure that we have a diverse workforce and
inclusive workplace. More importantly, we measure our
progress, embed decisions into key processes, and drive
accountability throughout our business.

IN: A concept that is increasingly being addressed now
is cultural transformation of the workplace. What does
this mean to you and how is Bank of America working
to transform its culture?
CB: While many companies are making great strides to
be more diverse and inclusive, there’s a common miscon-
ception that this cultural transformation can be achieved
simply through updating programs and policies.
Personally—and this philosophy also drives our company
culture—I believe that cultural transformation is only truly
possible when a diverse and inclusive culture is made a busi-
ness priority that is driven from the top, and when leaders
are held accountable; when all employees feel able to bring
their whole self to work; and when all employees are given
the opportunity, tools, and resources to succeed and grow.
I'm incredibly proud of our culture at Bank of America,
which does just this—and it starts at the top with our CEQ,
Brian Moynihan. He has chaired our Global Diversity &
Inclusion Council for 10 years—and has never missed a
meeting. We hold leaders accountable for building diverse
teams and fostering an inclusive environment, rooted in this
philosophy, where each employee is valued for who they

A are and for the unique perspective
We ve madea they bring.

conscious effort Through a range of programs, we

H PP also encourage our employees to
tO build initia have courageous conversations on
tives that create topics that are important to them.

. These help promote inclusion,
an environment understanding, and positive action
where women by creating awareness of differ-
ent experiences and perspectives.

fee' empowered Supplemented by our 11 Em-
and SupportEd, ployee Networks with over 160,000
and it shows” members, teammates connect on

shared interests and experiences
across the globe.

IN: Describe what you consider

your greatest success story.

CB: Beyond any individual story,

I'm most proud of our collec-

tive narrative around progress for

women within our organization.

We’ve made a conscious effort to
build initiatives that create an environment where women
feel empowered and supported, and it shows. Our policies
and recruiting strategy have led to greater representation
overall, with women commanding more than 50 percent of
our workforce and 40 percent of our managers. Additionally,
we welcomed our most diverse summer internship class in
our company’s history in 2019, with 47 percent of our global
interns being female and 57 percent of our US interns being
people of color.

Not only are women leading our operations in many cases,
but theyre being awarded salaries that reflect their perfor-
mance and match that of their male counterparts. On aver-
age, compensation received by women is equal to 99 percent
of that received by men. To reinforce our pay-for-performance
philosophy, we use outside experts to review and analyze
employees’ pay before year-end compensation decisions are
finalized, and we adjust compensation where appropriate.

Programs like our Women’s Next Level Leadership course
are giving our female team members the tools and training
needed to excel in their roles, both tactically and through
personal advocacy. Plus, mentorship programs for our
small-business clients are helping to advance women on a
global level.

The excitement felt through the company when we receive
recognition for these efforts is unparalleled. It serves as vali-
dation that we are, in fact, moving the needle and positively
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impacting the lives of our team members. This past year,
back-to-back recognition from the Bloomberg Equality
Index, Catalyst Award, Euromoney, and Fortune Top 100
Great Place to Work reinforced our corporate goal of creat-
ing a diverse and inclusive culture where team members
feel excited to come to work.

IN: How do you use data and metrics to measure D&I
success?

CB: Integrating a diverse and inclusive culture on a global
scale requires goal setting and a consistent evaluation of
practices and programs. But most of all, leaders need to

be held accountable. We regularly review our programs to
ensure they remain competitive and deliver in practice, not
just theory.

At Bank of America we've integrated this philosophy
into our leadership and decision-making through the
Global Diversity & Inclusion Council. The role of the
GDIC is to set D&I priorities, goals, and metrics; drive
progress; and measure impact on issues that matter most
to our various stakeholders. D&I goals and metrics are in-
cluded in all business plans and are reviewed with leaders
throughout the year—they are a business priority.

In a very powerful way, we’ve combined data with
personal accountability. Our goals tracking is reviewed
monthly with each member of our management team, and
their success is based in part on how they foster diversity and
inclusion within their teams. And what is exciting is that the
numbers are showing real growth and leadership. As well as
more than 50 percent of our global workforce being women,
more than 45 percent of our US workforce are people of
color. Additionally, over 45 percent of our board of directors
are women and/or people of color, and our management
team is over 50 percent women and/or people of color.

