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a  Did you know that while 
many people use the terms 
“Latino” and “Hispanic” inter-
changeably, the former 
tends to be more common 
in the western United 
States and the latter in the 
eastern United States?

Be sure that your assumptions and 
interactions are culturally appropriate

Sometimes it seems that the workplace is a minefield.  

Can I say that? Or will somebody be offended? 

Even those of us who are champions of diversity  

and inclusion have unconscious biases and carry with  

us stereotypes that can be hard to shake. Try to be  

aware of these biases and stereotypes, work hard to counter  

them, and treat everybody with dignity and respect.

Here are some pointers on specifics of workplace respect. 

Some may be obvious, and others new information, but no 

matter which, these reminders are always useful.

many Latinos have been 
in the United States for 
generations, so there 
is no more reason they 
would speak Spanish 
than someone whose 
grandparents came from 
Lithuania would speak 
Lithuanian.

a  Don’t assume that 
every African American—
particularly male—you 
meet in a work setting is a 
sports fan or listens to rap 
music.

a  Lesbians are OK being 
called gay—but not 
homosexual. Gay men and 
woman prefer to avoid 
that term because antigay 
activists historically have 
used homosexual when 
implying that gay people 
are diseased or suffer from 
a psychological disorder.

a  Figuring out what to 
call the spouse of a gay 
or lesbian coworker can 
be confusing. Follow the 
coworker’s lead. When two 
women marry, they tend to 
refer to each other as wife, 
not as husband and wife, 
just as two gay men call 
each other husband. 

a  Don’t assume that  
Asian Americans in the 
workplace are in the IT 
department. There is a 
common misconception 
that Asian Americans 
cluster in technology 
and generally do not 
serve in leadership roles. 
This misperception has 

D&I Etiquette

taken hold because the 
leadership style in some 
Asian cultures differs from 
the Western style of those 
in positions of authority, 
who are expected to 
command attention. 

a  Do not ask a disabled 
coworker what caused 
his or her disability. The 
question can be viewed 
as impolite and too 
personal. It’s also treating 
the coworker as a disabled 
person first and a fellow 
human being second.

a  There is no need to raise 
your voice or speak more 
slowly when talking to a 
person in a wheelchair, 
unless you know she or he  
is hard of hearing. 

a  Do not touch a disabled 
person’s wheelchair unless 
you are asked to do so. The 
wheelchair is considered 
personal space. 

a  As transgender people 
have become more 
comfortable revealing 
their identity at work, 
there has been confusion 
about which restroom is 
appropriate to use. The 
answer is easy: the one 
matching the individual’s 
gender identity. An Equal 
Employment Opportunity 
Commission ruling clarified 
that denying transgender 
people access to restrooms 
that correspond with their 
gender identity violates 
federal sex discrimination 
law.

a  Not every Latino 
coworker you encounter 
speaks Spanish. Many 
Latinos come from 
countries where Spanish  
is not the official language, 
such as Brazil (where it’s 
Portuguese). In addition, 



Top Ten Bottom Ten

a Forbes magazine released a report 
analyzing worldwide workforce diversity data, 
across 14 industrial sectors and nine occupations. 
Here’s a look at the top 10 and bottom 10 countries 
worldwide on the diversity scale.

This report offers a statistical look at worldwide 
workforce diversity data. The research, commissioned 
by Forbes Insights and conducted by Oxford Economics, 
provides a unique and first-of-its-kind ranking of employee 
diversity across 50 global economies, 14 industrial sectors, and 
nine occupations. 
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Legal Matters

A 
Everyone has the right 
to his or her beliefs, but 
it is inappropriate to say 
something intrusive or 

offensive to another person 
in the workplace or during 
working hours. The first course 
of action would be for you to 
address the issue with your 
religious coworker. You might 
say something like, “We each 
have our own religious beliefs. 
But I am not comfortable when 
you say ‘Jesus saves’ or ‘God 
bless you’  in the office. I would 

Q
A coworker always says to me in parting, 

“Jesus saves” or “God bless you.” It makes me 

uncomfortable. Should I say something? If 

so, to whom? Her? The 

HR director? Is she 

even allowed 

to say this in a 

workplace?
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We Are 
the World

like you to stop.” If you are not 
comfortable talking to your 
coworker, you can certainly 
discuss the situation with 
HR. However, to preserve the 
working relationship, and to 
give the religious person a 
chance to understand how her 
actions may be affecting you, 
it would better to address the 
matter directly.

—Maureen Hochler, 
human resource consultant, 

Alliance for Resolution
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WASHINGTON, DC—On June 26, 
the U.S. Supreme Court ruled by a 
5-4-vote that same-sex marriage is 
guaranteed by the U.S. Constitu-
tion.  “No longer may this liberty be 
denied,” wrote Justice Anthony M. 
Kennedy for the majority. 

Perhaps the historic ruling was 
inevitable. According to research by 
the Williams Institute, the number of 
same-sex marriages is rising steadily, 
as more and more states legalize 
same-sex marriage. The number of 
married same-sex couples in the 

United States has more than tripled 
since 2013, to 390,000.

Public support of same-sex mar-
riage has increased in all 50 states 
since 2004, with 61 percent of Amer-
icans now supporting it, up from 39 
percent 10 years ago. 

TheRealWorldTimes

WASHINGTON DC — From Mis-
souri to Maryland, acts of police 
brutality in 2015 have led to protests 
and spurred the growth of the Black 
Lives Matter movement aimed at re-
vealing and combating acts of racial 
inequality.

The clashes between Baltimore 
residents and police that grew out 
of frustration over the April death 
in police custody of Freddie Gray, a 
25-year-old African American man, 

was just one in a chain of protests that 
have proliferated across the United 
States, in a year marked by a rise in 
recognition of the inequitable dispen-
sation of justice by police forces, often 
targeting African Americans. Other 
prominent cases include Michael 
Brown, an unarmed black man killed 
by a police officer in Ferguson, Mis-
souri, and Eric Garner, an unarmed 
black man killed by police officers in 
Staten Island, New York.

SAN FRANCISCO — In ar-
guably the most prominent 
gender discrimination trial in 

American his-
tory, a jury found 
that the presti-
gious Silicon Val-
ley venture capi-
tal firm Kleiner 
Perkins  Caufield 
& Byers did not 

discriminate on the basis of 
gender against Ellen Pao, a ju-
nior partner.

Pao, who had an illustrious 
career in technology and ven-
ture capital after graduating 
from Harvard Law and Busi-
ness schools, filed a lawsuit 
claiming that the firm failed 
to promote her because she 
was a woman. The case rocked 
Silicon Valley, where the high-
tech industry is considered no-
toriously inhospitable toward 
women employees, particu-
larly in leadership positions.  
Experts noted that despite 
Kleiner Perkins’ victory, this 
trial’s prominence will lead 
many companies to reevaluate 
their hiring, evaluation, and 
promotion practices. Accord-
ing to the National Girls Col-
laborative Project, less than 20 
percent of computer science 
and engineering graduates in 
the United States are female. 
Currently, there are more than 
15 men for every woman em-
ployed at venture capital firms.

2015 Marked by Protests and Racial 
Unrest throughout the United States

Ellen Pao Discrimination 
Trial Highlights Gender 
Divide in Silicon Valley

Bruce Jenner Announcing Gender Transition
LOS ANGELES — Bruce Jenner, the 65-year-old 1976 
Olympic gold medalist in the decathlon—at the time 
referred to as the “World’s Greatest Athlete”—revealed to 
Diane Sawyer on the ABC News program 20/20 that he is 
transgender and is transitioning from a man to a woman. 
“I have the soul of a woman,” Jenner told Sawyer.

Jenner said that he had been taking female hormones 
for about 18 months and would soon choose a female 
name. Later, in the July issue of Vanity Fair, she announced 
her new name, Caitlyn. The Williams Institute reports that 
about 700,000 Americans are transgender.

Supreme Court Rules in Favor of Marriage Equality

From the Editors
We often tend to get 
wrapped up in our 
insular workplace 
environment, where 
our challenges, 
successes, and 
failures can domi-
nate our lives. 
However, events 
in our community 
and well beyond 
it—on the streets 
of Baltimore or in 
a courthouse in 
San Francisco, for 
example—can 
impact our personal 
lives and our work 
lives.

This is especially 
true in the work 
we do—diversity 
and inclusion. It is 
important that we 
are aware of how life 
outside the office 
influences life inside 
it, because it’s our 
job to help mediate 
for our employees 
the internal rami-
fications of what’s 
happening outside 
our well-appointed 
offices. Here is a 
“newspaper front 
page” that provides 
a snapshot of some 
significant headlines 
from the first half of 
2015. They remind 
us that although we 
have traveled far in 
making the world a 
more inclusive place, 
we still have much 
work in front of us.

— The Editors
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O
nce again we have been hit 
with stories that leave me, 
and I know many others, 
repulsed by their brutality; 
one in McKinney, Texas, where 
video footage revealed a police 

officer violently engaging with black 
teenagers outside a suburban pool 
party, and the other a tragic story 
about the suicide of Kalief Browder, 
a young black man who spent 
three years in Rikers Island prison, 
including long stretches of solitary 
confinement and violent treatment, 
without a trial or formal legal 
charge after being falsely accused  
of stealing a backpack. 

If we have even a modicum of 
human sensitivity, these incidents 
leave us with a mélange of feelings: 
anger, sadness, outrage, and perhaps 

most of all, deep 
frustration and 
hopelessness. The 
assembly of names 
has become so familiar 
that they need little 
explanation: Trayvon 
Martin, Michael 
Brown, Tamir Rice, Eric 
Garner, Walter Scott, 
Freddie Gray, and on 

and on, quite literally ad nauseam, 
because these violent incidents 
around race have become sickeningly 
regular. For many people, the routine 
nature of these events begins to 
desensitize their impact. For others, 
the pain of looking gets too burden-

Don’t Stop Watching... 
and Don’t Stop Talking!

some. So all 
too easily, we 
turn away. 

This desire 
to escape, to 
look away, is 
a foreboding 
underlying 
problem. In 
our culture, 

out of our pain and frustration of 
not knowing how to stop these 
occurrences, we stop looking. When 
we stop looking, we stop feeling. And 
when we stop feeling, we stop trying 
to do anything about it. Those whose 
loved ones look like the victims of 
these crimes understandably often 
find themselves needing to contain 
the rage and hopelessness, because 
these feeling may not only consume 
their lives but also create greater 
isolation. And those for whom the 
victims are “the other” all too easily 
turn the other way. 

For those of us who are diversity 
and inclusion practitioners, it is 
reasonable—and I would argue 
even critical—that we recognize the 
connection between public incidents 
like these and the reality of our 
attempts to transform organizational 
cultures. We cannot act as if these 
public events are somehow separate 
from our workplaces. When people 
of color are treated poorly on the 
streets, particularly by those meant to 
protect and defend all members of the 
community, it impacts relationships 
in the office. When LGBTQ teenagers 
commit suicide four times more 
frequently than heterosexuals, that 
energy invades the relationships of 
straight and gay coworkers. We have 

to own that these events influence us, 
and we have to find constructive ways  
to learn to talk about them, under-
stand them better, and create more 
empathy for one another. 

There are very few places in life 
beyond work where we are required 
to interact with people who are 
different from us. This communal 
space shared by diverse individuals 
with a shared goal is not shielded 
from the events that take place 
outside office walls. People are 
deeply influenced by such events.  
In the workplace we can discuss 
their influence on a daily basis and 
help find ways to conduct dialogues 
that break the all-too-familiar  “them 
vs. us” patterns. We can create a safe 
environment where we can engage 
respectfully and thoughtfully on how 
to grapple with these issues, rather 
than turn away. 

Don’t stop watching and don’t stop 
talking! We are way past the time 
when we can afford to turn away. As 
emotionally trying as tackling these 
issues head-on can be, it is the only 
way to maintain the empathy needed 
to find our common humanity and 
catalyze positive change.  IN

Howard Ross is the founder and chief 
learning officer of Cook Ross Inc., one 
of the nation’s leading diversity and 
inclusion consultancies. He is the author 
of Everyday Bias: Identifying and 
Navigating Unconscious Judgments in 
Our Daily Lives.

BY HOWARD ROSS

When 
we stop 
looking, 
we stop 
feeling. 
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When Comcast NBC- 
Universal moved into 
its new building, Com-
cast Center, in 2007, 

the structure met the legal require-
ments for being accessible to disabled 
persons. But the company wanted a 
thumbs-up from Fred Maahs, senior 
director of community investment at 
Comcast, who is a paraplegic and a 
wheelchair user.

“Folks from administration and fa-
cilities asked me to 
do a walk-through,” 
Maahs says. “So we 
went from the first 
floor to the 61st 

the playing field for disabled workers, 
so they can focus on their talents and 
contributions. 

