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puter, Sun Microsystems, Com-
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moving to the business side and 
holding executive officer positions 
at Visual Networks and Netezza, 
later acquired by IBM.  

Cotter recently completed her doctorate in work-based learning at the University of 
Pennsylvania. For her dissertation, she researched the development of higher educa-
tion business analytics programs designed to meet growing industry demands and 
close the 21st-century skills gap.To learn more, visit trishcotter.com. 
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Dallas-based freelancer who specializes 
in business journalism. She began 
covering personal finance as a rookie 
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has long covered the changing trends 

of personal finance, and she also regularly writes about marketing, small-business topics, 
and photography. More of her work is available at mindycharski.com.
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L isa Lutoff-Perlo, the subject of this issue’s cover story and the CEO 
of Celebrity Cruises, is a true trailblazer. She is the first woman to lead a 
major cruise line.

Our Imagined Barriers

But many years ago, if Lutoff-Perlo 
had had her way, she would now be a 
few rungs down the company organi-
zation  chart.

Lutoff-Perlo was a rising star in the 
company’s sales department. Her goal, 
in fact her life’s dream, was to become 
the vice president of sales. It never 
occurred to her that she could advance 
further. Not only were there institu-
tional barriers to a woman advancing 
to lead a cruise line in such a male-
dominated industry, but there were 
internal barriers—her own. 

Due to the urging of a sponsor 
within the organization, Lutoff-Perlo 
left sales and got more experience in 
the company. Today she is the CEO.

Her story is instructive, and I 
thought about it a lot while working 
on my dissertation over the last year. 
My research posited that one of the 
reasons women are not represented 
proportionally in C-suites is not only 
because of well-known organiza-
tional barriers, but also because we as 
women sometimes believe the myths 
that have historically defined why we 
can’t be in the C-suite.

Oftentimes we—and I include 
myself here—lack knowledge, which 
is the real power. We think leading a 
company is unreachable, or that we 

have to sacrifice our family or other 
personal goals. But the good news 
is we can now dispel those myths 
and overcome internal barriers by 
learning from stories like Lisa Lutoff-
Perlo’s. We can learn how to gain the 
necessary experience and skills and 
become prepared and poised for any 
level of advancement we desire. 

One way to begin is through infor-
mation. In our Accelerate department 
(page xx), “Eight Ways to Advance 
Your Career and Boost Your Pay” 
writer Karen Eisenberg finds out from 
industry experts how best to position 
yourself within (and outside of) your 
organization for advancement. 

We are privileged to live in a time 
when organizations recognize that 
those led by women can be as profit-
able as those led by men. We are 
finally getting recognition for outper-
forming our male peers. So let’s take 
advantage of our time, which is now!

 Sheila Robinson
 Publisher, Diversity Woman

Publisher’s Page   >  

Oftentimes  
we lack 
knowledge, 
which is the 
real power.
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Building Bridges at Prudential

Michele C. Meyer-
Shipp, vice president 
and chief diversity 

officer at Prudential Financial, 
came to the position after 17 
years as an employment lawyer, 
litigator, and general counsel. 
She talked with Diversity Woman 
about her priorities and chal-
lenges at the 48,000-employee 
global company. 

Diversity Woman: How has 
your legal background helped 
you in your role as a diversity 
leader? 
Michele C. Meyer-Shipp: For 17 
years, I was able to see the results 
of unconscious bias, miscom-
munication, and lack of cultural 
understanding. [I was] watching 
cases get to the courthouse steps 
and settle, and watching manag-
ers think, “Wow, I really didn’t 
understand that person.” It made 
me realize there was a lot that 
could be done to raise awareness and give 
managers the skills they needed to be inclu-
sive leaders. Those insights help me in my 
job every day.

DW: You held a diversity role elsewhere 
that was ultimately eliminated. How 
did that experience affect you?
MMS: It made me realize what it felt like 
to be cast aside. It gave me greater sensi-
tivity. When people are building teams or 
offering stretch assignments, I am very 
cognizant of asking, “Who is not at the 
table? Who have you left out?” I’m able 
to remind people that we’re talking about 
human beings and their lives. 

DW:  What have been your main goals 
as CDO at Prudential?
MMS: To serve as the consultant, subject 

senior leaders get it, and the 
grassroots gets it. But engaging 
middle managers is tough—
they are so busy and have so 
many deliverables.

The second-biggest challenge 
is unconscious bias. You can 
have policies and practices  
in place, but if there is un-
conscious bias permeating an 
organization, they’re not going 
to work. So we work on raising 
awareness. We help people 
understand that if you have a 
brain, you have a bias. It’s OK—
it’s not a bad word. We teach 
skills to manage that bias. 

DW:  You come from a military 
family. What are some veter-
ans’ initiatives you’re espe-
cially proud of?
MMS: In our vet talent work 
study program, we engage 
people transitioning out of 
the military into an intern-

ship. Over the last year, we’ve been able 
to hire more than 90 people from that 
program. 