IN: For a number of years practitioners of diversity and
inclusion have been making the business case for D&.
Do you think this message is sinking in?
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“Weare
working to
drive a culture
of mutual
respect and
empathy by
engaging
employeesin
candid dialogue
onissues that
matter most.”

Left to right: Cynthia Bow-
man; Sheri Bronstein, chief
human resources officer;
Thomas Montag, chief
operating officer; Andrea
Smith, chief administrative
officer (all Bank of Ameri-
ca), at the company’s Black
Executive and Hispanic-
Latino Leadership Summit,
Charlotte, North Carolina,
July 2019.

CB: Without buy-in from leader-
ship, there is no way for a com-
pany to truly and fully integrate
diversity and inclusion into its
culture. Not only is it important
for leadership to support these ef-
forts, but it must be prioritized and
viewed as integral to the business
function; and at Bank of America,
this practice rings true.

Diversity and inclusion impact
every part of the business, from
diverse perspectives to workplace
productivity, and it must be treated
this way—baked into each busi-
ness goal, program, or innovation.

What makes the continuity of
our diversity and inclusion efforts
so successful is that our CEO
holds his leaders accountable for
fostering a great place to work for
all our teammates. For instance,
our Diversity and Inclusion Index
is the highest it has ever been at
the bank, and we measure this
index each year. By setting the
standard that each team leader
and decision maker be an ad-
vocate within their realm, the
trickle-down effect is permeating.
For example, our CEO embeds
diversity and inclusion into busi-
ness reviews—D&lI is about busi-
ness results and is not treated like
a separate function.

Maintaining this focus from the
top down better positions compa-
nies to attract the best talent and
build meaningful relationships
within the organization and with
stakeholders. Through the voice
of our leadership—and the GDIC,
which is dedicated to structurally
and accountably bringing about
inclusivity across the business—we
ensure it’s not only communicated,
but fully demonstrated that the di-
versity of our team members makes
us stronger. IN




Spotlight

3 o

Carlos esley Cubia

Vice President & Global Chief
Diversity Oficer, Waloreens
Boots Alliance

arlos Cubia is vice president of  “I\hile our g|oba|
human resources and global . o .
chief diversity officer for Wal- vision drives
greens Boots Alliance (WBA) everything we
gnd leads thg developmen’g and dO, we execute
implementation of enterprise-
wide diversity and inclusion strategies. As a our programs
mgmber of the global human resources .leader— withalocal
ship team, Cubia operates worldwide with . ”
responsibilities for effecting positive change mind-set.
across a workforce of more than 415,000

employees. He heads Walgreens Boots Alli-
ance’s global diversity and inclusion center of
excellence, which promotes inclusive leader-
ship behaviors and workplace practices, and
drives diversity recruitment, talent develop-
ment, performance management, and succes-
sion planning. His team also has responsibility
for vendor and supplier diversity, affirma-
tive action, and EEO compliance, as well as
Walgreens Boots Alliance’s employee-driven
business resource groups.

Prior to joining Walgreens Boots Alliance,
Cubia served as the chief diversity officer for a
global enterprise with more than 38,000 em-
ployees. He has more than 20 years of experi-
ence in the insurance and health-care industries,
where he has been directly responsible for sales,
marketing, and distribution management, and
developed and implemented corporate diversity
and inclusion initiatives. Throughout his career,
Cubia has been instrumental in identifying
strategies and implementing changes necessary
to advance the business.

Black Enterprise recognized Cubia as one of
the Top Corporate Diversity Executives in 2018,
and Career Mastered magazine honored him
with a Men as Allies Diversity in Leadership
Award.

Inclusion: What will be some of the biggest
issues and challenges in 2020 for corporate
diversity and inclusion leaders?

Carlos Cubia: As businesses more deeply
understand the value of and invest more in di-
versity and inclusion, it’s critical for Dé&I teams
to demonstrate the return on investment. The
good news is that organizations today are
increasingly looking to D&l teams to provide
counsel on many aspects of the business, like
marketing, product development, and adver-
tising, to name just a few key areas. Leaders
understand the value of embedding D&l in the
business strategy and operations, but we must
demonstrate our value to stay there.

Another challenge is creating an effective,
sustainable global vision that addresses unique,
local market and geographical issues. It’s
virtually impossible to take a one-size-fits-all
approach to D&I around the world; each of
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the regions in which Walgreens
Boots Alliance operates faces dif-
ferent challenges, from ethnicity
to classicism to gender equality.
While our global vision drives
everything we do, we execute our
programs with a local mind-set
focusing on relevant challenges
and opportunities in that market.

