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Coca-Cola’s Steve Bucherati puts it
best: Successful diversity management
is the differentiator between companies these days. As he says, “If you’re
not fully committed to the compelling
business case for diversity, if you’re not
fully committed to an all-inclusive work
force, then you are really not in the
game. You are really not understanding diversity—you do not know how to
value it or respect or leverage it.”

As the subject matter of diversity management evolves rapidly, what emerges clearly
is how companies on The DiversityInc Top
50 Companies for Diversity® list have strong
core values that cannot be compromised and
that are integral to their critical business
strategies. Those values of inclusion, respect
and appreciation for difference guide the
strategic plans for business growth, and they
don’t leave ANY group out.
Over two separate days in June,
DiversityInc held in-depth roundtables with
13 chief diversity officers from The 2007
DiversityInc Top 50 Companies for Diversity.
Their discussion has advanced dramatically
from what it was even a year ago. Today,
they enthusiastically share their ROIs on
workplace and marketplace initiatives,
compare notes on just how strongly their
employee groups add to the bottom line, and
discuss the emerging challenges of global
and generational diversity as well as market
segmentation and client relations.
Their ideas, best practices and contagious
enthusiasm for how far diversity is taking
their companies are shared here with you.

Rohini Anand, Senior Vice President
and Global Chief Diversity Officer
Sodexho Inc., No. 13 in the Top 50
Redia Anderson Banks, Chief
Diversity Officer, National Principal,
Diversity & Inclusion
Deloitte & Touche USA, No. 19 in the Top 50
Steve Bucherati, Chief Diversity Officer
The Coca-Cola Co., No. 4 in the Top 50
Deborah Dagit, Executive Director of
Diversity & Work Environment
Merck & Co., No. 18 in the Top 50
Linda Forte, Senior Vice President,
Business Affairs
Comerica, No. 37 in the Top 50
Linda Landman-Gonzalez, Director
of Diversity Relations
Darden Restaurants, No. 45 in the Top 50

Steve Larson, Senior Vice President,
Organization Consultant for Diversity,
Engagement and Inclusion
Wachovia, No. 11 in the Top 50
William Lee, Director of Diversity,
Inclusion and Compliance
Abbott, No. 30 in the Top 50

Ann Rhoads, Vice President, Talent

Management and Inclusion
Sprint Nextel Corp., No. 28 in the Top 50

Ed Rodriguez, Vice President, Human
Resources, West Business Unit
Pepsi Bottling Group, No. 2 in the Top 50

Geri Thomas, Global Diversity and

Inclusion Executive and Global Consumer and
Small-Business Banking Staffing Executive
Bank of America, No. 1 in the Top 50

Anise Wiley-Little, Assistant Vice
President and Chief Diversity Officer
Allstate, No. 40 in the Top 50

Magda Yrizarry, Vice President,

Workplace Culture, Diversity and Compliance
Verizon Communications, No. 6 in the Top 50

From DiversityInc
Luke Visconti, Partner and Cofounder
Barbara Frankel, Senior Vice President

and Executive Editor

Eric L. Hinton, Senior Editor
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LESSON 7
LESSON 6

Real Diversity
Excludes No One

For these companies, there is no middle
ground, no “we’re afraid of backlash.” If you
truly make diversity a core value of your
company’s, then, as Sprint Nextel’s Ann
Rhoads says: “How do you say ‘We have a
strong culture of inclusion, except for …’?
It makes no sense at all.”

LESSON 1

LESSON 2

LESSON 3

LESSON 4

LESSON 5

LESSON I

Steve Bucherati

DEBORAH DAGIT: This is not
a “values” conversation.
This is a business conversation about treating
people with dignity and
respect, and you can’t pick a
dimension of diversity and from
a values standpoint say that you
can treat people with less dignity
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and respect—I don’t care what
it is, that’s not how we operate
here. Fortunately, the way people
behave on this particular issue
doesn’t require us to do anything
economic. All we have to do is
walk our talk around dignity and
respect, because the way this
comes out in the workplace is not

subtle. If it is not safe to say what
you did over the weekend and not
have that be a heterosexual experience; that is a fundamental right
that any person should have.
STEVE LARSON: There is no
Martin Luther King out in front of
that movement, shining the media
spotlight on it, which I think leaves
companies in a bit of a quandary
about how to hold themselves in
light of issues of sexual orientation. It is an issue that sits on
people’s values, and it hits up
against people’s religious training.
What we experience directly as
a corporation, as we move through
our learning curve around sexual
orientation and LGBT issues—if
we go in one direction, one group
of people shows up in the CEO’s
office; if we go the other direction,
another group shows up. They
show up right away, and aggressively and vocally, and pull out
money and all kinds of things, so
we’re deep in the learning curve
on this. Then there’s the issue on
top of that of invisibility. Even as
we embraced or even started to
engage the issue as an organization, it’s very easy for people in
the heterosexual community to
say, “Well, there aren’t that many
of them around. What’s the big
deal?” because there isn’t a voice.
They blend in to stay safe; they’re
not out there, so it becomes very
easy to say, “I don’t see it, so why
should I deal with it?”

1

Be upfront
about principles
GERI THOMAS: June is Pride
Month at Bank of America. We
have a very strong pride affinity group, and it gets back to our
goal of creating an environment

case, fundamentally, is
that you will be treated
fairly and with respect

We’re willing to make the same
statements to our clients and customers, and we do. We have very
senior executives in our customers
who are members of the LGBT

BUCHERATI: It’s a differentiator. If you’re not fully
committed to the compelling business case for
diversity, if you’re not
fully committed to an
all-inclusive work force,
then you are really not in
the game. You are really not

understanding diversity, you do
not know how to value it or respect
or leverage it. I just don’t get organizations who don’t act in a fully
inclusive way. If you are really,
truly committed, you don’t see that
as a group you can’t touch.

LESSON 5

value that you cannot
share, then perhaps you
don’t need to work here.

RHOADS: We have Pride Month
now, too, and our LGBT group
did an all-employee web cast and
the message was inclusion. It was
just very basic human conversation about being yourself in the
workplace, and good and positive
experiences about people who took
that step to share themselves, their
orientation, with their coworkers
or with their boss. And I thought,

“Ooh, this might draw some fire,”
but so far the response has been
extremely positive.

LESSON 6

… it happens every year in June:
We have associates who want to
espouse their religious beliefs and
we’re very clear when we communicate back that this is a value
of our company, and if it is a

community. It is the way we’re going to do business, and it is part of
the fabric of who we are and, very
frankly, we make no apologies for
it. We’re very clear and we are going to stand by it, and that is what
my company believes, and we are
going to practice it.