We expanded the program to include 
military spouses in our El Paso office. If 
an active military spouse gets relocated, 
the nonactive spouse can continue to 
work for Prudential from any location. 
I’m really excited about that one. We 
started it just last year. 

DW: With three teenagers at home, 
what’s your secret to maintaining 
work-life balance?
MMS: I’ve accepted the fact that I’m 
going to mess up something, either at 
work or at home. And I’ve had to learn 
to say no. I love to please everyone, but 
I’ve had to really prioritize how and 
when to say no. 

matter expert, and partner with the 
business leaders, driving our diversity 
and inclusion strategy across the entire 
enterprise. Someone may come to 
me and say, “We are recruiting talent 
in a specific field, and we can’t find 
any women.” I’m able to tap into my 
networks to help them cast a wider net. 
If someone says, “Some of our leaders 
aren’t buying into our D&I strategy,” I 
can go to the business leaders and talk 
to them about the business case and 
why this matters.  

DW: What have been some challenges 
to creating a more inclusive workplace?
MMS: Every now and again, with a large 
organization, the messaging around 
D&I gets stuck in the middle. We refer 
to it as “middle manager freeze.” Your 

5 Minutes with Michele C. Meyer-Shipp

Upfront written by Katherine Griffin
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Dear DW,
Is it OK to talk about politics at 
work?

 Signed, The Debater

Dear The Debater,  
It’s probably best if you don’t. 

For starters, some employee hand-
books explicitly advise against talking 
politics in the office. 

As election season gets into full 
swing, it’s a good idea to find out 
what’s considered acceptable in 
your workplace. If your organiza-
tion has a policy in place, you 
should absolutely avoid political 
conversations at work.

Even if your company has no of-
ficial policy, it’s prudent to steer clear 
of such discussions. 

“It can become a high-risk conver-
sation that can make people uncom-
fortable,” says Sherry Sims, founder 
of Black Career Women’s Network.  
“It can lead to human resources 
getting involved if someone decides 
that what was said makes him or her 
uncomfortable.”

Party Pooper

How to Get a 
Good Night’s 
Sleep

Shortcuts

For instance, saying you think  
a particular candidate is too old to  
be president could lead to the percep-
tion that you have a bias against 
older workers.  

Here’s another potential down-
side: you may learn things about a 
coworker’s political beliefs that you 
wish you hadn’t. This could put a 
strain on your working relationship 
with that person, making it harder to 
stay productive and focused during 
your interactions. 

And let’s face it: even for the most 
emotionally intelligent among us, 
when the subject is politics, passions 
can take over. “Not everyone will be 
able to agree to disagree,” says Sims. 
You could get drawn into exchanges 
that are more heated than is appro-
priate for the workplace, which could 
make you appear unprofessional.

If a coworker tries to draw you into 
a political discussion, you can lightly 
say what many people tell their 
family members at Thanksgiving—
“Sorry, I don’t talk about religion or 
politics here.”

The Office

Sleep problems have become 
something of an epidemic: one-third 
of adults in the United States report 

sleeping fewer than seven hours a night, and 
a similar number say they nod off in the day-
time at least once a month. These tips from 
the National Sleep Foundation can help you 
get the rest you need.

Take a midday walk. Daytime light exposure 
helps to regulate your sleep-awake cycle, 
keeping you more alert at work and promot-
ing better sleep at night. 

Skip the afternoon coffee run. Caffeine—
whether from coffee, tea, soft drinks, or 
chocolate—can stay in your body for as long 
as 14 hours. You’re better off limiting your 
intake to the morning.

Stay away from screens 
for at least an hour 

before bed. The 
light emitted by 

computer and 
smartphone 
screens pro-
motes wake-
fulness. And 

answering emails 
and writing all those 

clever social media posts tend 
to rev you up, too.

Create a soothing bedtime routine. 
Wind down before sleep with a 
calming activity like reading, knit-

ting, or meditation. This cues your 
body and mind that you’re shifting away 
from activity and into resting mode. 

Don’t toss and turn. Staying in bed when 
you can’t sleep just makes you associate the 
bedroom with wakefulness. If you can’t sleep 
after 15 minutes or so, go to another room 
and do something relaxing and undemand-
ing, like folding laundry or reading. 

zz z
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Upfront   >  

When Women 
Thrive

A comprehensive new assess-
ment of women in the global 
workforce from Mercer, the 

international human resources consult-
ing firm, has identified a “glaring and 
persistent gap in female workforce par-
ticipation.” Although efforts at gender 
equality are under way in every region 
of the world, they are falling far short of 
what’s needed. 

“Underrepresentation of women 
around the world has become an eco-

nomic and social travesty,” 
said Pat Milligan, Mercer’s 
global leader of When Women 

Thrive. “While leaders have been focus-
ing on women at the top, they’re largely 
ignoring the female talent pipelines so 
critical to maintaining progress.”

For the 2016 When Women Thrive 
Global Report, Mercer consulted nearly 
600 organizations in 42 countries, repre-
senting 3.2 million employees.