Additionally, most industries
have a long history of having a
leadership team that is predomi-
nately white men. Despite greater
awareness and advancements in
racial and gender balance, eq-
uity in hiring and promotions of
women and people of color into
top management continues to be a challenge. We know that meaningful
change in any organization starts at the top, so unless a business makes
a commitment to diversify leadership—starting with its board of direc-
tors—it will likely continue on the same trajectory.

IN: Over the last few years, there has been a great deal of excitement
about artificial intelligence and machine learning in creating more
inclusive workplaces. What do you see as the opportunities? How is
your company and its clients using these technologies? What are some
of the cautionary tales we need to be aware of?
CC:The opportunities to leverage Al technology to hire, develop, and
engage people—and help them to succeed—are endless. Further,
technology can help organizations assess and manage pay equity and
advancement. And in a competitive, global marketplace, Al gives us
greater opportunities to recruit and retain strong talent with flexible
work arrangements, including a work-from-anywhere arrangement.
However, as with any new technology, we must understand and
thoughtfully develop the algorithms that inform Al while maintaining
strict standards to protect confidential information and general data
privacy. If used correctly, Al can help reduce underlying biases in many
people processes by using standardized and objective methodologies.
To be effective, we must develop Al with the same mind-set that we are
using to build more diverse and inclusive workplaces today.

IN: A concept that is increasingly being addressed now is cultural trans-
formation of the workplace. What does this mean to you and how is
your company working to transform its culture?

CC: Cultural transformation is a top priority at Walgreens Boots Alli-
ance as we integrate two large, historic, and iconic brands to form the
first global pharmacy-led health and well-being enterprise. We view

our transformation as an evolutionary process that will deliver a”One
Team”mind-set. We want our employees to have a shared vision and
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Left to Right: Carlos Cubia, vice president and global chief diversity officer; Vivian Ayuso-
Sanchez, senior manager, networks and programs; Gina Stuart, director, diversity strategy
and programs; and Shaun Jones, director, supplier diversity.

purpose. We also want them to feel a strong
sense of belonging and feel comfortable to
bring their authentic selves to work; we want
to create a workplace that encourages different
work styles, new ideas, and fresh approaches
to meeting our customers’needs. Kathleen
Wilson-Thompson, executive vice president
and global chief human resources officer, sees
cultural transformation through the lens of
every voice, and with over 400,000 employees
of WBA, it becomes critically important to treat
everyone with dignity and respect so that we
all bring our best each and every day.

IN: As more and more millennials join the job
force, and as baby boomers are slowly aging,
has this phenomenon proved challenging for
Walgreens Boots Alliance? What are your sug-
gestions for addressing this challenge?
CC:There are five generations in the workforce
today, including traditionalists, baby boom-
ers, generation X, millennials, and gen Z. Each
generation has different ways of communicat-
ing, different ways of working, and different
expectations from their employer for compen-
sation, benefits, and advancement. To succeed,
we need to help managers learn to motivate
and engage each generation—and help them
to collaborate and build effective working rela-
tionships with one another.

No matter the age, our managers are encour-
aged to focus on the results employees produce




Carlos Cubia presenting at the WBA Global
Women's Executive Conference, November 2018.

rather than on how they get it done. This gives
employees some flexibility in how they want

to work and measures everyone on the same
scale. For instance, flexible work arrangements
can help boomers nearing retirement to remain
working longer, and it gives millennials the
flexibility they desire.

We also offer different approaches to learn-
ing. For instance, some may favor more
traditional training methods, like PowerPoint
presentations and handbooks, and other work-
ers may prefer technology-based learning.

Regardless of the approach, the key is to
maintain parity so other employees don't feel
alienated. Employees who are close to retire-
ment may want to reduce their work hours.
Parents may want flexibility to attend their
children’s events. Businesses must support and
extend these opportunities to all employees.

Finally, we strive to give all employees a voice.
Regardless of age and tenure, we give all em-
ployees a forum in which they can share ideas,
feedback, and concerns. This approach makes
our workplaces more inclusive, which then
yields solutions and outcomes that benefit all.

IN: What brought you to do this work? Is
there a personal motivation from your past
that inspired you in this direction?