LESSON 7

made stronger by the diversity, so
we’re very clear. We don’t worry
about the business case. The

LESSON 4
LESSON 3
LESSON 2
LESSON 1

From left to right: Redia Anderson Banks, Deborah Dagit
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LARSON: The key to the lock
in the door is framing it as
an issue of fair treatment—
because no one can argue
with that, and that’s been the
opener for our pathway.
MAGDA YRIZARRY: That’s
what we say, you know, that
it’s about respect and integrity, and open and honest
interactions between employees—all employees.

LESSON 1

LESSON 2

LESSON 3

LESSON 4

LESSON 6

lines of
communication

LESSON 5

LESSON 7

2 Keep open

ED RODRIGUEZ: You get
fewer questions the more
you talk about it. If you’re
going from zero base, where
it’s never been discussed as
part of the agenda, the first
time you bring the subject up
you’re going to get those emails and those questions and
those calls. Not that we’re
that far along in that process,
but we certainly got a slew
of calls the first year we went
abroad with this agenda than
we did this past year, and
what we find is that when we
go into new areas—primarily
more rural, away from the
coasts and away from the
urban centers—you get more
of those questions.
People figured out real
quick it’s not going away,
we’re not backing down,
we’ve spoken our values, and
over time it gets a little easier,
in addition to the fact that
you’ve got a better way of
creating that dialogue.

3

Don’t let politics
erode convictions
LUKE VISCONTI: Not too long ago,
I was in an executive-committee
meeting, and one of the executives
said, “I would prefer to take away
benefits for spouses than to give
benefits to partners.” That’s how
virulent it was. There are political
forces out there who know that it
is unpalatable to bash women or
people of color anymore, so now
you can move on to gay people
because it’s still sort of palatable
to do that, and by bashing people
you gain strength. Your membership is “We don’t like those people,
because we’re better than them.”
YRIZARRY: It has to be taken in
the context of the values of the
corporation. People’s individual
values are going to be different,
and it’s interesting you use that
example because when we

had a pride flag in the

Linda Forte
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cafeteria, someone came
and said, “If I wanted a
Ku Klux Klan flag in the
cafeteria, and that’s an
expression of my beliefs,
would you put it up?”

and I said, “No, because it’s not
an expression of ours, and we’re
expressing our collective values as a
corporation and as a unit—and, oh,
by the way, there are things that are
illegal, and this ain’t one of them.”
ROHINI ANAND: Often, it’s
consumer pressure and external
organizations that cause organizations to cave in. Like with many of
your organizations, [at] Sodexho,
we’ve also taken a stand: This is
who we are as a company, these are
our values, and we’re not going to
back down from them, because if
we do, we’re going down a slippery
slope. So if you start compromising on this, where do you draw the
line? And it becomes one of those
domino effects.

LESSON 5

LESSON 6

LESSON 7

because who would I blame? There
isn’t anybody left. I mean, except
for the other people who have disabilities who have no power in the
whole equation anywhere on the
planet, right?
Probably my greatest trust is
with the gay community, because
that’s the lowest level of the totem
pole, the same degree of stigma,
and I can be anywhere in the world
and we can be trying to break
through language issues, and I
know they’ve got my back. Why?
Because we know that we’re both
in it together.

LESSON 1

LESSON 2

LESSON 3

LESSON 4

Linda Landman-Gonzalez
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We’ve encountered this on multiple levels, whether it’s some of our
client organizations or colleges and
universities, and what we’ve done
in those situations is … have a conversation with them and say, “Look,
this is who we are as a company.
You’re about social-justice issues;
this is a social-justice issue. How
can we say that our organization
is inclusive of and provides equal
opportunities for everybody but
this population, the LGBT population? That’s not something that you
would endorse either.” And we’ve
been able to work it through.
I was doing some consulting
for an organization that wanted
our services. They actually said,
“Well, this is great. Can you come
in and speak to our executive team,
but leave out any reference to the
LGBT population?” We said, “Well,
look. This is what we do, this is
who we are, this is what we’re committed to, and we can’t leave this
out of the conversation because if
you want our story, this is part of
our story; and if you don’t want

DiversityInc

our story, we understand. You
can have someone else share their
story.” And they came back to us
and said, “No, we still want you to
share your story.”
There is a lot of resistance
out there—but some of it is the
dialogue, and then you

draw a line in the sand
and say that if it’s not
working, then we walk
away from the client.

DAGIT: I can go to organizations
that have been in existence and
have fought for civil rights for decades yet still do not include their
own people who have a disability
or who are gay. And we can’t even
have the conversation. So before
somebody says, “Let’s blame one
group,” let’s stop and do a little
self-examination. I don’t feel one
whit of benefit of being white
or female, and it doesn’t matter
whether I’m in the wheelchair or
using a cane. I definitely feel like
that’s what comes first, and so I’ve
had to learn not to assign intent,

4 Use your
LGBT-employee
group
ANAND: One of the things we
learned this year is we really
leveraged our employeeresource group, our LGBT group.
One of the barriers that we face
is how you start that conversation. How do you create that
dialogue? And for someone
who maybe doesn’t think about
the LGBT agenda or issue, there
are questions around “OK, I get
gay, I get lesbian. Tell me about
bisexual? What is transgender?”
When you’re talking to senior
executives in your company,
you have to be honest, and
what you have to say is, “I don’t
understand that any more than
you do. Why don’t we get a
group of folks together who
might provide us with some
insights, who might help us in
terms of the education process
and in terms of asking the right
questions and getting this out
in the right way?”

LESSON 7
LESSON 6
LESSON 5
LESSON 4
LESSON 3
LESSON 2
LESSON 1
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5

Relationships
drive business

DAGIT: You have to remind people
that when you say something or
you do something that’s homophobic or exclusive in nature
toward the community, you are
not only hurting people who are
part of that community but their
loved ones. And you don’t know
who they are. And so if you don’t
want to ever get invited to that
next dinner, if you don’t want a
sponsorship for promotion, if you
don’t want that key assignment,
you just take that chance, because
you don’t know. You could be talking to Dick Cheney. Now, could
you tell [that he has a lesbian
daughter]? It’s not visible, right?
LINDA LANDMAN-GONZALEZ:
If you ignore any of your consumers or employees, you have made
a grave mistake in business. So
those who do not tackle it, they’re
doing exactly the same thing they
would do to anyone with a disability, a person of color, a woman.
We have received great push-back
from organizations on why we
provide partner benefits and such,
but our answer is always the same:

LESSON II

there is no melting pot

Appreciating each person’s differences and
the unique qualities and experiences that each
person brings to the table enhances a company’s
competitive ability. Throwing everyone into a
melting pot and ignoring differences creates
a company unable to connect with employees
or customers.
LINDA FORTE: Prior to the beginning of our formal journey with
diversity, as an organization, we
glossed over differences even
though, individually, most of us