Here are some of the key findings:
Globally, women make up 33 percent 

of managers, 26 percent of senior man-
agers, and only 20 percent of executives.

Although  women are making some 
gains at the top—being hired into 
executive positions 1.5 times as often 
as men—they leave those positions 1.3 
times more often than men, undermin-
ing their progress. 

If companies don’t get better 
at hiring, promoting, and retain-
ing women, by 2025 women 
will hold just 40 percent of 
professional and managerial 
positions. 

The report’s authors say 
CEOs and diversity leaders 
must create programs that bring 
diverse talent into the employment pipe-
line, while also building company cultures 
that promote inclusion. An executive 
summary is available at mercer.com/our-
thinking/when-women-thrive.html. 

Dreaming of a summer get-
away? These destinations each 
offer something special this year.  

Washington, DC: The nation’s capital is 
experiencing a renaissance of new restau-
rants, clubs, and boutiques. Its museums 
and monuments—many of them free—
are packed with cultural and historical 
attractions. You’ll also find a vibrant music 
district in the U Street Corridor. 

Las Vegas: This desert metropolis is justly 
famous for its nightlife, and this year, both 
Jennifer Lopez and Lionel Richie will be in 
residence at The AXIS at Planet Holly-
wood. Sin City is also a great place to treat 
yourself to spa treatments and gourmet 
meals. If you tire of the bright lights and 
glitz, you can explore the serene land-
scapes of nearby Red Rock Canyon.  

Alaska: Summer in Alaska is short but 
glorious, and one of the best ways to expe-
rience it is on a cruise. The most popular 
route takes you along the Inside Passage 
from Seattle or Vancouver. Relax with a 
glass of wine while you glide past glaciers 
and take in the views. 

San Diego and Los Angeles: This 
year, the world-renowned San Diego 
Zoo celebrates its 100th anniversary 
with special events and exhibits. Up 
the road in Hollywood, the much-
anticipated Wizarding World of Harry 
Potter—featuring 3D technology—
opens at Universal Studios. This part 

Summer 
Travel

DW Hot List

of Southern California boasts beaches, 
mountains, restaurants, and more. 

Detroit: The Motor City is making a come-
back as a family travel destination. This 
year, the world’s largest penguin facility, 
the Polk Penguin Conservation Center, 
debuts at the Detroit Zoo. A new Legoland 
just opened in nearby Auburn Hills, and 
an expansion is under way at the Sea Life 
Michigan Aquarium. Don’t miss Comerica 
Park, home of the Tigers, and the Charles 
H. Wright Museum of African American 
History. 

Hawaii: As part of the National Park Ser-
vice’s 100th anniversary, Hawai’i Volcanoes 
National Park offers special After Dark in the 
Park programs and Centennial Hikes—your 
chance to get an up-close look at what’s 
been called the world’s only drive-in volcano. 
Elsewhere on the island of Hawaii—and 
the 50th state’s other islands—you can 
experience the beaches, lush landscapes, 
and tropical breezes that make this western 
paradise a perennial attraction. 

Philadelphia: The Democratic National 
Convention will put this city in the spot-
light in late July, but that’s just one reason 
to pay a visit to the City of Brotherly Love, 
recently named the first UNESCO World 
Heritage City in the United States. The 
Philadelphia Museum of Art will host 
international art exhibitions, and the new 
One Liberty Observation Deck lets you 
take in city views from 57 stories up. Visit 
discoverphl.com to learn about LGBT 
and African American–themed itineraries.
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“Hollaback Girl” Gwen Stefani’s creative accom-
plishments have brought her global fame 
as a music icon, but she’s also a successful 

businesswoman in the fashion world. 
Stefani says she’s been fashion-forward since her 

mother taught her to sew when she was a girl. In 2003, 
Stefani launched her own clothing line, L.A.M.B., 
named for Love Angel Music Baby, her debut solo 
album. The line has been wildly successful, selling in 
stores worldwide and earning Stefani some $90 mil-
lion per year. 

“I’m not going to be running around doing cart-
wheels on stage for the rest of my life,” Stefani says. 
“L.A.M.B. is something that can be lasting and some-
thing I can continue to do . . . with a family.” 

Since beginning L.A.M.B., Stefani has launched 
spinoffs, including Harajuku Lovers, named for the Tokyo 

district at the epicenter of Japanese street style. That line 
now includes accessories for pets, such as hats, sweaters, 
and bow ties. Last fall she added a new Harajuku Lovers 

perfume collection and a high-end children’s 
clothing line called Chasing Fireflies. 

Stefani is known for her playful, 
theatrical sense of style, but she 

says that at the heart of her 
collections for women are 

clothes that are comfort-
able to live in. “It’s 

kind of easy to make 
that really cool, 
quirky, fancy piece, 
but then you wear 
it one time and 
it’s over,” she told 
Harpersbazaar.
com. “I’m always 
trying to make 
clothes that I want 
to wear every day.”

