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nizational leadership from Regis University. 
Dr. Tonkin is also a speaker at leadership and 
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conflict�in�the�region.
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with�current�and�incoming�leaders.�Jennifer�founded�Jennifer�Brown�Consult-
ing�in�2006,�where�her�focus�today�is�on�building�JBC’s�“triple�bottom�line”�
as a company, identifying emerging workplace trends and building more 
enlightened organizations with her clients. Her areas of expertise include 
catalyzing diversity to drive innovation and business results, employee re-
source�group/affinity�group�development,�growing�leaders�in�the�new�global,�
generationally-diverse and technology-connected workplace ecosystems, and 
aligning corporate strategy with individual, team, and societal values. 

Tanisha Sykes
Tanisha A. Sykes (“10 Common Estate-
Planning Mistakes Women Make,” page 
53) is a seasoned journalist with two 
decades of experience in publishing. 
Known�as�a�personal�finance�and�career�
development expert, Sykes teaches mil-
lions�how�to�achieve�financial�freedom.�
The former senior editor of personal 
finance�and�careers�for�Essence, Sykes 
discovered that women, in particular, 
prosper from step-by-step instruction, 
expert advice and success stories. With 
a quick wit and an inspiring tone, Sykes 
teaches you that when your change your 
mind, you change your money.
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Since the days of Dale Carnegie, a staple of the message targeted at any-
one in sales is that a thick skin is mandatory. You’re going to hear a lot more 
nos than yeses. Everyone knows that, of course, but the rejections still hurt.

“No” Is the New “Yes”

Today, Silicon Valley has made an art 
form out of rejection—not of rejecting 
someone else’s pitch but of being rejected. 
Counterintuitively, it seems that if you 
don’t have a handful of failed businesses 
under your belt, no one’s going to take 
your meeting or fund your next idea. 

The Silicon Valley motto of “Fail Fast, 
Fail Often” has migrated into the main-
stream. Diversity Woman explores this 
thinking and what it means in this issue’s 
“Failure to Launch” (page 29). 

Throughout my long career in sales and 
marketing and now business ownership, 
I’m relieved that, whether because of 
my personality, my upbringing, or plain 
old stubbornness, I’ve never been afraid 
of the word no. I’ve always been able to 
figure out that either I am talking to the 
wrong person, the timing isn’t right, or 
I need to go back and design a better 
product or a better pitch. And as much as 
99 percent of the time, I’ve been success-
ful the second time around—okay, well, 
sometimes the third or fourth.

I buy into this Silicon Valley motto 
because I’ve grown so much from hear-
ing the word no. It’s helped me be more 
creative, try something different. I never 
took no to mean that I was a failure or 
not good enough.

For example, when the economy 
crashed in 2008, absolutely no one was 
answering my phone calls. Everyone I 
knew in the small-business world was 
scrambling to try to sell his or her busi-
ness and find a “secure” position in an 

established organization. People were 
telling me that print was dead, that  
I needed to go digital. I watched help-
lessly as some of my favorite titles  
shut down their print editions and  
went 100 percent digital.

Eight years later, many publications 
that sacrificed print in favor of digital  
are no longer in business. Meanwhile,  
Diversity Woman magazine is not only 
alive but flourishing. When everyone 
was telling me to stop producing a print 
publication, I went with my heart, my 
vision, my passion. Yes, we innovated 
and launched a digital platform, but we 
also kept printing this magazine. I be-
lieved that we had a business model that 
worked, and time has proven me correct. 

The challenges I faced in 2008 and 
the subsequent soul-searching gave me 
a chance to turn adversity into oppor-
tunity. It forced me to reevaluate and 
change—and I and my business are bet-
ter off for it today. 

Silicon Valley champions failure be-
cause failure forces you to reassess your 
product or business model so you can 
improve it. It takes a couple of failures to 
get it right. Believe me, I know.

 Sheila Robinson
 Publisher, Diversity Woman

Publisher’s Page   >  

I’ve grown so 
much from 
hearing the 
word no. It’s 
helped me be 
more creative.
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Pushing New Frontiers at Citi

Ana Duarte Mc-
Carthy is managing 
director and chief 

diversity officer at Citi. She 
spoke with Diversity Woman 
about women’s leadership, 
religious diversity—and her 
commute.

Diversity Woman: You 
were able to move Citi’s 
diversity and inclusion ef-
forts forward even during 
the financial crisis. What 
made this possible? 
Ana Duarte McCarthy: 
One thing was that we had 
already laid a foundation 
for diversity work. Citicorp 
merged with Travelers 
Group to form Citigroup 
[Citi] in 2000 and during 
that time started to create 
senior management ac-
countability. So by the time the  
crisis came around, we had a number  
of executives who were supportive. We 
were respectful of business priorities, 
while ensuring that [D&I] didn’t fall off 
the radar.

DW: The Women Leading Citi program 
assigns each participant a four-person 
support team. Why did you structure it 
that way?  
ADM: We think there are a lot of inter-
dependencies between these individuals 
and the success of the participants. The 
sponsor is the primary focus. All spon-
sors are internal to Citi, and we look 
at both male and female sponsors. The 
manager is important because he or she 
knows the person’s areas of strength 
and areas for development. The hu-
man resources partner helps select 
participants and gives feedback. The 

DW: What upcoming Citi 
D&I initiatives are you 
excited about? 
ADM: We are rolling out a 
self-identification process 
in which employees 
can identify themselves 
according to an array of 
characteristics: sexual ori-
entation, gender identity, 
military veteran status, 
and disability, along with 
sex, race, and ethnicity.  

DW: What are the next 
frontiers for inclusion? 
ADM: There is increas-
ing complexity because 
of immigration. And 
many companies oper-
ate in countries that are 
different culturally and 
have different social 
constructs. That can be an 

area for new frontiers—looking at how 
we can continue to support employees 
of all backgrounds around the world. 

DW: Do you still have a four-hour com-
mute?  
ADM:  I do. Two hours each way.

DW: What do you do on the commute?
ADM:  I read the New York Times and 
answer emails. On the way home, I try to 
wind down. I listen to music and read.  

DW: What is the most rewarding part of 
your work?
ADM:  When I see someone I recruited 
as an undergrad or met when he or she 
was a baby banker, and now that person 
has become a managing director or is 
leading something. That’s wonderful, 
because you see that the work we do 
made a difference. 

talent managers help the participants 
understand career opportunities with 
the company. The greatest identifier of 
success is that both the participant and 
the sponsor engage in the process with 
openness and trust.

DW:  What sparked Citi’s program to 
promote religious diversity? 
ADM: Our employees reflect a broad range 
of religious beliefs and perspectives on 
religion. We engaged with the Tanenbaum 
Center for Interreligious Understanding, 
a wonderful nonprofit. The people at the 
center helped us bring education to our 
HR community. For example, there’s one 
session that covers religious holidays, 
called the December Dilemma, which 
helps companies think about faith and its 
intersection in the workplace, so that when 
we think about programs, we are respectful 
and inclusive. 

5 Minutes with Ana Duarte McCarthy

Upfront written by Katherine Griffin
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The Office

DW Hot List

Dear DW,
What is my accountability if someone on my staff or a 
colleague makes a racist remark in the workplace?

   Signed,
   Trying to do the Right Thing

Dear Trying to do the Right Thing,
The path you need to take is clear, though you may not 
find it easy. First, you need to speak up and let the per-
son know that the comment is unacceptable. Second, 
your organization should have a policy in place that 

forbids this kind of behavior and 
requires that a formal person-
nel action be taken against any 

employee who says something racist. It is important 
to be familiar with your company’s policy and file the 
appropriate complaint, says Bettina Deynes, vice presi-
dent of human resources and diversity at the Society for 
Human Resource Management. 

Sure, you’re likely to feel uncomfortable taking these 
steps. But acting as a leader requires the emotional 
intelligence to set your own comfort level aside and do 
the right thing. Any awkwardness you might experience 
from speaking up is minor compared to the damag-
ing effects of racist behavior that goes unchallenged: 
it is hurtful to those who experience it, and it sends a 
message that racism is acceptable. What’s more, it could 
make your organization vulnerable to legal liability 
under federal harassment laws. 

“Zero tolerance is the only way to go with racist be-
havior,” Deynes says. If you don’t act, you undercut the 
trust that all employees need to have in the organiza-
tion and its leadership. And if your organization doesn’t 
have a clear policy on this issue, she adds, getting one in 
place is long past due.

Zero Tolerance for 
Racist Remarks

DROPBOX
f e at u r e s :  2 gigabytes (GB) 
free storage; apps for Linux, 
Windows phone, BlackBerry, 
and Kindle Fire
b e s t  f o r:  Users who want 
easy sharing across a wide 
range of devices 
d o w n s i d e :  Less free stor-
age than available with other 
plans

GOOGLE DRIVE
f e at u r e s :  15 GB free stor-
age; files can be as large as 
5 terabytes; access to other 
Google services such as 
spreadsheets
b e s t  f o r:  Chromebook 
users; Gmail account hold-
ers, who can access Drive 
with minimal setup 
d o w n s i d e :  Total storage 
space is shared with Gmail; 
if your inbox is big, your 
cloud storage space will be 
limited

Cloud-based storage makes it easy to store lots of data securely 
and to access it from just about any device, anywhere. But 
which service is best? We’ve checked out five top contenders. 

All of these plans allow you to access your files via the service’s 
website or to download a desktop app for either Mac or PC that 
syncs your files to the cloud. They also all have mobile apps for  
iOS and Android. The amount of free storage varies according to 
the plan, but all of the plans offer more storage for a modest  
($2 to $10) monthly fee. 

Head 
in the Clouds

BOX
f e at u r e s :  10 GB free storage; 
apps for Windows phone and Black-
Berry
b e s t  f o r:  Business users who 
want to collaborate and control 
access to files
d o w n s i d e :  Privacy settings can 
be cumbersome if you don’t need 
to regulate access tightly

COPY
f e at u r e s :15 GB free storage; 
Linux-based desktop app; no limits 
on file size
b e s t  f o r:  Teams who need to 
share large files
d o w n s i d e :  Website interface can 
be a bit cumbersome

ONEDRIVE
f e at u r e s :  5 GB free storage; app 
for Windows phone; access to Out-
look and other Microsoft services 
b e s t  f o r:  Windows users
d o w n s i d e :  Files are not always 
put into the correct folder 
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Explaining Gender Differences at the Top

Over the years, schol-
ars have uncovered 
several reasons for the 

persistent gender gap in the 
upper echelons of corporate 

structures, such 
as institutional 
barriers, an Old 

Boys’ Club mentality, and in-
nate differences in men’s and 
women’s behaviors. And now, 
researchers at Harvard Busi-
ness School, Francesca Gino 
and a colleague, Alison Wood 
Brooks, think they have found 
some new pieces of the puzzle. 

In a series of studies that 
examined the experiences of 
more than 4,000 people, they 
found evidence that women 
perceive positions of power 
more negatively than men 
do, have more life goals than 
men do, and have a greater 
number of life goals that don’t 
relate to achieving power than 
men have.

In one study of executives 
who were asked to imagine 
getting a promotion that would 
give them a lot of power over 
others, both men and women 

predicted similar numbers of 
positive outcomes, but the 
women predicted 
more negative out-
comes. The women also 
viewed such a promotion 
as less desirable than 
the men did and 
said they’d be less 
likely to pursue it. 

 It’s not that women 
are less ambitious, 
the researchers say. 
Instead, women’s ambi-
tions may be different from 
men’s. At work, for instance, 

women may be motivated to 
pursue positions that foster 

strong relationships rather 
than power over others. 
And women’s ambi-

tions often extend 
across a broader 
range of personal 
and professional 

goals than men’s 
do. This may make 

women turn away from 
high-level jobs because 

they believe taking them 
would interfere with other 

important life goals. 

The Power of
Shortcuts

Nowa-
days, it 
seems 

like just about 
everybody with a 
job feels over-
loaded. Yet saying 
no to additional 
work can be 
tricky. These tips 
from social psy-
chologist Susan 
Newman, author 
of The Book of NO, 
may help. 

Keep your goals in 
mind. Some extra 
work is worth 
doing if it moves 
your career in 
the direction you 
want to go. When 
you say yes, do so 

strategically—to 
projects that will 
teach you some-
thing you want to 
learn or help you 
make important 
connections. 

Decline gracefully. 
Turning something 

down without actu-
ally using the word no 

is more palatable to the 
requester. Adding a bit of 

explanation can keep you 
from sounding like a shirker. 
Try “I don’t think I can take 
that on, as I have too much 
on my plate right now,” or 
“I don’t think I’m the right 

person for that; my learning 
curve would be too steep, 
and I might not do justice to 
the project.” 

Respond in person. Nuances are often 
lost in email, and you’re more likely to 
come across as positive but firm if you 
communicate your response in person. 

Suggest other ways of getting the task 
done. This can be especially helpful with 
requests that come from your boss. You 
might suggest splitting the task with 
someone else who would be a good fit. 
Or you could say, “I’m happy to do this, 
but we’ll have to shuffle my priorities.” 
Making the effort to offer alternatives 
demonstrates your willingness to en-
gage and problem-solve.

Don’t be flattered into yes. When 
someone says, “You’re so good at X, 
would you be able to take this project 
on?” it’s easy to agree without really 
thinking about it. Learn to acknowledge 
the positive feedback without signing 
onto the project until you have thought-
fully considered it. 
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W ith seven Grammys and more than  
100 million records sold, Gloria Estefan is 
best known as a Latin music superstar. But 

the Cuban-born singer, who grew up in a poor family in 
Miami, is also a successful businesswoman. With her 
husband, Emilio, Estefan owns several Florida hotels 
and restaurants, as well as a minority stake in the Miami 
Dolphins football team, which they bought in 2009.

Estefan’s family moved to Miami from Cuba in 1959, 
when she was just a toddler. She has warm childhood 
memories of watching her grandmother cook, and her 
businesses reflect her love of Cuban food and culture. 
One Miami restaurant, Larios on the Beach, features 
Cuban cuisine in an upscale setting, while Bongos 
Cuban Café—in two Florida locations—offers a more 
down-home version of the food Estefan grew up eating. 

At Costa d’Este, her luxury resort in Vero Beach, visi-
tors can chill at the golden sand beach and indulge in spa 
treatments. Estefan’s other hotel, the Cardozo, is a place 
to enjoy the glitz and glitter of the Miami Beach scene. 

“Emilio and I are very fortunate to feel a part of the 
growth of this city,” Estefan told Ocean Drive magazine.

Her family’s early struggles weren’t the only hardship 
that Estefan has had to endure. She was nearly left para-
lyzed by a 1990 tour bus accident. That sparked another 
passion project: along with Estefan’s business ventures, 
she has created the Gloria Estefan Foundation, which 
supports a variety of charitable programs, including 
raising more than $40 million for the Miami Project to 
Cure Paralysis.   Gloria Estefan

Stars Who Mean Business The Miami 
Entertainment 
Machine

Correction
In our list of “100 Best Companies for Women’s Leadership Development” in the fall issue, McDonald’s 
was inadvertently left off the list. We regret the omission. Please visit diversitywoman.com/best-100- 
companies-for-womens-leadership-development for the corrected list.
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When Kathryn Finney was 
young, she saw firsthand how 
immersion in technology 

could transform a life. Finney’s father 
didn’t get his high school diploma until 
he was 30, but only a few years later, af-
ter taking a local workforce development 
course, he landed a job as an engineer. 

He eventually went to work for Micro-
soft, receiving stock as a component of 
his compensation. “This changed my 
family’s financial status dramatically,” 

Small-screen Successes
Versus

Twenty years ago, three of the most prominent female 
characters on US television were a cocktail waitress, a 
travel agent, and a detective. 

Today, it’s easier to find popular shows featuring strong 
women in high-profile careers, such as Julia Louis-Dreyfus as 
the US vice president on Veep and Kerry Washington as the 
head of a Washington, DC–based crisis management firm 

on Scandal.
Still, says Madeline Di Nonno, CEO of the Geena Davis 

Institute on Gender in Media, television has a way to go 
before female characters are given their due. She cites 
recent institute research that examined 275 prime-time 
broadcast and cable shows and found that only 38.9 per-
cent of speaking roles were female. And overall, men were 
more likely than women to be shown working at all. 

The Miami 
Entertainment 
Machine

Finney says. “It made us realize how 
important it is, from an economic stand-
point, to get more African Americans 
into the beginning stages of start-ups.”

Finney has dedicated herself to creating 
opportunities for women of color at tech 
start-ups. Her own involvement began 
more than a decade ago, after she started 
one of the first lifestyle blogs, The Budget 
Fashionista. At tech-related events, how-
ever, she noticed that she was often the 
only woman and the only black person. 