CC: We face a huge lost opportunity in the busi-
ness world, and I'd argue in our personal lives
too, when we don't seek out and build rela-
tionships with people who are different from

" H us—getting to know them, taking a chance on
We give all them% or giving them the opportunity to learn
emp|0yees da and grow. If we don't do this, we all lose, be-
forumin which cause we miss out on the potential and range
h h of contributions that others can offer.
t €y canshare When I was young, my parents separated,
ideas, feedback, and my mom had to figure out how to sup-
ort four children following 15 years as a
and CO!lcernS iomemaker. When she was starting over,
... Which then most people discounted her; however, she
i i went on to put four children through college,
ylelds solutions grad school, and law school. She could have
and outcomes thrown in the towel, but she overcame a mul-
that benefit titude of hurdles because she believed there
all” was too much at stake.

As a person of color in Corporate America,
I'm often the only one in the room who looks
like me, and sometimes that can feel like
I'm on an island all to myself. But learning
from my mother, who fought for others with
far fewer resources and opportunities than I
have now, I know I need to continue to be the change I want to see in
the world, inviting others onto my island and encouraging them to do
the same.

IN: For a number of years, practitioners of diversity and inclusion have
been making the business case for D&I. Do you think this message is
sinking in? If your CEO or someone else on your leadership team does
not fully buy in to the idea that a culture of diversity and inclusion is a
competitive advantage, how do you convince them?

CC: For a large, consumer-based business, diversity and inclusion is not
an option but rather a business strategy. We MUST understand, reflect,
and respond to the consumers who purchase our products around the
world and the employees who serve them.

Data is the key to success. Through data, we can illustrate the demo-
graphics of who we sell to, what they purchase, when, and why. When
we can demonstrate to a leader the return on investment or we can
illustrate how D&I can be operationalized on a daily basis, the message
sinks in and we gain full buy-in.

At WBA, we also have a fierce champion of diversity and inclusion in
our executive vice president and global chief human resources officer,
Kathleen Wilson-Thompson. She positions D&l as a business imper-
ative—a means by which to accelerate change and maintain our com-
petitive advantage in the marketplace. Kathleen knows that D&I is an
essential driver of business performance; a talented, diverse, and highly
engaged workforce is what every purpose-driven organization seeks to
acquire and retain. Through her ongoing engagement with the executive
leadership team, she positions D&l as a regular business topic at execu-
tive and board of directors’meetings. IN
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John
\iolturo

Executive
Coach
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ohn Volturo is a business strategist and
executive coach. His transformational
omnichannel consumer initiatives have
driven over $1.5 billion in top-line
growth for brands such as Havas, Via-
com, Bertelsmann, Guthy-Renker,
BeachMint, Spark Networks, and Basic
Research.

Volturo’s team built out Tony Robbins’s Per-
sonal Power and Get the Edge products, which
have changed the lives of 40 million custom-
ers. He was also responsible for reigniting the
Pilates craze in the United States through the
introduction of Winsor Pilates.

Through Volturo’s leadership at BeachMint,
he connected six celebrity/influencer-driven

businesses, generating millions
of members for Jessica Simpson,
Justin Timberlake, Kate Bosworth,
Rachel Bilson, and Brooke Burke.
Volturo is president-elect of the
International Coaching Federation
of Los Angeles. As an out gay man
for 30 years, he is passionate about
advancing LGBTQ+ acceptance
at work. He has dedicated his
life’s work to raising awareness
with allies and developing strat-
egies with LGBTQ+ people to
navigate the workplace. This work
has never been more important
because more than 50 percent of
all LGBTQ+ people in the United
States are still in the closet and are
not bringing their authentic selves
to work. Volturo’s work in the
LGBTQ+ community focuses on
strategies that drive inclusion and
full expression of each person.

Inclusion: What brought you to do
this work?

John Volturo: I am compelled to
help LGBTQ+ people navigate

the workplace because I grew up
without any models for success,
and it doesn’t have to be that way
anymore. Growing up in Brooklyn,
New York, in the 1980s, I was the
young gay boy who was not savvy
enough to realize that I should hide
who I was to be accepted. Instead,
I presented the full spectrum of
myself to people, and I was often
on the receiving end of discrimina-
tion and physical violence.

The same experience followed
me to college and the workplace. I
decided to be myself, not knowing
I would become a target for sexual
comments, overt discrimination,
and worse. There were zero out
LGBTQ+ leaders when I started
work—not much has changed,
as there are only about 20 openly




“Igotan
executive coach
who sadly told me
to model myself
inthe image of
my boss—
basically to be
someone else.”

gay directors of Fortune 500 companies. Back
then, people uttered hateful things to LGBTQ+
people they'd never speak to anyone else, even
at that time. I thought I would never succeed
because non-LGBTQ+ people equated being
gay with sex. I was uncomfortable at work and
overlooked, though I was a productive con-
tributor. When that happens, sometimes we
seek to create a distraction. So I got an MBA.