Gwen Stefani

Stars Who Mean Business

Fashion Forward
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The Supersized of America 

Versus

1982 2002 2015
Cheeseburger 333 590 480 1

French fries 210 610 540 2

Turkey sandwich 320 820 560 3

Pepperoni pizza  
(2 large slices)

500 850 660 4

Muffin 210 500 490 5

Soda 85 250 270 6

Chicken Caesar salad 390 790 867 7

If someone challenged you to 
come up with an idea that could 
make life better for one billion people 

over the next 10 years, what would you 
do?

Jessica Scorpio cofounded Getaround, 
a company that aims to reduce the en-
vironmental impact of cars by enabling 
owners to rent out their vehicles when 
they’re not using them.

In 2009, Scorpio, now 29, attended 
Singularity University, an organization 
formed by Google, NASA, and Silicon 
Valley innovators to apply technology to 
humanity’s most pressing problems. This 
was the question they were posed.

“Our group decided to look at trans-
portation,” Scorpio says. “We quickly 
realized that our current model is un-
sustainable.” There are one billion cars in 
the world, and most, she says, sit idle for 
22 hours a day. Connecting car owners 
with people who need access to a vehicle 
can generate extra cash for the owners 
while allowing the renters to avoid the 
costs of ownership. Most important, it’s 

Young Entrepreneur:  
Jessica Scorpio

Next

Bridging the 
Tech Gap

Upfront   >  

When you lead a busy life, you’re likely to eat out 
more. And when you eat out, the portion that 
arrives on your plate is often much too big. 

Sounds familiar, right? Portion sizes began creeping up in the 1970s, bal-
looned in the 1980s, and have shrunk only modestly since, if at all—even though 

nutrition experts continue to warn that large portions, as 
well as larger plates, encourage people to eat more. 

The chart here shows the calorie count of 
some popular items at chain restaurants 

in 1982, 2002, and 2015. 
To eat less when eating out, try or-

dering a salad and sharing the entrée 
with your dining companion. 

1 In-N-Out Burger, cheeseburger with onion   2 Arby’s curly fries, medium
3 Applebee’s classic turkey breast sandwich    4 Godfather’s Pizza, pepperoni on original crust, 
large, 2 pieces   5 Au Bon Pain blueberry muffin   6 A&W regular root beer, regular size
7 Black Angus fire grilled chicken Caesar salad

a way to make better use of the resources 
required to make all of those cars. Each 
car that’s shared, Scorpio says, keeps 10 
cars off the road.

The service works something like 
Uber or Airbnb. Renters browse a list 
of cars available in their area and send 
owners an electronic request to rent a 
vehicle. If the owner agrees, a device 
installed when the owner signed up lets 

the renter locate and 
access the car. The 
service is up and run-
ning in San Francisco, 
Oakland, Berkeley, 
Portland, Chicago, 
and Washington, DC, 
with more cities in the 
pipeline. The company 
has raised more than 
$40 million so far, and 
its investors include 
Yahoo CEO Marissa 
Mayer and actor and 
tech investor Ashton 
Kutcher. 

Scorpio has long 
been passionate about 
making the world a 
better place through 
entrepreneurship. 
At 19, she founded 
IDEAL, a nonprofit 
network in her native 

Canada that connects entrepreneurs and 
young leaders to mentors who can help 
them as they embark on their careers.

Like many start-up founders, Scorpio 
admits that she spends most of her wak-
ing hours working. A puppy she recently 
adopted, though, has brought a bit more 
balance to her life: “I bring Indy with me 
whenever possible,” she says. “He helps 
keep me sane.”

Versus



REFLECTING THE WORLD 
WE MEASURE
Nielsen delivers critical expertise about 
consumer viewing (television, online and 
mobile) and purchase behaviors in more 
than 100 countries. We are proud to 
re�ect the world we measure. That’s why 
we’re committed to creating a supportive 
work environment for associates where 
you can: be yourself; make a di�erence; 
and grow with us.
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Anatomy of a … LinkedIn Profile

MAKE A VISUAL IMPACT. 
Along with your professional 
head shot, add a panoramic 
image to the top of your profile 
page to emphasize what you’re 
good at. If you’re a filmmaker, 
for instance, show yourself at a 
recent shoot. This brings your 
profile to life, says Donna Svei, 
a retained executive search con-
sultant based in Santa Monica, 
California. 

MAKE YOUR HEADLINE 
MEMORABLE. 
This valuable real estate just 
below your name is the place 
for a 10- to 20-word summary 
that encapsulates what you 
most want people to know 
about you. Don’t leave it 
blank—the site will just fill it 
with your current job title. 

LET RECOMMENDATIONS 
CONVEY YOUR VALUE. 
Try to include at least one 
recommendation for each 
of your most recent jobs. “It 
makes what you’re saying 
more reliable,” says David 
G. Robins, a consultant who 
teaches LinkedIn workshops 
at Jewish Vocational Services 
in San Francisco. When asking 
for a recommendation, don’t 
just click the button. You’ll 
get a better response with a 
personalized email or a phone 
request. 