We don’t discriminate.
This is how we do business, and everyone that
works for us or comes
into our restaurants will
receive exactly the same
service. There’s no conversation around that. You might not
respect the fact that this is not
something that you want to do
business with or whatever your
point of view is, but Darden and
our restaurant company—this is
how we do business. There’s no
ifs, ands or buts about that.
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Luke Visconti

were aware that we had individual
differences that weren’t being
accommodated in our culture, let
alone embraced. The difference
now is that we are looking, seeking

LESSON 7
LESSON 6
LESSON 5
LESSON 4
LESSON 3
LESSON 2
LESSON 1
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out the differences, understanding that there’s
power in including those
differences in soliciting
business solutions for
the organization.
LARSON: Our migration has
been into proactively seeking
difference and embracing it.
Originally, we envisioned it as
a good management practice, a
good employee practice, and an
engagement practice. Now we
are much more deliberate about
understanding the nuances in
our customers, the nuances in
our employee base, and really
seeking to embrace those and
learning new ways to tap them
and deploy them in the pursuit
of our business goals. Personally,
the transition over time has been
from that “nice, good thing to do”
into valuing that expansion into
my personal life and how much
richer and deeper relationships
get. I can almost mark the day on
the calendar when that shifted for
me and relationships started to be
dramatically different as a result of
integrating value for difference in
me and understanding who I am in
relation to the different elements.
VISCONTI: I think that’s a whiteguy point because the un-

aware white guy wants
to say “melting pot” and
“everything’s the same”
and “don’t we all want
the same thing?” Then when
you become aware, you realize, no,
we don’t, and wow, it’s better that
way. When you start developing
that mutual respect, it really does
enhance your ability when you’re
talking with people to get out a lot
more out of it, more texture and
the richness from it

DiversityInc

From left: Steve Larson, Anise Wiley-Little, Eric Hinton

DAGIT: One of the most interesting things is in traveling around
the world and seeing that yes,
countries and cultures and languages are different everywhere
you go, but the human condition is
remarkably similar, and the things
that people do to each other are
remarkably similar. It’s along the
same dimensions. It’s fascinating to me that we can be so

mean to each other in so
many different languages
and cultures, and that we will

invoke religion or the rights of elitism in so many different ways.
YRIZARRY: The truth is that it’s a
journey not only for the business
but for each individual that constitutes the business. Whether we’re
talking about senior leaders or
about frontline managers, whether
we’re talking about management or
employees, people are in different
places and I had to learn to find
myself in their place, respectfully,
because oftentimes it’s our

LESSON 7
LESSON 6

THOMAS: I can remember, and
I’ve been in this space for a while,
when it was about assimilating.
You bring all the people and all the
differences and bring them to the
Bank of America and you assimilate them into the Bank of America. Several years back, the focus
changed. It’s not about as-

similation because when
you bring in the assimilation, then you lose the

LESSON 4

LESSON 5

very experiences that
get us to the place that
we are, and we have to
respect that not all of us
have unique experiences.

You need the innovation, we need
the approach to problems, we need
the thoughts that come from wherever you are to help us make better
decisions, bring better products
to market, make better business
decisions.
REDIA ANDERSON BANKS: Look
at the progress we’re making on
a number of fronts, and yet there
is still a level of ignorance around
some key human-relations issues
that we can’t seem to get over. You
can go back as far as the oldest
known book and there are issues
within that book that we’re still

dealing with today. It strengthened
my resolve in terms of thinking
about diversity, and particularly inclusion, the whole concept of being
inclusive of persons with different
thinking styles, communication
styles and perspectives—which is
really important in our business,
being a professional-services organization, because we don’t have
a product, we provide a service to
our clients. We are providing innovative ideas or solving problems
for them.

1 Diversity
is personal
BUCHERATI: Before I came into
this job, I was sort of sitting out
there in left field viewing it with
that view of “This really can’t be
that hard to do.” What I found as I
talked to people around the subject
was that everybody had their own
personal definition around it. You
couldn’t have a really solid conversation because everybody

LESSON 3

thought they were talking about the same thing
and they were really
talking about something
different. That meant really

LESSON 2

having to change my whole mindset. Because everybody had their
own personal definition of success,
you had to think about everything in very personal terms. You
couldn’t think about it in terms of
the group, the company; you had
to remember everything

LESSON 1

about an individual, and
what it meant to him or
her. That was probably the most

Rohini Anand
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value of the differences.
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significant early learning for me
around this, having been on the
outside looking in and thinking
this has got to be pretty easy to do,
I’m sure, and learning it was very,
very different.

LESSON 4

Ed Rodriguez

2

Respect individual potential

NOVember/December 2007
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YRIZARRY: This is about recognizing, retaining and developing talent regardless of what package it comes in. And if you don’t have
that competency as a leader, you can’t be at Verizon. It’s actually a
competency that you have to be able to develop. If you can only see
talent that comes in a package that looks just like you, you have a
problem because our customer base doesn’t necessarily look just like
you. It’s talent and having value on the difference—that this difference, in and of itself, creates a value on behalf of the customer. So
I’m not asking you to dilute at all. I’m asking you to grab hold of this,
and add to that dimension that you’ve created as your core competency needs for this position.

LESSON 2

WILLIAM LEE: It’s people having the opportunity to take advantage
of the skills that they have and the things that they bring to the table.
We need to take advantage of people’s knowledge and skills to move
the company forward. It’s about the impact of our changing work
force. It’s all those things that are driving why we need to do what
we’re doing. But the biggest thing is around opportunity, and not categorizing people, and not putting them in boxes and leaving them.

LESSON 3

LANDMAN-GONZALEZ: It is an
internal and an external journey.
There is the internal part that has
to be experienced for everyone,
and everyone experiences it differently. If you do not have those
moments of introspection, and
the ability to understand where
you start—because we all start at
a different place—then translating
that into any piece of business is
impossible. The epiphany for me
was when I had to explain it to
someone else and have it resonate
for them. I had to use an analogy that they could understand,
because all of us come from a place
where, at one time or another, we
have not been heard, have not felt
on the inside, been an outsider.

LESSON 5

but really being who I was and
building trust and those bridges in
a very authentic way.