I became a worker with an MBA instead of
just a gay employee. As a leader, I intention-
ally hired women, people of color, and people
from different religious backgrounds. I knew
personally that diversity was vital to workplace
success. Fast-forward, and I'm an executive
coach. Everything is coming full circle, where
now my main focus is helping LGBTQ+ leaders
navigate and succeed in the workplace.

IN: What are some challenges you faced in the
workplace as an out gay man, and how did
you navigate them?
JV: It’s challenging to be an out LGBTQ+
person at work. Many LGBTQ+ people
don’t have traditional backgrounds. At one
job where I was an executive, there was an
impenetrable old boys network of married
white men with kids. I wanted to excel, but I
didn’t want to be someone else. It was rough.
I got an executive coach who sadly told me to
model myself in the image of my boss—basi-
cally to be someone else. To succeed, I was
told, I had to change my way of dressing, how
I styled my hair. Only then would I be part of
the club—the club that held the key to my
entire professional future.

In another role, I was the chief market-
ing officer at a Christian-only dating website.
Imagine, an openly gay man running one of the
world’s largest Christian dating sites! Before I

took that job, I mentioned to my CEO that I am
a married gay man with children (visualize a
straight ally having to do this). I told my CEO
that a safe environment was required for me
to fully show up and do the job the CEO and
board wanted me to do. That’s a luxury many
others don’t have, and I recognized this. When
I arrived at the job, I faced a different reality,
however. The words on paper didn’t mean as
much when we dealt with outside stakehold-
ers, who would say things like, “I don’t want
to work with an organization that supports gay
rights or marriage.”We needed those stake-
holders to perform for us so we could achieve
for the Christian community. I felt torn. My
stress level rose because I had a responsibility
to the board, but I also had a duty to myself
and my family. I had to walk a tightrope to be
authentic while getting the job done. That was
a pivotal moment, and I realized the ground
rules had to change for LGBTQ+ people at
work and that my experiences and journeys
could be transformative for others.

IN: s there a piece of advice that a mentor or
sponsor in the workplace gave you that has
served you well?

JV: In California in 2008, Prop 8 was on the
ballot. My family’s and friends’ futures were

in the balance. Voters would either approve or
disapprove of gay marriage, potentially nul-
liftying those marriages already made. It felt
like it was a vote to determine whether [ was
a legitimate member of society. A mentor told
me [ should be myself and fight for my rights.
After the vote passed and marriage became
restricted to opposite-sex people, I oddly felt
this permission to stop being someone else at
work and, instead, to stand up for rights and to
be visible about it. Three or four years of wear-
ing different outfits, combing my hair conser-
vatively, and trying to figure out how to get
into the good ol”boys club were finally over. I
didn't fit that mold, and it was okay. I began to
look inward and start making choices that were
authentic to me to succeed.

IN: You are an executive coach. Who do you
coach?
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outcomes in life, we may have different ways
of achieving those professional and personal
goals. With LGBTQ+ individuals, I work to
identify strategies to grow their presence, con-

whole person. To achieve that outcome, many
recognize that the success formula requires
openness and honesty. So, we work together
on strategies to come out, first learning how
safe it would be at their company—and, if

person to work. It’s a process, and the em-
ployee’s safety, both physical and emotional, is
of paramount importance.

I also work with LGBTQ+ people who are
already out and want more from their careers.
They want to make sure their values are in
alignment with their company, so together we

ership presence is a key reason people seek
executive coaches. Sometimes this also means
building presence, enhancing leadership skills,
becoming more self-aware—important work-

company and themselves.

I also work with non-LGBTQ+ managers on
building diverse, more inclusive workplaces
that focus on success metrics. We all know, via
research, that decisions that result in higher
profitability occur when made by a diverse
group of people. On top of that, we also run

people, workshops, and seminars. I do public
speaking engagements as well.