She went on to found digitalundivided 
in 2012, whose mission is to support and 
encourage diverse urban communities 
in building technology companies. The 

need is great: fewer than  
1 percent of the start-ups 
funded by technology investors 

were founded by black entrepreneurs. 
The organization sponsors the FOCUS 

Fellowship, an eight- to ten-week pro-
gram that gives black women founders 
of tech businesses the tools they need 
to develop their companies and raise 
money. So far, more than one-third of 
the women in the fellowship program 
have raised at least $50,000 in venture 
or angel investor funding, and 10 per-
cent have raised more than $500,000. 

Through digitalundivided, Finney 
wants to increase the visibility of black 
women tech entrepreneurs. She hopes to 
help them to connect with venture and 
angel funders, with each other, and with 
young women who have similar aspira-
tions. Also, digitalundivided is working 
on a film, Rewrite The Code, which fo-
cuses on black women founders of tech 
companies. Look for it in 2016. 

“Tech is changing slowly but surely,” 
she says. “There are now bigger, more 
honest conversations around women of 
color in tech.”

Young Entrepreneur: Kathryn Finney

Next

Bridging the Tech Gap
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1986 2015–16
Shelley Long as 
waitress Diane 
Chambers, Cheers 

Julia Louis-Dreyfus as 
vice president Selina 
Meyer, Veep

Angela Lansbury 
as detective Jessica 
Fletcher, Murder, She 
Wrote

Kerry Washington as 
crisis manager Olivia 
Pope, Scandal 

Susan Saint James 
as travel agent Kate 
McCardle, Kate & Allie  

Julianna Margulies as 
lawyer Alicia Florrick, 
The Good Wife  

Linda Gray as wealthy 
wife Sue Ellen Ewing, 
Dallas

Tracee Ellis Ross 
as surgeon “Bow” 
Johnson, Black-ish

Phylicia Rashad as 
lawyer Clair Huxtable, 
The Cosby Show

Claire Danes as CIA 
agent Carrie Mathison, 
Homeland
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Anatomy of a … Conference Call

Oops! I Thought  
I Was on Mute

Mysterious beeps, sudden silences, a voice chiming in out of  
nowhere—conference calls can be maddening. (Just ask  
the makers of that YouTube video, A Conference Call in  

Real Life, which has been viewed more than 10 million times.) 
These tips will make your next call more productive, whether  

you’re leading it or just taking part. 

Take charge. Speak assertively, 
state the purpose of the meeting 
up front, and ask everyone to 
introduce themselves. 

Encourage people to speak up. If 
there’s someone who hasn’t said anything, 
ask him or her to comment. You don’t 
want anyone to feel left out, and you don’t 
want participants to tune out.

Keep the conversation on track. Don’t let someone 
who is long-winded take over. Interrupt politely but firmly to 
redirect by saying something like, “Those are good points, 
but we need to move onto the next item.” 

Arrive on time. 
It annoys the 
other partici-
pants to have to 
acknowledge 
latecomers. 

Master the mute button. 
Mute yourself when you’re 
not speaking, so others 
don’t have to hear you 
rustling papers or typing. 

Play it straight.  
It’s easy for subtleties 
to get lost because 
listeners can’t see your 
facial expression or 
body language. Save 
the jokes for when you 
meet in person. 

Don’t just vanish.  
If you have to leave the call 
before it is over, speak up 
to say you’re signing off. 
That saves everyone else 
the distraction of trying to 
figure out if someone has 
left and who it was.

Speak to be heard. 
If someone is talking 
over you, break in—
nicely—by saying, “I’m 
sorry to interrupt—this 
is Mary—I’d like to add 
something.”

If you are a participant:

If you are a moderator:

Identify yourself. Besides introducing 
yourself up front, it’s a good idea to say 
who you are when you comment, espe-
cially on a call with lots of people. 
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The Corporate Ladder

Embracing diversity in the workplace has historically meant quantifying and 
addressing the lack of racial and gender diversity in the workforce. But D&I efforts 
need to go beyond race and gender. Fostering inclusion across generations is

a challenging dynamic but is full of prom-
ise for organizations that invest in un-
derstanding and galvanizing the talents 
and insights of various generations. 

If you take a close look, you will see 
generational biases playing out in many 
organizations. For example, communications, 
initiatives, or approaches surrounding business 
activities will typically be geared toward one 
generational value proposition over another. 
Shortcuts are regularly taken for expediency’s 
sake, and when pressed for time, most of us 
lead through the lens of our generation. 

What’s needed is a skill set for manag-
ing generational inclusion: a way to bring all 
generations to the table for greater productivity 
while anticipating and planning for potential 
flashpoints. For example, a baby boomer may 
try to cover up his or her discomfort with tech-
nology by being reluctant to seek out continu-
ing education. A Millennial may express need 
for a flexible schedule that an older coworker, if 
not given the same opportunity, might resent. 
Or Millennials who are comfortable as gay or 
Hispanic or disabled may dispense with “cover-
ing”—that is, with trying to deflect the effects 
of stigma associated with minority status—but 
make their older counterparts uncomfortable 
with their “overt” authenticity. 

In my work as a diversity advocate and ally, 
I recommend several steps an employer can 
take to foster inclusion across the generational 
divide. 

To begin to understand the assumptions 
we make in the workplace, the stereotypes we 
unwittingly support, and the overcompensat-
ing we sometimes do in an effort to show up as 
more fully ourselves, it helps to participate in 
an employee resource group (ERG), an internal 
employee unit dedicated to creating awareness 
and changing behaviors and mind-sets around 
underrepresented workplace populations. 

Jennifer 
Brown 

ERGs are microcosms of the organiza-
tion at large and, as such, are safe 
places to explore what authenticity 
means—being oneself while allowing 

that others may be uncomfortable 
with it. These groups can help model 

how to find that balance, in a productive 
way, and lead the effort for organizational 
learning through the occasional discomfort. 

In addition, employers and supervisors have 
a role to play when it comes to defining the 
skill sets that different generations bring to the 
table. Training managers on the role of bias in 
hiring, retention, and advancement is critical. 
All leaders share a responsibility to challenge 
their assumptions about talent. A generation-
ally diverse pool of job candidates makes for a 
richer field and a stronger team.

Likewise, it is important not to have 
preconceived notions about how a leader 
should look or behave. For example, a Millen-
nial leader might not fit the corporate mold, 
but that does not mean he or she should be 
dismissed. Many promising young profes-
sionals might also lack the requisite years 
of experience. Rethinking job qualifications 
and relevant experience, along with seeking 
diversity in background and communication 
style, can help determine if that person might 
succeed in a given position. 

Like many assumptions about the differences 
that separate us, the divide between gen-
erations may reveal opportunities that, once 
appreciated, will lead to the kind of employee 
engagement and levels of respect that can 
foster a company’s best work. DW

Jennifer Brown is a passionate advocate and 
social entrepreneur committed to guiding leaders 
and organizations to create healthier workplace 
cultures that resonate with current and incoming 
leaders.

Training  
managers on 

the role of 
bias in hiring, 
retention, and 
advancement 

is critical.

Bridging the Generational Divide



The 10th Annual Diversity Woman Business 
Leadership Conference was comprehensive, 
inspiring—and, for many, game changing.

T
he buzz was infectious. At Diversity Woman’s 10th 
Annual Business Leadership Conference at Disney’s 
Yacht Club Resort and Convention Center in October, 
the energy level grew as the attendees listened to a stu-
pendous roster of speakers and panelists, drawn from 

the highest levels of the business world. In between sessions and at 
the evening receptions, the nearly 500 attendees networked, shared 
business intelligence, and laughed—a lot!

More than 50 speakers and executive coaches, ranging from 
EMC’s Senior Vice President and Chief Talent Officer Thomas Mur-
ray, to legendary publisher Cathie Black and businesswoman and 
fashion designer Tina Knowles, wowed the conference participants. 
Panels, such as “Women in STEM: Delivering on the Promise,” 
“Well-Being, Spirituality and Mindfulness,” and “Leadership In-
sights on Gender Diversity,” delivered keen insights and practical 
tactics. Many of the participants also took advantage of the one-on-
one executive coaching sessions.

Here are some impressions from the conference. See you at next 
year’s conference, October 10–12, in Baltimore!

Celebrating 10 Years

“Diversity Woman put on a powerhouse conference and deliv-
ered on what millennial professionals want: impressive speak-
ers, a cool vibe, access to mentors, and smart takeaways that 
help us to continue developing ourselves and our colleagues.” 
– Avery Blank, WiRL Senior Consultant, Policy Attorney, Women’s 
Advocate



“There is nothing better than 
being in the presence of highly 
knowledgeable, honorable, 
accomplished, and committed 
women who wanted to share 
their knowledge and personal 
experiences with others.” 
– Deborah Jones-Salone, Toyota 
Financial Services Headquar-
ters/BTS Operations

“Attending the conference was 
life changing! Phenomenal 
panelists and speakers. Great 
touch with the 1:1 coaching. I’ve 
already started taking action 
to further my career and com-
munity involvement!” – Rolonda 
Goodwin, Acquisitions Integration, 
SW & Licensing, Cisco

Celebrating 10 Years!



“I feel privileged to have been in the midst of a diverse group of powerful and accomplished women and men. We often talk 
about the power of words; the words of wisdom spoken at the conference were powerful and very impactful to me both per-
sonally and professionally.”  – Wendy B. Green, Regional Human Resources Business Partner, Food Lion Stores (Central Division), 
Delhaize America Shared Service, Group, LLC



© 3M 2015. All rights reserved. 3M is a trademark of 3M.

I’m in. Are you in?
Connect with us 
Explore opportunities at 3M.com/careers

3M is where individuality is celebrated. Where 
you’ll connect and take risks. Where you can truly 
be yourself and be heard. Where you’ll shine. 

Be inspired.
Be ingenious. 
Belong.

PRODUCTION
Job# 3MCO-15-1509

Round: P2-3
Date: 7/16/15

 DESCRIP: Full Page Ad
 AE: NP
 PM: JA
 AD: JJ
 CW: KD
 PA: SJ

 PUBLICATION: Profi les in Diversity Journal
 ISSUE DATE: Sept/Oct Women Worth Watching 2015
 TRIM SIZE: 8.5" x 11"
 BLEED SIZE: .125" all sides
 LIVE AREA: .125" top/bottom, .5" sides
 INK: 4 colors: CMYK

cyan

yellow

magenta

black

3MCO-15-1509_DiversityAd_PDJ_WWW_P2-3.indd   1 7/16/15   4:15 PM



We Mean Business   >  

divers i tywoman.com         Winter  2016      DIVERSITY WOMAN    23 

By Katrina Brown Hunt

In 2008, after Eileen McDonnell had 
stepped out of corporate life for three 
years to adopt her daughter and tend to 

her family, one might think she would have 
to jump through hoops to get back into the 
C-suite in the insurance industry. 

 But taking a break from corporate life 
wasn’t about to stall McDonnell’s career. 
During her time away, she had started 
her own consulting firm, taught at the 
American College, and even penned a 
marketing textbook. She was ready to 

get back on the corporate ladder, but she 
wasn’t willing to trade in her newfound 
freedom and flexibility. 

“Coming  here and interviewing with 
the then CEO, I was pretty clear—at 
40-some-odd years old and having gone 
halfway around the world to adopt—that 
I wasn’t going to enter a situation that 
would not let me be the authentic me,” 
says McDonnell, who is now chairman, 
president, and CEO of Penn Mutual. “I 
told them I would give them my all, but 
it might not look traditional.”

That meant, she says, being able to see 
her daughter in the morning before school 
and having dinner with her most nights. 
“I still have to answer to a board, but I laid 
out those expectations,” she says. “You 
have to let people know what you want.”

That commitment to doing things her 
own way is one reason that McDonnell, 
author of Marketing Financial Services to 
Women, wants to broaden and diversify 
the playing fields of the insurance in-
dustry, in terms of both its workforce 
and its consumer base. Diversity Woman 
spoke with McDonnell about weather-
ing the recession, the notion of a glass 
ceiling, and how playing a different 
game—literally—might help grow your 
business.

McDonnell has received an honorary 
doctor of laws degree from her alma ma-
ter, Molloy College, and earned her MBA 
in finance and investments from Adel-
phi University. She is a former member 
of the Master of Science in Management 
faculty at the American College, where 
she held the newly endowed chair for 
Women and Financial Services.

Diversity Woman: You come from a big 
family. How did that shape you?
Eileen McDonnell: I grew up in Rockville 
Centre, on Long Island. My mother had 
six children in eight years, and I fell right 
smack in the middle, which honed my di-
plomacy skills. I learned to see the unique 
abilities and strengths of each individual. 
We were all raised by the same parents, 
but each of us possessed unique abilities, 
and I still use that. I also learned that you 
have to play nice in the sandbox. 

DW: What was your original career goal?
EM: I entered college as a nursing stu-
dent, but after sophomore year, I realized 
I didn’t want to be a nurse. My imagina-
tion was captured by the introduction of  

Paying Dividends
The life insurance executive makes it her policy  
to chart her own path 

Power Suit: Eileen C. McDonnell
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personal computers—back when they 
used floppy disks. I could see that these 
new computers would make a huge im-
pact on the business world and in per-
sonal lives, so I switched my major to 
computer science.

DW: After a few years in the computer 
industry, at Wang, you transitioned into 
insurance. What appealed to you about 
that industry?

EM: It was actually like nursing; service, 
helping others. Insurance does great 
work to help people make sure that their 
loved ones or businesses are protected, 
but more important, it has actual liv-
ing benefits—accumulation products 
that help you make the most of your 
life. I took out insurance at 27 to lock 
in my insurability and begin saving in a 
permanent policy for any future needs. 
And I borrowed money from that policy 
to launch a consulting firm and supple-
ment my income during my hiatus from 
corporate life.

DW:  How did your company weather 
the recession?
EM: We don’t have stockholders, so we 
are able to operate conservatively, be-
cause we don’t have the pressure of in-
creasing earnings. So coming into the 
crisis, we were strong to begin with. I 
came here in 2008 as chief marketing of-
ficer, and we made the conscious decision 
to keep moving forward—we just were 
not going to participate in the recession. 
There were so many variables that people 
got bogged down with back then. Even 
now, I can’t get too upset about what Janet 
Yellen will do with interest rates—I can’t 
control that. My sense is if you focus on 
what you can control, you can do some-
thing about it. And I control what I do 
with my business. 

DW:  How has the landscape for life 
insurance changed?
EM: Our company is 168 years old. It 
was built on men selling to men—heads 
of households, business owners. Fast-
forward, and you see that the demo-
graphics have shifted. We need to look 
like the American demographic, so here 
in our home office, we have a diverse 
population. Over 40 percent of our C-suites 
and board are women, so we are walking 

the walk in terms of both gender and 
ethnic diversity. 

DW:  How are you reaching out to that 
wider consumer audience?
EM: We have a couple of things in place. 
We have a program called My Worth, 
which was designed to help women—in 
particular, stay-at-home moms—assess 
their value as chauffeur, cook, babysit-
ter: if you had to replace me, what would 
that cost? I think women often under-
estimate the transferable skills and in-
sights from their roles of wife, daughter, 
and mother. 

DW: It sounds as if you might hire those 
moms.
EM:  When I’m interviewing a woman for 
a job who has been a stay-at-home mom, 
she’ll make excuses, asking for forgive-
ness for straying from the workplace. 
I say, Look at all you’ve done! You see a 
smile come across her face. I always say, 
Don’t sell yourself short.

DW:  How are you working to expand 
your advisor base in terms of diversity—
and age?
EM: The average age of an advisor in 
this industry is late 50s—we are an ag-
ing industry. Recently we took on the 
title sponsorship of the Collegiate Rugby 
Championship, and we partnered with 

NBC. You might say, Why rugby? It’s an 
untapped market and the fastest-growing 
team sport in the US. In 2016, it will be 
reintroduced in the Olympics, and it’s 
played on all major college campuses. 
Rugby was strategically identified to get 
us favorable exposure on college campus-
es, so we could recruit from that millen-
nial population. 

DW: You’ve been quoted as saying 
you’ve never experienced the glass ceil-
ing in your career. What do you say to 
colleagues who have bumped against it?
EM: I say—to men or women—that if 
you are on a path that is not going well 
for you, it’s up to you to change that path. 
I have not played the victim, but there 
have been points in my career when I 
have had to change my job or company 
because someone was in my way. That 
will happen. You have to take ownership 
and accountability. 

DW:  What leadership lessons did you 
learn the hard way?
EM: I was a midlevel supervisor and I 
had aspirations to grow in the organiza-
tion. I was meeting with the CEO, and I 
kind of fluffed the answer to one of his 
questions. He gave me the best response: 
“Eileen, we have a hundred other people 
who know the answer. I’d rather you tell 
me you don’t know or go find out.” As a 
leader, you’re not expected to know every-
thing, but you need to be in tune with every-
one’s abilities. 