LESSON 6

anyone else’s style of
leadership or not imitating anyone else’s style of
management or anything,

LESSON 7

ANAND: One thing I learned
when I came to do this work was
how difficult it is as an Asian
woman to be a chief diversity officer because the issues in corporate
America are defined, very often, in
terms of the Hispanic community
and the African-American community, and the Asian community
is not seen as one needing diversity initiatives. So coming in as
a chief diversity officer, being an
Asian woman, I had to build trust
internally and convince people
that I was there to represent the
best interests of all our employees, including African Americans
and Hispanics. That really took
some very deliberate effort, but
on my part it meant being really
authentic, being grounded in
who I was. Not imitating
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3 Don’t ignore
micro-inequities
For more on micro-inequities and
cultural competency, read the Jan./
Feb. issue of DiversityInc magazine,
www.DiversityInc.com/subscribe.
RODRIGUEZ: My thinking has
evolved in looking at diversity
in terms that we call “Big D” and
“Little D” in our diversity advisory
board. The Big D is what you might
refer to as traditional ways of
thinking about diversity: race, gender, religion. Little D is more

subtle or less obvious
ways of thinking about
diversity: style differences, generational differences. What has evolved is

that the Little D is becoming as important as the Big D. Not that we
have solutions for the Big D—the
race and the gender issues—but
with some of the generational differences and the emerging trends
from a population standpoint,
we’re going to be looking at those
Little D questions and issues more
and more as we progress.

diversity improves
margin

From recruiting top talent, to retention and
promotion of key individuals, to making lifelong connections with customers, suppliers
and investors, solid diversity management
has a direct and lasting impact on the bottom
line. That connection between strong diversity
management, excellent corporate governance
and real results is provable.

1 Recruit & Retain
the Best & Brightest
ANDERSON BANKS: It’s helped
us to see that we can attract and
retain some very talented people,
and do so while developing them
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and helping them understand that
our place of employment is really a
place where they want to stay and
grow their career as long as they
want. If we can reduce our

turnover by 1 percent, it
goes straight to the bottom line in terms of the
savings that you get.

ANAND: We need to hire over
2 million people over the next
10 years globally, so unless we
broaden the recruitment base that
we hire from, we’re not going to be
able to hire the best and the brightest talent. We’ve seen all the demographics around the aging population, the new jobs to be created,
and we know that there is going to
be a shortage of employees in the
future, so unless we brand

ourselves as diversity
leaders, we’re not going
to be able to attract and
retain the best talent.

LESSON 7
LESSON 6
LESSON 5

2 Improve Market
Share
RODRIGUEZ: The business case is
that our products are very visible. They’re visible at restaurants,
they’re visible at this table, they’re
visible in grocery stores, on television. Given the population trends,
we can’t be successful, we can’t
grow our share, we can’t grow our
margins, we can’t grow our

business without understanding that everything
we do from a consumer,
customer, employee and
community standpoint
affects our ability to
grow our business.

LESSON 1

LESSON 2

LESSON 3

LESSON 4

For us, that’s an absolutely critical
piece around the business case.

Steve Bucherati
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We look at share, we look at
how we tailor our marketing programs to different segments of the
community. We do analyses on the
different programs and the impact
that they have, and what we found
out is that the message doesn’t resonate with the same general demographics. In some cases, it actually
has an adverse impact if we make
assumptions that don’t apply to
groups. For example: thinking that
we’re going to market World Cup
to folks who are Latino in Florida,
and they’re thinking World Series,
they’re looking at baseball. So for
us, the stakes of not understanding
the nuances of subcultures and the
complexity, the emerging trends
that are out there, is that we lose
the ability to effectively market our
message to those folks.

BUCHERATI: We have an energy
drink called Full Throttle, and so
our marketing folks and sales folks
are trying to think about the relevancy of the different consumer
groups and being able to speak to
people in a relevant way.
They sit back, they see an opportunity: energy drinks way overindex with the Latino population.
So we took something iconic—like
the Blue Demon, this Mexican
wrestler—and we created Full
Throttle: Blue Demon, and then
our Latino-employee forum actually went out with our sales force
into the Latino-owned outlets and
helped position it. They said, “This
is what this product is all about
and this is how you could promote
it.” We saw not only a successful
product launch—so there’s your
obvious metric, what’s going on
with sales—but what was really interesting, in all these other
Latino-owned stores, we actually
saw a real bump up with our other
brands … It’s not about the consumers, it’s this growing diversity
of your customer base. And so
here are the customers, who really appreciated the fact that our
Latino employees who had nothing
to do with sales and marketing
[were making the difference here].
They were out there helping them
understand the product and they
turned to the sales guys and said,
“And while you’re at it, ship up
some more cases of Coke and Diet
Coke and Coke Zero.”
For more on the Blue Demon as an
example of successful multicultural
marketing, read the July/August issue
of DiversityInc magazine,
www.DiversityInc/subscribe.
LANDMAN-GONZALEZ: It’s the
expectation. What do you expect
when you go into a Darden restau-
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rant? When you go to Red Lobster,
what should it feel like at the
hostess desk? What should it feel
like when you’re seated? And we’ve
done market insights on what that
looks like for women in their 40s,
African Americans in their 20s,
Hispanic families that come with
maybe nine or 10 people. We’ve
made changes in restaurants in
high-indexing Latin communities where tables of eight and 10
are needed. We’ve changed menu
items. As a Hispanic, if I sit down
in a Red Lobster, is there anything
on that menu that’s appealing to
me? And if there’s not, what needs
to be on that menu?
It’s how we speak, it’s how we
talk, it’s how we make you feel welcome. Olive Garden guests expect
a certain experience, but every one
of us at this table has an idea of
what that experience should be. So
if you don’t understand what that
expected experience is, if you don’t
do that research—what is it like if
your server comes to the table and
sits in the booth with you? How is
that welcomed by different groups?
That happens in some restaurants
where the server actually just gets
in the booth and [says], “Hi, how
are you?” and some of our groups
absolutely hate it. Some think
it’s great. We need to know that
so that when we give training to
servers, they should know what
the expectation is. Marketing is the
same thing. We took Olive

3

CONNECT WITH B-TO-B CLIENTS

ANAND: Our clients want to do business with others who have similar values to theirs. Sodexho is not a household name. We provide
services very seamlessly through our client organizations, but the interesting thing is that diversity has helped us brand Sodexho in a way
that nothing else has. So for us, the diversity piece has really helped
us get our branding out there as a diversity leader and differentiate
ourselves from our competitors.
Many of our clients actually come to us and ask us for our
solutions and our expertise around diversity, which is something
that we didn’t seek out, but because of what we have been doing,
the clients have been coming to us and saying, “Can you help us?”
This sort of tipping point came four years into our journey—our
managers started saying, “Well, this is great. We’re doing a good job,
we’re spending the resources, we have the expertise. Can we now
provide this service to our clients?” They’ve started really building
it into the RFP process and proposal process in terms of providing
services to clients. Recently, we bid on a $15-million contract. The
manager who bid on that contract was smart enough to put in a piece

Garden’s advertising
and realized that “When
you’re here, you’re family” in Spanish absolutely
did not resonate: “Aquí
estás como familia.” You

could never be part of my family,
but when you’re in my house, then
you’ll be treated as one of us: “Aquí
estás en casa.”