How to Stay Connected
Keeping a polished 
and up-to-date 
presence on the 
professional social 
network LinkedIn 
has become a neces-
sity, whether or not 
you’re job hunting. 
These tips will help 
you do it right.

For more ideas, check out 
Donna Svei’s blog at 
avidcareerist.com. 

SHOWCASE YOUR BEST 
SKILLS. 
The site allows you to order  
your skills as you see fit.  
Putting the ones you think are 
most important first helps  
shape the impression you  
want to make. Don’t let an  
algorithm define you!

SAY SOMETHING USEFUL. 
LinkedIn now includes the option 
to create long-form blog posts. 
Crafting a thoughtful post on a hot 
topic in your field can be a great 
way to make yourself more visible. 
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Fresh Insights

A recent study by the Girl Scout Research Institute reports that American teen-
age girls are fascinated with the STEM subjects of science, technology, engineer-
ing, and math. According to the study, about 74 percent of high school girls across 

the country are interested in STEM.

Trish 
Cotter

There is huge opportunity in 
STEM—in the last 10 years, STEM 
jobs increased three times faster 
than non-STEM jobs. In addition, 
STEM workers command higher 
wages, earning 26 percent more than 
their non-STEM counterparts.

Gender inequality in STEM 
If girls have an interest in STEM in high 
school, why isn’t that interest translating 
into STEM majors in college and eventually 
into STEM careers?  

Although 57 percent of American college 
and university students are women, only 
about 25 percent of STEM degree holders are 
women, due largely to a lack of female college 
students studying engineering, computer 
science, and physical sciences.

Toys, scouting, and the White House  
Science Fair—what works?
Many STEM advocates believe that the 
exposure needs to start with very young girls 
and their toys. One example is GoldieBlox5, a 
company that aims to “disrupt the pink aisle” 
and inspire the next generation of engineers. 
The mission of the brand is to get girls build-
ing and to level the playing field. 

The Girl Scouts have also developed a pro-
gram to refocus gender-stereotyped thinking 
and to encourage middle and high school girls 
to pursue STEM education at the college level. 
They believe this is a way that girls can freely 
engage in exploration and experiments— 
unhindered by any social pressures created  

Many STEM 
advocates 

believe that 
the exposure 

needs to start 
with very 

young girls.

From Toys to the White House Science Fair

by a typically mixed-gender classroom  
environment. President Barack Obama 
is also trying to reenergize STEM. The 
2015 White House Science Fair—the 

fifth ever—featured dozens of students 
and had a specific focus on girls and 

women who are excelling in STEM and inspir-
ing the next generation with their work.

A need for mentors and role models 
A strong global STEM ecosystem is required 
to ensure that female students graduate with 
the technical and other professional skills 
needed to succeed in STEM careers. As suc-
cess is judged by raw numbers, more women 
STEM professionals will have to prove them-
selves in a male-dominated world. 

A strong mentorship culture created by 
current female STEM executives can be a 
good starting point. In addition, STEM role 
models—both male and female—can show 
the different options for career paths. Expo-
sure to STEM activities outside school and 
ditching the “nerdy” stereotype also help. 

Recent data reveals that the tide may be 
starting to turn. For 2009–2013, there was 
a 20 percent increase in women obtaining 
science and engineering bachelor’s degrees, 
compared to 12 percent growth for non-
science and engineering fields. That’s good 
news indeed. DW

Trish Cotter is currently Entrepreneur-in- 
Residence at the Martin Trust Center for  
MIT Entrepreneurship. To learn more,  
visit trishcotter.com.
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Debbie Roberts 

Embracing Her Path

The zone president at 
a huge global brand 
learned her love of  
business working in a  
corner store

Power Suit

By Katrina Brown Hunt

When she started really 
moving up in her career 
at a certain global brand, 
Debbie Roberts took time 

to do one important thing: flip burgers.
An accountant-turned-marketing-director 

who had been working on the corporate 
side of McDonald’s since 1990, she was 
tapped in 2004 to join the company’s  
Accelerated Operations Program, which 
lets employees rotate through various 
operations positions. 

“I was nervous,” admits the Illinois na-
tive. “I started as a crew member, and then 
you’re a shift manager, and ultimately a 
restaurant manager. I was on my feet all 
day, and I had never done that before.” 

And while her feet got a workout, she 
also learned some big lessons in manage-
ment and strategy. “You’re managing the 
working mom and the teenager who’s 
working part-time,” she says of her time 
in the stores. “You’re making sure equip-
ment is calibrated. You’re also learning 
how to be a part of the community—de-
veloping relationships with schools, busi-
nesses, local aldermen. It’s a lot you’re 
balancing every single day—but it was 
the best learning of my career.”

Today, Roberts is the zone president for 
the eastern United States at McDonald’s, 
managing roughly 5,600 stores and half 
of the company’s US business. Diversity 

Woman spoke with Roberts 
about her own working-
teenager ambitions, her ini-

tial perceptions about the Golden Arches, 
and how the company now happily blurs 
lines among its diverse set of groups.