IN: What are some common misconceptions

fully included in the workplace?
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JV:My clients include LGBTQ+ individuals and
their straight allies. While we may want similar

tribute at their highest value, and show up as a

that’s their path, how best to bring their whole

develop a plan and a process to succeed. Lead-

place traits that allow people to achieve for the

coaching circles for LGBTQ+ and non-LGBTQ+

that need to be dispelled to help LGBTQ+ feel

From top: John in the
studio recording
Lessons My Father
Never Taught Me
podcast, April 2019;
John on Food Exposed,
with Jackie Keller;
John with International
Coaching Federation
CEO Magda Mook
and Coach Asuka
Naito

JV:LGBTQ+ people battle bias in the most
common of routines. Whether we want to buy
a wedding cake or hit the gym with friends,
everyday activities and work are fraught with
potential challenges. We can all help dispel the
most common biases about LGBTQ+ people,
including their sexualization. For example, it’s
just as likely that non-LGBTQ+ people will be
attracted to others at work
as it is for LGBTQ+ people.
Issues of gender identity

are challenging for non-
LGBTQ+ people. Very few
straight men worry about
their masculinity. Gay men
do.This can result in inten-
tionally lowering one’s vis-
ibility, which is not going to
help people grow their com-
panies or their salaries. Allies
can help to bridge the gap in
understanding each other by
fostering open dialogues at
work and helping to visibly
increase the contributions

of LGBTQ+ people at work
and in the community.

IN: What are some of the
challenges specific to the
LGBTQ+ population who
aspire to top leadership
roles, such as the C-suite?
JV: Interestingly, the biggest challenge I see
today for up-and-coming LGBTQ+ leaders
is in aligning company culture with stated
LGBTQ+-friendly policies, plus fostering an
environment where LGBTQ+ leaders with
significant influence and authority can be
open and more visible, so LGBTQ+ people
may advance in the workplace. We need more
visible role models at the very top.

Despite the fact that 93 percent of all
Fortune 500 companies have diversity and
inclusion initiatives, for a lot of LGBTQ+
people, it’s still“don’t ask, don’t tell,” meaning
they will remain quiet about their lives to land
a job, and maybe, just maybe, come out over
time if it feels safe and after they've developed




”Despite thefact a proven track record. The reality
h is often different for those on the
that 93 percent ground who are thinking about
of all Fortune an upward career path. Coaches
: are powerful allies for individu-
500 compa.m_e§ als in the LGBTQ+ community.
have [D&l] initia- Questions like”Can I keep a photo
tiVES, foralot of of my spouse or partner on the

desk?”become very real deal-
breakers for someone striving to
be part of the C-suite. That’s too
much stress to deal with when you
have deadlines. When you look at
corporate leaders, it’s hard to find
openly LGBTQ+ leaders. Fewer
than 20 of the board directors at
Fortune 500 were openly gay in
2018. With more out role models,
things can change.

We may have marriage equality
in the US, but there is still no federal protection that prohib-
its LGBTQ+ discrimination, meaning a person risks getting
fired in 29 states for being lesbian or gay and in 31 states for
being trans. So, there’s a hodgepodge of protections, and
unless the federal law changes, we will have to continue to
open the hearts and minds of people until enough people
demand that change happens. Sadly, for LGBTQ+ workers
to be protected depends on where you live and the com-
pany for which you work.

LGBTQ+ people,
it’s still‘don"t ask,
don't tell.“

IN: Is security a pressing concern for LGBTQ+ people

in the workplace? Do you have any metrics or stories

as examples?

JV: Security is absolutely a pressing concern for LGBTQ+
people in the workplace. According to the Human Rights
Campaign, around 50 percent of LGBTQ+ workers are in
the closet at work, and unfortunately, they have a good
reason. Consider this data from Catalyst, the research com-
pany: 20 percent of LGBTQ+ Americans have experienced
discrimination when applying for jobs, 22 percent have not
been promoted or paid equal to their peers, 27 percent of
transgender workers either were not hired, were fired, or
were not promoted due to their gender identity, and over 50
percent of LGBTQ+ employees overhead harmful lesbian or
gay jokes at work. Perhaps, as a result, 31 percent of LGBTQ+
workers say theyre depressed or unhappy at work. It’s no
wonder LGBTQ+ people often hide personal relationships
and change the way they speak and the way they look.

It’s not that safe. That’s why they are looking to avoid

discrimination and harm-
ing work relationships.
Things may change, how-
ever. All eyes are on the Su-
preme Court now as three
landmark civil rights cases
are in the justices’hands. In
each case, a company fired a
worker because the worker
was part of the LGBTQ+
community. If the court
rules in favor of the plain-
tiffs, Title VII could cover
sexual orientation or gender
identity and provide federal
workplace protections to
the LGBTQ+ community.