In today’s tight labor market, the 
race for talent is on. Meanwhile, one in 
five Americans has a disability—some 
visible, some not—representing a 
significant talent pool. That pool will 
only grow as many baby boomers age 
into disability, and military veterans 
continue returning from active duty in 
Afghanistan and Iraq. 

“For us, it’s a business case, because 
this is a vastly underutilized part of the 
labor market,” says Brian Ronningen, 
director of diversity inclusion at 3M. “We 
need engineers and chemists—people 

Workers with (Dis)abilities
Savvy companies have discovered an often overlooked talent pool— 

and are reaping the benefits

BY 
K I M B E R LY 
O L S O N

floor, going through each area. I was 
really impressed with how much care 
and attention had been given to mak-
ing sure that anybody with any kind 
of disability would be accommodated 
and feel welcome.” 

Signed into law 25 years ago, the 
Americans with Disabilities Act 
(ADA)—modeled after the Civil 
Rights Act of 1964—prohibits discrimi-
nation against people with disabilities. 
Any private employer with at least 15 
employees must abide by the ADA. But 
companies like Comcast NBCUniver-
sal are pushing their efforts higher, to 
create not only a workplace but also 
an internal culture that truly levels TH

IN
KS

TO
C

KP
H

O
TO

S
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who are really smart and have 
advanced degrees. So this is an op-
portunity to link up with people with 
disabilities who are searching for jobs.” 

“The unemployment rate for 
individuals with disabilities is more 
than double that of people who are 
not disabled, and we feel this is an 
untapped resource for 3M to pursue 
as we look to hire the best and the 
brightest from around the world,” 
adds Marlene McGrath, senior vice 
president of human resources. “The 
inclusive culture of 3M provides a 
great place for all employees to reach 
their full potential.”

Organizations that are welcoming 
disabled workers are certainly seeing 
the benefits. “Companies have found 
that people with disabilities have posi-
tive attributes that might not immedi-
ately come to mind,” says Carol Glazer, 
president of the National Organization 
on Disability.  “It takes problem-solving 

skills, resilience, and sheer tenacity to 
navigate a world that isn’t necessar-
ily built for you. If you’re navigating 
the streets of New York City with a 
wheelchair, you have to develop a lot 
of work-arounds. And employers are 
recognizing that the qualities that make 
good workers are not always physical 
strength or even cognitive capabilities, 
but problem-solving abilities.” 

The experience and insights that 
employees with disabilities share also 
help companies better connect with 
a consumer base that has consider-
able purchasing power.  “About 20 
percent of the population has some 
sort of disability, and if you layer onto 
that folks who are directly impacted—
caregivers, family members, friends—
suddenly you’re at 50 percent of the 
population,” says Maahs. “We want to 
make sure that we’re providing our 
products and services to all people, 

and that we have a true representa-
tion of a cross-ability popula-

tion.”
Tom Wlodkowski, vice 

president of accessibility at 
Comcast NBCUniversal, who 

is blind, leads the product  
team that worked on the com-

pany’s “talking guide,” which reads 
aloud channel names, show titles, and 
DVR commands for visually impaired 
television users. The company’s 
Abilities Network has conducted 
focus groups on offerings such as 
Xfinity Home, a home security and 

automation product. And employees 
with disabilities have influenced the 
company’s theme parks, like Univer-
sal Orlando Resort, where all attrac-
tions are wheelchair accessible, braille 
menus are available, and hotel rooms 
have roll-in showers. 

Part of creating an inclusive envi-
ronment is educating coworkers and 
leaders about people with disabilities. 
“We put together a panel a couple 
of years ago that had a blind indi-
vidual, a woman with cerebral palsy, 
a bipolar individual, and others,” says 
Maria Arias, vice president of diversity 
& inclusion at Comcast. “These were 
champions from different organiza-
tions, and the message was loud and 
clear that whether you have an intel-
lectual, mental, or physical disability, 
you can be productive.”

Attracting top talent
experts say that companies hoping 
to bring more diversity into their 
workforce shouldn’t rely on the same 
old recruitment methods—and that 
certainly applies for disabled talent. 
“We had Harrison Interactive do an 
employer poll in 2010, and the two 
most common means of hiring new 
employees were word of mouth and 
referral from current employees,” 
Glazer says. “Use those two methods 
of recruiting, and you’re guaranteed 
to have a workforce—generation after 
generation—that looks, acts, and talks 
the same.”  

Where Does Your Company Stand?

a  If you’d like to find out how welcoming your organization is to people with 
disabilities, there’s now a handy tool you can use. The Disability Equality Index—
developed by the American Association of People with Disabilities and the United 
States Business Leadership Network—is a survey that is used to grade an organi-
zation’s progress.

“Companies get a score and can identify areas where they need to improve, 
which only helps them as a business,” says Fred Maahs, senior director of commu-
nity investment at Comcast NBCUniversal, which funded the technology for the 
tool. To learn more, visit disabilityequalityindex.org.

Number of  
Americans with  
a disability

a   56 million (about 19 percent)
a   Americans with a disability, by 

gender
 Women—18.3 percent
 Men—17.6 percent
a   Americans with a disability, 

by race
 Caucasian—17.4 percent
 African American—22.2 percent
 Asian American—14.5 percent
 Latino—17.8 percent
a   Unemployment rate for 

people with disabilities
  10.2 percent (compared to 5 

percent for those without dis-
abilities)

a    Total number of ADA  
complaints filed in 2014

 5,369
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So companies like 3M are going where 
job candidates with disabilities might 
congregate. “We have a lot of campus 
relationships currently, but we’re seeking 
out additional relationships with schools 
that might have a larger segment of 
students with disabilities, or a program 
geared to people with disabilities,” Ron-
ningen says. 

He says it’s also important to 
break down any barriers of 
entry during the interview 
process. “We had a great a 
candidate who was working 
on a PhD in a specialized sci-
ence,” says Ronningen. “So we 
lined up a couple of interpreters. 
And because an interpreter work-
ing in an interview that’s around an 
advanced science takes a little time, 
instead of a 30-minute interview, 
maybe it’s a 45-minute interview. That 
up-front prep and help made the day 
go smoothly.” 

When hiring a person with a disabil-
ity, it’s important to know what kind of 
accommodations he or she might need, 
if any.  “I just needed some adjustments 
to my office, by moving a desk and 
some shelving,” says Maahs.  “Someone 
with a vision impairment may need a 
screen reader. Someone who’s hard of 
hearing or deaf may need an amplifica-
tion device to understand somebody on 
the phone a little better.”

Myths and misperceptions
One Of the greatest barriers that peo-
ple with disabilities face in the job 
market is overcoming myths. Some 
organizations, for example, worry 
that accommodating disabled work-
ers is prohibitively expensive, but 
that’s not the case. “We know that 75 
percent of all accommodations cost 
less than $500,” Glazer says. Some 
cost nothing at all.

Another belief is that hiring people 
with disabilities will affect workers’ 
compensation rates. But those rates 
are based on a company’s workplace 
hazards and accident experience, not 
on whether workers have disabilities.

Meanwhile, some worry that 
workers with disabilities have 

higher absentee rates. “Statistically, 
people with a disability have a lower 
absentee rate than employees without 
a disability,” Maahs says. “They are also 
statistically more likely to stay with 
one company longer than other folks.”

Despite their generally solid work 
ethic, disabled workers don’t always 
feel supported at work. An employee 
survey conducted by Sirota Consult-
ing showed wide gaps in engage-
ment levels between people with 
and without disabilities on various 
measures, like skill-building oppor-
tunities and satisfaction with physical 
work conditions. 

“A gap that’s 5 percent or larger is a 
call to action for business, and these 
engagement-level gaps were all in 
the double digits,” Glazer says. “So 
it’s clear that companies have a ways 
to go before people with disabilities 
feel like they can stand up and be 
counted.” 

Smart strategies
glazer says that having a chief diversity 
officer who is explicitly charged with 
disability—and who has the ear of 
the CEO—is vital.  “I was appointed 
to this position so that 3M can bring 
more attention to inclusion for 
people with disabilities,” says Ron-
ningen, who has a disability.  “I will 
have easy access to the CEO, and the 
board of directors is also interested 
in what we’re doing for people with 

disabilities. We also have a disability 
awareness network that has an active 
membership that can bring issues or 
requests to light, and then I can bring 
that to the right executive group or 
part of 3M.”

Comcast NBCUniversal is educat-
ing its ranks, at every level, not only 
about people with disabilities but 
also about nuances within different 
cultures. “People of color over-index 
on disabilities, but there are cultures 
where the family takes care of that 
individual, as opposed to seeking out 
assistance,” Arias explains. “We do 
a lot of education so our recruiting 
managers and our business people 
are aware of the challenges.”

Just five years ago, few companies—
even those with good diversity poli-
cies—included disability as a diversity 
segment, but that’s changing. Now 
forward-thinking organizations are 
eagerly recruiting people with disabil-
ities and ensuring that, once they’re 
brought in, they can succeed. But as 
Arias points out, “For this to really be 
successful, awareness and inclusion 
have to occur day to day, one on one, 
all across the company.” 

“Here we are, 25 years past the 
Americans with Disabilities Act, so 
lots of physical barriers have been 
removed,” Maahs says. “But myths 
still linger, so the biggest barrier that 
people with disabilities are faced 
with now are attitudinal barriers. 
Once we get past those barriers, 
we’ll win the day.” IN

What Qualifies as a Disability?
a  Disabilities include visual, speech, and hearing impairments; certain 
learning disabilities; emotional illness; and conditions such as multiple sclerosis, 
muscular dystrophy, orthopedic conditions, cancer, diabetes, heart disease, and 
HIV disease. A disability is any physical or mental impairment that substantially 
limits major life activities.

Every company must give its employees a self-assessment survey to deter-
mine what percentage of its workforce has a disability, and then resurvey 

every five years (although some companies voluntarily survey more often).
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W
hen Melissa Carter, 
cohost of B98.5’s Jeff & 
Melissa Morning Show 
in Atlanta, first started 
working at Cox Enter-
prises two years ago, she 

was prepared to educate her new 
employer about the importance of 
supporting Gay Pride events. “In 

the past, I worked 
for companies in 
which I was one 
of a handful of 
employees who 
were explaining to 
the company why 
it is important for 

them to be involved in Pride,” Carter 
says. To her surprise, Cox was already 
a supporter. “Cox already had an 
established system for being a part of 
gay events in town, so I was having 
to catch up to what Cox was doing 
rather than having to inform Cox of 
what to do.”

Indeed, Cox, a $17 billion com-
pany, has made LGBT (lesbian, gay, 

even more 
growth.

The US Equal 
Employment Opportunity Com-

mission (EEOC) has fielded a steady 
flow of workplace discrimination 
complaints related to sexual ori-
entation and gender identity since 
it started tracking them in January 
2013. From January 2013 to Septem-
ber 2013 (the last three quarters of 
the EEOC’s fiscal year), the EEOC 
received 643 complaints of discrimi-
nation based on sexual orientation 
and 147 allegations of discrimina-
tion based on gender identity/trans-
gender status. In fiscal year 2014, 
the EEOC received 918 charges of 
discrimination based on sexual ori-
entation and 202 charges of discrimi-
nation based on gender identity/ 
transgender status. For the first half 
of fiscal year 2015, the EEOC has 
received 505 allegations of discrimi-
nation based on sexual orientation 
and 112 based on gender identity/
transgender status.

Companies are more 
inclusive of the LGBT 
community than ever 
before, but there’s still a 
ways to go

BY 
TA M A R A  E . 
H O L M E S

bisexual, and 
transgender) 
inclusion a priority.  
The company is a national part-
ner in the Human Rights Campaign 
(HRC), the largest civil rights orga-
nization for LGBT equality. It is one 
of nearly 400 companies nationwide 
that signed its name to the Oberge-
fell amicus brief, which supports 
marriage equality laws across the 
country. Cox also offers domestic 
partner benefits to its employees, 
and in 2013 was a recipient of the 
Atlanta Gay & Lesbian Chamber of 
Commerce’s Corporate Ally Award. 

The good news is Cox is not alone. 
“More and more companies are 
prioritizing LGBT inclusion and really 
trying to make sure that their poli-
cies and programs are inclusive for 
the LGBT population,” says Julie S. 
Nugent, vice president and center 
leader for Catalyst Research Center 
for Corporate Practice. 

Still, although companies have 
made progress, there is room for 

The Case 
for LGBT 
Inclusion
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So when it comes to fostering a 
workplace that is inclusive of people 
regardless of gender and sexual ori-
entation, the nation’s companies still 
have a ways to go. 