Diversity Woman: As a child in  
Chicago, what did you want to be 
when you grew up?
Debbie Roberts: It almost makes me 
laugh, it feels so far away. I was always 
into sciences, and I wanted to be a den-
tist. I loved, and still do love, teeth. As a 
kid, it was kind of weird. I would say to 
my parents, “You gotta floss your teeth.”

But at college, it all changed. I wimped 
out. I was a biology major, and I took a 
class where you had to work with cadav-
ers. I changed my major. I was at the Uni-
versity of Illinois at Urbana-Champaign 
and, at that time, it was one of the tough-
est colleges for accounting, so I went af-
ter that. I was a strong math student, and 
I really liked it.

DW: Are you still “into” teeth?
DR: I definitely have nice teeth, but I do 
know now that things happen for a rea-
son, which lets you course-correct. I can’t 
imagine looking down someone’s throat 
every day of my life now.

We Mean Business   >  
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DW: What was your first job as a young 
person—fast food, perhaps?
DR: It wasn’t really a job—in fact, it may 
have been violation of child labor laws!—
but I used to visit an aunt in Pittsburgh, 
my mother’s closest sister, who had a cor-
ner grocery store. I visited her every sum-
mer. While my cousins would be outside, 

I would be inside working in the store.  
I would take inventory. She got so com-
fortable, she could leave for a little while 
and I would run the store. I was doing it 
at the age of 11, and I loved it.

DW: What did you get out of that 
experience?
DR: Well, for one thing, my daughter still 
says, “You count money faster than any-
body I’ve ever seen.”

But it also gave me a love of business 
and the interaction with people. My aunt 
was a huge personality. Everyone in the 
neighborhood knew her. In the store, 
there were always people she would 
know, and she knew what people were 
coming in for. Kids would come in and 
she’d give them candy. 

I also learned the importance of pro-
cesses, procedures, and accuracy. Later,  
I worked at a grocery store back at home, 
as a cashier, and I took my job so seri-
ously—reconciling my drawer with the  
receipts, not being under or over. I don’t 
recall my mother ever saying, “You have 
to go to work—get up and go.” I just went.

DW: What was your first job after 
college?
DR: I worked in the steel industry, but 
I knew that was not meant for me long-
term. My friend got a call from a head-
hunter at McDonald’s, and she called 

me about it. I said, “Yes I’m looking, but 
not at a hamburger company. If I wanted 
that, I wouldn’t have gone to college.”

But I took the interview, and I re-
searched the company. I learned that 
McDonald’s had more accounting de-
partments than I thought—interna-
tional accounting, real estate account-

ing, financial accounting. I could rotate 
through different departments and never 
get tired in 10 years. I was also impressed 
by how many people had started in the 
restaurants themselves—it looked like 
the land of opportunity. By the time of 
the interview, I wanted the job so much I 
didn’t know what to do with myself.

DW: What kind of leader are you now?
DR: I’m a highly accountable leader. I’ve 
been entrusted to lead a significant por-
tion of the business, from a financial 
standpoint and a people standpoint, so 
I’m accountable for delivering results, 
and for developing talent for our organi-
zation. I try to listen more and talk less, 
so I understand the perspectives of all. 

DW: You’re part of McDonald’s 
Women’s Leadership Network.  
What is the benefit of that for your 
work environment?
DR: We also have the African-American 
Council, the National Hispanic Employee 
Business Network, McDonald’s Pride, 
the Asia Pacific Middle East Network, a 
Young Professionals Network, and more. 
It’s about having people from the same 
walk of life as you, to share your challeng-
es or your victories. But our leadership 
network is also open to others. At the 
women’s meeting, we have guys there, 
and they are supportive. 

We recently had an event for Mar-
tin Luther King Day, and we had every 
diversity group get up and talk about 
MLK’s leadership platform. I sat there in 
awe—all of these different individuals. 
The power of one plus one is really three.

DW: What objects in your office say the 
most about you?
DR: One is a picture of my daughter. 
She’s 17, but she’s younger in the picture. 
Family is important to me. I have a sup-
portive husband who gets me, too. I talk 
a lot about my family, and I encourage 
employees to talk about their families. 
It’s important to understand what moti-
vates people.

The second thing is The Shining Light 
award. It’s an award that celebrates the 
principles that MLK embodied as well as 
[McDonald’s visionary and former own-
er] Ray Kroc. To receive an award like that 
was extremely humbling.

DW: You’ve come a long way from 
those aspirations to be a dentist. What 
is a big lesson that you’ve learned along 
the way?
DR: Someone once told me something 
that their grandma used to say: Don’t 
write the end yet, because you miss 
the real story along the way. You have 
to be open to possibilities. That hits 
me between the eyes. 
   Growing up on Chicago’s West Side, 
my mom was a school clerk, my dad a 
construction worker—blue-collar folks. 
Now here I sit at a company like Mc-
Donald’s, responsible for half of our US 
business. I never saw the story ending 
this way. I feel so blessed.