IN: How can allies and
LGBTQ+ people work
together to increase
workplace acceptance

and security?

JV:LGBTQ+ people are
constantly observing surroundings for signals that it’s safe
to be ourselves—and, yes, it’s exhausting. Allies have been
and will remain critical to our safety, growth, and workplace
acceptance. Thank you, allies!

I generally tell allies that the best they can do is visibly help
out and listen to LGBTQ+ people, take a stand against deroga-
tory comments, and use nongender pronouns as often as pos-
sible. This behavior is inclusive and makes a real difference.

Sharing can make a huge difference in the workplace.
Case in point: A straight friend of mine leads one of the
largest gay employee resource groups in his industry in
a southwestern state. At his wedding, he and his bride
proclaimed that they don't take privilege for granted. They
talked about the work to be done and devoted their cer-
emony to the inclusivity of the LGBTQ+ community in the
workplace and community.

To effect change at his company, he started a conversa-
tion about inclusion, affirmed the LGBTQ+ people he knew,
and created a safe place by making sure conversations did
not contain noninclusive or offensive language, and then
LGBTQ people became more comfortable. This gathering
for LGBTQ+ people and their allies took off, and it made a
difference for many, many workers when the resource group
got off the ground. When we look at how partners can sup-
port us, I tell this story. That’s a faithful ally. IN

John at “What is Culture?”
conference, Los Angeles,
June 2019.
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THE LASTWORD

By DR. SHEILA ROBINSON
n the last year or so, I've been
reading in scholarly journals and
hearing reports about how diver-
sity and inclusion initiatives are
not working. These sources cite
the lack of diverse representation
in C-suites, that diverse employees
continue to be subject to bias on a
day-to-day basis, and even that rac-
ism may have been normalized in our
society in recent years, creating a work
environment that is not conducive to
real change.

I am here to tell you to ignore those
naysayers because every year, in fact
every day, I see positive signs that the
work we do is making a difference.

Here’s a sampling:

» About 750 CEOs, in 85 different
industries, have signed a pledge
to create a more diverse work-
place. We all know that change
must start at the top, so this is
very encouraging.

» Companies are announcing
that they have reached—or even
surpassed—their D&I objectives.
For example, Intel recently an-
nounced that it achieved its goals
for the hiring of underrepresented
minorities (URM) two years
ahead of schedule.

» A Deloitte study revealed that
from 2012 to 2018, the number
of Fortune 500 companies with
greater than 40 percent board
diversity doubled.
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Diversity/s Working

“Companies

are not faceless
entities. They
are made up of
people, people
who are commit-
ted to bettering
their workplace.”

» Earlier this year, the state of Cali-
fornia passed a law that requires
all publicly held domestic and for-
eign corporations whose principal
executive offices are in California
to have at least one female direc-
tor on its board, the first state to
do so.

Then there is Salesforce, which every
year conducts an internal pay audit to
make sure there is pay equity across
the board.

This certainly isn’t to say that we still
don’t have a long way to go and a lot
of work to do to achieve gender parity,
especially for women of color. But I
like to look at these positive trends as
harbingers of change.

This issue of Inclusion is another
powerful example of how companies
are getting it. Eight D&l leaders do a
deep dive into the cutting-edge trends
and challenges that drive companies
today. I was amazed and heartened
by the sheer variety of issues ad-
dressed—from the application of Al to

the remarkable ways
in which companies
are transforming
the culture of their
workplace to make
sure people feel that
they can bring their
fullest self to work
every day.

I think my biggest
takeaway from this
issue is this: the uni-
versal acknowledg-
ment that companies
are not faceless enti-
ties. They are made up
of people, people who are committed
to bettering their workplace, their com-
munities and, indeed, the world. Creat-
ing inclusive workplaces, bottom line,
is about making them more human.

As our society and workplaces
become more tech driven, maintain-
ing that human element will become
more challenging—and important.
We need to be intentional in creat-
ing workplaces that are welcoming,
inclusive, and creative. Read on and
you will be as impressed as I am how
companies and their D&I leaders are
leading the way. IN

Dr. Sheila Robinson is the founder

and CEO of Robinson & Associates
Communications LLC, and the

publisher of Diversity Woman and
Inclusion magazines. She is the author
of Lead by Example. #inclusionmatters
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