Assessing the LGBT community
it’s tough to accurately assess the size 
of the LGBT community. Fewer than 
3 percent of Americans identify them-
selves as lesbian, gay, or bisexual, 
according to the federal government’s 
National Health Interview Survey. 
A 2012 Gallup study found that 3.4 
percent of the general population 
identifies themselves as LGBT. How-
ever, some gay rights activists have 
argued that the percentage is really 
much higher, partly because many 
people have not publicly disclosed 
their sexual orientation. 

Millennials are more likely to self-
identify as LGBT than other groups.  A 
study by the Public Religion Research 
Institute found that 7 percent of Mil-
lennials identify themselves as either 
lesbian, gay, bisexual, or transgender. 

The number of people who iden-
tify as transgender is also unknown, 
though a commonly cited estimate is 
700,000 Americans, a number given by 
UCLA’s Williams Institute. 

For LGBT women in the workplace, 
there are many unique challenges. 
Women are already underrepresented 
in the management ranks, and there 
are even fewer high-profile LGBT 
women who can serve as mentors.

“If you don’t see a role model that 
looks like you in the management or 
executive ranks, it can be very difficult 
for you to actually come out in the 
workplace and bring your whole self to 
work,” Nugent says. 

Another challenge is getting  
feedback from LGBT women. While 
other diverse groups such as Afri-
can Americans or Latinas can be 
surveyed, there is no way to identify 
LGBT women who have not publicly 
disclosed their sexual orientation.  

That means companies must create 
an atmosphere that is inclusive to the 
LGBT community even if they don’t 
know how big that community is. 

To do that, companies must take 
a systematic approach and create 
objective policies and benefits that are 
uniformly acceptable, says Deena  
Fidas, director of the workplace 
equality program at the HRC. “It 
should not be up to an individual 
manager to decide she will be wel-
coming of a transgender direct re-
port,” says Fidas. “We look for things 
to be institutionalized.”

To ensure accountability, companies 
must create consistent onboarding 
processes and managerial training 
procedures. Diversity and inclusion 
metrics must also be included in 
performance reviews. As Fidas says, 
“If you can’t measure it, you can’t 
manage it.” 

Companies must also take privacy 
concerns into consideration. If an 
employee wants to take advantage 
of domestic partner benefits but 
has not come out in the workplace, 
there should be a way for that em-
ployee to sign up without exposing 
her sexual orientation to her col-
leagues, Fidas says.  

The business case for inclusion 
according to global employment 
and labor law firm Littler, there are 
a number of reasons why compa-
nies are better off by ensuring an 
inclusive atmosphere. It improves 
employee morale, it improves the 
company’s reputation for inclusion, 
and it helps companies attract and 
retain top talent. 

There are also financial benefits. 
“With LGBT buying power compris-
ing $830 billion in the US alone, 
companies bolster their bottom line 
by building and sustaining connec-
tions to this large and expanding 
market,” says Sylvia Ann Hewlett, 
president and CEO of the Center for 
Talent Innovation. “Inclusive com-
panies find that publicizing their 
support of LGBT equality boosts 
their standing among consumers 
across the board: 71 percent of LGBT 
adults said they are likely to remain 
loyal to a brand they believe to be 
very friendly to the LGBT community 
even when less-friendly companies 
may offer lower prices or be more 
convenient.”

Incorporating strategies to promote 
inclusion may also be necessary as the 
legal landscape changes. TH
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In April 2015, President Obama’s 
Executive Order on LGBT Workplace 
Discrimination, which makes it illegal 
for federal contractors and subcontrac-
tors to discriminate against workers 
on the basis of sexual orientation or 
gender identity, went into effect.

The Employment Non-Discrimina-
tion Act, federal legislation prohibiting 
discrimination in the workplace based 
on sexual orientation or gender iden-
tity, would expressly protect the LGBT 
community, but it’s stalled in Congress, 
and experts don’t expect that to change 
anytime soon.

The best legal protections for the 
LGBT community fall under Title 7 of 
the Civil Rights Act, which prohibits 
discrimination based on sex, says Janet 
A. Hendrick, an attorney in the Dallas 
office of management-side labor and 
employment law firm Fisher & Phillips. 
In addition, the EEOC has included 
broadening protections for the LGBT 
community in its strategic enforcement 
priorities for 2013 through 2016.

“It’s important for employers to 
understand how quickly this area is 
evolving,” Hendrick says. The nation’s 
companies need to keep up.

Making strides in inclusion
so what are today’s most inclusive com-
panies doing right?

Of the Fortune 500 companies, 89 
percent prohibit discrimination on the 
basis of sexual orientation, according to 
the HRC. About two-thirds of Fortune 
500 companies prohibit discrimina-
tion on the basis of gender identity, or 
transgender status, while only three 
companies did so in the year 2000.

The most common thing companies 
are doing is creating employee resource 
groups made up of LGBT employees. 
For example, Google has a very ac-
tive employee resource group called 
Gayglers. Not only does the group 
represent the company at Pride events 
across the globe, but it helps inform 
policies and programs at the company 

to ensure that they are inclusive. Such 
groups become a permanent visible 
presence within the company and 
provide platforms for communication 
and leadership, Fidas says.

Many companies also offer same-sex 
partner benefits and transgender-
inclusive benefits that give employees 
coverage for the medical procedures 
needed to transition. “Seven or eight 
years ago, no companies were doing 
this, and now a third of Fortune 500 
companies offer transgender health-
care coverage,” Fidas says.

Organizations that sponsor Pride 
events in the community show po-
tential employees as well as current 
employees that they are inclusive of 
the LGBT population.

Companies that are inclusive also 
ensure that they don’t have an “us ver-
sus them” mentality. That means mem-
bers of the LGBT community aren’t 
the only ones who are attending Pride 
events. Inclusive companies have allies 
in place from the straight community 
“to really champion the LGBT popula-
tion,” says Nugent. 

The more public a company is about 
its LGBT community, the better. For 
example, openly gay or lesbian execu-
tives and managers exemplify that 
other members of the LGBT com-
munity can thrive in the organization. 
Also, stating on the company website 
that the organization prohibits dis-
crimination on the basis of gender or 
sexual orientation shows commitment 
to an inclusive workplace. 

The transgender element
although companies have made progress, 
there is still room for growth. One 
area where companies can do more is 

making the workplace more inclusive 
for transgender employees. Caitlyn 
Jenner’s public transformation is 
bringing the issue to the forefront, but 
the truth is  “this has been a very rap-
idly evolving area since about 2012,” 
says Hendrick.

One prevalent issue employers face 
is how to deal with restrooms. What 
happens when an employee who used 
to identify as male and now identifies 
as female wants to use the women’s 
restroom? The Occupational Safety 
and Health Administration recently 
chimed in, stating that employers 
should allow transgender people to 
use the restroom of the gender with 
which they identify. 

To become more inclusive of trans-
gender employees, Hendrick suggests 
that employers put a transition plan in 
place. As part of it, they should identify 
one or two primary points of contact 
who will respond to questions and 
concerns from employees who are 
transitioning as well as from their co-
workers. This way, Hendrick says, “you 
have one consistent message to your 
workforce instead of managers who 
are doing their best to respond but 
might not take it seriously enough.”

Employers should also take a critical 
look at policies to ensure they reflect 
the new level of openness that society 
has to the LGBT community. 

Finally, employers must educate 
the workforce to avoid instances like 
managers or colleagues using  “he” to 
refer to a transgender employee who 
identifies as a woman, for example. 

There has been much progress, 
but companies must be vigilant. As 
Nugent says, “By ensuring that there 
are strong LGBT-inclusion policies in 
place, both organizations and indi-
viduals will benefit.” IN

Tamara Holmes has written on busi-
ness and health for Essence, Black 
Enterprise, Real Simple, and Working 
Mother.

LGBT buying power 
comprises $830 billion 
in the US alone.
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dignityandrespect.org

@IWilldoMyPart 

DignityandRespectCampaign

DignityandRespect

by Candi-Castleberry singleton 

R
aise your hand if you deserve to be 
treated with dignity and respect. In 
every circumstance, people of all 
ages and backgrounds, raise a 
hand in response to this request. 
Raise your hand if you believe 

you treat others 
with dignity 
and respect. In 
response to this 
request, as ev-
eryone raises a 
hand, they also 
look around to 
see who else is 
raising a hand. 
This happens 
every time 
without fail. You 
see, although 
we want dignity 
and respect, we 
are often incon-
sistent about 
treating others 
with dignity and 
respect. 

The Dignity & 
Respect Campaign sits at the intersec-
tion of  “I want it” and  “I do it.”  We are 
laser-focused on making our world a 
better place for all to live, work, learn, 
and play—with all our differences—
by providing resources to remind 
individuals, organizations, commu-
nities, schools and youth programs, 
and sports teams to treat others with 
dignity and respect. 

Dignity and Respect for All
This is what we know. 
a   We want to live in communities 

where we and our families are 
treated in a respectful manner in 
our daily interactions with others, 
including with the businesses we 
patronize. 

a   We want to work in organizations 
with a commitment to treating 
others with dignity and respect, 
regardless of position, level, or title, 
including interactions with employ-
ees, customers, and the communi-
ties served by the organizations.

a   We want our children to learn, 
attend schools, and participate in 
youth programs where they are 
treated with dignity and respect 
and are free from the threat of bul-
lying, stereotyping, or violence. 

a   We want to play sports and we want 
our children to play sports where 
dignity and respect for others are 
foundational building blocks both 
on and off the field.
The campaign is based on 30 Tips 

of Dignity & Respect, simple but 
important behaviors to help us dem-
onstrate dignity and respect in our 
daily interactions. Involvement in the 
campaign often begins with indi-
viduals taking the Dignity & Respect 
Pledge: I will do my part to make 
our world a better place by treating 
everyone with dignity and respect. 
The 7 Pillars of Dignity & Respect 
reinforce the 30 tips through online 
modules and facilitated workshops 
focused on individual, team, and 
organizational engagement. The D&R 
Initiatives strengthen the campaign 
with activities that promote respect 
for self, others, and the community. 

SELF: Let’s treat ourselves well. 
The Live A Healthy Life initiative is 
focused on learning about and taking 
healthy steps for the mind, body, and 
soul. When we are healthy, we are 
also able to remain mindful about our 
interactions.
OTHERS: Let’s make some new 
friends and help create safer spaces 
to learn from one another. The Build 
Cultural Awareness initiative offers 
opportunities to learn about others. 
Differences are only barriers when we 
allow them to be.
COMMUNITIES: Let’s get involved 
and encourage others to do the same. 
The Do the Right Thing initiative 
helps create greater awareness about 
bullying in schools, sexual assault on 
college campuses, and domestic and 
community violence. 

Today, more than a hundred organi-
zations, youth programs and schools, 
and communities have joined the 
campaign. What began as an internal 
initiative at UPMC, a global health 
care provider and insurer in Pitts-
burgh, Pennsylvania, has become a 
national campaign inspiring people 
across the nation. Join us! IN

Candi Castleberry-Singleton is the 
founder and chair of the Dignity &  
Respect Campaign. 

INCLUSION INSIDER

The Dignity & 
Respect Cam-
paign sits at the 
intersection of  
“I want it” and  
“I do it.” 



Walgreens is the nation’s largest pharmacy chain. That means more opportunities 
to lead in strategic roles at all levels of our organization.

Diversity and inclusion are key aspects of our strong value system and culture, 
which have carried us through more than a century of service to our communities.

Learn more at www.Walgreens.com/diversity. 

NICE
WORK

7913_Walgreens Professional Woman Full Page 4.13.15.indd   1 4/13/15   10:06 AM



   INCLUSION    FALL 2015     21

Spotlight

Above: During a  
STEM Mentoring Café 
at the Reach Museum 
in Richland, Washing-
ton, Director Harris 
addresses 100 middle 
school students and 
their teachers from the 
Tri-Cities and beyond 
on April 22, 2015.

A 
former GE executive, La Doris “Dot” Har-
ris was nominated to the director post at 
the U.S. Department of Energy (DOE) by 
President Obama and formally confirmed 
by the US Senate in March 2012. Bringing 
more than 30 years of leadership and man-

agement experience to her position at the DOE, Director 
Harris ensures that minorities and historically underrepre-
sented communities have opportunities to actively partici-
pate in the department’s programs.

She leads the agency’s offices of Minority Economic 
Impact, Minority Education and Community Development, 
Minority Business and Economic Development, Diversity 

La Doris “Dot” Harris, Director, 
Office of Economic Impact &  
Diversity, Department of Energy

and Inclusion, and Civil Rights. 
Additionally, she spearheads the 
DOE’s Minorities in Energy Initia-
tive; serves on the White House 
Council on Women and Girls; 
oversees the corporate funding 
strategy for minority institutions; 
develops and implements minority 
business contracting opportuni-
ties; and advocates for and pro-
tects the civil rights of employees 
and recipients of funding vehicles 
from the DOE. 