DW: What book have you read lately that 
has really has stayed with you?
DR: Sheryl Sandberg’s Lean In. I refer to it 
often. One principle that I absolutely love 
is “It’s a jungle gym, not a ladder.” Again, 
it’s not about where you end up, but the 
journey. DW

Don’t write the end yet, because you
miss the real story along the way.
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Founder of a music-based movement class has 
changed lives—including her own

By Katie Morell

It was late in 2008 when El Brown, a former teacher, came up 
with a business idea that would soon help thousands of chil-
dren, land her on The Oprah Winfrey Show, and create jobs for 

dozens of women. The idea was an education-based music and 
movement class for preschool-age children designed to reinforce 
lessons learned in school and help with cognitive development. 

Brown’s “aha” moment came in her liv-
ing room when she was living at a mili-
tary base in California and raising Ricky 
II, her 18-month-old son. When Ricky II 
was experiencing developmental delays 
and a doctor hesitated testing him, Brown 
took matters into her own hands and de-
veloped a curriculum to help him learn to 
speak and move relative to his age level. 

He quickly showed signs of improve-
ment, and other mothers on the base re-
quested that Brown help them work with 
their kids, too. Soon word spread to fami-
lies beyond the military, and KinderJam, 
Brown’s company, was born. 

Since 2008, Brown has been featured 
on Oprah and worked with thousands 
of children through a licensing model 
in which teachers can purchase tools to 
create KinderJam classes of their own. 
Classes are now available in 16 states and 
11 countries. Brown is currently getting 
her PhD in early childhood education, 
and Ricky II is a thriving nine-year-old.

This year, Brown will move away from a 
licensing model in favor of a franchising 
one. Her concept will be less “KinderJam 
in a box” and will focus on ongoing train-
ing for teachers from a centralized hub 
in Fairfax, Virginia, where she now lives. 
Diversity Woman sat down with Brown to 
hear more about her journey as a CEO. 

Diversity Woman: Did you always want 
to be an entrepreneur? 
El Brown: I think so. I remember making 
a list of goals when I was 17 years old that 
included getting married, being a mother, 
and owning my own business. I’ve always 
wanted to be the captain of my own ship. 

DW: Tell me about a problem in your 
business and how you overcame it. 
EB: I founded KinderJam as an education-
based program, not a recreation-based 

Licensed to Jam

CEO Woman
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one, and I lost sight of that a few years 
ago. With the licensing model, I thought 
I could just give people permission to 
use my curriculum and they would per-
form exactly the way I wanted them to. 
It didn’t happen that way, and the more 
licensees I got, the more they diluted the 
brand, because I wasn’t able to teach ev-
ery single person. To maintain the integ-
rity of the program, I’ve decided to make 
it a franchise model instead. 

DW: What does it mean to have a fran-
chise model versus a licensing one? 
EB: We are working on that right now and 
plan to roll out our franchising model in 
2017. With a licensing model, someone 
pays a fee for the use of my material and 
the relationship is limited. Franchisees, 
on the other hand, will get much more 
support and training. And all locations 
will answer to us at headquarters. 

I’m also getting my PhD to make this 
an evidence-based program and hope-
fully bring it into schools. Right now, the 
only children that have access are the ones 
whose parents pay. I want to get the pro-
gram funded and directly into schools. I’m 
hoping to do that later this year. 

DW: What are you the most proud of in 
your business career? 
EB: I’m proud that something I created 
on my living room floor is now being 
taught to thousands of children. I built 
it for my baby, and it is now blessing 
families. The responses I get from par-
ents make my day. They love it. Teachers 
get children for only 180 days per year. 
When God blesses you with the influence 
of being a parent, you need to be respon-
sible with what you do with that. And I 
think KinderJam helps parents relate to 
and teach their children effectively. I’m 
really proud of that.

DW: What are some of the biggest lead-
ership lessons you’ve learned? 
EB: When I was in college, I remember the 
president of our student government as-
sociation telling me that not everything 

I thought was meant to be said. This re-
ally hit me. Over time, I’ve realized that 
once words leave your mouth, they be-
long to the interpretation of the listener. 
I speak with women from a lot of differ-
ent backgrounds and am cognizant of 
my language. Everything comes down to 
language and word choice. When talking 
to my staff, I make sure my words are mo-
tivating ones. 

I’ve also learned to trust in my people. 
If you’re a leader and you’ve built a sys-
tem and trained your people, you have to 
allow them to execute on their own. It is 
in my nature to insert myself into situ-
ations, but I’ve learned to be a humble 
leader, to step outside a situation and be-
lieve they will get the job done. 

DW: What entrepreneurial lesson have 
you learned the hard way? 
EB: The hardest lesson I’ve learned in 
KinderJam is not letting go soon enough. 
Sometimes you outgrow people in your 
organization and, because of your per-
sonal loyalty, you keep them around 
longer than you should. I’ve lost money 
doing that—ruling with my heart rather 
than my best judgment. I’m still working 
on that; it’s an internal battle. 