DiversityInc
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3

CONNECT WITH B-TO-B CLIENTS (CONTINUED)

of free diversity-expertise advice consulting for this client because
the client had been working with us for over a year and really
liked what we had to share. So did we get this contract because of
diversity and inclusion? Certainly it was a factor like all the other
factors in helping us get the contract. We’re beginning to track
how we’re doing and how successful we are at doing that because
we have been able to really create this sort of leadership in the
industry. Our clients don’t just see us as a food-service provider but
more as a partner.
ANDERSON BANKS: We really want the most diversity that we can
get and it’s going to help us—from client expertise, from industry,
from functional expertise—because when you’re in audit and tax and
consulting and financial-advisory services and you’re doing [mergers
and acquisitions], we need people with those kind of backgrounds.
We know about the shortages, but you know it’s not real to you until
you try and replace somebody who’s got that skill set and they’re gone.

LESSON IV

METRICS PROVE THE CASE
Always use solid, quantifiable metrics to show
the impact of diversity.

1 Look at the
Top 50
ANDERSON BANKS: One

of
the things DiversityInc
has helped us do, relative
to the business case, is to
be able to standardize. Be-

cause in so many ways, we were all
out there doing our own thing and
we didn’t have any sense of how
we’re doing against competitors
or people in the industry or any of
that. Being able to have the rigor
behind the work and the results
and the survey that you guys do

DiversityInc

helps us when we go to talk to our
internal clients. That says, “You
know, we’re not doing so well in
this area and here’s a bunch of
others who are, so let me show
you.” Or, “We’re doing better in
this area than others, and let me
talk to you about it.” And it helps
with funding and what we need to
do in order to win the war for talent so we have the talent we need
to meet our clients’ expectations.
It’s a very real issue for us, being
able to say that we’re attracting more than our fair share of
diverse talent and of women.

2 Diversity metrics
is in every business
plan
THOMAS: We have expectations
relative to performance, and diversity is one of those areas of performance. So it’s in every leader’s
plan, in line with any business plan
that has targets. Performance is
visited along the diversity metric as
well, and we do leverage Six Sigma
methodology throughout our company, and diversity is no different.
When you look at the performance,
it’s got to be there and it’s got to
be really around the value of the
differences—and in terms of the
business case, it hits the bottom

line because you’re able
to meet the needs of all
your different constituencies in a better way.

3 Measure and
reward success
DAGIT: We have a Chairman’s
Diversity Award where the categories, both individual and team, are
based on competitive advantage
delivered to the business. The judges, a global group of people from all
different levels of the organization,
look at that. Now would I say that
we’re able to pinpoint it to how
many points and targeted market
share or earnings per share? No,
it’s not to that level, but it is a competitive advantage that’s measured
in order to be selected as either a
finalist or an award recipient.

4

Direct impact
on market share

ANISE WILEY-LITTLE: When we’ve
grown our business, diversity’s
been successful, because what’s
happened is that the people who
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Magda Yrizarry

are making the decision around
the products or the services, or how
they do market and do growth and
market share, if that’s moved, that
means diversity has been successful.
ANDERSON BANKS: We get
a lot of requests for proposals
where clients are ask-

ing some very specific
questions around our
diversity-and-inclusion
initiatives—and it’s not just

the numbers they want to know,
they want to know what kind of
effect is it having, what are you
doing in the community, what kind
of development programs do you
have for your people, what’s your
retention like … specific programs
along specific lines. They are very
clear, most of our clients, that they

DiversityInc

expect us to be in the same pool
they’re in relative to respecting and
advancing diversity and inclusion
and, in fact, [they] don’t want

5

to do business with an
organization that is not
showing that in a very
explicit way.

Use multidisciplinary teams

FORTE: [We] pull from our people to actually create teams of
people that are very focused on relationship building in diverse communities. They are people with current jobs and they are the best
of our talent—they know that they’re nominated by their division
execs because they’re the best and they’ll get this done for us—and
they come from various disciplines, they come from various cultures,
various racial backgrounds, to really focus on this whole aspect of
business development. They don’t do anything else; they’re not an
employee-resource group—that’s all they do. These teams are creating goals (metrics, business goals) and now they’re saying, “You know
what? We can do this.” These are the teams that are saying, “And so,
I’m going to prove that we’re going to generate a total book of business that’s valued to you at $300 million.”

LESSON 7
LESSON 6
LESSON 5
LESSON 4
LESSON 3
LESSON 2
LESSON 1
50

LESSON V

EMPLOYEE GROUPS
KEY TO MARKETING,
SALES, RECRUITING

Employee-resource groups, also known as
affinity groups and employee networks, “get”
your customers and the diverse talent you
want to attract. Make these groups part of
the strategic business plan and rely on them
to connect with their communities.

different groups, you’d better
understand that group
really well because you
can wind up offending
instead. And that insight

started a whole rationale behind
making sure that we created a
whole campaign from the Hispanic
viewpoint. And they constantly
look at different advertising.
We translate every document that
we have into Spanish, into other
languages based on the area, and
I don’t know if you realize this,

but pieces of fish for Red
Lobster are said differently in almost every
country. For example,
red snapper in Mexico is
wachinango. No other coun-

try calls it wachinango. So if you’re
doing recipe cards, or you’re doing

1 Validate marketing/sales plans
LANDMAN-GONZALEZ: Menu decisions—we do testing with those
affinity groups. They view

our advertising for the
first time and they give
us incredible insights.

When we started originally looking
at Olive Garden commercials in
Spanish, we took it to the Hispanic
resource group and they looked at
it and it didn’t feel right to them.
And what we had done is what’s
done all the time—we just took
our whole branding piece and just
translated it on many levels, and it
didn’t work. And they were one of
the first to say, “I don’t feel good.
When I look at that commercial,
I don’t feel proud to be Hispanic,
and I’m not even thinking about
Olive Garden.”
If it’s not speaking to you
or it’s not resonating with you,
and you’re going to advertise to

DiversityInc

William Lee

opinionated and more forthcoming in their comments than any
focus group you may go to. So we
use them as focus groups, which is
tremendous—it’s kind of like the
women’s organization for us who
said, “Remember, we’re consumers,
we’re shoppers—start with us.”
They test all kinds of things for
us, including in my own function.
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We piled all kinds of training and
education with our groups. We’ll
bring them in and we’ll put them
through the pile that’s up front.
We’ll say, “What do you think,
what needs to change, what needs
to improve, what are we missing?”
That perspective has made us all
much, much better at what we do.
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LESSON 2

2 Hold events,
build relationships

Geri Thomas
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TRANSFORMING CORPORATE AMERICA
(TOP 50 PARTICIPATION)

NUMBER OF ENTRANTS
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BUCHERATI: Our employee
forums keep it real for
all of us. They will be more
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LESSON 4

menu pieces, you have to have a really good understanding of how that
needs to be translated. The network
groups bring that to the table, when
you have people from Caribbean
nations and others at the table of
the Hispanic network. They are an
incredible resource to us.