DW: Are there any books you’ve read 
recently that have inspired you?
EM: Leading the Life You Want: Skills for 
Integrating Work and Life by Stewart D. 
Friedman. It looks at folks like Spring-
steen, people who have done a good 
job both at work and at home—it’s an 
interesting read. Otherwise, some of 
my best reading is at bedtime with my 
daughter. Recently we read Charlie and 
the Chocolate Factory—there are many 
life lessons embedded in these chil-
dren’s stories. DW

If you are on a path that is not going
well for you, it’s up to you to change.
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As renowned chef and  
restaurant entrepreneur 
Traci Des Jardins has 
learned, running a  
restaurant can be a lot 
like—and at the same 
time radically different 
from—running other  
businesses

By Jackie Krentzman

Today, the big food and health 
trend is sustainable organic cui-
sine, which generally means cook-

ing with fresh ingredients free of addi-
tives and sourced from local farms and 
ranches.

For San Francisco chef and entrepre-
neur Traci Des Jardins, this isn’t a new 
trend—it’s the way she was raised.

Des Jardins grew up in Firebaugh, a 
farming community in the Central Val-
ley of California—the nation’s bread 
basket. Her father was a second-generation 

farmer. His father was French Arcadian 
from the Louisiana Bayou. His mother 
was Swedish and Norwegian and was be-
loved as the family baker. Her mother’s 
family came from Mexico. So Des Jardins’s 
whole childhood revolved around food. 
She helped her grandmother make fresh 
tortillas. Everyone in the family hunted 
and ate wild game, and they all cooked.

Today, Des Jardins owns six restaurants 
in San Francisco, ranging from the casual 
Mijita (the nickname her grandmother 
bestowed on her), featuring regional Mexi-
can cuisine in the bustling Ferry Building, 
to her elegant namesake, Jardinière, in 
Hayes Valley. Before opening Jardinière in 
San Francisco in 1997, Des Jardins, who 
was classically trained in French cuisine, 
worked in highly acclaimed kitchens in Los 
Angeles, France, and New York City. She 
was named Best Chef: Pacific by the James 
Beard Foundation in 2007, and is the recip-
ient of the James Beard Foundation’s Ris-
ing Star Chef of the Year, in 1995, and Food 
& Wine magazine’s Best New Chef, in 1995. 

Diversity Woman sat down with Des 
Jardins in her latest venture, the Com-
missary, a warm Spanish-influenced 
restaurant in San Francisco’s Presidio, 
a former military base, now part of the 
Golden Gate National Recreation Area. 

DW:  You grew up enmeshed in a food 
culture. When did you know you wanted 
a career in restaurants?
Traci Des Jardins: I graduated from high 
school when I was 16. I was young for my 
class anyway, and then I graduated a year 
early because I was from this really small 
town and wanted to get out of there. I 
didn’t make it through my first year of 
college at the University of California, 
Santa Cruz. I think I was too young. I 
had really taken up cooking as a serious 
hobby when I was in high school, and so 
after I dropped out, I thought I wanted to 
try being a professional. 

Restaurant Confidential

CEO Woman
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DW: The world of high-powered restau-
rants is infamous for its macho atmo-
sphere. Have you ever faced any overt  
or covert sexism in your career?
TDJ: If you look at the statistics [of the 
ratio of men to women in the restaurant 
industry], I would have to answer that 
absolutely it’s a male-centric field. Have I 
felt like being female has been a huge ob-
stacle for me? No. But I have been able to 
look past a lot of fairly egregious things 
in my career. When I worked in France 
for a total of a year and a half, I was the 
only woman in each of the kitchens in 
four different restaurants. So what’s the 
reasoning behind that? 

DW: Why do you think that is?
TDJ: I think there are a bunch of rea-
sons. I think that when women get to 
the childbearing years, they tend to drop 
out of our industry. The years it takes to 
become a restaurateur or a chef-owner 
coincide with when women are ready to 
have children or they’re at the tail end 
of their childbearing years. So I think a 
lot of women—and I’ve seen this—drop 
out. It’s also due to the fact that running 
a restaurant has historically been male 
dominated, and that’s not easy to change.

DW: Is there an association of women 
chefs?
TDJ: There is. There’s Women Chefs & 
Restaurateurs, WCR. I was on the board 
many years ago. I would imagine there 
are the same sorts of obstacles in the 
regular business world as in ours, in 
terms of having kids and finding work-
life balance. The big difference, though, 
is that most of what happens in the res-
taurant world happens at night. That’s a 
bigger challenge in terms of managing 
day care and managing a family. How do 
you do that?

DW: How have you managed that 
schedule?
TDJ: I have a 15-year-old son. But I can’t 
say it’s been easy. It took planning. I had 
to be at a certain point in my career in 

order to make that happen. When I was 
17, I had the plan in mind that I wanted 
kids in my early 30s—and it was another 
17 years before I had my son. By that 
point, my feet were firmly planted, and 
I already owned my own business by the 
time I had a child, so I had a lot of flex-
ibility. As a business owner, I could write 
my own ticket. 

DW: Are there certain working styles that 
are acceptable in the restaurant indus-
try but may not be acceptable in other 
industries?
TDJ: Oh, yeah! I was on a panel on stress 
recently, which included an NFL quarter-
back, a psychologist, and a FEMA first re-
sponder. I said to the quarterback, “We’re 
both in industries that I consider to be the 
last bastions of bad behavior.” In sports 
and in restaurants, there is still a lot of 
motivation by intimidation and threats 
and profanities. It certainly is the way I 
was trained. I was trained in an environ-
ment where what we considered normal 
behavior anyone of a sound mind would 
have said was abusive. There was a lot of 
yelling and screaming, and there were fist-

fights. People got beat up or 
had things thrown at them, 
and they had plates smashed 
down in front of them. The 
stories you read are true. It 
was a large part of my learn-
ing experience in restaurants. 

Early in my career, when 
I first became in charge of 
a kitchen, I ruled that way. 
But quickly I realized I didn’t 
want to be that way. I didn’t 
want to be a yelling, scream-
ing, tyrannical, threatening, 
intimidating person. It took 
a lot of energy and it felt 
like negative energy. I re-
flected on that and tried to 
figure out a way that it could 
happen better. But there are 
still residuals of that in our 
industry, and fairly domi-
nant ones.

DW: But given the stress in the job, 
aren’t restaurants owned by the most 
enlightened executive chefs still chal-
lenging work environments?
TDJ: Yeah, that was definitely one of the 
challenges in my career, to sort of figure 
that out. There are still residual parts 
of that in my kitchens. It’s still very hi-
erarchical. It’s still kind of run like the 
military. There is a hierarchy and a pre-
cision that is necessary in the heat of 
battle. In the moment during what we 
call “in-service”—when there are guests 
in the restaurant and we’re servicing 
those guests—if I tell my sous chef, “This 
chicken is undercooked” or “It’s not sea-
soned correctly,” he might not agree with 
me. He might think it’s cooked perfectly 
or seasoned correctly, but he’s not go-
ing to argue with me in that moment. If 
the server comes back to me and says, 
“This isn’t to the guest’s liking,” I say to 
the chefs, “You need to make this again, 
and this is what they didn’t like about 
it.” They don’t have time to discuss who’s 
right and who’s wrong. It just needs to 
get done. 

Traci Des Jardins making tortillas 
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So management techniques in a res-
taurant are somewhat different than in 
other industries. It’s not unlike athletics. 
You have this team, but it’s not a democ-
racy. There is a hierarchy to it and there 
is an order in which things have to hap-
pen. I know that there are kitchens that 
are democratic and everybody’s opinions 
matter, and everyone gets to weigh in, 
but that’s not the kind of kitchen I was 
trained in or the kind of kitchen I run. 

DW: What would you say are the major 
differences between challenges you face 
versus those of other customer-oriented 
businesses?
TDJ: I think that the restaurant business 
is full of a lot of people like me who are 
self-made and have learned by doing. 
For example, I’m not super recipe-based. 
I don’t have precise recipes in my orga-
nization. I teach people how to cook and 
how to taste. In some cases we might 
have precise recipes, but mostly we’re 
learning by doing and tasting and learn-
ing to cook the foundations. To your 
question, in the restaurant business, I 
would venture to guess that 65 percent 
of the people who work in restaurants 
have no formal training. So they adhere 
to that learning by doing and lack formal 
training and structure. 

It makes sense. Cooking is a creative 
endeavor, right? Those are the sorts of 
people it’s going to attract. Some other 
customer-centric businesses have cre-
ative aspects, but many don’t. If you’re 
making coats, if they all have to be ex-
actly the same, there’s a pattern. 

DW: You are very customer-centric. How 
do you teach that to your staff and what 
do you emphasize?
TDJ: One of my points of pride in running 
Jardinière for 18 years is that the feedback 
is always, “Your staff is so friendly.” That’s 
a really important piece for me, that we 
have a sense of hospitality in welcoming 
people. We’re in the business of making 
people happy, which I take great pleasure 
in. People can come in a bad mood, and 

our job is to turn them around. Some-
times it almost seems like an impossible 
task. You have somebody who’s had a re-
ally bad week or they just had a fight with 
their wife or whatever, and our job at the 
restaurant is to balance that. We need to 
take them in a different direction. This is 
a time when you get to relax and share 
food and have a good time. It’s a time to 
live in our little tactile world for an hour, 
or two or three. That’s our job—to create 
that sense of hospitality and to welcome 
and take care of people.

DW: It’s very intimate.
TDJ: It is. We’re creating an experience 
with someone. We’re giving you things to 
put inside your body. Consuming some-
thing is a very intimate act, I think. It’s an 
act of mutual trust, and you have to have 
confidence in the person giving you that 
product. So you think about it like that, 
and it’s different than just eating. 

DW: How do you hire? Is there any one 
question you always ask?
TDJ: Not really. I’m a very intuitive per-
son, so I kind of leave it to my instincts in 
terms of the feeling that I get from some-
one. I started out in this industry with no 
experience whatsoever and have become 
very successful. I didn’t go to school to 
learn it. I feel like you can go a long way 
in this industry with common sense, 
and that’s usually something I’m looking 
for—emotional intelligence, common 

sense, and a good work ethic. It’s really 
hard work that we do. That’s never going 
to change. Those are attributes that lead 
to success in our industry. 

DW: Did you have any formal or semi-
formal management training? Was there 
ever a management mistake you made 
that you learned from?
TDJ: I think there are a million little 
mistakes [I’ve made]. I haven’t made any 
huge resounding ones—well, that’s not 
true. The answer is yes, I’ve made mis-
takes. One of the things that I always 
preach to my managers is to look at the 
things that you do well and understand 
your strengths and weaknesses and 
be self-reflective. Managing a team of 
people in a restaurant is a very complex 
thing to do. You’ve got a lot of different 
people with different attributes, and 
you need them for their different attri-
butes. Some of them are more creative, 
some are going to be your workhorses, 
some of them are going to be organiz-
ers, and that team, working together, is 
going to create what you need to run a 
restaurant. 

Likewise as a manager, you have 
strengths and weaknesses. You have 
some people who are just great people-
people. They’re going to be out there 
greeting the guests and will be amazing 
at that, but they may not be the most or-
ganized people. You need that team and 
you need those different aspects. I guess 
it’s really not that different from any 
complex organization. 

DW: Do you have a vision not only of 
your cooking but of where you want to 
go? Do you always have a long-term plan 
in mind? Or do things just happen?
TDJ: It happens both ways. I certainly do 
have a long-term plan for financial sta-
bility and the things that everybody else 
wants. I try to have a 10-year strategic 
plan, but sometimes things come up that 
I didn’t necessarily anticipate, and that 
takes me on a path that might be a devia-
tion from what that vision is. DW

There are kitchens
that are democratic
and everybody’s
opinions matter, 
but that’s not the
kind of kitchen I 
was trained in or
the kind of kitchen 
I run.
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stay on the proverbial whiteboard. Solicit 
feedback and figure out how the prototype 
can be tweaked and improved. Then try 
again. And again and again and again. That 
same mind-set describes the industry’s 
entrepreneurs. Silicon Valley is littered 
with people who have started an endeav-
or, failed, and moved on to their second, 
third, or even fourth one. They aren’t ex-
pected to be Mark Zuckerberg and launch 
Facebook on their first try (incidentally, 
for many years, Facebook’s internal motto 
was “Move Fast and Break Things”). 

How can we learn from Silicon Valley? 
We need to accept that making mistakes 
is part of every aspect of life. “Our chal-
lenges are going to involve failure because 
if it were easy, it would have already been 
done,” says Ashley Good, founder of Fail 
Forward, a Toronto-based consultancy 
that helps organizations and individuals 
learn from their failures. 

One of Silicon Valley’s popular buzz-
words is to iterate. The concept is the 
same: figure out what went wrong and 
what went right and build on it. It means 
drafting a proposal and then revising it 
again and again, rather than being held 
hostage by the need to craft the perfect 
introduction. It means experiment-
ing with different tactics if the first one 
doesn’t work out. It means taking risks. 

 And it means not fearing failure. A 
study at Smith College asked 51 female 
undergraduates to rewrite a passage from 
a composition. Their assignment was then 
blind graded by two college professors. The 
study found that the students who were 
considered perfectionists did a poorer job 
than those who weren’t. Randy O. Smith, 
the psychology professor who conducted 
the study, theorized that perfectionists 
avoided showing their writing to others 
and having it critiqued, so they didn’t re-
ceive the feedback that could help them 
improve. They feared getting it wrong, yet 
it was their fear of failure that hindered 
them in the end. 

By Ellen Lee

Steve Jobs was the ultimate fail-
ure. He dropped out of college, he 
was ousted by the company he co-

founded, and the computer he designed 
was panned by the media. Yet today Jobs 
is remembered as one of the most iconic 
and revered figures in technology. 

Can we bene-
fit from failure? 
In Silicon Val-

ley, where the motto “Fail Fast, Fail Of-
ten” rules, the answer is a resounding yes. 
Design a product that didn’t work? Go 
back to the drawing board and try again. 
Failure, the thinking goes, is just one step 
on the road to the right solution.  

That approach could benefit many of 
us in all facets of our lives. Women often 
feel the pressure to be perfect—perfect 
looks, perfect job, perfect mom. Social 
media, and the trend toward sharing 
the most important events in our lives, 
hasn’t helped. 

Indeed, we ahave good reason to feel 
the pressure to be perfect. Women, more 
so than men, are highly scrutinized in 
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Failure to Launch

their climb up the corporate ladder, espe-
cially because so few of us have made it 
to the top, according to a 2013 paper in 
the Harvard Business Review. Women of 
color face additional challenges. Research 
shows, for example, that when black 
women are seen as not fitting the “mold” 
of a leader, they are punished more 
harshly than their black or white male 
counterparts if they make a mistake. Is 
it any wonder that we are cautious about 
blundering?  

At the same time, if we were to borrow 
from the Silicon Valley school of think-
ing, the potential for failure shouldn’t 
stop us. In fact, despite the risks, we 
should run headlong into it.  

Part of the process
The root of Silicon Valley’s “Fail Fast, Fail 
Often” motto is the technology industry’s 
need to innovate quickly and stay com-
petitive. (The many incarnations of the 
iPhone are just one example.) The strategy 
goes something like this: Design a proto-
type. Instead of making sure it is absolute-
ly perfect, test it—ideas aren’t meant to 

Fear of failure holds many of us back. But if we heed the  
Silicon Valley motto— “Fail Fast, Fail Often”— we may be 
better able to achieve our goals and advance our careers.

Accelerate

We Mean Business   >  
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“You have to be ready to make mistakes 
and try again,” says Alina Tugend, author 
of Better by Mistake: The Unexpected Ben-
efits of Being Wrong, which cites the study. 
“It’s something we lose sight of.”

Sometimes it’s harder for us if we grew 
up with a string of successes, Tugend 
adds. We’re used to striving for the best 
and being the best, so when we hit a road-
block, we’re not equipped to handle it.  

That happened to Mari Corella. “I had 
been an overachiever my whole life,” 
Corella explains. “I believed that if you 
worked hard, you would get a good job 
and life would be good after that.”

After graduating from University of 
California at Berkeley, Corella landed a 
position at a national fashion retailer. 
A year in, she applied for a promotion, 
confident that she would be selected. She 
wasn’t. The decision wrecked her. She 
searched for answers. Was it something 
she had done? Was it because of her back-
ground (Latina and Asian)? What did 
she lack? She felt so miserable that her 
unhappiness began to manifest itself in 
aches and pains in her body. She snapped 
at her colleagues at work. She cried. She 
was mean to new hires. “I became a dis-
gruntled employee,” she says. “I did many 
things I was not supposed to do.”

Corella spent a year interviewing for 
other jobs, but the economy had stalled 
and she couldn’t land a new position. 
Finally, she applied for business school, 
was accepted, and earned an MBA. The 
move helped restart her career. “Failure is 
a gift, a clear sign to try a new method of 
achieving your goals,” says Corella, who 
is now a digital executive at a national 
beauty company in New York. 

Early on, Corella put too much pressure 
on herself. She’s since learned to shake off 
failures, and she’s also more compassionate 
with those around her when they make mis-
takes. “We can’t change what’s happened to 
us in the past,” she says. “We can’t change 
what’s going to happen in the future. But we 
can change how we react to both.”   