Previously, Director Harris was 
cofounder, president, and CEO of 
Jabo Industries LLC, a minority-
woman-owned management 
consulting firm specializing in the 
energy, information technology, and 
health-care industries. She holds a 
BS in electrical engineering from the 
University of South Carolina and 
an MS in technology management 
from Southern Polytechnic State 
University. She was granted an hon-
orary doctorate of humane letters 
by Chicago State University and a 
doctor of laws degree honoris causa 
by Clark Atlanta University. 

Inclusion: What ongoing or special 
initiatives is the Department of 
Energy engaging in now? 
Dot Harris: Being an inclusive 
leader is all about leading con-
sciously. If you don’t intentionally 
include, you will likely uninten-
tionally exclude. Currently, I am 
leading several initiatives focused 
on closing the participation gap 
of women and people of color 
not only at the DOE, but across 
the energy sector. For instance, in 
September 2013, we launched the 
Minorities in Energy initiative, a 
public-private collaboration model 
aimed at increasing minority and 
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tribal participation in the energy sector through 
engagement in science, technology, engineer-
ing, and math (STEM); workforce development; 
energy economic development; and climate 
change. In fiscal year 2014, the department 
provided $71.9 million in grants to Minority 
Serving Institutions. Additionally, on behalf of 
the department and Secretary Ernest Moniz, my 
office leads several key White House Initiatives 
including the My Brother’s Keeper Taskforce and 
the White House Council on Women and Girls. 
IN: Tell us about your greatest success story.
DH: One of my greatest success stories at the 
DOE is the White House and congressional 
support the department has garnered for the 
Minorities in Energy initiative. One of my key 
priorities at the DOE is to develop a strategi-
cally focused approach to promote the engage-
ment of underrepresented communities in the 
energy sector. Within the department, a lot of 
collaborative efforts were already at play. How-
ever, externally, very few organizations, corpo-
rations, federal agencies, and small businesses 
were aware of the opportunities and resources 
within the department and our national labo-
ratories to foster public engagement in energy 
economic development, STEM education, and 
research and development programs. Conse-
quently, my team and I launched a robust ex-
ternal outreach campaign to include participa-
tion in over 300 events across the country and 
numerous publications, which afforded us the 
opportunity to reach over 80 million people on 

the topics of diversity, economic development, 
and sustainability in the STEM workforce. We 
continually receive increased requests to col-
laborate on White House Initiatives in support 
of My Brother’s Keeper and the White House 
Council on Women and Girls. Ultimately, our 
efforts received noteworthy praise from Con-
gress and the White House. 
IN: How do you measure success in terms of 
diversity and inclusion? 
DH: Research has highlighted direct correla-
tions between an organization’s inclusive en-
vironment and its ability to retain employees, 
increase productivity, and decrease absentee-
ism, so we track all these areas. Realizing the 
full potential of our workforce’s diversity also 
requires the DOE to employ effective man-
agement practices. We have to understand 
how our inclusion efforts are influencing the 
behavior of our managers and employees. We 
measure progress through employee surveys. 
We want to know whether employees perceive 
the DOE’s organizational culture to be fair, 
open, cooperative, supportive, and empower-
ing, because we know that these five key areas 
lead to an engaged workforce.
IN: How has the accelerated globalization in 
recent years affected your D&I strategies?
DH: Increased globalization means more 
demand for STEM talent during a time when 
talent, especially diverse talent, is lacking. The 
DOE has committed resources to strengthening 
the STEM pipeline. However, it is not enough 

My team 
launched a 
robust exter-
nal outreach 
campaign, 
which 
reached over 
80 million 
people. 

Summer interns gather with Secretary Ernest Moniz, Director Dot Harris, and departmental senior leaders for a closing internship 
ceremony photo on August 3, 2015.
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I love leaders 
who seek out 
team mem-
bers unlike 
themselves.

to increase STEM education outreach or ag-
gressively recruit women and people of color. 
We must also expand our focus to address the 
crucial areas of workplace inclusion and em-
ployee engagement particularly as they relate 
to women and people of color. 
IN: Has the DOE put an emphasis on develop-
ing STEM educational and work opportunities? 
DH: The DOE is the world’s largest contribu-
tor to basic research, and we are commonly 
referred to as the “STEM Agency.” For example, 
we partner with the Department of Educa-
tion, Department of Housing and Urban 
Development, and Association of Science and 
Technology Centers to host STEM Mentor-
ing Cafés across the country. We partner with 
federal agencies to host STEM Volunteer Fairs 
that aim to match the needs of the STEM and 
educational community in the Washington, 
DC, area with federal workers who are seek-
ing STEM volunteer opportunities. We lever-
age the DOE’s technical expertise to design 
lesson plans and activities for K–12 teachers. 
We organize competitions in STEM fields such 
as the National Science Bowl. We manage a 
STEM Mentor Program whereby, annually, we 
match DOE-headquartered employees with 
local undergraduate STEM students. Addition-
ally, we’ve launched a Women @ Energy series 
on our corporate website to showcase talented 
DOE and lab female employees who are help-
ing change the world through transformative 
science and technology.
IN: How does the fact that you are a govern-
ment agency affect your ability to cultivate a 
diverse talent pipeline? Does it help or hinder? 
DH: Federal government careers are known to 
offer great benefits and unmatched job security. 

Federal agencies also offer competitive sala-
ries and a wide array of job opportunities in a 
variety of locations around the globe. Agen-
cies have the platform to impact an industry 
through regulation, funding, and policy, which 
has a reciprocating impact on the development 
of training for that industry. All of this—in ad-
dition to targeted outreach to diverse commu-
nities—has positively impacted our ability to 
cultivate diverse pipelines. 
IN: Presumably, when you hire, you want to be 
sure the potential candidates are a good fit for 
the department and its mission. What factors 
do you take into consideration? 
DH: When I hire leaders, I look for those who 
bring a razor-sharp subject-matter expertise, a 
passion to serve others, an openness to change 
and innovation, and a willingness to stand 
and be bold for the mission of our office. I love 
leaders who seek out team members unlike 
themselves in order to harness the richness, 
uniqueness, and diversity of their backgrounds, 
cultures, and experiences. On top of all of that, 
I seek leaders who simply enjoy a job in which 
they help change lives every day! 
IN: If you think the DOE can improve, what are 
some of the challenges? 
DH: The DOE can always improve. Women 
and people of color are underrepresented in 
STEM fields in both the private and the public 
sector. This lack of women and people of color 
impacts the DOE’s workforce. In order to have 
a high-performing organization in an increas-
ingly globalized society, diversity in leadership 
ranks is essential. DOE has an opportunity to 
improve the diversity in our senior executive 
service. Closing this gap is central to our overall 
strategy to cultivate a safe and inclusive work-
force that empowers all contributors. 
IN: How will your role change in the next five 
years? Will more be expected of CDOs?
DH: The role of the chief diversity officer has 
evolved during my time with the DOE, and it 
will continue to do so. D&I is now recognized 
as a business imperative in both the public and 
the private sector. It has been proven that a 
more diverse organization is a more effective 
organization. I expect that within the next five 
years the CDO will play an even greater role 
in key decision-making and strategic planning 
processes. CDOs will be expected to understand 
the data to convey how diversity and inclusion 
can enable an organization to achieve a more 
competitive and sustainable advantage. IN

Harris convenes leaders 
from the Department 
of Commerce, Depart-
ment of Energy, and 
corporations, and 
students from North 
Carolina AT&T State Uni-
versity to participate in 
a Domestic Trade Tour 
of Oakridge National 
Laboratory.



At  The  Winters  Group,  Inc.  we  help  clients  unlock  the  unlimited  human  potential  that  
inherently  exists  within  every  individual.  For  over  three  decades,  we  have  inspired  

ingenuity  through  inclusion,  helping  organizations,  large  and  small  develop  sustainable  
diversity  and  inclusion  strategies  for  game-changing  organizational  performance.  

How  can  we  help  you  live  inclusively?  

Visit:  www.wintersgroup.com

Cultural  Audits  •  Predictive  Analytics  •  Diversity  &  Inclusion  Strategy  
Development  •  Virtual  Training  •  In-Class  Training  •  Keynotes  &  Workshops

The  Winters  Group,  Inc.
Live  Inclusively

Inclusion starts with ‘I’ and happens with ‘us’.

Inclusion



   INCLUSION    FALL 2015     25

Jackie Glenn arrived in the United StateS from  
Jamaica when she was 21. Since then, she has steadily 
risen in her career from working as a hospital clerk 
in Boston to now overseeing diversity and inclusion 
policies at the IT technology and solutions firm EMC, 
where she has been a leader in HR and D&I since 

2000. She founded EMC’s black employee resource group 
and also serves as a mentor to budding leaders. 

As the global chief diversity officer at EMC, Glenn has 
been responsible for the development of several ground-
breaking efforts, including the design and implementation 
of a mandatory innovative D&I curriculum, institutionaliza-
tion of the company’s Transgender Reassignment Program, 
and the launch and execution of its High Potential Women’s 
Program.

She has received many awards for her contributions to 
leadership and D&I, as well as to the community. Her honors 

Jackie Glenn, 
VP, Global 
Chief Diversity 
Officer, EMC

include the Girl Scouts of Eastern 
Massachusetts Leading Woman 
Award, Young Women Christian 
Association Black Achiever Award, 
Black Enterprise’s Top 50 Executives 
in Diversity, National Association 
of Human Resources Diversity & 
Inclusion Award, and the EMC 
President’s Award.

Inclusion: What are some ongo-
ing or special initiatives EMC is 
engaging in now to maximize 
inclusion within your team?
Jackie Glenn: EMC has always 
viewed diversity and inclusion 
as an important effort. However, 

We have made 
diversity and 
inclusion a  
strategic goal  
for the company.
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we have recently taken D&I to 
the next level by truly embrac-
ing the philosophy and belief that 
having a diversified organization 
promotes unique perspectives that 
enhance our decision-making and 
bottom-line capabilities. We have 
identified key tactical programs 
that will allow us to focus our ef-
forts holistically on talent acquisi-
tion, retention, and advancement, 
to name just a few. An example of 
this is our Global Advancement of 
Women Conference sponsored by 
Working Mother. We also ensure 
that globalization is front and cen-
ter in understanding the localized 
differences and key strategies that 
are driven by our local leaders, and 

we are incorporating those decisions into the 
fabric of EMC as a whole.

Another ongoing initiative for our organiza-
tion is the FAST Lane program. This is a year-
long program offered jointly by EMC’s Office 
of Global Workforce Inclusion in collaboration 
with the Simmons College School of Man-
agement. The program is designed to meet 
the specific needs of high-potential women 
with executive aspirations who already hold 
senior-level positions and to build a signifi-
cant pipeline of talented women for continued 
senior-level position placement to meet cur-
rent and future business needs. Another key 
initiative for EMC is our associates and fellows 
program through Partnership Inc. [in Boston], 
which teaches young and midcareer profes-
sionals how to discover their personal brand, 
negotiate and resolve conflict, and manage 
workplace relationships. 
IN: Tell us about your greatest success story.
JG: We are particularly proud of our leader-
ship development programs and partnerships. 
Next Generation Executive, offered through our 
relationship with Partnership Inc., teaches our 
multicultural leaders about executive leadership 
and what it takes to successfully traverse the 
nuances of leadership into a different realm of 
management success. It now offers our high-
potential, midlevel female managers the tools 

and support to navigate corporate cultures, 
define strategies, and shape executive presence 
and influence. Finally, we have developed, and 
made mandatory, bite-size diversity-training 
modules around multigenerational diversity 
in the workplace and show how this is now a 
business imperative.
IN: How has your approach to D&I changed in 
the last 10 years? How have the thinking and 
best practices changed around D&I? 
JG: We have changed the conversation around 
diversity and inclusion from affirmative action 
focusing primarily on race and gender by the 
numbers to a much broader conversation that 
includes individuals’ value systems—life expe-
riences, sexual orientation, family status, and 
disabilities, to name just a few. We have moved 
from a compliance and purely social perspec-
tive to diversity and inclusion as a critical busi-
ness imperative.  
IN: How do you measure success in terms of 
diversity and inclusion? Retention? Organi-
zational alignment? Participation in inclusion 
activities? What else?
JG: We have to win the war on talent acquisi-
tion and retention. We need to acquire, retain, 
and advance those from all areas of difference, 
including work-life balance, culture, genera-
tions, gender, and geographic challenges. We 
need to ensure that we are enhancing and 
embracing these differences as valuable assets 
that will impact not only our bottom line but 
also our acceptance and willingness to grow 
and flourish as an organization in both our 
own and our customers’ eyes. We also deter-
mine our success through measuring the con-
sumption and understanding of our programs. 
Moving the needle on understanding of why 
D&I is important is critical to diversity and 
inclusion making the business impact that it 
must—seeing the face of our company change 
from an organization that knew diversity 
existed to one that understands the underly-
ing strategy and importance of having a fully 
culturally competent organization.
IN: How has the accelerated globalization in 
recent years affected your D&I strategies?
JG: We are a global company operating in 
dozens of countries around the world.  We 

We have 
changed the 
conversation 
from focusing 
on affirma-
tive action to a 
much broader 
conversation 
about individu-
als’ value sys-
tems.