DiversityInc

ANDERSON BANKS: One of
the things about people of color,
probably more so than any other
group, is that we social-network
really well. So when you’ve got
a business-resource group that
has contacts in companies, these
people come because of relationships that they already have with
your people, who may not be the
top level of your organization.
Our business-resource groups
have held events with some of our
clients. We’ve done it jointly, and
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The Greatest Resource
• 98% in the Top 50 have employee groups
• 96% use them for marketing
• 94% use them for recruiting
• Average annual Top 50 funding per group:

$18,000
we’ve allowed those relationships
to develop and unfurl, and we’ve
actually seen some business coming from it. Our Chinese-services
group invited some very wellknown individuals to come and
learn, and because of the relationships, we were able to connect
partners with people we might not
have otherwise met and started
relationships, which in turn have
yielded some revenue. Now is that
the only reason that happened?
No. But if we didn’t put those
people together in the same place
and make it so they could network
on a social basis, we might not
have done that, or we might not
have done it as soon.
ANAND: One thing that some of
our employee-network groups have
done—and particularly our LGBTnetwork group—is they’ve started
sort of a business-to-business
council. So they have connected
with other LGBT-network groups
in the D.C. area, and again as
we go to bid for a contract with
a particular client, these folks

come up and say, “Hey,
I know somebody there.
I can help you.” It’s been
absolutely incredible.
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3

Get strong
buy-in from
senior managers
ANDERSON BANKS: Many of
our partners are beginning to
slowly come around because
you just keep talking to them.
“Come with me to this event.
Bring three people with you.”
That’s what we tell our
business-resource-group leaders, “bring a couple of people
with you that might not ordinarily come,” because they
don’t get it. And so they come
and they see, “Oh my goodness, there’s the CFO from
Company X—I’ve been trying
to get to him for however
long!” And he’s a friend of this
person that you think is at a
lower level … So now you’ve
got a point of connectivity
that you didn’t have before.

4

Let employee
groups lead you

BUCHERATI: Some of our employee forums have been really

involved in consulting—and a lot
of times I would know nothing
about it, which is fine—but they’re
consulting with their counterparts
at other companies.
So companies reach out to us,
their employee-resource groups
reach out to us and say, “Can you
help us? We’re just starting, we’re
trying to evolve, trying to move
it to the next level—what have
you experienced?” And our LGBTemployee forum, which has been
around for, officially, about eight
years (and unofficially a lot longer
than that), same thing. We just got
a call a couple of weeks ago from a
really major organization, spent a
lot of time consulting with them.
And the value that comes out of
that, for both parties, is just terrific.

I love the fact that our
employee-resource
groups have become so
engaged—that wasn’t always

the case, but they really see such
relevance. They remember what it
was like for themselves as a person
that came in and maybe nobody
was reaching out to them, and it’s
the old give-back, and so now they
reach out to similar employees.
LANDMAN-GONZALEZ: Part of
each one of the resource groups or
employee networks has a commitment to the communities in which
we operate. They are liaisons sometimes between the not-for-profits or
the community leaders where our
restaurant or support center is, and
that has brought us incredible relevance, branding around diversity
and being a part of the communities that we serve. They know

people or understand
issues better than the
GM or the people at the
support center because
it’s their community.

LESSON 7
LESSON 6
LESSON 5
LESSON 4
LESSON 3
LESSON 2
LESSON 1
56

LESSON VI

WHAT YOU DON’T
KNOW ABOUT
GLOBAL DIVERSITY

Global diversity is in its infancy and the
parameters still are being established. The
same rules of inclusion for everyone apply
everywhere and companies have to put their
absolute values ahead of short-term profits.

1

Stay true to
your core values

ANAND: There’s a really fine line
between cultural relativism and core
values. For example, sometimes
people say that violence against
women is part of the culture of a
particular country. Now, we know
that oppression against women
exists in every single society; it just
varies by degree. Oppression may
take the form of pay inequities in
some cultures and may take more
physical form in others, so oppression against women … it exists.

We have to be clear about
what our core values are
and not compromise on
those, and you have to be very

careful about what we think and
articulate as our core values and
not compromise on those regardless of the country that we’re in.
And certainly that, to us, is part of
our global-diversity strategy. We
are a company that provides equal
opportunities for everybody, and
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Ann Rhoads

we’re not going to compromise on that regardless of what the cultural
justification may be. But

then on the other hand, we make
sure that we are flexible enough
so that our strategies really are
based within the cultural context
of that country and implemented
within the cultural context of that
country. We are also signatories of
the UN Global Compact, and we
use that as a barometer as well to
say, “Well, what are the principles
here?” and see if they violate any of
those principles.
BUCHERATI: As the most global
company there is, there is so much
complexity of this for us in over
200 countries that we do business

Top 50 companies keep values intact

• One-third refused to do business in
countries that don’t have the same
human-rights values

LESSON 6

• 14% aggressively work to change laws
in countries they perceive as
oppressive—this number is increasing
Source: DiversityInc

question was, “Is that common
practice in Mexico?” There was a lot
of discussion around other compa-

LESSON 5

RODRIGUEZ: We had a situation
in our Mexican business where it
came to our attention that part of
our employment ads were asking
for a female, single, between the
ages of 20 and 25. We acquired
that business in 2002 and we’ve
been integrating it ever since that
came to our attention. And the

LESSON 7

in. What we have learned over
time is to do a couple of things.
One, you have that higher level
of standard, that ethical standard
for you as a company, that crosses
all borders. So this is what we’re
about, whether it’s Indonesia, Brazil, Turkey, name a country, and
this is what we’re all about.

LESSON 4

nies; other multinational companies are doing it because that’s the
way. There are no laws that prohibit this, specifically, in Mexico. So
the ultimate solution that our team
came to … was around putting that
practice through the filter of our
core values, our core principles.
That’s not how we want to operate.
We changed how we worded our
employment ads moving forward,
and then it becomes a matter of
when you set that tone from a
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leadership perspective,
it’s making sure that we
hold folks accountable

to making that change and that
change is taking place.

LEE: One of the things we’re talking
about is trying to drive inclusion
councils in key countries and
within the United States to help
tie the business piece back to the
work that we’re doing, from an
inclusion standpoint. From that,
you generate a lot of examples; you
learn metrics that will help drive
this throughout the company. It’s
about changing the culture, and
that’s what we’re trying to do.