Failing forward
Most of us don’t handle failure well, says 
Good of Fail Forward. We want to blame 

others or point to extenuating circum-
stances. But we can learn to “fail forward.” 
The first step is to recognize the instinct 
to find fault elsewhere and move beyond 
it. Instead, it’s important to reflect on 
the situation and to ask ourselves what 
or how we can change—and grow. What 
can we do differently next time? After all, 
we don’t want to make the same errors 
again and again. 

It also helps to have a trusted friend or 
mentor with whom you can share your 
story. Our impulse may be to hide our 
mistakes, but being open about them can 
help. “We are often harder on ourselves, 
so the act of sharing brings us out of the 
death spiral of despair,” says Good. 

“This is not a nice-to-have skill,” she 
adds. “It is a must-have skill because of 
the complexity of problems we’re trying 
to solve. Everyone is going to need a pro-
ductive relationship with failure.”

Jessica Bacal, author of Mistakes I Made 
at Work, stresses the importance of self-
compassion. Our mistakes don’t have to 
define us. That is, just because you lose 
doesn’t mean you’re a loser, and just 
because you fail doesn’t mean you’re a 
failure. “One thing you’ve done doesn’t 
represent your whole self and your whole 
career,” she says. “It’s useful to give your-
self the compassion that you would offer 
to a good friend.”

Bacal was inspired to pen Mistakes I 
Made at Work after she was named di-
rector of the Wurtele Center for Work & 
Life at Smith College. Faced with a steep 
learning curve, she found herself feel-
ing anxious about the mistakes she kept 
making. In her book, she turned to 25 
prominent women, such as author Cheryl 
Strayed and McKinsey director Joanna 
Barsh, and asked them to share a mistake 
they had made and how they overcame it. 

Reshma Saujani was one of the women 
Bacal featured. Saujani had run for Con-
gress in New York and had lost in a land-
slide. She gave herself two weeks to feel 
terrible, then picked up the pieces and 
eventually took a public advocacy job. In 
her new role, she found that students, 
especially girls, in New York City public 
schools did not have enough access to 
technology education. It inspired her to 
start the nonprofit Girls Who Code. The 
training program now reaches nearly 
4,000 girls in 29 states, with the goal of 
exposing 1 million girls to computer sci-
ence by 2020. Failure gave Saujani the 
power to take more risks because she felt 
like the worst had already happened. 

“Failure can make you stronger, tougher, 
and more resilient if you look at it the 
right way,” she says. “Girls Who Code 
might never have been founded if I had 
won [the election].”

Failure opened the door for Tiffany Gil-
lespie, too. A few years ago, Gillespie felt 
that she had landed her dream job when 
she was hired by an event-planning com-
pany. But three months into it, she forgot 
to place an order for a client. The mistake 
cost Gillespie her position. “I was devas-
tated,” she says. “I had never been let go 
from a job. I felt like such a failure.”  

Gillespie, who had studied criminal 
justice in school, returned to the legal in-
dustry and took a temporary job at a law 
firm. But she still loved event planning 
and continued to pursue it on the side. 
When her law firm gig ended, she decided 
not to search for a new position. Instead, 
she launched To the “T” Events and Ca-
tering in Philadelphia. She gave herself 
six months to make it work. It did. Now 
more than a year later, she is organiz-
ing weddings, book tours, and corporate 
events. 

Although Gillespie still regrets that 
fateful mistake, she might not other-
wise have had the courage to go out and 
launch her own business. As she says, 
“That mistake was the best thing that 
happened to me.” DW 

Ellen Lee is a business and technology  
journalist in the San Francisco Bay Area.

It’s important to re-
flect on the situation
and to ask ourselves
what or how we can
change—and grow.
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American workplaces are  
often not set up to support  
religiously observant workers, 
particularly women. Here are 
some tips on how to create a 
more inclusive workplace for 
women of faith.

By Liz Joslin

For Hedieh Fakhriyazdi, faith 
comes up every day at the office. 
Working as a senior manager in 

global diversity and social responsibility 
at Weil, Gotshal & Manges LLP, she is re-
sponsible for aiding in the recruitment, 
retention, and advancement of diverse 
talent. Fakhriyazdi says her work directly 
connects to her faith. “I feel a tremendous 
amount of coherence between what I be-
lieve as a Bahá’í and as a spiritual being, 
and what I do day-to-day as a working 
professional,” she says. “My professional 
work is about building capacity.  It’s about 

modestly due to her religious beliefs. She 
shared that sometimes she felt disrespected 
by female coworkers because of her attire. 
She was hurt and noted that it was espe-
cially painful because this behavior was 
coming from women from whom she ex-
pected understanding. 

Because of this woman’s story, and oth-
ers like it, we wanted to dive deeper into 
this topic. We wanted to hear from more 
women in Corporate America about their 
experiences—and to share their stories 
with you. 

Hedieh Fakhriyazdi, Elana Weinstein 
of Bloomberg LP, and Stephanie Batta-
glino of Follow Your Heart LLC spoke 
with Tanenbaum about their experiences 
as women of faith in the workplace 
and what they’ve seen happen to their 
colleagues. These conversations high-
lighted the way that faith and spiritual-
ity can positively impact work, but also 
presented the unique challenges they 
encounter, such as scheduling and ask-
ing for accommodations. 
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Women of 
Faith in the Workplace

Take the Lead

the betterment of people and the better-
ment of organizations and society.” 

Fakhriyazdi is one of three women 
who shared their experiences on what 
it means to be a woman of faith in Cor-
porate America with the Tanenbaum 
Center for Interreligious Understand-
ing, and how their gender intersects 
with religious identity at work. For more 
than 15 years, the Tanenbaum Center, 
a nonprofit with the mission of com-
bating religious prejudice, has worked 
with corporate clients to help them cre-
ate more inclusive work environments 
for employees of all faiths and of none. 
Over the years, my colleagues and I at 
Tanenbaum have heard personal stories 
from clients and trainees about the spe-
cific challenges that women face around 
religion in the workplace. 

For instance, after an introductory train-
ing on religious diversity in the workplace, 
a member of our staff was approached by 
a participant. She was an observant Chris-
tian who covered her hair and dressed 
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Understanding  
commitments to religion

Elana Weinstein, a longtime D&I prac-
titioner and coach, identifies as Jewish. 
Her identity is more cultural than reli-
gious in nature, but that doesn’t mean 
she lacks commitment to her faith. When 
the High Holidays come around, she has 
to take time off to attend services. But 
that’s not always easy when working at a 
large corporation. 

Weinstein sees these challenges come 
up for other Jewish female colleagues. 
“Around holiday time,” she says, “it 
seems that women sometimes bear more 
of a burden around needing to get home 
in advance of the holiday to prepare the 
household.” Among their tasks, they 
must make sure that children, if they 
have them, have proper clothes and are 
ready for synagogue. There is significant 
preparation involved in Jewish holidays 
(similar to hosting Thanksgiving dinner), 
and men, it seems, may not feel this bur-
den to the same degree. This extends to 
Sabbath observance, Weinstein explains: 
“I’ve worked with men over the years 
who are more religious and do observe 
the Sabbath, and they make it clear that 
their hours are what their hours are . . . 
it seems that they are more direct about 
their need to observe and take care of 
what they need to do.” 

Weinstein recognizes that this observa-
tion applies to gender roles more broadly 
in the workplace. She has noticed how 
“women often feel that they have to 
make excuses if they have to leave at a 
certain time or if they have to take a child 
to a doctor’s appointment, and many 
men don’t exhibit that same pressure to 
explain.” From a personal perspective, 
when it comes to explaining herself and 
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her religious observances to 
colleagues, Weinstein says 
she doesn’t mind. “I would 
rather have someone ask the 
question and have the op-
portunity to educate them 
around it. I feel like if they’re 
asking the question, they 
want to learn, and they want 
to understand.” 

Multiple religions in the  
workplace is a positive 
Hedieh Fakhriyazdi understands this 
perspective. She has spent a lot of time 
explaining herself and her religion, but 
similarly sees this as a way to educate 
others about her beliefs and practice. She 
follows the tenets of the Bahá’í faith, a 
monotheistic global religion that origi-
nated in 19th-century Persia. Drinking is 
prohibited, which often raises questions 
from her peers and colleagues. Not only 
was the drinking culture pervasive in col-
lege, but it continues to have a presence 
during networking events, social gather-
ings, and business dinners in corporate 
environments. 

Fakhriyazdi attends these functions to 
show her support (and is often involved 
in planning them), but it can be uncom-
fortable when, inevitably, someone asks 
her why she’s not drinking. “I’m always 
forthcoming about the fact that it is a reli-
gious value for me to not partake in drink-
ing, but this can sometimes catch people 
off guard,” says Fakhriyazdi. However, 
on the whole, she feels she can handle 
these conversations much more comfort-
ably now than during her undergraduate 
years: “When you’re younger, you’re less 
comfortable highlighting how or why you 
are different. As I have gotten older, I feel 
more confident in the personal decisions  

I make that relate back to my religious 
values. That sense of empowerment 
makes it easier to share why I make cer-
tain lifestyle decisions that seem to chal-
lenge the status quo.” 

Other aspects of Fakhriyazdi’s iden-
tity also make her stand out in Corpo-
rate America. “There is a lot of complex-
ity and intersectionality due to my race, 
my ethnicity, my gender, and my faith, 
all of which are not the standard,” she 
says. One area where this is especially 
apparent is when she seeks a mentor or  
sponsor. “I have never, in a professional 
setting, had an Iranian Bahá’í woman 
serve as my mentor,” she says. “Of course 
it would be nice, but frankly, there are 
so few of us in Corporate America to be-
gin with.” But that doesn’t mean she has 
been unable to find effective mentors and 
sponsors during her career. As she wisely 
points out, “There is a common assump-
tion that mentors should share a similar 
background as you,” she says. “I actually 
would argue that having a diverse slate of 
mentors and sponsors to help guide you 
throughout your career will lead to greater 
success and opportunities overall.” 

Fakhriyazdi also notes that mentors 
and sponsors can serve as allies when 
asking for a religious accommodation. 
There are numerous Bahá’í holy days 
throughout the year, but the Bahá’í New 

“I would rather have someone ask the 
question and have the opportunity to 
educate them.”
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Year (around March 21) is the one that 
Fakhriyazdi consistently takes off from 
work. Even when she is in a supportive 
work environment, she still feels guilty 
and “incredibly sheepish” about asking 
for the day off. Similar to Weinstein’s 
observation that her Jewish male col-
leagues do not always share their female 
counterparts’ hesitance to ask for time 
off, this is one area where Fakhriyazdi ob-
serves her gender and religious identities 
intersecting. She suspects that her Bahá’í 
male colleagues don’t feel guilty about 
asking for days off for observance. She 
believes that having a mentor or sponsor 
who backs you up when requesting time 
off can make a big difference in how in-
cluded and respected any employee feels 
in the workplace.

Fortunately, in Fakhriyazdi’s case, her 
supervisors are supportive of her adjust-
ing her schedule to attend various Bahá’í 
activities and holy day celebrations. That 
flexibility is a win-win: Fakhriyazdi is 
happier and more productive at work 
when she is able to maintain the balance 
that allows her to honor her religious 
commitments and fulfill her work re-
sponsibilities at the same time. 

Flexibility is the key
Stephanie Battaglino also feels that flex-
ibility is essential. Part of her practice as a 
Christian is to pray and read scripture ev-
ery day. But Battaglino’s work as a corpo-
rate vice president at a financial services 
company can be intense and demanding. 
To do her best work (and stay sane), she 
sometimes needs a moment away from 
her desk to reflect or say a quick prayer. 
Happily for her, the company’s culture al-
lows her to take that time for herself to 
fulfill her spiritual needs. 

This is not the only way that Batta-
glino’s employer has supported an aspect 
of her identity. Ten years ago, Battaglino 
came out as transgender at the same 
company where she works today. The 
supportive environment, alongside a 
strong nondiscrimination policy, made 
transitioning easier than it might have 

been elsewhere. She echoes Fakhriyazdi’s 
sentiments about the importance of a 
supportive and inclusive work environ-
ment. Both women recognize that bal-
ancing their faith and work would have 
been more difficult with an employer that 
did not prioritize inclusiveness. 

Battaglino is also a sought-after consul-
tant, trainer, and speaker. As the founder 
and owner of Follow Your Heart LLC, she 
presents at Fortune 500 companies all 
over the world, sharing the story of her 
transition and advising others on how 
to support trans employees. Battaglino’s 
religious beliefs connect directly to her 
work with Follow Your Heart. “I really 
believe it’s a calling,” she says. “I believe 
God has blessed me with certain gifts.” 
Religion and spirituality are a big part of 
what inspired her to create Follow Your 
Heart, and what continues to drive that 
work today. 

Battaglino was born and raised in the 
Catholic Church, and religion has always 
been a big part of her life. Today, she 
receives spiritual support from a nun 
whom she refers to simply as “Sister” 
and who works under the radar to sup-
port trans people of faith. Sister, Batta-
glino’s spiritual director since 2008, helps 
her balance her religious needs with her 
work, particularly by encouraging her to 
take the time she needs during the work-
day to reflect. 

Battaglino has found that, in her pro-
fessional life, her religious and gender 
identities rarely conflict. She suspects 
that a lot of this has to do with the compa-
nies she works for and with, all of whom 
support a culture of inclusion. As Batta-
glino says, “Context matters in every-
thing—and culture creates that context 
in the workplace.” She knows that other 
trans people have been less fortunate in 
their places of work. “The biggest mistake 
you can make is not creating an environ-
ment where people feel like they’re being 
heard,” Battaglino says. 

So what can companies do to make sure 
their employees, regardless of gender, are 
supported in their religious identity? All 

the women agreed that flexibility and a 
culture of inclusion are key. When em-
ployees are able to have the freedom to 
take days off for observance and holidays 
and have flexibility in their schedules to 
take prayer breaks and honor religious 
commitments outside (and within) the 
workday, they are empowered to do their 
best work. The combination of institu-
tional allowances for flexible scheduling 
and a culture where women feel comfort-
able asking for what they need is a power-
ful one. 

Recognizing the unaffiliated 
None of the women we interviewed are 
unaffiliated, but it is an important demo-
graphic, and companies must be mindful 
of employees who are unaffiliated. All 
the women in this piece identify with 
a religious tradition, but according to 
the Pew Research Center, 23 percent of 
Americans are unaffiliated, meaning that 
they are atheist, agnostic, or “nothing in 
particular.” 
  Even employees who are unaffiliated 
may need accommodations. Some “unaf-
filiated” people, for example, may identi-
fy as spiritual but not religious and thus 
require days off for personal observances 
that do not coincide with a widely recog-
nized religious holiday. 

Finally, companies can foster inclusion 
by providing educational opportunities 
around this topic to employees. Weinstein 
acknowledged that this can be tricky be-
cause companies are “not always comfort-
able holding events, trainings, or sessions 
that are about religion,” even though they 
are crucial for raising awareness. The more 
that employees of all faiths and none 
know about how religious diversity comes 
up in the workplace, the more likely they 
will be able to contribute to an inclusive 
working environment. DW

Liz Joslin is an associate at the Tanenbaum 
Center for Interreligious Understanding in 
New York. Tanenbaum is a secular, non-
sectarian not-for-profit whose mission is to 
combat religious prejudice.
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Point of View   >  

Fresh Insight

You find yourself in a meeting with a coworker, and as she is trying to make her 
point, she says something like, “Well, to be honest with you . . . ” It might make 
you wonder if she were not being honest with you the other times you were 

talking. Even the younger genera-
tion has an idiom with this level  
of authenticity: “just saying.”
Flying the banner of authenticity 
There appears to be a relationship 
epidemic in our society that is fueled 
by our need to be authentic. The trait 
of honesty, once viewed as a noble human 
characteristic, has become an authenticity 
“shield” that people hide behind when mak-
ing damaging, unhelpful remarks: 
•   critical observations about others’ charac-

ter, appearance, or work
•   opinions (value judgments) about others’ 

behavior or worldview
This form of being authentic makes no 

requirement on the speaker to offer a helpful 
suggestion or resolution. Thus, authentic-
ity now gives us license to comment on our 
feelings about someone else, while avoiding 
any social repercussions that may come from 
such comments, as well as alleviating us of 
any responsibility to provide a solution.
It’s me, not you
The challenge we face with authenticity is 
that it starts and ends with the individual. 
Respected social researcher and author Brene 
Brown writes, “Authenticity is a collection of 
choices that we have to make every day. It’s 
about the choice to show up and be real. The 
choice to be honest. The choice to let our true 
selves be seen.” In this case, she is addressing 
our transparency. Simply put, transparency 
is the window shutter to our authenticity. 
Authenticity is directly tied to who we are, 
regardless of others. Being authentic does 
not necessarily help anyone else.
Let’s try being sincere 
In my latest research, I challenge this 
concept of authenticity with a more ma-
ture concept—that of sincerity. Through 

Thomas 
Tonkin

rigorous analysis, I have come to the 
conclusion that we can be sincere 
through three steps. 