Above: David Goulden, 
CEO, EMC Information 
Infrastructure



   INCLUSION    FALL 2015     27

Spotlight

We must un-
derstand the 
critical role that 
diversity and 
inclusion play 
if we are to 
maintain mar-
ket leadership 
in the global 
economy.

must understand the critical role that diversity 
and inclusion play if we are to maintain market 
leadership in the global economy. We need to 
always evaluate our global constituents, cus-
tomers, and partners and build programs that 
incorporate the cultural differences and chal-
lenges they face. Diversity and inclusion means 
allowing our regional leaders to contribute to 
the strategic direction for the company as a 
whole as well as to areas that are important 
and valuable in their own localized regions. 
IN: How many employee research groups does 
EMC have and how do they fit into the large 
puzzle that is a complex corporation? Can you 
tell us about a success story of one of your 
ERGs?
JG: EMC continues to review and evalu-
ate the needs of the workforce and to create 
and develop new opportunities to ensure the 
inclusivity of everyone within the organization. 
At present, we have 12 ERGs, or circles, for 
employees in various areas: women’s leader-
ship; Asian; caregivers; Latin leadership; India 
subcontinent; black; disability; LGBT;  multi-
generational; veterans; faith fellowship; and 
diversify, expand, meet, and connect. Each 
circle conducts events highlighting personal 
and professional development opportunities, 
resource availability, and outreach programs. 

One of our most successful programs has 
been our executive speed-coaching event 
sponsored by our black employee affinity 
group. Executive coaches from across EMC 
come together in multiple regions to mentor 
and coach any individual wanting to receive 
advice on career, navigating EMC, or any other 
topic. This event has been extremely successful 
and received rave reviews from both our coach-
es and the participants for the past six years.
IN: How is EMC addressing work-life balance?
JG: EMC gives people choices in their benefits, 
their work style, their technology, and their 
mobility. EMC makes it easy for individuals to 
balance everything they need to do in a way 
that is beneficial and valuable to them.  
IN: Would you say that EMC exhibits a culture 
of inclusion? If you think it can improve, what 
are some of the challenges and how are you 
working to overcome them? 

JG:  Yes. However, a culture of  
inclusion is always a work in 
progress. We are constantly evalu-
ating and understanding what, 
and how, we need to change 
as the needs of our employees 
change and our business needs 
evolve. 
   We are providing greater trans-
parency across our organization 
so that the true mission for diver-
sity and inclusion and the span of 
our journey are clear to everyone. 
We recently conducted a cultural 
audit to understand some of our 
challenges and are currently out-
lining plans to address key areas 
for improvement.
IN: How will your role change in 

the next five years? Will more be expected of 
CDOs—and how so?
JG: Chief diversity officers have gone from pro-
viding legal and compliance guidance, educa-
tion, and awareness about diversity and inclu-
sion to aligning the function to the company’s 
business strategy and supporting business 
needs. Companies today are looking for ways 
to embed cultural awareness and diversity into 
everything they do—it is the equation for sus-
tained market success that builds the platform 
for how we best relate to the evolution of our 
customers’ business strategies. Diversity today 
is a business imperative.
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? Does EMC’s leadership 
view a culture of diversity and inclusion as a 
competitive advantage? If yes, what was the 
turning point? If no, what do you think can  
be done?
JG:  Yes, we do. We have been able to obtain 
absolute buy-in from our executive leader-
ship. This year we have made diversity and 
inclusion a strategic goal for the company 
and have created a diversity and inclusion 
executive advisory council that is responsible 
for driving D&I business priorities across our 
company.  IN

Above: Erin  
McSweeney, EVP, 
Global Human  
Resources
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S
ince 1996, RoSalind Hudnell HaS 
been one of the drivers behind 
Intel’s community, employee, and 
D&I initiatives. Currently, she is 
leading Intel’s Diversity in Tech-
nology Initiative, a $300 million ef-

fort to reach the full representation of market-
available talent in the company by 2020. 

As Intel’s chief diversity officer, Hudnell has 
held various management positions in com-
munity and government relations, charitable 
contributions, media outreach, employee vol-
unteerism, and workforce development. She 
makes sure that diverse employees are not only 

Rosalind L. Hudnell, VP,  
Human Resources, and CDO, 
Intel Corporation

hired at the semiconductor giant but that they 
also feel accepted and stay. Under her watch, 
Intel has developed 29 employee resource 
groups, with more than 140 chapters around 
the world. As Hudnell likes to say,  “Driving 
diversity isn’t rocket science. It’s harder. We are 
trying to do inside our walls what society is still 
trying to do outside our walls.”

Hudnell’s work extends far beyond the 
company’s headquarters. Hudnell led the 
development of the 10k Engineer’s Initia-
tive for the President’s Council on Jobs and 
Competitiveness and served as a consultant to 
the development of the documentary film Girl 
Rising. She is also widely known for direct-
ing the implementation of the Intel Computer 
Clubhouse Network, an award-winning pro-
gram that brings leading-edge technology to 
underserved youth around the world. 

Inclusion: Tell us about your greatest success at 
Intel.
Rosalind Hudnell: Success, for me, has been 
a journey of big wins and small steps that 
have collectively added up to progress. When 
Intel announced our commitment to reach 
full representation by 2020, backed with a 
$300 million investment, many told me I had 
achieved the ultimate success as a CDO. But 
I have seen it as a journey of influencing how 
diversity is valued as critical to the business. 
In the end, it’s about people and opportunity. 
When I started on this journey 10 years ago, 
Intel had zero—yes zero—black or Hispanic 
VPs, and now we have 18. We had very few 
women VPs—now we have 71, globally. I see 
diverse talent running major organizations. 
The business case is alive and well at Intel 
through great talent delivering impactful 
results. The fact that I was able to drive that in 
partnership with a phenomenal team of com-
mitted leaders is so fulfilling. Yet, we still have 
a lot of work to do, so I’m not ready to say it’s 
my greatest success. When we reach our full 
representation goal,that will be my true suc-
cess story. 
IN: How has your approach to D&I changed 
over the last 10 years? How have the field and 
thinking and best practices changed around 
diversity and inclusion? 

by 
Jackie

Krentzman

We are trying 
to do inside our 
walls what soci-
ety is still trying 
to do outside 
our walls.

Spotlight
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RH: When I first started in this role, we had to 
build both the foundation and the systems to 
track our workforce data and then set goals 
based on availability and representation. As 
part of an engineering company, I had to get 
deep into the science and analytics to drive 
change. We started key programs and began 
to grow the efficacy and scale of things like 
employee groups as well as diversity, micro-
inequity, and unconscious bias training. At the 
time, our outreach to diverse organizations and 
recruiting at HBCUs and HHCUs was lim-
ited. Over time, my approach has evolved into 
one of stronger leadership across the entire 
organizational platform and in seeking ways 
to be more innovative, such as using not just 
data scientists but also neuroscientists to help 
think about behavior change. Whereas before 
we were focused on driving unconscious bias 
training for awareness, my role now is more 
focused on impacting behavior through our 
systems, like hiring and promotion selection, to 
remove any potential unconscious bias. 
IN: How do you measure success in terms of 
diversity and inclusion? Retention? Organi-
zational alignment? Participation in inclusion 
activities? What else? 
RH: Historically, we counted participation in 
activities. Now we count the results. Are we 
hiring at full representation? Are we promoting 
at full parity? Are our employees engaged, and 
do they experience our work environment and 
their managers in ways that role-model our 

expectations? We no longer grade the activity 
for the test—we grade the test. Bottom line, 
are we growing our representation through-
out the entire organization? 
IN: How has the accelerated globalization in 
recent years affected your D&I strategies?
RH: For Intel, we have driven a global strat-
egy for more than a decade. We had goals for 
technical females in India, Israel, and Ireland 
12 years ago. Our employee resource pro-
grams went global 10 years ago. People used 
to say the word diversity was a US term and 
one that wouldn’t travel overseas. That is not 
the case now. Diversity as a term and func-
tion has become global. The difference is that 
while it was historically focused on gender, 
it is emerging in other ways with a focus 
on LGBTQ, race, and socioeconomic status. 
Bringing differences together to innovate and 
deliver business results for Intel is incredibly 
global. The United States has the infrastruc-
ture and expectations to track, measure, and 
set clear goals, as does the EU in regard to 
boards and South Africa and Malaysia in 
terms of race and ethnicity.
IN: How do Intel’s employee resource groups 
fit into the large puzzle that is a complex 
corporation?
RH: Intel’s industry-leading employee resource 
group program includes 29 different resource 
groups with over 140 chapters located world-
wide. Groups are based on race, ethnicity, gen-
der, gender identity, and/or a common belief 

People used to 
say the word  
diversity was 
a US term 
and one that 
wouldn’t travel 
overseas. That 
is not the case 
now.

Above right: Rosalind L.  
Hudnell with Rev. Jesse 
Jackson. Above left, front 
row:  Sharon Brogdon, 
Rosalind Hudnell, Trudy 
Bourgeois; second row:                
Barbara McAllister, Sherri 
Madison, Marne Dunn; 
third row: Pia Wilson-
Body, Lakecia Gunter, 
Crystal Sayles and Sherida 
McMullan
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D&I is now a 
business prior-
ity with weekly 
indicators going 
to our CEO, and 
he is holding 
the entire lead-
ership team 
accountable. 

or affinity, including faith. ERGs play a key role 
in connecting current employees and recruiting 
new talent to Intel. Intel’s Gay, Lesbian, Bisexual, 
or Transgender Employees (IGLOBE) group has 
taken the lead in producing a short video with 
a message to LGBTQ youth facing harassment, 
bullying, and unacceptance. The video features 
IGLOBE members sharing their stories and 
reminding youth that they are not alone. Earlier 
this year, Intel proudly displayed a specially 
designed Gay Pride community rainbow flag 
with Intel’s logo showing Intel’s support for the 
LGBTQ community. 
IN: How important is board diversity? Would a 
diverse board make your path to reaching your 
desired outcomes smoother? 
RH: We believe that our business accomplish-
ments are a direct result of the efforts of our 
diverse employees around the globe, and 
that our global and diverse employees better 
understand our customers’ needs, and better 
tailor products to meet those needs, ultimately 
advancing Intel’s global leadership position. 
This extends to our board of directors.
IN: Would you say that Intel exhibits a culture 
of inclusion? If you think it can improve, what 
are some of the challenges and how are you 
working to overcome them?
RH: Intel strives for a culture of inclusion, but 
I also say,  “You can’t include those whom you 
don’t have.”  The underrepresentation in our 
industry may drive people to feel isolated, so 

individuals may not feel that the culture is 
inclusive enough for them. 
IN: How will your role change in the next five 
years? Will more be expected of CDOs—and 
how so?
RH: My role has evolved fully to one which 
must drive vast integration in our strategies 
and systems to scale our focus on inclusion 
across the entire organization. CDOs will need 
to strengthen our data analytics and market 
insights. I consult and lead work not just across 
HR but also across internal and external com-
munications, marketing, business units, sup-
plier diversity, investor relations, government 
relations, and employee engagement. Effec-
tive CDOs must truly be equal partners with 
other C-suite executives and bring a high level 
of business acumen, innovation, and design 
thinking to the table.
IN: For a number of years practitioners of diver-
sity and inclusion have been making the busi-
ness case for D&I. Do you think this message 
is sinking in? Does Intel’s leadership view a 
culture of diversity and inclusion as a competi-
tive advantage?
RH: For Intel, the business case has been 
clear for more than a decade. That is when we 
started publicly publishing our EEO-1 work-
force data and published our first diversity 
report to our global employee base. We began 
to take goals and measure our progress against 
them. We implemented training programs 
and launched the Intel Network of Executive 
Women and the Intel Black Leadership Council 
and Hispanic Leadership Council to increase 
mentoring and sponsorship. We increased our 
involvement with HBCUs and HHCUs and 
funded more student scholarships. 

The turning point was when we looked at all 
that we had been doing and recognized that 
while we had made progress, we still weren’t 
where we wanted to be. The reality was that we 
had not held ourselves fully accountable with 
a measurable, specific deadline, and D&I was 
still too driven by human resources. It’s now a 
business priority with weekly indicators going 
to our CEO as for any other strategic business 
area—and he is holding the entire leadership 
team accountable. That is a game changer. IN

A group of Intel 
employees in Malaysia.
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W
hen Pat harris started as an admin-
istrative assistant at the Golden 
Arches’ headquarters more than 30 
years ago, few people in the company 
looked like her. Over the course of 
her career, she has used her talent to 

move from a support role to a high-ranking executive who 
has garnered numerous awards for her diversity accom-
plishments. 