NOVember/December 2007
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Steve Larson

LESSON 2

2 Tie it back to central business goals
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countries to identify actual plans
and metrics that may be specific
to their particular countries.
In some countries it may be
around people with disabilities,
as in Brazil or Japan or France.
In some other countries it may
be ethnic minorities, so we just
leave it up to them, but the
global metrics that we look at
are around gender.
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THOMAS: The global perspective is new for us, and those
are not necessarily the issues
of diversity that we see in the
workplace here. An example
is that we last year launched a
pride group, which is our LGBT
affinity group, we launched
a chapter in the UK, which
was a big deal for us. We were
actually able to put almost the
same protocol, it was the same
issues, but it worked. I can tell
you that that’s a change, a shift
for me personally, to begin to
say, “OK, so now that’s what
this looks like here. Is it necessarily going to look that way
every place we are outside of
the United States?”

Anise Wiley-Little

3 Apply global
metrics locally
ANAND: What we have decided to
do on a global basis is we actually
look at gender, and we look at re-
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cruiting, retention and satisfaction
around gender metrics. So recruiting women, retention of women,
and what is the engagement and
satisfaction of men versus women.
Then we leave it up to the different

BUCHERATI: We really trust
those folks who are on the
ground in those 200-plus countries for us. They understand
the relevance of difference in
that part of the world. They understand what difference is. So
for us, this certain box of what
difference is, which might be economic, might be tribal, could be
any number of things around the
globe, and you have to give

a certain framework for
what is ethical and, as
a company, acceptable,
and how we’re going to
operate.

be ahead of the curve

Today’s diversity trendsetter is tomorrow’s
also-ran. That’s evidenced by the fluctuation
year to year in the leaders of the DiversityInc
Top 50. A few companies reap the financial
rewards because they are constantly
innovating and learning new and improved
ways to connect with their employees,
customers and investors.

1 Win the war
for talent
RHOADS: Be more involved in
hiring for talent instead of waiting
for the job to open, and sometimes
you can’t be nimble enough to do
exactly what you want to do.

LESSON 1
Rohini Anand
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THOMAS: I’m really excited about
this whole on-ramping and offramping work, especially in our
investment bank, as women are
making decisions to take a break—
making sure that we figure out a
way. We cannot end the war for
talent. We absolutely cannot afford

to have any talent not engaged in
work, given the developments in
terms of our work force. It’s just
going to get smaller.
ANDERSON BANKS: We’re doing
research on middle-schoolers
because in our industry, not a lot
of people are looking at going into
accounting, tax or some of the
other industries we look at. Those
ideas about going into accounting,
tax get planted early, or they don’t.
What we’re finding in the minority communities is that they just
don’t know enough about the kind
of work we do, the breadth of the
work we do.
ANAND: We do need to focus on
generations, and that’s where the
innovations are going to be around
how we continue to engage our
matured population. What do we
do to recruit and retain our Gen X
and Gen Y population? And how
do we create flexibility initiatives,
flexibility offerings—which is what
we’re in the process of doing—for
all our populations as a retention
tool? So it links to the pipeline and
retention piece.

2 Expand definition
of resource group

LESSON 2

LESSON 3

LESSON 4

LESSON 5

LESSON 6

LESSON 7

LESSON VII

DiversityInc

DAGIT: We’re in the process of
launching 10 global-constituency
groups made up of senior leaders from all of our geographies
and businesses. They represent
native and indigenous peoples,
and differently abled, interfaith,
generational, Asians, Hispanics, blacks and females. Each will
have an executive sponsor who
is a direct report to the CEO, and
they will focus on four things:
accelerating executive development for their group, enhancing
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On left: Barbara Frankel. On right: Eric Hinton

force for the organization, when
you have this one group talking
and having a similar conversation,
versus just one of those sponsors.
LARSON: We’ve been building out
a whole new model for employeeresource networks. Ours is what
we call an enterprise ERN council,
when the leaders of the ERNs come
together, but we also use a little
executive-adviser structure—one
within identity, one across. We’re
laser-focused on building out the
strategic partnerships between the
employee-resource networks and
the organization. So we’re literally
developing partnership agreements
between the ERNs and business
units within the organization.

NOVember/December 2007
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They can take the integrity of what’s different
about them and appreciate them but also bring
those collective ideas

together. And they’re a bigger

LESSON 2

WILEY-LITTLE: Back in December [2006], I brought in all of our
employee-network groups … to
have one conversation. They were
so excited about the connectedness
that they had that now we’ve set

up an executive board that really
works with all of those groups.
These are the officers, leaders, and
they’re really moving the mission of
these employee-network groups in
a really forceful way in the organization, much stronger than they
could in individual groups. All of
the employee-network sponsors,
who are officers of the company,
have formed a board. This board
really drives the actions of these
employee-network groups, so [it
is] really connecting the things
that they find in common and
bringing these groups together.

LESSON 3

inclusion for their group, having
an impact on the buying decisions
and image of our products with
our customers, and letting us know
about external relationships that
we need to build and/or enhance.
One of the design principles is that
the executive sponsor cannot be a
member of that constituency group
because we want their advocacy to
be unfettered, and the governance
for our diversity will change from
the structure that we’ve had to the
co-chairs of all 10 of those groups.
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3

Use social
networks to
connect with
employees
ANDERSON BANKS: [We are
thinking of] utilizing a Facebook approach, internally. We
would set up a site where all
of our employees could go
in and put up their profile. So
you know about their expertise, you know about their
background, you know about
their hobbies, you know about
key clients and industry. So if
you wanted to connect with
that person on any of those
dimensions, because you
might want to mentor or want
to coach, you’ve at least got
a starting point to begin the
conversation ... It would be a
way of increasing the points
of connectivity.

DiversityInc

4 Make the development of diverse
suppliers a priority
YRIZARRY: We’ve just added, in
2007, supplier diversity to our
short-term incentive-compensation impact. We have to learn how
to reduce costs and expand opportunity to a diverse base of suppliers—and when you consolidate a
lot of contracts and you’re trying
to contain your cost, you often end
up leaving behind some smaller,
and often diverse, suppliers. We’re
working very closely with our business groups as they’re challenged
to think about ways to consolidate,
to think about synergies and alignment, to make certain that

we understand that as
we grow, let’s grow the
pie. What often happens is the

pie stays the same for the supplierdiversity group, and we’ve got to be
able to expand the base so it’s not
just shifts, so you take away from

this business and you move it here.
We spent over $2.5 billion last
year with diverse suppliers and
we’re continuing to grow it. We
have commitments for year-overyear growth, but that commitment
is in the context of real strong
pressures to bring down costs and
bring up value for the shareholder.
It’s being able to say there are
other attributes to the supplier,
including diversity, and we want
you to think about diversity when
you’re making this decision—and
that doesn’t lower the quality or
necessarily increase the expense.
LANDMAN-GONZALEZ: Around
the supplier piece, we’ve put into
place those numbers that we all
have about what is world class.
Our purchasing department is at
19 percent of our total spend right
now [percent of total procurement
budget spent with minority- and
women-owned businesses] and
their commitment is to continue
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5 Make diversity
training mandatory and useful
BUCHERATI: One of the really cool
things that one of my team members developed about a year and
a half ago now was this diversityspeaker series. Now that’s not very