First, notice a social injustice com-
mitted upon a person. To be sincere 

requires an opportunity to engage with 
others. We are drawn to help the underdog.

Second, have empathy for that person. Em-
pathy is a feeling that comes when we notice 
that someone else’s circumstances affect our 
feelings.

Third, show that person a caring act. 
Comfort the person or take a specific action 
toward addressing the injustice. 

Note the difference between authenticity 
and sincerity. Authenticity is all about the 
individual offering it, while sincerity is all 
about the other person. A quick test shows 
you where your focus is. If you were sitting 
in a room by yourself, would you be able to 
be authentic? Of course you could because it 
doesn’t require anybody else. However, if you 
were sitting in a room by yourself, would you 
be able to be sincere? Not at all.

As we progress to becoming better leaders 
both personally and professionally, we need 
to remember to orient our actions toward 
others. Being sincere activates our senses to 
the circumstances of others, providing a path 
to engage in a relationship. It wasn’t too long 
ago that we ended our letters with “Sincerely 
yours,” hoping to enhance our relationship 
with others. By moving to being more sin-
cere, we can improve our relationships, show 
others that we care, and potentially be able to 
change the world—sincerely yours. DW

Dr. Tonkin is a Principal Consultant at  
Cornerstone OnDemand where he is part of 
Thought Leadership & Advisory Services,  
specifically focused on change management and 
HR transformations.

The challenge 
we face with 

authenticity is 
that it begins 

and ends with 
the individual.

Authenticity Is Killing Our Relationships
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Jo Ann Jenkins, CEO of AARP, is an exemplar of the 
organization’s new focus on redefining what it means  

to be age 50 or older in America today

B Y  J A C K I E  K R E N T Z M A N
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A
ARP chief ex-
ecutive officer Jo 
Ann Jenkins has 
no trouble own-
ing her age. Born 
in 1958, the same 
year AARP (Ameri-
can Association of 

Retired Persons) was founded, 
Jenkins doesn’t consider 70 
the new 60, or 50 the new 
40—or any such baloney. As 
far as she is concerned, 50 is 
the new 50, and that’s how it 
should be. Her mission is to 
ensure that AARP’s 38 mil-
lion members, all 50 years 
old or older, are proud to em-
brace their age.

“It used to be that many 
people looked at turning 50 
as the beginning of the de-
cline toward death,” says Jen-
kins. “But that mind-set has 
changed. We’re going to live 
20 years longer than people 
who turned 50 did 30 or 40 
years ago, which means we have another 30 or 40 years to make 
a difference in the world and to do all sorts of exciting things 
with our lives.”

Jenkins has developed a rallying cry that can work as both a 
slogan for the group and the foundation of her personal phi-
losophy: Disrupt Aging. 

As the leader of the world’s largest membership organization, 
Jenkins is determined to disrupt pretty much every precon-
ceived notion of what it means to age in America. Retire at age 
65? Not if it means giving up years of meaningful work. Stop 
running and start mall walking? Tell that to the 111,000 Ameri-
cans over the age of 50 (and 3,500 over the age of 70) who ran 
a marathon last year, according to the nonprofit RunningUSA.

“I want people to own their age and feel good about who they 
are,” says Jenkins, who became the CEO in September of 2014. 
“This doesn’t mean that we should deny the fact of aging. Rather, 
we must choose how we define the aging process. This whole 
notion of what you should or should not do at 50 or 60 or 70 
should be left up to the individual, not to societal expectations.  

I wanted to turn on its 
head the culture in this 
country that looks at ag-
ing as a period of decline 
rather than a period of 
growth and opportunity.”

Throughout her life and 
career, “disruption” has been 
Jenkins’s MO—although 
she won’t admit it. She 
says simply that she has 
never let the expectations 
of others define her.

Jenkins was raised on 
tiny Mon Louis Island, on 
the Alabama coast, where 
she was surrounded by 
a large extended family. 
Her mother was a home-
maker and her father was 
a merchant marine. Today, 
the island is attached to 
the mainland by a series 
of bridges, but when she 
was growing up there in 
the 1960s and 1970s, the 
sole connection was a one-

lane roadway. Her older siblings had to take the bus two hours 
each way to attend the black Catholic school in the nearest city, 
Mobile, 15 or so miles away. Jenkins instead attended a pre-
dominantly white public school in Theodore, Alabama, where 
she was president of the student body and was voted most likely 
to succeed. 

“My siblings were eight to 10 years older than I was, and they 
grew up in a very different kind of South in the 1960s than I did 
several years later,” she says.

Maybe so, but even in the 1970s, it took confidence, smarts, 
and determination for an African American female to be elected 
student body president. It also took a fierce independence.

“I don’t put labels on what I should or shouldn’t be doing at a 
certain age,” says Jenkins. 

After graduating from high school in 1976, Jenkins attended 
Spring Hill College, a private Catholic school in Mobile, earn-
ing a bachelor’s degree in political science. She then moved to 
Washington, DC, where she had interned over the summers 
in college, and began working in the federal government. She 

“I don’t put labels on what  
I should or shouldn’t be doing 

at a certain age.”
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started at the Department of Housing and Urban Development, 
moved to the Department of Transportation, and then to the 
Office of Advocacy and Enterprise at the Department of Agri-
culture. In 2007, she became the chief operating officer of the 
Library of Congress, responsible for managing the day-to-day 
operations of the world’s largest library.

In 2004, Jenkins joined the board of AARP Services Inc., and 
in 2010, she was named president of the AARP Foundation. Un-
der her leadership, the foundation increased its donor base by 
90 percent in just two years.

Jenkins was tapped to lead AARP in 2014, when she was 57. 
“What was I expected to do at age 57?” she asks rhetorically. 
“Certainly not come in and be CEO. If I had taken the traditional 
route, I’d have had 25 years of government service at that point, 
and I could’ve retired and 
gone home.” AARP board chair 
Carol Raphael calls Jenkins 
“dynamic” and the perfect 
leader for AARP today with its 
new focus on throwing the no-
tion of aging out the window.

“In many respects, Jo Ann is 
the perfect role model for lead-
ing AARP.  She was in her late 
50s when she became the CEO, 
and her energy and example 
personify the organization,” 
says Raphael. “She is a role 
model in the sense that she is 
taking on this new career path 
in her 50s. She also exemplifies 
the fact that we are in a time of 
embracing lifelong learning. Jo 
Ann is always seeking to learn 
about and explore new areas, 
to be as innovative as possible 
in addressing complex issues, 
to employ technology in new 
ways, and to embrace the fact 

that we have an increasingly multicultural population in the Unit-
ed States.” 

AARP executive vice president and chief communications and 
marketing officer Martha Boudreau first met Jenkins when Jen-
kins was organizing the Library of Congress’s inaugural Nation-
al Book Festival, hosted by First Lady Laura Bush. She marvels 
at Jenkins’s drive, organizational ability, and authenticity.

“I watched as she created an event of national significance 
while simultaneously managing a hugely complex organiza-
tion,” says Boudreau. “Now, almost 15 years later, I watch her 
at AARP as she leads this complex organization and drives 
its important social mission. 

“Throughout that time, Jo Ann has remained true to who 
she is: intensely focused, inclusive of staff at all levels, and 

AARP CEO Jo Ann Jenkins 
in 2015, at AARP’s 50+ Ideas 
Conference, in Miami Beach.  
Photo By Josh Ritchie/ AP  
Images for AARP Media.
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committed to high performance. Her gift is to set a clear vision, 
assemble the right team and resources, and then use the levers 
of leadership to drive forward. Somehow, while doing all this, she 
weaves her wonderful sense of humor into the mix!”

A
ARP was founded in California in 1958 by Dr. Ethel Percy 
Andrus, a retired high school principal. It grew out of the 
National Retired Teachers Association, which Andrus had 
started in the late 1940s to assist teachers with issues 

around aging and health care. In its early years, AARP focused 
on advocating for health insurers to provide insurance to retired 
Americans. Ever since, it has been an effective lobbying and ad-
vocacy organization for issues that matter to older Americans, 
including Social Security, Medicare, affordable health care, and 
long-term care. 

To that end, AARP has launched Take a Stand, a program that 
puts pressure on all the presidential candidates to take an artic-
ulated, public stand on the future of Social Security and Medi-
care. “Social Security and Medicare are the bedrock of the whole 
health-care system in this country,” Jenkins says. We know that 
Social Security, while solid today, will face an uncertain future by 

2033. We would like the new president 
and the Congress to come up with so-
lutions ahead of that time frame so we 
don’t reach a crisis point.”

Advocacy is just one of AARP’s focal 
points. It has an active litigation de-
partment that combats age discrimi-
nation in the workplace. The organi-
zation is also an important resource 
for health-care and financial security 
information and services. In 2014, for 
example, 37,000 people volunteered 
for the AARP Tax-Aide program and 
prepared 2.6 million tax returns for 
low- and moderate-income Ameri-
cans over age 50, making the program 
the fourth-largest tax preparer in the 
country.

Under Jenkins’s leadership, AARP 
has expanded its outreach into low-
income and vulnerable populations 

around the United States, including African American, Latino, 
and Asian communities, which are among the fastest-growing 
demographics both in the country and in AARP’s membership 
ranks. It has been beefing up its state and local offices to provide 
more information, products, and services, such as free hearing 
exams, and has partnered with Walgreens to offer free health 
tests that can reveal symptoms of heart disease, diabetes, and 
other medical conditions. 

Ultimately, Jenkins sees AARP as a social change organiza-
tion—a campaign to change both the perception of Americans 
over 50 and their day-to-day reality. She wants to challenge the 
cultural norms around growing older so that aging is considered a 
cause for celebration and respect, rather than dismissal and fear.

“I often say that ageism is one of the last permissible forms of 
discrimination,” she says. “We don’t allow it if it’s by race, sexual 
orientation, or even income levels, but we still make fun of people 
of a certain age. ‘Oh, you’re turning 50, you’re over the hill.’ Why 
do we still allow people to say that, even comedians?” (Given that, 
it’s probably not a good idea to walk with Jenkins down the aisle 
of a stationery store stuffed with birthday cards for folks over 50, 
as you’ll likely get an earful!)

AARP CEO Jo Ann Jenkins greets  
President Barack Obama before he  
delivers a speech at AARP headquar-
ters in Washington D.C. last year.
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Jo Ann Jenkins doesn’t 
let those who are over 50 off 
the hook, either. “We do it to 
ourselves,” she remarks. “We 
say, ‘Oh my God, I’m hav-
ing a senior moment.’ What 
does that mean? How are we 
thinking about age?”

Thanks to advances in 
medicine and technology, we 
are living longer and healthi-
er, she says. Why should someone today have the same concept 
of aging as someone did in 1930, when the average life expec-
tancy was 60 years old instead of nearly 80? 

Reimagining age has many dimensions. Top of mind for many 
right now is the workplace, where baby boomers—the trailing 
edge of whom has already pushed passed age 50—and Millen-
nials often have very different working styles and are trying to 
figure out how to play in the same sandbox. Some baby boomers 
are inveighing against the Millennials, interpreting (sometimes 
misinterpreting) their work and leadership style as one of en-
titlement instead of “earned.” On the flip side, some Millennials 
see baby boomers as dinosaurs, unwilling to adapt to the tech-
enabled workplace or hear new ideas.

“I have spoken about the need for intergenerational work-
forces and about how we should try not to pit the old against 
the young,” says Jenkins. “There is a lot of value and return on 
investment by having not only those generations but also oth-
ers paired in the workplace. We all have a lot to learn from one 
another.” 

To that end, AARP has established Mentor Up, a program in 
which high school and college students train people over the age 
of 50 in the use of technology. 

Jenkins sees the increasing number of over-50 workers who 
will be in the job market in the coming years as an advantage for 
businesses. “Ten thousand people a day are turning 65, and this 
will happen every day for the next 15 years,” she says. “Older 
workers are going to be here. I see that as a huge opportunity 
to address tremendous shortfalls in some employment sectors, 
particularly health care, the service industry, and other areas 
where there is a desperate need for skilled labor.”

One plus of at least some older workers is that they are not 
driven by compensation, she says. Instead, they are motivated 
by a desire to give back and to have meaning and purpose in 
life—the sorts of values and dimensions that add richness to 
the workplace.

In some respects, Jenkins has reshaped AARP in her own im-
age. Just as Jenkins never acknowledged society’s expectations 
of what a young African American girl could do in the South 

in the 1970s, the organiza-
tion is refusing to succumb 
to its reputation for being 
dowdy and predictable. It is 
increasing its membership 
and programming, embracing 
technology, and both accept-
ing and initiating change. In 
recognition of her success in 
growing the organization and 
changing the national percep-

tion of aging, Jenkins received the 2015 Influencer of the Year 
award from the NonProfit Times.

According to those who know her well, this roll-up-the-
sleeves and get-things-done approach is pure Jenkins. She 
is a straight shooter who doesn’t mind being blunt when she 
needs to, and she approaches life and work with her arms wide 
open.

KeyBank Foundation chairman and CEO Margot James Cope-
land first met Jenkins when they worked together with the Links 
Inc., a philanthropic organization made up primarily of women 
of color that creates educational, civic, and intercultural activities 
for the African American community, especially children in need.  
Copeland was struck by Jenkins’ desire to dive into the organiza-
tion’s work in a hands-on way. 

“For someone of Jo Ann’s stature, it’s easy to write a check 
and hope something wonderful happens,” Copeland says. “How-
ever, it’s far different when someone is generous not just finan-
cially but also with his or her time. That’s the essence of Jo Ann. 
When she gets involved in something, she’s fully committed at 
every level.”

Accordingly, AARP is throwing itself headfirst into the future. 
This past fall, the nonprofit, in association with J. P. Morgan 
Chase, launched the AARP Innovation Fund, which is invest-
ing $40 million in start-up companies working on technologies 
and products that are targeted to addressing the needs of the 
50-and-over market. 

At the same time, AARP has never lost its focus on vulner-
able older Americans. For example, it has partnered with NAS-
CAR driver Jeff Gordon in the Drive to End Hunger to help the 
nearly 9 million Americans age 50 and older who struggle to get 
enough to eat.

“The way I look at it,” says Jenkins, “I don’t want to be 30 
again. I may want to look and feel 30, but I’m very comfort-
able with my age. I am a more purposeful person because of 
the experience and wisdom those years have brought me. And 
I bet that most people over 50 would say the same thing. We 
are looking forward to the years ahead, not looking back on the 
days gone by.” DW

She is a straight shooter who 
doesn’t mind being blunt  

when she needs to, and she  
approaches life and work with 

her arms wide open.
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This past October, Diversity Woman magazine presented its Stars Who Mean Business Peer Awards during a reception at 
the 2015 National Diversity Women’s Business Leadership Conference at the Disney Yacht & Beach Club Resort & Convention 
Center, in Lake Buena Vista, Florida.

The awards recognize, celebrate, and honor individuals whose work, passion, commitment, and results have made a positive 
impact in advancing the field of diversity and inclusion. “The Stars Who Mean Business Peer Awards honor diversity executives who share 
Diversity Woman magazine’s vision and commitment to support the leadership and executive development of women of all races, cultures, 
and backgrounds,” says Sheila Robinson, conference founder, publisher, and CEO of Diversity Woman Media.

StarsWho  Mean Business
2 0 1 5  D I V E R S I T Y  W O M A N

Recipients of the 2015 Stars Who Mean 
Business Peer Awards were chosen by a 
distinguished committee of diversity leaders. 
The committee was chaired by Anise Wiley-
Little, Chief Human Capital & Diversity Of-
ficer at the Kellogg School of Management at 
Northwestern University, and included Tiane 
Mitchell Gordon (Principal and Founder, 
Square One Consulting), Graciela Meibar 
(Executive Coach and Consultant), Frank 
McCloskey  (former Vice President of Diver-
sity, Georgia Power), and May E. Snowden 
(Founder, Snowden & Associates). 

The committee recognized leaders who 
delivered measurable results and impacted 
change within their organization and within 
the broader community, through selfless dedi-
cation to their work. “The 2015 honorees have 
demonstrated the criteria of understanding 
their craft not only by driving business results 
through diversity, but also by being gener-
ous with their deep knowledge, embracing 
their peers, and sharing knowledge by not 
forgetting about the up-and-coming diversity 
practitioners who are behind them,” says 
Anise Wiley-Little.

PEER AWARDS   
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    StarsWho MeanBusiness

In her work with the global ex-
ecutive recruitment and talent 
management company, Audra 
Bohannon has long guided 

companies through a thoughtful 
and successful process of not only 
recruiting but also retaining and 
promoting diverse employees.

Take her role guiding the 
Campbell Soup Company in 
developing its Breakthrough 
Leadership program, which has led 
to an overall increase in reten-
tion and promotion of high-
potential talent—of color—and 

has increased engagement across the company’s talent pipeline. The program 
has become one of Campbell’s most sought-after development opportunities 
within its Talent Management offerings. 