Harris is responsible for the development and imple-
mentation of diversity and inclusion strategies throughout 
McDonald’s Corporation, including the more than 33,500 
restaurants in 120 countries. She also leads a team respon-
sible for McDonald’s global community engagement initia-
tives. Under her leadership, McDonald’s has been widely 
recognized for its commitment to diversity and inclusion. 
This recognition includes Fortune magazine’s Top 50 Places 
for Minorities to Work, Black Enterprise magazine’s Top 

Pat Harris,
Global CDO  
and VP, Global  
Community  
Engagement,  
McDonald’s 
Corporation

40 Companies for Diversity, 
Latina Style magazine’s Best 
Companies for Latinas, Asian 
Enterprise magazine’s Top 25 
Companies for Asians, and the 
Disability Diversity Award from 
Work Life Matters magazine. 

Harris holds a bachelor’s 
degree in public administration 
and personnel administration 
from Roosevelt University in 
Chicago. She has received 
honorary doctorate degrees 
from South Carolina State 
University and Coker College in 
South Carolina. She resides in 
Chicago and has one son and 
one granddaughter.

The CDO’s 
charge is to 
keep a finger on 
the pulse of D&I 
trends that will 
have an impact 
on the business.
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Inclusion: What are some ongoing or special 
initiatives McDonald’s is engaging in now to 
maximize inclusion? 
Pat Harris: Internally, our diversity educa-
tion initiatives continue to be a best practice 
around the globe. Our focus is on customized 
workshops, such as Career Development for 
Latinas and the Intercultural Learning Lab, 
which, for example, is now being facilitated 
throughout Canada and has proven to be 
extremely successful. 

This year we are hosting our first-ever Unity 
Summit. Members of our five Employee Busi-
ness Networks from across 22 regions will 
come together to network, participate in pro-
fessional development workshops, hear from 
senior leaders, and identify ways in which they 
can collaborate to improve business results. 

Our approach to community engagement is 
a unique way to support our business and give 
back to the communities we serve. In 2015, 
we strengthened our commitment to support 
partner organizations’ initiatives in the areas of 
education and workforce development. 

This is aligned with our internal commit-
ment to support the educational goals of our 
restaurant employees through our Archways to 

Opportunity initiative. Through this program, 
we are making it possible for eligible employ-
ees to earn a high school diploma at no cost 
to them. Eligible employees seeking higher 
education can also receive college credits and 
tuition assistance, and everyone has access to 
academic advising. And for those who speak 
English as a second language, our English Un-
der the Arches program offers free language 
classes during paid work hours.

We truly believe that education is the great 
equalizer, and Archways to Opportunity 
provides our employees a chance to gain new 
skills, advance in their careers, and pursue 
their dreams. 
IN: Tell us about your greatest success story.
PH: The creation of the McDonald’s Global 
Women’s Initiative provided an opportunity to 
expand D&I globally from a gender perspec-
tive. This powerful initiative helped McDon-
ald’s win the 2011 Catalyst Award. The Global 
Women’s Initiative was most effective because 
of its focus on developing local Women’s 
Leadership Network (WLN) chapters around 
the globe. Leadership played a major role in 
supporting the overall development and en-
gagement of women to ensure their success. 

As a result of 
participation 
in the local 
Women’s Lead-
ership Network, 
women around 
the globe began 
to embrace the 
idea of stepping 
up to pursue 
leadership roles.

Pat Harris and members of McDonald’s Global Inclusion and Community Engagement Team. Left to right: Monica Tijerina, Pat Harris, 
Monica Bomani, and Liz Santelli.
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A diverse 
board will 
ask the right 
questions and 
have the right 
conversations 
with leader-
ship to ensure 
the workplace 
is diverse at 
every level of 
the organiza-
tion.

In many markets, it was the WLN chapters 
that helped empower the women to realize 
their career potential. As a result of participa-
tion in the local WLN, women around the 
globe began to embrace the idea of stepping 
up to pursue leadership roles, and this result-
ed in several key promotions, which changed 
the way many markets are doing business 
today. We chose gender diversity as our first 
global initiative because the advancement of 
women was a common denominator for talent 
development in all markets across the globe.
IN: How do you measure success in terms of 
diversity and inclusion? Retention? Organi-
zational alignment? Participation in inclusion 
activities? What else? 
PH: Success in all the areas mentioned is mea-
sured by leaders holding themselves and oth-
ers who report to them accountable for hiring, 
retention, and promotions, as well as ensuring 
that they are creating an environment where 
everyone on their team feels included, valued, 
and respected. Success is when everyone feels 
they are part of the team and they can contrib-
ute their best.
IN: How does McDonald’s use technology and 
social media to enhance its D&I initiatives?
PH: Technology and social media are increas-
ingly important to our business. Like workers 
in most companies, more and more employees 
are very engaged in social media and expect to 
learn about company activities through social 
vehicles. We leverage social media to share 
information about our D&I initiatives, but we 
also leverage it as a vehicle to share relevant 
D&I news and trends.
IN: Given that McDonald’s has been a global 
company for decades, how has the accelerated 
globalization in recent years affected your D&I 
strategies?
PH: Globalization has been very positive for us. 
For example, we have created Women Lead-
ership Network chapters in various markets. 
These networks have helped our women 
around the globe gain skills and position 
themselves as better leaders. They provide a 
support group for the women who need it and 
help them identify what they need to do to be 
successful within the McDonald’s system.

IN: How is McDonald’s addressing work-life 
balance?
PH: Our Working Mother’s Council pro-
vides a forum for working moms and dads 
to network and share best practices around 
work-life balance. Managers and supervisors 
are encouraged to work with all their employ-
ees to ensure their workplace is inviting and 
respectful. 
IN: How important is board diversity? Would a 
diverse board make your path to reaching your 
desired outcomes smoother?
PH: Board diversity is extremely important. A 
diverse board will ask the right questions and 
have the right conversations with leadership to 
ensure the workplace is diverse at every level of 
the organization.
IN: How will your role change in the next five 
years? Will more be expected of CDOs—and 
how so?
PH: The role of the CDO is ever changing, and 
more is expected of everyone. The workforce, 
workplace, and marketplace are in constant 
evolution. The CDO’s charge is to keep a finger 
on the pulse of D&I trends that will have an 
impact on the business and provide the guid-
ance and resources needed to continue on the 
journey.
IN: How do you cultivate a diverse talent pipe-
line?
PH: We are continually working with our HR 
partners, supporting their efforts in the recruit-
ment of diverse talent. Additionally, we utilize 
the Employee Business Networks and our 
education initiatives to cultivate diverse talent 
and build a diverse pipeline.
IN: For years, practitioners of diversity and 
inclusion have been making the business  
case for D&I. Do you think this message is 
sinking in? 
PH: The business case was made for McDon-
ald’s early on, based on the fact that we have 
a very diverse customer base. The journey 
continues, and we sometimes have to remind 
some of our managers and supervisors of the 
business case. It’s every leader’s responsibility 
to own D&I within their respective areas. If this 
doesn’t happen, it will be very difficult to make 
D&I a reality within your organization. IN
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G
wen Houston is responsible for tHe stra-
tegic direction, implementation, and 
alignment of Microsoft’s global diver-
sity and inclusion initiatives to ensure 
maximum impact on Microsoft’s business 
growth and talent strategies. In her tenure 

at the software giant, the company has won numerous 
awards, including being honored as the Number One Em-
ployer of Choice by the National Society of Black Engineers. 
The company has also made a commitment to developing 
young women and underrepresented minority technolo-
gists and engineers through investments in programs like 
DigiGirlz, TEALs, Code.org, Year Up, and many others.

Houston held high-ranking positions in the diversity and 
inclusion field at a number of large corporations—Aetna, 
Campbell Soup, Nike, and FedEx—before joining Micro-
soft in 2008. She has received many prestigious awards 
and honors, including being featured among Savoy’s Top 
Women in Corporate America in 2012 and being honored 
with a Leading Lights Diversity Award in 2012 from the 
National Multicultural Institute.

Inclusion: What are some ongoing or special initiatives  
Microsoft is engaging in now to maximize inclusion?
Gwen Houston: The spotlight on diversity in the tech 
industry this year has served to heighten the engagement 
of our CEO and his leadership team, while accelerating our 
connected efforts in the area of diversity and inclusion. 

What we are learning is that while diversity in the work-
place is a powerful concept and one that is still evolving, the 
emphasis we place on it must be much more about inclu-
sion than purely a conversation about the numbers. 

Gwen Houston,  
General Manager,  
Global Diversity and  
Inclusion, Microsoft

To that end, we have a deep com-
mitment to create an inclusive en-
vironment where all employees can 
do their best work. This is anchored 
around strengthening our diversity 
and inclusion acumen and deep-
ening leader and manager under-
standing of the diversity strategy 
and value proposition, as well as 
increasing senior leader account-
ability for their diversity plans. 

We have rolled out company-
wide, mandatory Unconscious 
Bias training plus supplemental 
inclusive learner paths. This will 
be an ongoing journey to recog-
nize and change behaviors that 

contribute to and foster an inclusive culture. 
We have a number of employee resource groups that repre-

sent segments of our diverse population—they provide effec-
tive channels of communication—allowing us to leverage the 
strength of our diverse workforce. 

With the usual 
talent sources 
running dry, we 
are seeking out 
new sources of 
talent, includ-
ing diverse 
talent.

Spotlight
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We are creating and implementing Inclusive Design princi-
ples and practices, leading to more innovative and accessible 
products, features, and settings built into Microsoft software 
programs. The result is that more people can experience com-
puter technologies in meaningful ways, despite physical or 
sensory limitations. In addition, we have continued to make 
significant investments in research and development toward 
accessible technologies, including speech processing (for 
hard of hearing), speech synthesis (for speech impairment), 
eye-operated assistive technology and advanced wheelchairs 
(for ALS), and directional audio (for guide dogs).
IN: Tell us about your greatest success story.
GH: The success my team has experienced in our efforts 
to advance D&I initiatives within Microsoft is certainly 
through a collaborative approach, with many partners 
across the company making things happen.

Perhaps the best example among several significant “wins” 
we’ve had is the growth and expansion of our DigiGirlz 
program to more than 16 countries around the world. We 
will celebrate our 14th year of the DigiGirlz program (part 
of YouthSpark), which helps girls 14 to 18 years old get 
interested—and stay interested—in technology. DigiGirlz 
spans the globe and has allowed us to reach more than 
23,000 girls so far. For the first time ever, we are now hiring 
our DigiGirlz as full-time employees, from a talent pool we 
began cultivating years ago.
IN: How do you measure success in terms of diversity and 
inclusion? Retention? Organizational alignment? Participa-
tion in inclusion activities? What else?
GH: Each member of the Senior Executive Leadership Team 
has goals to increase diversity and inclusion as it relates to 
key areas of focus that our CEO, Satya Nadella, outlined 
recently. On a regular cadence, members of the team come 
together to review and act on their diversity and inclusion 
agenda, which includes both quantitative and qualita-
tive components, to better understand what’s working 
and where our efforts need refinement. The focus is on all 
up representation/retention/advancement, sponsorship, 
inclusive dialogues, and employee satisfaction, as measured 
by our employees’ responses to things like our Pulse survey, 
which provides us with a more regular gauge of our em-
ployees’ subjective experiences of the workplace.
IN: How has the accelerated globalization in recent years 
affected your D&I strategies?
GH: As Microsoft turns 40 years old, it is important to 
grasp how much the work and emphasis around D&I have 
changed over the last several years. Globalization, technol-
ogy, the legal environment, and shifting social and political 
climates have all made diversity and inclusion an integral 

part of the business landscape within Microsoft. Our focus 
has progressed from valuing differences, which was largely 
achieved through awareness training and multicultural 
celebrations, to strategic global business growth. Our D&I 
strategies today are focused on grounding leaders and 
managers in D&I’s business impact on our products, and 
infusing these business realities into strategic decision mak-
ing, cornering new markets, building effective and efficient 
global teams, and managing brand reputation. 
IN: How important is board diversity? Would a diverse 
board make your path to reaching your desired outcomes 
smoother?
GH: A diverse board is vital in helping us stay the course in 
making Microsoft the best place to work for all talented peo-
ple across the world. Our board of directors understands that 
diversity is essential to the company’s success. They see the 
correlation between mission, strategy, and board composition 
and understand that establishing an inclusive organization 
starts with establishing a diverse and inclusive board. 