For career advice you can’t live
without, read the Jan./Feb. issue
of DiversityInc, www.DiversityInc.
com/subscribe.
LANDMAN-GONZALEZ: We made
a commitment to have a diversitylearning experience for everyone in
our company all the way down to
our general managers, and we’re going to continue that, actually take it
down into the restaurants, so that
everyone at Darden will have gone
through this—which is something
that we continue to do and we
make sure that we keep up with the
diversity changes that exist.
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diversity is not just a
separate training but
is integrated into every
single offering. The other
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evolution in the learning strategies
is global diversity. We’re looking
at developing a global-diversity
initiative, and I want to put all of
our senior executives through it in
the next year.

6 Create levels
of mentoring,
measure results
Magda Yrizarry
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innovative in itself; every month
somebody comes in on a very, very
different topic—and we’ve handled
as many tough topics as we can—
but what I think she’s doing a fabulous job with is then taking those
programs and then developing
broader curriculum opportunities.
For instance, we had a speaker on
micro-inequities earlier this year,
and now we’re developing a broader
micro-inequities education program
that we will drop in periodically to
our education curriculum. We did
the same thing with white males as
full diversity allies.

ANAND: We have mandatory
compliance training for all of our
18,000 managers. We have a oneday Spirit of Diversity training for
all of our 18,000 managers. We
have learning labs on generations,
micro-inequities, gender, crosscultural communications, sexual
orientation—five learning labs that
we have that are not mandatory,
but the demand is so great, and we
train our internal folks to deliver
those trainings.
The piece I’d like to get to
is to make sure that
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that, because it really has done so
much for our business in many
ways: great vendors, new ideas, new
products, and a lot of real economic
change to our purchasing lines. It is
a great business case.

DiversityInc

ANAND: We have three different
mentoring initiatives: one, which
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is a formal one, and two informal,
which are managed through our
employee-network groups. They
have this peer-to-peer mentoring
initiative. We did an ROI study of
the formal mentoring initiative
and what we found was that for
every dollar we spend, we get $12
back, which is really, really incredible. We actually did a follow-up
interview with just the mentees,
not the mentors, through a series
of questions and then doing
confidence checking, and then we
benchmarked it against salary, etc.,
and we came up with this formula.
Mentoring is something that’s
really caught on. We introduced
this mentoring initiative three
years ago, and the first year we
were hard-pressed to get 60 people
to participate. This year we had 200
slots, and we had over 400 people
apply. It’s enhancing retention and
development.
RODRIGUEZ: We’ve had a mentoring program we call “Focus on
Five.” It’s been around for a couple
of years, and we’re thinking a little
differently about it. Our formal
program really is around identifying our high potentials. If you look
at our numbers from an executiverepresentation standpoint, we
have 500 of what we call executives
in the company, and we started to
bounce around with the Diversity
Advisory Board [DAB] hat if we
really wanted to move the needle
on changing that representation.
If you just kind of move the needle
on 200 or 100 diverse folks, that’s
25 percent. What we’re talking
to our senior executives around
is really focusing on the future
with maybe two, and developing a
can’t-miss list. These are folks that
we’re going to validate through our
people-planning process. We’re

DiversityInc

going to have a criterion around a
certain percentage of those being
diverse, and we’re going to say
that these are the two mentees
that you’re going to own and really
develop through the process as
executives.
We’ve got our DAB behind
this—from an accountability standpoint, from a structure
standpoint—and what it’s doing is
it’s elevating the accountability on
our senior managers on developing
those folks that we identify and
validate as high potentials and take
them through the career process

Ed Rodriguez

over the next two to three years.
BUCHERATI: One of the things
that we found in our formal mentoring program, which is seven or
eight years old, is that no matter
how hard you work, you’re always
struggling to find enough mentors for mentees. And what you
talked about is exactly right, and
when we open a new wave of the
formal mentoring programs (it’s
about 200–250 people every time
we open a wave), which is through
an online piece, it sells out in one
hour. It creates a challenge. You
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LANDMAN-GONZALEZ: The
biggest revolution or innovation
is that diversity is now going to
be included in all business cases,
from every department, across the
organization—from those that
somehow in the past have been,
“Well, it really doesn’t have any
place there.” We’re going to make
sure from development to HR
to architectural places from real
estate on that there is a diversity
piece across those three areas.
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LARSON: We’re really looking at
rather than building from diversity into the business, what does
it mean to build from the business
out to diversity? We’re working
really hard to understand what
are the drivers of relationship
between customers and our business. And what is their relation-
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7 Increase
connection with
your customers
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working moms came together, and
they said, “We all have the common issues and things that we’re
all dealing with, we should go
out and find some great working
moms in the organization who can
help create a mentoring circle so
that we can learn from them.”

FORTE: We’re really focused now
on building out the tactical plans
that we’re creating from strategic
plans of the market-segmentation
teams. We’ve developed 14 teams
across all of our markets where
we are physically located that are
designed around the opportunities for business development.
They have executive sponsors for
each of the teams. Those sponsors
are the people who represent all
of our lines of business. They are
volunteered by way of nominations by their division execs, in
direct report of our CEO. Their
division execs have their lights on
the individuals who form these
teams. The teams are made up of
about a dozen to 15 people. There
are chairs and co-chairs that have
been identified for these teams.
Their performance on these teams,
and their performance of the
teams, collectively, is part of their
performance plan.
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realize you have far more needs,
so what we started doing a couple
of years ago was group mentoring
around topics.
For instance, we have a senior
vice president in our organization who runs our McDonald’s
business, and he has done a lot of
internal and external talking about
Brand U. He’s talked to the various
employee affinity groups, because
they’re really interested in it, and
he’s started a group-mentoring
program around Brand U, where
periodically he meets with those
employees who are interested. So
you have many, many more people
who are being touched by this
one individual on a regular basis.
What’s really been interesting
for us was the idea of these groupmentoring circles. For instance,
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Anise Wiley-Little
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ship to money based on their
identity? How do they want to be
treated? How do you build trust
in that relationship? And how do
you honor the legacy issues by race
or by gender, by sexual orientation, etc.? We’ve been doing some
very targeted large-scale programs
around customer service.
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