Bohannon’s portfolio of client organizations includes a broad range of 
US and global industries and businesses: building and consumer products, 
financial services, food and beverage, health care, manufacturing and retail, 
pharmaceutical, technology and communications, and transportation. Her 
consulting, facilitation, and executive coaching services have spanned the 
corporate structure, from C-level executives to entry-level positions.

Bohannon is an in-demand conference speaker, panel moderator, seminar 
facilitator, and thought driver on topics related to development, inclusion, 
and diversity. Whether engaging an industry audience or speaking at a global 
women’s summit, she delivers high energy, practical tools, and a transforma-
tive message: “Lead life by design, not by default.” 

Bohannon sits on the national board of Community Builders and Acceler-
ated College Experiences, and serves on the Human Resources Committee of 
Big Sister Association of Greater Boston.

The Leading Star  
category recognizes 
a leader who, by ex-
ample and practice, 
elevates the skills and 
career trajectories 
of all talent but par-
ticularly of female or 
minority talent within 
his or her organiza-
tion. The recipient’s 
leadership is innova-
tive and motivational. 
The Leading Star 
guides talent to higher 
levels of performance 
and builds both a 
pipeline and a bench 
to meet the growth 
demands of his or 
her organization.

AUDRA BOHANNON
Senior Partner / KORN FERRY

LEADING
STAR 
AWARD
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The First Star category 
recognizes an execu-
tive or senior leader 
who was the first busi-
ness leader, or among 
the earliest leaders, to 
embrace diversity as 
a strategic business 
imperative. The First 
Star is a pioneer and 
is often considered a 
trailblazer in D&I. This 
leader has had posi-
tive impact beyond 
his or her immediate 
organization and often 
attracts wide recogni-
tion and imitation.

PATRICIA HARRIS
Global Chief Diversity Officer & VP, Global Community  
Engagement/McDonald’s Corporation

FIRST
STAR 
AWARD

Throughout her 40-year career 
at McDonald’s, Patricia Harris 
has led the company’s inclusion 
journey from the early days of 

affirmative action in the United States 
to being one of the first corporations to 
expand diversity efforts globally. 

Harris is responsible for the devel-
opment and implementation of D&I 
strategies throughout McDonald’s, 
including at over 33,500 restaurants in 
120 countries. She has been a prime 
mover in the establishment of McDon-
ald’s Global Women’s Initiative, which 
has been a catalyst for the advancement 

of women at McDonald’s worldwide. Today, women and people of color represent 
45 percent of McDonald’s franchisees, 80 percent of restaurant management staff, 
and 69 percent of the corporate workforce. In addition, 72 percent of purchases of 
food, packaging, premiums, and uniforms come from businesses owned by women 
and people of color. 

Harris was a founding member of the Women’s Foodservice Forum, an organiza-
tion dedicated to developing leadership talent and ensuring career advancement 
among executive women in the food service industry. The organization now has 
more than 22,000 active participants and volunteers.

Under her leadership, McDonald’s has been widely cited for its commitment to 
D&I. This recognition includes Fortune magazine’s Top 50 Places for Minorities 
to Work, Black Enterprise magazine’s Top 40 Companies for Diversity, Latina Style 
magazine’s Best Companies for Latinas, Asian Enterprise magazine’s Top 25 Compa-
nies for Asians, and Work Life Matters magazine’s Disability Diversity Award. 

Harris is also committed to her work with nonprofit organizations, including the 
Women’s Leadership Board at Harvard University’s Kennedy School of Government, 
the Roosevelt University Board of Trustees, the Girl Scouts USA’s Board of Trustees, 
the Global Summit of Women, the Executive Leadership Council, and the Chicago 
Shakespeare Theatre. 

Harris documented McDonald’s D&I journey in her book None of Us Is As Good As All 
of Us: How McDonald’s Prospers by Embracing Inclusion and Diversity. 
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PEER
STAR 
AWARD

At Walt Disney Imagineering, 
Carmen Smith is responsible for 
developing a diverse pipeline of 
people to enhance Imagineer-

ing’s consultant talent and its creative 
processes. Her four areas of primary 
emphasis are creative product and ser-
vices development, talent identification 
(including casting talent to the full range 
of creative assignments), editorial par-
ticipation in the creative process, and the 
establishment of external partnerships to 
enhance product relevance in the diverse 
global marketplace.

Smith has been deeply involved in D&I initiatives at Walt Disney. Five years ago, 
she spearheaded the IDEATION summit. The event was conceived around the convic-
tion that diversity—of people, ideas, and practices—is a fundamental driver of cre-
ativity and innovation and a critical factor in the company’s ability to stay relevant. 
In 2015 alone, the domestic summits offered more than 79 sessions with over 135 
speakers for approximately 2,100 employees. 

Prior to joining Walt Disney Imagineering, Smith served as Vice President of 
Global Strategies for Diversity and Inclusion for Walt Disney Parks & Resorts. She 
also served as the Vice President of the Talent Development Programs for the  
Disney/ABC Television Group. 

Smith has received numerous awards and accolades, including several prestigious 
honors for her work promoting diversification in the television and film industry. 
In 2007, she received an honorary doctorate from the Metropolitan College of New 
York. She was also a presenter at the United Nations’ Fourth Non-Governmental 
Forum on Women in Beijing, China. 

A native of New York, Smith graduated from Hunter College with a degree in com-
munication arts, received her master’s in international administration from New 
York University, and completed the Simmons Graduate School of Management Cer-
tificate Program for Developing Managers and the Harvard University Women and 
Power Executive Education Program at John F. Kennedy School of Government. 

The Peer Award  
category recognizes an 
individual nominated 
by his or her peers 
who has demonstrated 
leadership in driving 
the work of diver-
sity and inclusion. The 
recipient is selfless in 
sharing, mentoring, 
sponsoring, and pro- 
actively reaching out  
to others to support 
the greater body of 
work in the field.

CARMEN SMITH
Vice President of Creative Development and Inclusive Strategies, 
Walt Disney Imagineering/The Walt Disney Company 

    StarsWho MeanBusiness
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The Leading Star  
category recognizes 
an individual who is 
viewed as an emerging 
leader who clearly is on 
track to be an industry 
leader. Although rela-
tively new in his or her 
profession (three years 
or less in the diver-
sity leadership field), 
this Leading Star has 
already demonstrated 
the capability to make 
a positive impact.

RAMONA ROYAL, PHR, CPCU
Manager of Employment and Employee Integration/ 
Amica Mutual Insurance Company

In her position at Amica Mutual in 
Lincoln, Rhode Island, Ramona Royal 
focuses on diversity, engagement, 
and employment issues. She became 

responsible for D&I in 2014—and has 
run with it. That year, she transitioned 
Amica’s diversity program to a diversity 
and inclusion program, showing her 
recognition of this change in the industry 
and its significance. Her team created a 
new logo for the program announcement 
along with a short video that explained 
the importance of the transition and how 
inclusion is an essential part of diversity. 

Royal, who has more than 15 years 
of HR experience, holds a bachelor’s degree from Georgetown University. She has 
earned the insurance industry’s Chartered Property Casualty Underwriter designa-
tion and holds a Professional in Human Resources certification. 

Royal started at Amica in 1998 as an associate adjuster in the company’s  
Philadelphia Regional Office. In 2000, Royal was promoted to management recruiter 
in Amica’s corporate headquarters in Lincoln. She has held various positions in the 
15 years since, including Recruiting Coordinator and Manager of Employment and 
Employee Integration. In 2014, she was promoted to Human Resources Officer with 
a focus on talent acquisition and inclusion. 

A native of Wellfleet, Massachusetts, Royal is a volunteer at Year Up, a Providence-
based program that empowers low-income young adults to go from poverty to 
professional careers in a single year. Additionally, she serves as treasurer for the 
Diversity and Inclusion Professionals in Rhode Island. 

This past summer, Royal was named to Providence Business News’ 40 Under Forty.

    StarsWho MeanBusiness

LEADING
STAR 
AWARD



48     DIVERSITY WOMAN      Winter  2016  d ivers i tywoman.com        

Angela L. Talton was appointed 
to her position at the leading 
consumer survey company in 
2012, after spending many 

years in operations, IT, and financial 
reporting. She leads Nielsen’s global strat-
egy for new and ongoing D&I initiatives, 
including supplier diversity, education 
and training, diverse organizational 
development, recruitment and retention, 
and client-driven solutions. 

Talton created a multipronged ap-
proach to further Nielsen’s focus on 
diversity and inclusion. Since 2012, the 
company’s spending with diverse suppli-

ers has increased over 180 percent, contributing to the innovation and productivity 
of the company. In May 2013, she launched an 18-month leadership development 
program designed to grow, mentor, challenge, and enhance the potential of high- 
performing early to midcareer employees committed to building their careers at 
Nielsen. Seventy-five percent of the program’s participants are diverse. To date, 
Nielsen has graduated one class, launched a second one, and reported promotional  
or lateral moves for over 80 percent of the first class and over 60 percent of the 
second class.

Since Talton assumed the D&I leadership role, Nielsen, which conducts surveys in 
more than a hundred countries, has progressively improved its ranking to become 
one of the top companies for diversity and inclusion in several rankings.

Talton came to Nielsen from Sears Holdings Corporation in Hoffman Estates,  
Illinois, where she served as Divisional Vice President, Inbound Committee Chair to 
the Conference Board’s Council of Global Diversity & Inclusion Executives. In 2012, 
she was recognized by Diversity MBA magazine among the Top 100 under 50 Diverse 
Executive Leaders.

Talton, a native of Greensboro, North Carolina, holds an MBA from the Kellogg 
School of Management and a bachelor of science in business administration from the 
University of North Carolina at Chapel Hill. 

ANGELA L. TALTON
Senior Vice President, Global Diversity & Inclusion/Nielsen
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Sugar has been implicated as the primary culprit in a slew 
of chronic health ailments, from diabetes to obesity. But 
do we really have to give up that morning muffin?

27 million Americans now have heart 
disease, and another 29 million have dia-
betes, with half of all African American 
women and half of all Hispanic women 
and men expected to develop the condi-
tion in their lifetime. Even many children 
are being diagnosed with type 2 diabe-
tes, something that was unheard-of just 
two decades ago. And nearly one-third of 
adults have nonalcoholic fatty liver dis-
ease, which can lead to liver failure.

Most experts point to diet as a ma-
jor factor in all of these conditions, and 
probably no one has been sounding the 
alarm about sugar more than Robert 
Lustig, MD, a pediatric endocrinologist at 
University of California at San Francisco 
Medical Center. His YouTube video, Sug-
ar: The Bitter Truth, with more than 6 mil-
lion views, has prompted many to rethink 

By Kimberly Olson

Experts once believed that pro-
cessed sugar wasn’t all that harm-
ful. Its worst offenses seemed to be 

its “empty calories” and its contribution 
to tooth decay. Fast-forward to 2015, 
when the sweet stuff has become our 
latest food villain. It’s been called toxic,  
a poison. If you haven’t tried to cut down 
on sugar yourself, you likely know some-
one who has. But are waffles and cup-
cakes the real enemies? 

The topic has generated plenty of con-
troversy, with some saying the fears are 
overblown. But a growing body of research 

To Your Health

DW Life   >  

Is Sugar Evil?
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shows that our increasingly sugar-laden 
diets could be setting us up for a host of 
chronic health conditions, including type 
2 diabetes, cardiovascular disease, and 
liver disorders. Some evidence even links 
overconsumption of sugar to cancers, Al-
zheimer’s disease, and depression. While 
the discussion heats up, we’re learning 
more about how sugar affects the body—
and are seeing some alarming health 
trends. 

Sugar: one piece of the puzzle 
In recent decades, several chronic health 
conditions have been on the rise. Nearly 
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their diets. It’s a trend that 
has been picking up steam: 
in 2014, Gallup found that 
nearly two-thirds of Ameri-
cans were avoiding soda in 
their diets and more than 
half were avoiding sugar. 

Lustig is quick to note 
that consumers must al-
ways consider sugar in 
context, however. “Sugar 
is spiked in 74 percent of 
items in the American gro-
cery store, but sugar isn’t the only prob-
lem,” he explains. “I think processed food 
is the problem, and sugar is the marker 
for processed food.” 

He then lists ten things that are wrong 
with processed food s—three things they 
have too little of and seven things they 
have too much of. “They have too little fi-
ber, omega-3 fatty acids, and micronutri-
ents,” he says. “And they have too much 
sugar, trans fat, branched chain amino 
acids, omega-6 fatty acids, food addi-
tives, emulsifiers, and salt. For every one 
of those, we have correlation with the 
diseases that we are now experiencing, 
but we can’t show that they’re a cause. 
But there is one substance where we have 
causation—and that’s sugar.”

In October, Lustig and his research team 
published a breakthrough study in the 
journal Obesity showing the impact when 
a group of overweight African American 
and Hispanic children reduced their pro-
cessed sugar intake to 10 percent of calo-
ries. In just nine days, they lowered their 
blood sugar, blood pressure, and choles-
terol, and also reduced the fat in their liver.  

Lustig goes on to point out that sugar 
is harmful because it can cause specific 
alterations within the body. “When a car-
bohydrate—the glucose or fructose mol-
ecule—binds to the proteins, it makes 
them stiffen, so they don’t do their job,” 
he says. “Also, it promotes oxidative 
stress, which can cause damage to protein 
or lipids and causes cellular aging. Sugar 
is not dangerous because of its calories or 
because it causes obesity. Sugar is dan-

gerous because it’s sugar, 
because of the biochemis-
try of the compound.” 

Quantity and kind
The truth is that our cells 
need sugar for energy. The 
problem? While our an-
cient ancestors consumed 
sugar in the form of an 
occasional piece of fruit, 
our modern diet is packed 
with added sugar. And the 

body processes natural sugars like fruit 
sugar (fructose) and milk sugar (lactose) 
differently than it does processed sugar. 

“Fruit has way more fiber than pro-
cessed foods do,” Lustig says. “Fiber 
slows the speed at which sugar is released 
from the gut into the bloodstream.” Re-
fined sugar, on the other hand, makes 
a fast journey into the blood, causing 
insulin and blood sugar levels to surge. 
And while eating a fiber-rich orange will 
make you feel full, eating processed sug-
ar equal to the amount of natural sugar 
found in an orange won’t, which can 
lead to overeating. Many cereals, snacks, 
desserts, and sweetened beverages are 
loaded with added sugar, so people may 
get more than they can properly me-
tabolize. Americans today consume 39 
percent more sugar than they did in the 
1950s—an additional 43 pounds per 
year. “The science has become painfully 
clear, and the food industry is obfuscat-
ing the facts,” says Lustig.

There’s no doubt that many of us are 
eating unhealthful amounts of sugar.  
Still, experts say that reducing sugar 
alone isn’t the answer. The best course 
of action is to move away from processed 
foods and toward whole foods like veg-
etables and fruits, whole grains, low-fat 
dairy products, nuts and legumes, and 
skinless poultry and fish. Eating closer to 
the way your ancestors ate will naturally 
reduce your intake of refined sugar—and 
many other unhealthful ingredients—
and take you on the path to a healthier 
future. DW
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Having a tough time conquering your 
sweet tooth? It doesn’t mean you have 
weak willpower. Researchers have 
found that foods that spike blood sugar 
are biologically addictive. But new 
federal Dietary Guidelines for Ameri-
cans recommend that less than 10% 
of our daily calories come from sugar. 
To get your sugar consumption under 
control, follow these tips.

Ditch the sweet drinks 
Much of the sugar we consume is in 
drinks, so a quick way to reduce your 
intake is to cut out sugary drinks like 
sodas, juices, and sugary coffee bever-
ages. If you need to use diet soda to 
slowly wean yourself off soda, do so, 
but make it your goal to quit completely 
over the course of two months. 

Beware of hidden sugars
Sugar turns up in unexpected places. 
You’ll find it in bread, hot dogs, soup, 
crackers, spaghetti sauce, lunch 
meat, flavored yogurt, salad dressing, 
mayonnaise, and other foods. Unfor-
tunately, nutrition labels don’t provide 
clear information about added sugars, 
because the line for “sugar” contains 
both natural and added sugars. 

Scan ingredient labels for added 
sugars, which may be listed as corn 
sweetener, corn syrup, fruit juice 
concentrate, malt sugar, molasses, or 
sugar molecules ending in “ose” (such 
as dextrose, fructose, sucrose, and 
maltose). The Food and Drug Admin-
istration is now considering whether 
to make nutrition labels clearly indicate 
the amount of added sugars. 

Get cooking
The best route to eat healthfully—and 
control your sugar intake—is to make 
your own meals. For healthy recipes, 
pick up The Blood Sugar Solution 
Cookbook by Mark Hyman, MD, direc-
tor of the Cleveland Clinic Center for 
Functional Medicine; The Fat Chance 
Cookbook by Robert Lustig, MD; or 
Sugar Free by Sonoma Press.

Cutting Back

Sugar is not  
dangerous because 

of its calories.  
Sugar is dangerous 
because it’s sugar,  

because of the 
biochemistry of the 

compound.