Our workforce and our board are more diverse than they 
were a decade ago and, yet, less diverse than I would hope 
they will be a decade from now. During our annual 2014 

Being inclusive is not something we simply do, but rather, it 
stands for who we are.
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shareholders meeting, I realized 
how far we’ve come as I watched 
our CEO Satya Nadella, an Indian 
man, born outside the United 
States; our CFO Amy Hood, a 
woman; and our chairman John 
Thompson, an African American 
man, take the stage. Their individ-
ual presence was not only a huge 
indicator of progress but will help 
us drive greater culture change as 
well. 
IN: How will your role change in 
the next five years? Will more be 
expected of CDOs—and how so?
GH: My role will continue to 
evolve as the technology industry 

matures and changes. It is a well-known fact that talent 
shortages, especially in technical fields, are a pressing issue, 
as the upcoming generation of skilled talent does not meet 
the demand for open jobs. Like many other global compa-
nies, we are competing for technical talent across a broad 
set of industries. 

With the usual talent sources running dry, we are seeking 
out and investing in newer sources of talent, including more 
diverse talent. We are establishing robust initiatives to in-
crease the representation of diverse communities in science, 
technology, engineering, and math [STEM]—among them, 
women, girls, and ethnic minorities, as well as veterans and 
service members and individuals with disabilities. 

This is such dynamic work, and CDOs will be asked to 
position D&I more holistically, as a key lever in driving 
strategic, global business growth. We will also be expected 
to help implement D&I policy across a much faster and 
more fluid global marketplace. We must also be prepared to 
help our organizational cultures evolve in order to increase 
agility in addressing changes in the market that impact our 
D&I policies.
IN: How do you cultivate a diverse talent pipeline?
GH: Despite our industry’s efforts, there continues to be a 
need for greater representation of women and underrepre-
sented minorities in tech. A key factor in addressing this need 
is filling a pipeline of diverse talent for roles in the world’s 
largest tech companies. This is a longer-term strategy for us. 
We are making significant investments to expand the pipe-
line through STEM programs and are continuing to support 
driving the business of inclusion within our teams.

In 2012 we announced Microsoft YouthSpark, a company-
wide, global initiative to create opportunities for 300 million 

Microsoft 
thrives through 
a culture of in-
novation, which 
is only possible 
if all people are 
empowered 
to contribute 
ideas. young people to get involved in STEM by the end of 2015, 

and we’re on track to achieve that. Through 30-plus pro-
grams and partnerships with more than 350 youth-serving 
nonprofits, Microsoft YouthSpark has created new opportu-
nities for more than 227 million young people in more than 
100 countries.

We recently launched a pilot program focused on hiring 
people with autism for full-time, Redmond-campus-based 
Microsoft positions. We are passionate about hiring indi-
viduals of all abilities, and we believe that with them we can 
create, support, and build great products and services.
IN: For a number of years, practitioners of diversity and inclu-
sion have been making the business case for diversity and 
inclusion. Do you think this message is sinking in? 
GH: Microsoft thrives through a culture of innovation, 
which is only possible if all people are empowered to con-
tribute ideas. This requires diverse experiences and ways of 
thinking in an inclusive environment. 

As we look to drive meaningful progress within Micro-
soft, we know that this requires commitment, engagement, 
and accountability from all levels of our leadership teams. 
Diversity and inclusion is a strategic priority for our CEO, as 
well as his senior leadership team, and is a strong focus on 
our business agenda. 

Satya Nadella took over the helm of Microsoft as the 
company was experiencing the greatest change in its 40-
year history. It was, and is, essential that we have strong 
and unwavering leadership to drive the right messages 
and lessons of diversity and inclusion into the heart of  
the company. 

Satya demonstrates this by bringing a relentless drive for 
innovation and a spirit of inclusion and collaboration to this 
critical role. On a regular basis, the senior leadership team 
reviews and acts on key diversity and inclusion initiatives, 
which includes understanding what’s working and where 
our efforts need refinement.  IN

Developing a pipeline of diverse talent not just for Microsoft, but 
for the industry as a whole, is very important for us.
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Wendy Lewis, 
Senior VP of  
Diversity,  
Inclusion & 
Strategic  
Alliance,  
Major League  
Baseball

P
eoPle come to careers in the field 
of diversity and inclusion from 
different career paths. On the 
other hand, most people who 
work for Major League Baseball 
have the same impetus—a pas-

sion for the game.
That’s certainly the case for Wendy Lewis, the 

chief diversity officer for Major League Baseball 
(MLB). She has worked for the league for 28 
years, first with the Chicago Cubs, and for the 
last 20 years in the MLB commissioner’s office 
in New York City.

“My family’s favorite sport was baseball, 
as was the case for many African American 

Spotlight

families,” says Lewis, who grew up in Mil-
waukee.  “Some of my fondest memories 
are of listening to games on the radio with 
my grandfather to experience the triumph 
and excitement of Jackie Robinson and the 
Brooklyn Dodgers. When I accepted the po-
sition with the Chicago Cubs my only regret 
was not being able to share the news with 
him.”  

Lewis received her undergraduate degree 
from the University of Wisconsin–Oshkosh and 
her MBA from the Kellogg School at North-
western University, and came to diversity and 
inclusion from a human resources and sales 
and marketing background. PH
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“I was always interested in what is now con-
ventionally called diversity and inclusion,” she 
says. “Like with most companies, at first it was 
housed in the human resources department. 
As time went on, I realized how much could be 
learned and how much an organization could 
change just by closely examining data. Being 
in HR gave me an opportunity to take a careful 
look at metrics and trends, and therefore see 
the gaps in opportunity and other categories 
for people of color and women. It really gave 
me a snapshot of the whole landscape of an or-
ganization, and that’s what led me to continue 
to focus on diversity and inclusion.” 

Inclusion: What is your role in terms of D&I in 
Major League Baseball?
Wendy Lewis: MLB’s Office of D&I and Strate-
gic Alliances has direct relationships with all 30 
baseball franchises and their owners, general 
managers, human resources, and finance 
executives. Our role is to provide strategy 
development, analytics, and policy support. 
Our objective is to create an economic-based 

platform for diversity and inclu-
sion that is leadership driven and 
club-centric and drives positive 
franchise impact. A template for 
leadership strategy is provided to 
support MLB’s franchise orga-
nizations, central office, MLB 
Advanced Media, and the MLB 
Network. We accomplished this 
with a business model approach 
to workforce, supply chain- and 
club engagements. Our results 
and deliverables are reported to 
the commissioner and his  
Ownership D&I Committee. 
IN: What are some ongoing or 
special initiatives Major League 
Baseball is engaging in now to 
maximize inclusion? 
WL: Most notably, our MLB  
Diversity Business Summit (DBS). 
The DBS is a groundbreaking 
employment conference and 
procurement trade fair combined! 
It optimizes the opportunity for 

over 1,000 job seekers and entrepreneurs to 
engage with MLB’s most influential leaders 
and decision makers. The commissioner, Rob 
Manfred, and other chief executives are in at-
tendance. The DBS is transforming MLB’s talent 
and procurement pipeline. Summit 2016 will 
be in Phoenix, Arizona. Our cohost club will be 
the Arizona Diamondbacks. They will be joined 
by our 29 other MLB franchises and 10 of our 
minor league clubs as well. Those looking 
for career and entrepreneurial opportunities 
should register at mlb.com/diversitysummit.
IN: Tell us about your greatest success story.
WL: Our 2015 All-Star Game with the Cincin-
nati Reds led us to support in a very profound 
way Cincinnati’s activism of Black Lives Mat-
ter. Collaboratively with the Cincinnati Reds 
ownership, community activists and agen-
cies, and of course the clergy, we produced 
“All Lives Matter: A Social Justice Dialogue of 
Faith, Community and Baseball. “ The town 
hall event was appropriately held at Cincin-
nati’s Freedom Center. The dialogue covered 
the major factors of disparities within the most 

Our 2015 All-
Star Game with 
the Cincinnati 
Reds led us to 
support in a 
very profound 
way Cincin-
nati’s activism 
of Black Lives 
Matter. 

MLB’s Office of Diversity, Inclusion and Strategic Alliances
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When part of 
your legacy is 
Jackie Robin-
son and Branch 
Rickey, there is 
an expectation 
that you will 
continue  
to push the 
envelope.

affected communities: education, employment, 
incarceration and criminal justice, health and 
wellness, and net assets. 
IN: Obviously, a company like Major League 
Baseball is different from the typical Fortune 
1000 company. What are some of the unique 
challenges MLB faces in regard to diversity and 
inclusion?
WL: Our brand creates a very public profile. We 
are constantly critiqued and micromanaged in 
regard to D&I. Our numbers in terms of di-
versity and inclusion are reported on a regular 
basis in sports media but also in business and 
social media. People are very passionate about 
sports and all aspects of the business. Major 
League Baseball is held to a high standard of 
social responsibility. This is a very good thing, 
of course, but challenging. 

When part of your legacy is Jackie Robinson 
and Branch Rickey, there is an expectation 
that you will continue to push the envelope, 
move forward, and be inclusive. 

As a result, we are commonly featured in 
many media outlets for our underrepresenta-
tion of US-born players of color. The number 
of African American players in baseball has 
been dropping dramatically for decades, while 
the number of Latino and international play-
ers has doubled. The current reality is that our 
player pipeline in regard to African American 
players has increased. There is greater repre-
sentation than is evident within the 40–man 
roster [those on each Major League team plus 
15 high-valued prospects]. 

We are committed to staying highly engaged 
with our diverse communities and becoming 
the game of choice for aspiring and talented 

athletes, as well as fans and the com-
munities we serve. 
IN: What steps is Major League 
Baseball now taking to increase 
D&I?
WL: Our new commissioner, Rob 
Manfred, is taking these initia-
tives to a higher level. Potentially 
over the next couple of years, more 
on-field positions may be available. 
The commissioner has made the 
statement that this is an important 

priority for MLB and has authorized the 
development of additional pipeline support 
for our clubs. 
IN: There’s been an increase of women in 
leadership positions in professional sports 
just in the last year—female assistant coaches 
have been hired in both the NBA and the 
NFL, for example. When do you see this hap-
pening in baseball?
WL: We’ve already seen women come into 
scouting and our Umpire Development Pro-
gram. Also, women are represented in other 
components of baseball operations, including 
the role of assistant general manager. 
IN: How has your approach to D&I changed 
in the last 10 years? How have the field and 
best practices changed around D&I? 
WL: The field has become more compelling, 
and the position charged with more author-
ity. Organizations understand the relevancy of 
D&I work and that it has become part of the 
fabric and the success strategy of how people 
now must do business. 

Case in point for us—one of our expanded 
areas has been in LGBT outreach. We ap-
pointed Billy Bean, a former player, as MLB’s 
ambassador of inclusion. He walked away 
from the game years ago because he was clos-
eted and didn’t want to live in the shadows 
any longer. Now he is leading our advanced 
LGBT inclusion strategy. 

Billy has been quietly meeting, behind the 
scenes, with players and club personnel to 
aid both the business side of the game as well 
as the baseball operations groups to cre-
ate awareness. Players will now know that 
the resources are in place to support them if 
they choose to come out publicly. Milwaukee 
Brewers minor league player David Denson 
has made history by coming out. Dale Scott, 
an MLB umpire, came out last year. Several 
MLB employees have chosen to publicly share 
as well.

In short, recently I heard a great observation 
on the work and fulfillment of the D&I space. 
“It has gone from a conventional square to a 
sphere, multifaceted and complex.”  Today the 
work is more exciting, innovative, and reward-
ing than ever.  IN

All Lives Matter: A  
Social Justice Dialogue 
of Faith, Community 
and Baseball
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S
teve Pemberton, WalgreenS firSt chief diverSity 
officer in its 114-year history, is responsible for 
overseeing the company’s efforts to create and 
maintain a diverse and inclusive environment 
that reflects the company’s culture, people, and 
perspectives as well as its current and future 

customers and communities. He and his team specifically 
focus on unleashing inclusive collaboration, innovation, 
and opportunity, particularly in serving diverse markets and 
populations; recruiting, developing, engaging, and retaining 
diverse talent; implementing relevant equal employment 

Steve Pemberton, Divisional VP & 
CDO, Walgreens, and Global CDO, 
Walgreens Boots Alliance

opportunity and talent outreach 
plans; and strengthening and 
empowering diverse suppliers and 
communities.

Prior to assuming his role at 
Walgreens, Pemberton was chief 
diversity officer and vice president 
of diversity and inclusion at  
Monster.com. A graduate of Bos-
ton College, he was a ward of the 
state for much of his childhood.  
In 2012 he chronicled that experi-
ence in his best-selling memoir,  
A Chance in the World. Pember-
ton’s extraordinary life journey 
continues to inspire audiences 
across the world, and his tireless 
advocacy has earned him national 
recognition from the Trumpet 
Foundation to the Steve and  
Marjorie Harvey Foundation.