T H E  P O W E R  O F  P U T T I N G  K I D S  F I R S T
AMIkids gives troubled youth the support they need to become great people, and our results speak for themselves.

Graduates of the AMIkids program have a 77% success rate. This is three times better than those young 
people coming out of institutions. With over forty programs in nine states, our costs average less than one-
third of incarceration.     

“Young people enter AMIkids unable to see that they have a future. 

AMIkids gives them a window to discover their potential so that they 

can become who they were meant to be. The success of young people 

in these programs is a success for all of us. This is an organization 

deserving of our support and I urge everyone to get involved.”

~ Phylicia Rashád — Tony Award-Winning Actress & AMIkids Spokesperson

Even kids with a troubled past  
have the POTENTIAL to be great.

For more information call 1-844-793-KIDS or visit AMIkids.org today!

S H AY ’ K E S H A

“Through my teenage years, I struggled 
with having feelings but not expressing 

them. I also struggled with rules and 
being restricted in what I was allowed to 
do. At AMIkids, I was able to find a place 

to express my feelings without feeling 
guilty about it. The positive learning 

environment, support, and understanding 
of life makes me extremely grateful and 

proud to say that I was an  
AMIkids student.”

B R E N T O N

“Growing up in a single-parent home, my 
family struggled and I soon lost interest 

in school, falling in with the wrong crowd 
and skipping school. At AMIkids, I learned 
the right way to do things and how to be 
a man. AMIkids taught me that college 

was a realistic option for me. My proudest 
moment so far has been when my little 

brother said, ‘Before you went to college,  
I had no reason to.’”

B R A D L E Y

“My parents abused drugs and always 
said I’d end up going to prison one day. 

At 17, I was arrested but instead of going 
to jail, I was sent to AMIkids. At AMIkids, 

my whole view on things changed and 
now I’m not taking things for granted. I 
am living in a positive environment and 
continuing my education in healthcare. I 
am going to enjoy what is in front of me  

and never look back.”
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By Tanisha A. Sykes 

The last few years 
have been heart- 
rending for Michel-

lene O. Davis, executive vice 
president of corporate affairs 
for Barnabus Health, an inte-
grated health-care provider in 
New Jersey. In 2012, her par-
ents were diagnosed with can-
cer. Doctors discovered a ma-
lignant tumor on her mother’s 
breast and a cancerous tumor 
on one of her father’s kidneys. 
After chemotherapy and radi-
ation, her mom’s cancer went 
into remission, but her father, 
a master carpenter by trade, 
suffered a different fate. 

“He went from diagnosis to 
death in three months,” says 
Davis. “We were told they were 
going to go in and remove the cancerous 
tumor and everything would be fine. On 
the day of his passing, we were discussing 
his discharge at 9 a.m. At 2 p.m., he was 
no longer with us.” 

As Davis and her family reeled from the 
passing of their patriarch, life struck an-
other devastating blow. Her sister, a mili-
tary veteran, suffered cardiac arrest after a 
bout with the flu and died. “My sister left 
an eight-year-old daughter whom she had 
been raising since the child was three days 
old, but she hadn’t completed the adoption 
process, so that child no longer lives with 
us,” Davis explains. While her beautiful, 
beloved niece is in good hands with her sis-
ter’s longtime partner, it triggered Davis to 
stop procrastinating and take action. 

“I began to talk with my family about 
what I wanted for my funeral services 
and what they should do in case medical 

decisions needed to be made. Once my 
sister passed, I immediately formalized 
my will, worked out a power of attor-
ney, and made sure that my living will 
was in place.” As a businesswoman who 
is single and unmarried, Davis says she 
understood that she had to be definitive 
about what she wanted to do with her 
estate so her family would have the nec-
essary guidance to carry out her wishes.

You’ve worked hard to create a secure 
and comfortable lifestyle for yourself 
and your loved ones. Now it’s time to 
protect those assets with a proper estate 
plan. Read on to learn how to do it right.

MISTAKE NO. 1: Having no idea what 
your estate plan looks like. Many 
people put off estate planning because 
they assume they don’t own enough, 
know enough, and/or are too young or 

too busy. “First, have an idea 
of what your estate looks like 
and what your assets are,” says 
Melanie Lee, owner of Lee Law 
Office in Richmond, Virginia. 
Then, use the estate-planning 
checklist from AXA Advisors 
at us.axa.com/plan/estate/
checklist to learn how to com-
municate your wishes, protect 
your family, reduce state and 
federal income tax, and protect 
your business. From there, us-
ing the worksheet at  rocket-
lawyer.com/search.rl?query=
estate+planning+worksheet, 
draft an estate plan document 
for an attorney to review. 

MISTAKE NO. 2: Realizing 
late the need to protect your 
assets. An estimated 120 

million Americans don’t have an ad-
equate estate plan in place. “If you’re 
getting married and bringing assets 
into the marriage, like an existing re-
tirement savings account and pension, 
enact trusts that specifically state how 
you want your assets distributed upon 
death,” says wealth coach Deborah Ow-
ens. Yes, the discussion should happen 
before marriage and may get tricky if a 
prenup is involved, but the greatest risk 
to your assets is doing nothing at all.

MISTAKE NO. 3: Thinking you don’t 
need a will. A big myth among unmarried 
women is that they don’t need a will. Not 
true, say our experts. “It’s very important 
to have a will to determine who gets what 
and when, and how your hard-earned 
legacy or assets are to be distributed,” ad-
vises Olivia H. Stoner, an estate-planning 
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10 Common Estate-Planning 
Mistakes Women Make

Learn the right way to leave a legacy for your heirs

DW Life   >  

Money Matters
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attorney at Stoner Law Office in Philadel-
phia. “If your estate is large enough, estab-
lish trusts as a legacy to support multiple 
generations, or set up some kind of trust 
to support your church or your alumni.” 
In the absence of a will, distributing your 
assets becomes the responsi-
bility of the state in which you 
resided. 

MISTAKE NO. 4: Assuming 
you’re too young for disability 
insurance. Don’t wait until you 
turn 50 to buy disability insur-
ance. More than 50 percent of 
the population will become disabled before 
age 65, says Lee. If you have the discretion-
ary income, buy it early. “You may want 
to even start early with long-term care 
insurance, so that if you need additional 
assistance in later years, it is covered by 
insurance,” says Stoner. Taking action can 
determine the quality of care you receive.

MISTAKE NO. 5: Leaving advance direc-
tives undone. Whether you are having 
minor surgery or suffer from a debilitating 
medical condition, you need to have medical 
directives in place so you can stipulate who 
can make decisions for you. “It’s not just 
about your money, it’s about your health as 
well,” says Lee. A health-care proxy and a liv-
ing will are two types of advance directives. 
They communicate how medical decisions 
should be made if you cannot make your 
own decisions.

MISTAKE NO. 6: Delaying creating a 
power of attorney. If you become incapaci-
tated—meaning you are unable to make de-
cisions—a power of attorney is critical. It’s a 
document that gives your agent (the person 
you choose) the authority to enact financial 
and health-care decisions, pay creditors, rec-
ommend a guardian, and even make end-of-
life and medical treatment decisions on your 
behalf. Choose someone you trust, because 
this person will have the right to handle 
one issue (a specific power of attorney) or 
most of your personal and financial matters 
(a general power of attorney). “If you don’t 
have a power of attorney and something 
happens to you, then your family can’t do 
anything to handle your affairs unless they 

become a court-appointed authority,” says 
Stoner. For women with no husband or 
children, it’s even more important to have 
a power of attorney and a will. “If you have 
a spouse and children, there’s an assump-
tion they will look out for your best inter-

est,” says Stoner. “Otherwise, 
you have to rely on friendship, 
which makes people stop the 
process of appointing a power 
of attorney because they don’t 
know whom to appoint, let 
alone whom to leave their as-
sets to.” There are several types 
of powers of attorney, depend-

ing on your needs. Discuss your options 
with an estate-planning attorney.

MISTAKE NO. 7: Neglecting to transfer 
real estate titles after a divorce. You’ve 
just married the love of your life, but he 
still owns property with his ex-wife. If he 
has either moved on from the property or 
suddenly dies, you can only inherit his half. 
“I’ve had women clients who have to deal 
with a prior wife who is not willing to give 
up her half, even though it might have been 
agreed to as part of the divorce settlement,” 
explains Stoner. To avoid this situation, 
make that title transfer a part of the divorce 
proceedings, and remember, whoever owns 
the deed owns the property. 

MISTAKE NO. 8: Misunderstanding 
probate vs. nonprobate assets. All of us 
would like to pass on a legacy of financial 
wealth to loved ones without them having 
to go through costly probate proceedings. 
State law controls the process for requir-
ing whether your loved ones go through 
probate or not. Probate is a legal process 
that involves finding and securing a per-
son’s assets, liquidating liabilities, paying 
taxes,  and distributing property to heirs. 
“Nonprobate means an asset automatically 
transfers to another person by contract, 
as is the case with an annuity, a pension, 
joint bank accounts, or a life insurance 
policy,” explains Stoner. This is also the 
case with assets you own jointly with your 
spouse or others, assets in your name only 
that have a payable on death or transfer in 
death designation, and assets owned by 
your revocable living trust. “Having a will 

is just to ensure that, if you have an asset 
in your name alone at death, you are di-
recting where it should go,” says Stoner. If 
you want your assets to pass to your heirs 
without going through probate, create a 
living trust, which places your assets and 
property “in trust.” Those assets are man-
aged by a trustee (such as an attorney) for 
the benefit of your beneficiaries.

MISTAKE NO. 9: Assuming your surviv-
ing spouse will receive everything and 
skip probate.  Since laws vary state to state, 
don’t assume that a surviving spouse will 
automatically receive everything. “If your 
spouse’s accounts are in his or her name 
only, the only way to get those accounts 
open is to go through probate,” says Stoner. 
If the property is owned in joint tenancy, if 
it is community property with the right of 
survivorship, if it is an account owned by 
several people, or generally, a bank account 
transferred to someone when the owner 
dies, then generally, the property goes to 
the surviving spouse. Bottom line:  Check 
with your estate-planning attorney to de-
termine how to protect your assets.

MISTAKE NO. 10: Forgetting to update 
your estate plan. “Review your plans at 
least every three years, but always do so in 
the face of the five D’s: Death, Disability, 
Divorce, Distance [i.e., you move], and De-
scendants,” says Lee. 

As you make plans, share your wishes 
with your family. Yes, it’s difficult to dis-
cuss end-of-life decisions, but leaving your 
family to make critical decisions about your 
final wishes is stressful and confusing. Tell 
them what you want, how it should be ex-
ecuted, and where to find the information 
to get things done.

“Everyone thinks that they are going 
to do an estate plan,” says Davis, the first 
woman and person of color to hold an ex-
ecutive vice president title at Barnabus 
Health. “If there are people in this world 
who you care about, do it yesterday. Other-
wise, you are placing them at a significant 
disadvantage.” DW

Tanisha A. Sykes is a personal finance and 
career development expert and seasoned jour-
nalist. Follow her on Twitter @tanishastips.
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Do you have a story to tell?  
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publisher@diversitywoman.comINCLUSION



BOLD CONVERSATIONS • NEW DIRECTIONS

THE FORUM ON WORKPLACE INCLUSION ®

March 29–31, 2016 • Minneapolis Convention Center
www.StThomas.edu/WorkplaceForum

The Forum on Workplace Inclusion convenes in Minneapolis each 

year to engage people, advance ideas and ignite change around 

the topics of diversity, inclusion and equity. Celebrating its 28th 

year in 2016, the three-day conference is designed to be 

an experience that sets itself apart by focusing on big 

ideas, interactive discussions and lasting connections.

Speakers, Sessions and Seminars
Diversity and Inclusion work is essential for building cultural 

business intelligence and a global mindset. The Forum is a 

place to learn, engage and celebrate the people and the 

work of D&I. Making ALL the Di�erence requires the 

whole system in the room — from the the diversity 

council member — to the front line manager — to 

the seasoned diversity leader — to the CEO champion. 

We invite you to attend. For details and registration visit 

www.StThomas.edu/WorkplaceForum.

MA KI NG ALL  T HE 
DI FFERENCE

Opus College of Business

Copyright © 2016, University of St. Thomas Multicultural Forum
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Power Trip

By Sheryl Nance-Nash

Women are increasingly leaving the guys behind 
and hitting the road with their girlfriends or work 
buddies, or going it alone. According to Marybeth 

Bond, author of 50 Best Girlfriends Getaways in North America, 
women—young and old, single, married, and widowed—are fuel-
ing an explosive growth in the travel industry. Bond says the 
potential of the women’s market exceeds $19 trillion annually.

That number isn’t surprising. As women continue to climb 
the corporate ladder, they have the cash to make their travel 
dreams come true. They see multiple benefits. Travel is 
good for the mind, body, and soul, and what’s better than 
going with a group of friends or colleagues? There’s noth-
ing quite like having bonds that tie, especially when you’re 
at a high level of leadership. 

“Having a solid support structure and a strong experi-
ence of camaraderie is essential for success, well-being, 
and growth. Building your ‘tribe’ and community is not a 
‘nice to have,’ but a critical step that’s at the foundation of 
thriving and succeeding professionally today,” says Kathy 
Caprino, a women’s career accelerator, success coach, and 
president of Ellia Communications. “It’s even more es-
sential for leaders. Leadership can be a lonely, isolating 
experience unless you’ve built a strong foundation of 
peers and colleagues who have your back and who trust, 
respect, and admire you as a person, and as a leader.  

Everything that you’re hoping to accomplish as a leader will be 
far more possible with the help of support from others. You 
can’t do it alone.”

Traveling together promotes a deeper understanding of 
one another that can help you and, if you’re hanging out with 
colleagues, the company you work for.

Successful engagement means starting out right. “Discuss be-
forehand what are must-see sights (or must-do activities). Plan 
around those, so nobody ends up disappointed at the end of the 
trip,” says Sophia Dembling, author of 100 Places in the USA Ev-
ery Woman Should Go. “The best thing you can bring on any trip 
is a sense of humor. Control freaks never have fun when they 
travel; you gave up control when you left your living room.”

Traveling with friends can  
deepen relationships and  
recharge your batteries

DW Life   >  

The Girlfriends’ 
Great Escape

Sausalito, CA

Crawford 
Notch, NH

Greenough, MT

Turks and Caicos
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Although much depends on the nature 
of the trip, it’s important to set some ba-
sic ground rules. First, keep shoptalk to a 
minimum. “You might want to talk about 
who you wish you could vote off the is-
land, but you don’t want to sour other 
relationships in the office,” says Natalie 
Holder,  an employment lawyer and cor-
porate trainer. “Use discretion. Always 
think about how your actions are going 
to land with someone.” You also may not 
want to broadcast in the workplace that 
you went away with your office BFFs, 
which might alienate others.

 If you’re a supervisor and you’re on a 
nonbusiness trip with employees who re-
port to you, it can be tricky. “I wouldn’t 
recommend it,” Holder advises. “The 
optics—favoritism, favoritism, favorit-
ism—are glaring. You may lose credibil-
ity in the eyes of your team, which can 
crush office morale.” To play it safe, and 
to make life less complicated, you might 
want to travel only with industry pros 
from outside your office.

Either way, do get to 
know one another. “Women 
tend to show one side or 
the other, especially around 
those they work with,” says 
Darnyelle Jervey, CEO of 
Incredible One Enterprises, 
a business-consulting firm. 
“While you’re traveling, 
show your vulnerable side, be 
honest, let your hair down,” 

In general, getaways with 
the girls offer fabulous per-
sonal benefits. “You pull the 
viewfinder back and look 
at your life and challenges 
from a different angle. Pull-
ing yourself away from your 
crushing responsibilities and 
traveling with other women 
can be a life-changing expe-
rience, and a heck of a won-
derful time,” says Caprino.

If that’s not enough mo-
tivation to get you going, 
here are some places too 
tempting for you and your 
friends to pass up.

Jekyll Island, Georgia
Jekyll Island lies along the Atlantic coast-
line midway between Savannah, Geor-
gia, and Jacksonville, Florida. A girls’ 
getaway package is available year-round. 
Wander Driftwood Beach, take a paddle-
board out on the Atlantic, kayak through 
the marshes of the Golden Isles, take a 
shrimp boat excursion, or go deep-sea 
fishing. There are four golf courses and 
20 miles of bike paths. Play tennis, bird-
watch, or simply soak up the sun on the 
beach. jekyllisland.com 

La Fortuna de San Carlos,  
Costa Rica
Location is everything. Tabacón Grand 
Spa Thermal Resort is spread across 900 
acres of lush natural reserve near the 
majestic Arenal Volcano National Park. 
Whether your group is into adventure 
and will seek out the zip lining and white-
water rafting, or will instead opt for the 
serenity the natural mineral springs of-
fers, there’s something to make everybody 

smile. Tabacón boasts an open-air spa 
where guests take therapies in bunga-
lows tucked away in a rain forest and a 
restaurant serving international cuisines 
that overlooks a waterfall. And if you feel 
like you want some time away from the 
group, you can head for the adults-only 
Shangri-La Gardens, where you can re-
lax in a private cabana, have a cocktail, 
or find your own hot mineral spring.  
tabacon.com

Santa Fe, New Mexico
Santa Fe earns kudos as No. 1 for Best 
Girls’ Trip by USA Today readers and is on 
many women’s bucket lists. The area has 
plenty of spas to explore as you pamper 
yourselves. Foodies will not only eat to 
their heart’s delight but also have ample 
opportunity to take cooking classes. A 
wide array of galleries and museums en-
sures that art lovers won’t be cheated, 
either. Check out Canyon Road, the Rail-
yard Arts District, Museum Hill, and the 
Georgia O’Keeffe Museum for starters. 
santafe.org 

Sausalito, California
It’s hard not to fall in love with Sausalito. 
The word quaint doesn’t do it justice. 
The nearby Cavallo Point Lodge, which 
is tucked into the Marin Headlands, of-
fers panoramic views of San Francisco 
and the Golden Gate Bridge. The lodge’s 
Girlfriends’ Getaway package features 
accommodations in select historic or 
contemporary rooms and a $400 resort 
credit per night to use toward such luxu-
ries as spa treatments, lunch at the Heal-
ing Arts Center & Spa, dining in Murray 
Circle, shopping at the Mercantile, and 
a cooking class. Amenities include an 
afternoon wine hour, a daily morning 
yoga class, and access to the Healing 
Arts Center & Spa and outdoor medita-
tion pool. You’re only a short distance 
from San Francisco if you want to head 
into the city for dinner or barhopping. 
cavallopoint.com 

Greenough, Montana
If you and the girls are more glam that 
rugged but want to pretend that you’re 
roughing it, The Resort at Paws Up in 

Jekyll 
Island, 
GA

Miami, FL
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Montana is the ideal place for you. Al-
though the luxury ranch is in the mid-
dle of the Montana wilderness, there’s 
five-star dining, an equestrian center, 
butler service, and, naturally, an on-site 
spa. The fancy safari-style tents and big 
private homes keep the illusion going.  
pawsup.com

Providenciales, Turks and Caicos
Some say the perfect mix of sun and sand 
for a girls-only escape is Seven Stars Re-
sort in Providenciales. Here’s a place to 
pamper yourself, relax, and reconnect 
with friends. Your vacation starts with 
a ride on the resort’s 29-foot World Cat 
catamaran to a secluded nearby cay where 
you can enjoy undistracted gab-fest time 
while feasting on a delicious picnic lunch. 
Once back at the resort, you have many 
options, like parasailing, kayaking, tennis, 
spa time, or simply chilling on the beach 
or by the pool. sevenstartsgracebay.com

Negril, Jamaica
If you and your buddies 
are yoga practitioners, 
where better to prac-
tice than in Jamaica? 
Sign up for  five days 
and four nights with 
the Girlfriends Yoga 

Wellness Beach Getaway. Stay in the 
Negril Yoga Centre Rooms & Cottages 
and enjoy daily breakfast, two group 
yoga classes in an open-air studio set in 
a tropical garden, and a vegetarian cook-
ing class. Drumming classes, massage 
sessions, and a Dunn’s River Falls excur-
sion are also available. Negril offers much 
fun away from the yoga mat, too, includ-
ing beaches, water sports, and nightlife.  
caribbeanculinarytours.net, 

Chincoteague Island, Virginia
Nature lovers will feel rejuvenated after 
traveling the hiking and biking trails in 
Chincoteague National Wildlife Refuge 
or horseback riding along the beach in As-
sateague Island National Seashore. You 
will also want to visit the 18th-century 
Assateague Lighthouse, book passage 
on a boat cruise or paddle yourself on a 
guided kayak trip to see the famous Chin-
coteague wild ponies, and shop the local 
artists’ boutiques and galleries. Rental 

Make it an educational mo-
ment. Depending on the age 
of your children, you can make 
your trip a geography lesson 
by showing them pictures and 
maps of where you’re going. 
Let them know how much 
you care. Take a photograph 
or other memento of your 
children with you and tell them 
that carrying it will help keep 
them close to you. 

Show how they benefit. 
“Set up special treats for them 
while you’re gone,” suggests 
Lynn Berger, a career counselor 
and coach. “Let them know 
they will be having dinner with 
or visiting grandparents or 
friends.” 
Keep in touch. Call or text 
often. “Staying connected 
when you are not physically 
close has tremendous value,”  

Berger points out. “It allows 
messages and questions to be 
answered back and forth with 
relative ease.” Send video clips 
of where you are, if possible.
Be smart about your return. 
Plan your return with your 
family. “Try to arrive home on 
a weekend, or with adequate 
time to enjoy one another be-
fore returning to work,” Berger 
suggests.

Enjoy the moment. Mary 
Hladio, founder and president 
of Ember Carriers, which helps 
leaders and teams become 
more effective, says, “Nothing 
recharges your batteries like a 
short time away from the daily 
pull of transporting kids, cook-
ing dinners, and the countless 
other things our spouses or 
partners and children call on 
us to do.”                   – S.N.N.

Am I a bad parent if I travel without my kids?

houses and cottages ideal for groups are 
available. chincoteaguechamber.com

Miami Beach, Florida
If you can’t make up your mind whether 
you’re in the mood to party or to get your 
Zen on, don’t worry. You can do both. The 
Palms Hotel & Spa in Miami Beach is a 
great place for you and the girls to take 
advantage of the Sanctuary Yoga Retreat 
package, which includes a yoga session, 
guided earth meditations, some quiet 
time in nature, and a healthful and deli-
cious lunch made from locally sourced 
ingredients at Essensia Restaurant. But if 
that other side of you yearns for action, 
Miami’s nightlife awaits, along with plenty 
of shopping, museums, and art galleries. 
thepalmshotel.com 

Crawford Notch, New Hampshire
In recent years, the Appalachian Moun-
tain Club has steadily expanded the num-
ber of women’s trips it offers. Guided 
experiences range from cross-country 
skiing and snowshoeing to summit-
ing some of the highest peaks in New 
Hampshire’s White Mountains. Crawford 
Notch State Park is a popular destination, 
with many lodges and huts in the area 
providing comfortable accommodations. 
outdoors.org. DW

Costa Rica

When you have a family, especially young children, the thought of traveling without them can seem almost heretical. But in fact, 
you’re doing both yourself and your family a favor by taking care of yourself for a change. That’s not to say that you don’t have to 

finesse the situation. Here’s how to get away without guilt.
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Los Angeles

Stepping Out

By Eddie Lee

Few places in the world can match 
the bustle and excitement of Los 
Angeles. While the presence of Holly-

wood has rightly earned LA the nickname 
the Entertainment Capital of the World, 
the city’s many neighborhoods and rich 
diversity mean there’s much more to do 
than visit Grauman’s Chinese Theatre or 
follow a movie star map.  

One of LA’s must-see locations is the 
Getty Center. Located in the Brentwood 
neighborhood, the center houses impor-
tant works from history’s preeminent 
artists, including Monet, Picasso, and 
Rembrandt. The campus itself features 
striking modern architecture, pictur-
esque gardens, and spectacular views of 
Los Angeles. The newest addition to the 
LA museum scene is the the Broad, which 
opened downtown this past September. 
It boasts more than 2,000 works of con-
temporary art, housed in its expansive 
three-story building. The good news for 
visitors is that admission to this stunning 
museum is free and advance reservation 
tickets are available online; the bad news 
is that tickets have been going fast, so be 
sure to get them early. 

If you want to see even more art, be 
sure to visit the Los Angeles County Mu-
seum of Art. With an eclectic collection of 
over 120,000 objects that span all times 
and cultures, it is the largest art museum 
in the western United States. One of its 

best-known (and most Instagrammed) 
displays is Urban Light, an outdoor art 
installation consisting of 202 restored 
antique cast-iron streetlamps.  

Another popular destination for both 
locals and tourists is Griffith Observa-
tory, a free-of-charge facility featuring 
a wide range of astronomy-related dis-
plays. If you are more of a sightseer than 
a scientist, the real gem of the observa-
tory may be the view. Located on Mount 
Hollywood in Griffith Park, the obser-
vatory offers sweeping vistas of the Los 
Angeles basin. Griffith Park is also a great 
place for outdoor activities, with numer-
ous hiking trails snaking throughout the 
hills, including several that lead to the fa-
mous Hollywood sign.  

If you’d like to do some shopping, you 
don’t have to break the bank on Rodeo 
Drive. Located in the Fairfax District, the 
Grove is a popular destination, especially 
on a nice day or evening when shoppers can 
enjoy the outdoor mall and the adjacent 
farmers’ market. Book and music enthu-
siasts should be sure to hit the Last Book-
store in downtown LA, one of the largest 
independent bookstores in the world.  

After seeing all the sights and attrac-
tions of Los Angeles, you’re bound to 
have worked up an appetite, and LA’s food 
scene is absolutely endless. For fine din-
ing, Providence is one of the top restau-
rants not just in Los Angeles but in the en-
tire country. Boasting two Michelin stars, 

this Hollywood des-
tination is commit-
ted to serving only 
the finest sustain-

able seafood. Meanwhile, Bottega Louie in 
downtown LA is a favorite place for a meal 
anytime of the day. Don’t leave without 
trying one of its decadent desserts, includ-
ing a wide selection of macarons. 

One of the hottest restaurants at the 
moment is Cassia in Santa Monica. Run 
by two husband-wife duos, it offers fare 
influenced by the kitchens of Southeast 
Asia and uses ingredients sourced from 
local farmers. With the restaurant receiv-
ing rave reviews, you’ll definitely need to 
secure a reservation. If you want to es-
cape the city and slow things down a bit, 
take a drive up the Pacific Coast Highway 
to Malibu, where you’ll find Geoffrey’s 
Malibu. With delicious seafood and a lo-
cation right on the ocean, it is the perfect 
place to kick back and enjoy the Califor-
nia surf.  

After a long day exploring the city, you’ll 
want to end it with an equally exciting 
night. Start off at High Rooftop Lounge 
in Venice, which overlooks the beach. The 
best time to come is in the early evening 
when you can enjoy an unmatched sunset 
view. Afterward, make your way over to 
the Bar and Lounge at Hotel Bel-Air. With 
a creative cocktail menu, an elegant ambi-
ence, and live music nightly, it’s the per-
fect place to cap off your time in LA.  DW

View of Los Angeles 
from Griffith Park 
Observatory
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Disney Parks
DisneyParks.com

MARTY MULLER   •  SVP, 
Global Creative Diversity is 
at the center of the creative 
process when developing our 
marketing and sales assets. In 
order to better represent the 
guests in our parks, we like to 
use real families in our adver-
tising, for a more authentic 
portrait. At Disney, promoting 
inclusiveness is something 
we’re very passionate about. 
It’s truly at the heart of every-
thing we do.

SHELBY JIGGETTS-TIVONY •   
Creative Development Executive 
Here at Walt Disney Imagineering, we 
continually push the boundaries of cre-
ativity to deliver the best guest experience 
possible. Classic design principles and 
deep storytelling marry with state-of-the-
art technology to create magical worlds 
that surprise and delight families around 
the world and across generations. Di-
verse project teams unite across many 
disciplines, skills, and talents with one 
goal    —fully understanding and exceeding 
our guests’ expectations.

DEE MEACHAM  •  VP,  
Technology Business Manage-
ment At Walt Disney Parks and 
Resorts Technology, we create 
a culture where trust, respect, 
integrity, and productive collabora-
tion thrive. We embrace the many 
voices, ideas, and perspectives 
represented across our team to 
find the best path to innovative 
solutions. With this principle as a 
cornerstone, we create seamless 
experiences for our guests, deliver-
ing results in innovative ways. 

How does 
your team and 
the company’s 
innovative 
culture contribute 
to Disney’s 
magical 
brand?



MARY NIVEN •  SVP,  
Disneyland Resort  
Operations The magic of a 
Disneyland Resort experience 
lies in our ability to make 
meaningful connections with 
our guests. The diversity of 
our cast members enables 
them to play an important 
role as storytellers, and their 
personal interactions with 
our guests have the ability to 
turn each visit into a lifelong 
memory. 
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JULIE HODGES  •  SVP,  
Human Resources/Diversity & 
Inclusion At Disney, we foster an 
inclusive environment in which 
employees’ varied perspectives, 
experiences, and talents fuel the 
relentless innovation that helps 
keep our brand at a pinnacle.  
Throughout the company, the HR 
teams identify opportunities that 
leverage our diversity of thought 
to enhance the business and 
ultimately create fantastic experi-
ences for our guests.

TRACEY POWELL  •  VP, 
Resort Operations, Deluxe 
Resorts In Resort Operations, 
we have the unique opportunity 
to take care of our guests for their 
entire stay. Our guests visit us 
from all over the world, and we 
want them to feel right at home. 
It is also critical that we foster an 
inclusive environment for our 
cast to thrive. It’s our cast mem-
bers who create special experi-
ences and help make memories 
for the guests we serve every day. 

TERRI SCHULTZ  •  VP, 
New Vacation Operations & 
Disney Cruise Line Finance 
Here at Walt Disney Parks and 
Resorts, the finance team is 
deeply involved in the delivery 
of a great guest experience. We 
solve complex business issues 
and play a key role in decisions 
made across our organiza-
tion. Our work not only makes 
a financial impact but helps 
to shape Disney’s innovative 
products and experiences.
 

Understanding Our Differences, 
Celebrating Our Uniqueness
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Conversations with Catalyst

Organizations sometimes 
need to face hard truths. 
Imagine your company has 

an embarrassing lack of diversity in 
its upper ranks and is losing talent 
because of it. Or maybe you have pro-
grams in place to advance traditionally mar-
ginalized groups but they’re not working.

At Catalyst, we know that what gets 
measured gets done. If your workplace is 
lagging when it comes to including women 
of color—understood in the United States 
to be Asian American, Black, Latina, and 
Native American women—you should con-
sider implementing a multilevel analysis 
of your overall work environment, includ-
ing workforce statistics and performance 
management systems (particularly perfor-
mance ratings). It is also a good idea to take 
a closer look at individual relationships 
between women of color and their non-
women-of-color managers.

Catalyst’s Vital Signs, a comprehensive 
analysis of a company’s workforce data, 
including representation of diverse groups, 
hiring, turnover, promotions, and time 
spent in positions, can help. This tool, 
which evaluates a company’s talent deci-
sions and provides valuable insights into 
who is being developed and advanced, will 
lead to a clearer picture of unique-to-your-
workplace factors that may be preventing 
certain groups from reaching their full 
potential. For example, Vital Signs might 
reveal that women of color lag behind other 
groups in promotion rates.

For organizations willing to root out 
potential biases affecting women of color, 
the next step is to examine performance 
systems, in particular performance-rating 
systems. This involves a content analysis of 
performance reviews to highlight the adjec-
tives commonly applied to certain groups 
of women. For example, are adjectives like 
meek or passive being routinely applied to 

Katherine 
Giscombe,

PhD

Asian American women employees? 
Are black women typically being 
described as angry? Are Latinas’ ac-
cents being held against them? 

Taking your analysis to a deeper level 
often requires a close examination of the 

relationships between women of color and 
their managers. How often do managers 
meet with women of color direct reports as 
compared with other staff? How often are 
women of color being given useful, action-
able feedback? Research at Catalyst has 
revealed that managers of women of color 
are often leery of giving those women frank 
feedback—and some organizations’ norms 
reinforce that lack of candor.

Trust is not easily established or main-
tained between people who are dissimilar 
and/or who are working in a place that is, or 
is perceived to be, hostile to diverse groups. 
Non-women-of-color managers with 
women of color direct reports are often 
unfamiliar with the obstacles these women 
face at work. Many managers also feel they 
lack the time and resources to build under-
standing and trust. 

For managers who are unaccustomed 
to interacting with women of color, social 
discomfort can impede manager-employee 
communication, and deadline pressures 
can make retaining diverse employees a low 
priority. Managers who are committed to 
increasing diversity can start by improv-
ing their own relationships with women 
of color by avoiding stereotypes, educating 
themselves about obstacles, and taking the 
time to build trust.

It’s not enough to admit an organization 
has a diversity problem. Solving it requires 
deep analysis and a willingness to push 
outside comfort zones. DW

Kathryn Giscombe, PhD, is Catalyst’s Vice 
President and Women of Color Practitioner, 
Global Member Services.

It’s a good idea 
to take a closer 
look at relation-
ships between 

women of color 
and their non-

women-of-color 
managers. 
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ABOUT CATALYST
Founded in 1962, Catalyst 

is the leading nonprofit 
organization expanding op-
portunities for women and 
business. With operations 

in the United States, Canada, 
Europe, India, Australia, 

and Japan, and more than 
800 member organizations, 

Catalyst is the trusted 
resource for research, 

information, and advice 
about women at work.

catalyst.org.

Want to Retain Diverse Women?
It’s not enough to admit you have a problem
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