A resident of Chicago, Pem-
berton serves on several non-
profit boards, including UCAN, 
the Home for Little Wanderers, 
and the US Business Leadership 
Network.

Inclusion: What are some ongo-
ing or special initiatives Walgreens 
is engaging in now to maximize 
inclusion with your team? 
Steve Pemberton: The success-
ful integration of Walgreens with 
Alliance Boots in December 2014 
transformed America’s lead-
ing retail pharmacy, health, and 
daily living organization into the 
world’s first global pharmacy-led 
health and well-being enterprise. 
Consistent with Walgreens Boots 
Alliance’s presence in more than 
25 countries, we are moving 
from a US-centric diversity and 

Diversity runs 
deeper than 
how things look 
and is more 
about the way 
we think and 
act.

Spotlight
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inclusion model to a new global framework, 
one that emphasizes gender and generation, 
approaching differences with dignity and 
respect. 
IN:  Tell us about your greatest success story.
SP: I would say my greatest success has been 
building what I believe to be the best diver-
sity and inclusion team around, and doing so 
with the clear intent to integrate diversity and 
inclusion into the mainstream processes and 
functions of the business. 
IN: How has your approach to D&I changed in 
the last 10 years? How has the field and think-
ing and best practices changed around D&I?
SP: I have moved aggressively away from 
external measures of diversity and inclusion 
progress, putting much more focus on internal 
metrics, such as employee engagement scores 
and retention. Frankly, I believe looking at what 
your people say and do tells you more about 
where your organization really stands than 
how your company ranks among the organiza-
tions on a publication’s list.

Looking at the field more broadly, one of the 
biggest changes I’ve seen our profession em-
brace is the business case. There’s more focus 
on how diversity and inclusion intersects with 
the business, and on building business cases 

based on the opportunities that intersection 
presents. 
IN:  Presumably, when you hire, you want to 
be sure the potential candidates are a good fit 
for the company and its mission. How do you 
hire? What factors do you take into consider-
ation and what questions do you ask?
SP: Diversity runs deeper than just how things 
look and is more about the way we think and 
act. With that said, I am always trying to ascer-
tain your level of commitment, your degree of 
self-motivation, the way you think, and how 
you go about working. 

As a leader, I recognize that my role is to 
inspire, to guide, to coach. At the same time, 
I look for aggressive thinkers, people who are 
always investing in and developing themselves, 
so they can bring forth their best in advancing 
the work. Yes, I want to know what you have 
accomplished, but I like to ask candidates to 
tell me about a time when things didn’t go well 
and how they handled that. I think answers to 
questions like that can say a lot about how a 
person approaches challenges, whether they 
can see opportunity in the midst of adversity. 
IN:  How does your company use technology 
and social media to enhance your D&I initia-
tives?
SP: Internally, we make full use of our intranet, 
online publications, video [Channel W] and 
social media [Yammer] technology platforms to 
communicate our organization’s rich legacy of 
inclusion, to highlight the progress we con-
tinue to make, and most important, to engage 
team members at all levels in conversation 
around the opportunities they have found and 
envision in regard to diversity and inclusion. 

Externally, too, we take every opportunity to 
tell our story and highlight the commitments 
we continue to make. One great example is our 
award-winning diversity and inclusion annual 
report, which leverages augmented reality [i.e., 
YouTube-hosted videos accessible by printed 
QR codes] to weave even more executive 
voices throughout the narrative. 
IN:  How is Walgreens addressing work-life 
balance?
SP: Our leaders foster a workplace culture that 
recognizes the considerable responsibilities 

As a leader, I 
recognize that 
my role is to in-
spire, to guide, 
to coach. At the 
same time, I 
look for aggres-
sive thinkers. 

On visiting Walgreens’ distribution center in Windsor, CT, US Secretary of Labor 
Tom Perez (second, from left) applauded the company’s disability inclusion ap-
proach as one of the “models for the nation.”
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Increasingly, 
we’re see-
ing diversity 
and inclusion 
viewed less 
through the 
lens of correc-
tive action and 
more through 
the lens of 
competitive 
opportunity.

our team members carry. They understand that 
people are more inspired to keep doing their 
best work when the company encourages work-
life balance. 

As an organization, we also have made a 
number of investments in programs that can 
help our team members work toward achieving 
a better work-life balance, including a fitness 
center on our corporate campus, on-campus 
childcare and collaborating with a number of 
work-life companies to offer an array of team 
member discounts. These offerings are just a 
small way we can recognize our team members 
for all that they do for both the company and 
their communities.
IN: As more and more Millennials join the job 
force, and as baby boomers are slowly aging, 
has this phenomenon provided challenges for 
you? And what are your tactics for addressing 
them?
SP: There has always been generational change 
in the workforce. I believe that employee evo-
lution is the way to continue moving forward.

The challenge Millennials pose is that they 
do not see themselves being at one company 
for 25-plus years, growing their careers.  From 
Day 1, in fact, they are asking employers, “Why 
should I stay?” As an employer, we have to rec-
ognize and stay well ahead of that, and clearly 
articulate an employer value proposition that 
makes a compelling case for the development 
and growth opportunities available when they 
join and stay at Walgreens.
IN: Would you say that Walgreens exhibits a 
culture of inclusion? If you think it can im-
prove, what are some of the challenges and 
how are you working to overcome them?
SP: On a lot of levels, I would say yes. Our em-
ployee engagement survey results indicate our 
team members consider us to be an inclusive 
company. We also exhibit a culture of inclusion 
to the extent that we never declare victory. We 
stay attuned to what talent, both internally and 
externally, needs and expects from Walgreens, 
how we articulate our employer value proposi-
tion, illuminate career paths, and continually 
provide opportunities for professionals to do 
their best work and stay with us.
IN:  For a number of years, practitioners of 
diversity and inclusion have been making the 
business case for D&I. Do you think this mes-
sage is sinking in? Does Walgreens leadership 
view a culture of diversity and inclusion as a 
competitive advantage? If yes, what was the 
turning point? If no, what do you think can  
be done?
SP: Certainly the business case has helped 
drive the message home. But what has really 
driven a shift in business leaders’ thinking have 
been two things: changing customer demo-
graphics and greater competitive pressure to 
attract those customers. Increasingly, we’re see-
ing diversity and inclusion viewed less through 
the lens of corrective action and more through 
the lens of competitive opportunity. By part-
nering with black churches, historically black 
colleges and universities, Hispanic-serving 
institutions, the AARP and the National Urban 
League, we have been able to provide free 
prevention and early detection health services 
in underserved communities with the highest 
prevalence of health disparities. IN

Conducting free health tests in black churches, at community fairs, and on its 
Wellness Tour with the National Urban League, Walgreens champions every-
one’s right to be happy and healthy. “Regular screenings have saved many lives 
including my own,” says Chicago-area fashion, beauty, and lifestyle blogger 
Raijean Stroud (at right). 
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by Sh e i l a ro b i n S o n

I
n recent yearS in the diverSity and 
incluSion field, inclusion has risen 
in importance. And rightly so. That 
is why we are devoting a special 
issue to the subject.

Diversity is important. I’ve seen 
improvements in my 10-plus years 
in the field. Awareness is up, and 
the number of women, particularly 
women of color, has increased in cor-
porations and organizations across the 
country in most sectors.

Diversity is largely about numbers. 
But I’m largely about people, which 
is where inclusion comes in. For 
people to feel comfortable and safe 
in the work environment—and for a 
company to benefit from the best an 
employee has to give—that employee 
needs to feel understood. 

As a woman, and a woman of color, 
my mission and my passion in all 
facets of my life have been to advo-
cate for inclusion, human rights, and 
respect for all individuals. For many 
years, this was largely a belief, not a 
calling. Over time, I realized that not 
only did I want to feel this in my heart, 
but I also wanted to help others learn 
how to incorporate inclusive thought 
and practices into their lives.

The core of my D&I work has been 
gender diversity. For example, men 
and women often have different com-
munication styles. Conventionally, the 
male style—direct, forceful, sometimes 
even aggressive—can be off-putting to 
a woman who likes to communicate 
by consensus. Right there, you have a 
culture clash. 

Why Inclusion?
So, my focus has been to figure out 

how that woman and others who 
may communicate differently can 
present their ideas and be heard in 
organizations where the people who 
spoke the loudest have been the ones 
who’ve got their ideas implemented. 
Beyond that, how can we best help 

organizations practice 
inclusiveness and 
understand that dif-
ferences in cultures, 
communication 
styles, backgrounds, 
and perspectives are 
positive for the bot-
tom line?

I believe this can 
be done. And it’s not 
hard. It begins with 

education, openness, and familiarity.
We need to learn how a coworker 

who has a same-sex partner would 
like his or her partner introduced at 
a company holiday party. Or how a 
person in a wheelchair feels about 
personal space and about someone 
leaning on or touching his or her 
wheelchair.

How do we learn these things if we 
have little direct experience with people 
who have disabilities or who have a 

gender identity that is different from 
ours? Simple. By being open and asking 
how people would like to be treated. 
People generally would rather you ask 
than wonder or perhaps unwittingly 
use an inappropriate term or make an 
awkward gesture. 

Then, over time, familiarity develops. 

The more African American, Filipino, 
Latino, LGBT, or disabled coworkers 
we get to know, the more we under-
stand their cultural touch points and 
where they are coming from. That’s 
how a working team becomes more 
effective, and it’s also how friendships 
and true, lifelong bonds are formed. 

Sure, we are all different. But our 
similarities are actually greater than 
our differences. For starters, we all 
want to be treated with respect. How 
to get that? Simple. Treat others the 
same way. Education, openness, and 
familiarity—that is what Inclusion 
magazine is about. IN

Sheila Robinson is the founder and CEO 
of Robinson & Associates Communica-
tions, LLC, and the publisher of Diver-
sity Woman and Inclusion magazines. 
She is the author of Lead by Example.
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Diversity 
is largely 
about 
numbers. 
Inclusion 
is about 
people.



Creating Globally Inclusive & 
Culturally Competent Workplaces

Dot 
harris

fall 2015  +  Issue 1

InclusIon

U.S. Department 
of energy

Two unTapped
TalenT pools

Howard ross: don’T sTop waTcHing 
and donT’ sTop Talking

THe language 
of inclusiviTy

Leading the charge 
on implementing 
inclusive practices

Creating Globally Inclusive & 
Culturally Competent Workplaces

FALL 2015  +  Issue 1

InclusIon
Two unTapped
TalenT pools

Howard ross: don’T sTop waTcHing 
and don’T sTop Talking

THe language 
of inclusiviTy

Jackie Glenn  •  David Goulden  •  Erin McSweeney
EMC Leading the charge on 

implementing inclusive practices

VP, Global Chief Diversity Officer                             CEO, EMC Information Infrastructure              EVP, Global Human Resources

Creating Globally Inclusive & 
Culturally Competent Workplaces

Leading the charge 
on implementing 
inclusive practices 

Rosalind 
l. Hudnell

Fall 2015  +  Issue 1

InclusIon

Intel 
CorporatIon

Two unTapped
TalenT pools

Howard ross: don’T sTop waTcHing 
and don’T sTop Talking

THe language 
of inclusiviTy

Creating Globally Inclusive & 
Culturally Competent Workplaces

Leading the 
charge on 
implementing 
inclusive 
practices 

Pat 
Harris

fall 2015  +  Issue 1

InclusIon

McDonaLDs

Two unTapped
TalenT pools

Howard ross: don’T sTop waTcHing 
and don’T sTop Talking

THe language 
of inclusiviTy

Creating Globally
Inclusive & Culturally 
Competent Workplaces

gwen 
houston

Fall 2015  +  Issue 1

InclusIon

Microsoft

Two unTapped
TalenT pools

Howard ross: don’T sTop waTcHing 
and don’T sTop Talking

THe language 
of inclusiviTy

Leading the 
charge on 
implementing 
inclusive practices

Creating Globally Inclusive & 
Culturally Competent Workplaces

fall 2015  +  Issue 1

InclusIon
Two unTapped
TalenT pools

Howard ross: don’T sTop  
waTcHIng and don’T sTop TalkIng

THe language 
of InclusIvITy

Wendy 
LeWis
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Walgreens

Leaving No 
One Behind

“We have a deep 
commitment to 
create an inclusive 
environment where all 
employees can do their 
best work.”
 –  Gwen Houston, General 

Manager, Global Diversity & 
Inclusion, Microsoft

Do you have a story to tell? 
Are you excited about the 
incredible progress your 
company is making towards 
inclusivity? 

To feature your company’s 
inclusion efforts in the next 
issue of INCLUSION, please 
contact: Sheila Robinson 
(202) 809-7775 
sheila@diversitywoman.comINCLUSION




	INC_Cover_McDonalds
	INC_1
	INC_2
	INC_3
	INC_4
	INC_5
	INC_6
	McDonals
	INC_7
	INC_8
	INC_9