DW: How have your hiring strategies 
changed because of this? 
EB: I am much more careful when I hire. 
Before, I would lead with my heart. All I 
required was passion and a desire to love 
children and positively impact families. 
Now I know that there is a certain level 
of subject matter expertise needed to be 
of service. Today I rely heavily on univer-
sities and hire a lot of graduate students 
who are getting degrees in social work 
and early childhood development. This 
strategy has worked beautifully. They are 

available for weekend classes, are young 
and eager to learn, and have high levels 
of enthusiasm. 

By treating them well and communicat-
ing often, I’m hoping referrals will come. 
I want to build the type of culture where 
people want to come to work. And since 
I’m employing students, hopefully they 
will tell other students. 

DW: What is your strategy on firing? 
EB: We don’t really fire people. Instead, 
we choose “not to continue a relation-
ship.” Each of our instructors is hired for 
one season at a time. After a season, ei-
ther they are invited back or they aren’t. 

DW: What career advice can you offer 
new college graduates?
EB: Don’t limit your options. There are so 
many ways to monetize your passion. If 
you have a strong work ethic, a solution 
to a problem, and confidence in yourself, 
go out and explore your passion. Entre-
preneurialism  is the way of the future.  

DW: What book are you reading right 
now? 
EB: I’m reading The E-Myth Revisited: 
Why Most Small Businesses Don’t Work and 
What to Do About It, by Michael E. Ger-
ber. If you have a desire to be an entre-
preneur, you must read this book. It talks 
about the myth of entrepreneurship—
that many people end up just owning a 
job, not running a business. It teaches 
you how to get your craft out into the 
world and build systems to train people 
so those people can help you go out and 
scale your business. DW

Katie Morell is a San Francisco–based jour-
nalist who specializes in business, travel, 
and human interest–related topics.

If you’re a leader and you’ve built a system
and trained your people, you have to allow
them to execute on their own. 
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By Janell Hazelwood

A
t Chevron, diversity is 
part of the corporation’s core 
values. One of the world’s 
leading energy giants, the 
company has earned numer-

ous accolades, from achieving a perfect 
score on the Human Rights Campaign 
(HRC) Corporate Equality Index, to be-
ing recognized as one of the best places 
to work for LGBT equality, to landing 
honors from the Women’s Business En-
terprise National Council for providing 
opportunities to women entrepreneurs. 
The company has also been the recipi-
ent of the National Society of Black En-
gineers’ Corporate Diversity Leadership 
Award for its strategic efforts in creating 
an environment to attract and support 
minority professionals.

“It is important for people to have 
role models, and customers want a deep 
understanding of a company’s values 
and whether they’re adhering to those 
values,” says S. Shariq Yosufzai, vice 
president, global diversity, ombuds, and 
University Partnerships and Association 
Relations. “Doing things the right way 
has always been a hallmark of the ‘Chev-
ron Way.’ That’s been the guiding light.”

Yosufzai shares with Diversity Woman 
what’s behind the company’s strategy, his 
own personal commitment to innovation 
through diversity, and his tips for manag-
ers and executives seeking to boost not 
only their companies’ bottom lines but the 
success of their diversity initiatives as well.

Diversity Woman: You’ve been on a 
long and successful career journey 
with Chevron. What is the best part of 
your job?
S. Shariq Yosufzai: It’s seeing Chevron 
become a place that is an aspirational 

Men at Work

S. Shariq Yosufzai

Broadening the Talent Pool to Drive 
Innovation

destination for the best and brightest. It’s 
been a really rewarding experience for me 
to see people who have been mentored—
whom our processes have [helped in their 
growth] and the talent we have attracted.

It’s also seeing Chevron recognized 
with all the multiple awards we’ve re-
ceived, whether the HRC rating [or the 

many others]. Seeing people grow and 
blossom—that’s the best part of my job.

DW: Diversity seems to have been 
vital part of your life as a professional 
through the years. How has it person-
ally played a role in your own career?
SSY: I’ve had 41 outstanding years at 
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Chevron, and I can go back to the very 
first day. I walked into a Port Arthur, Tex-
as, refinery center and an African Ameri-
can gentleman took me under his wing. I 
was assigned to his unit as a process en-
gineer, and [at the time] he and I were the 
only two people of color in that unit. He 
taught me great lessons about people and 
respect, and that’s something that I have 
carried throughout my career. When I 

became president of global marketing, 
which was a very large strategic business 
unit, I thought that in order for us to be 
effective, it was critical that we look like 
our customer base. We operated in about 
60 countries, we had about 10,000 peo-
ple, and over time, my leadership team 
became diverse, because not only was it 
the right thing to do, but that is how we 
increase performance and innovation.

DW: You also serve, in your current role, 
as the executive sponsor of Chevron’s 
university partnership programs. Why 
are such programs important in ensur-
ing diversity?
SSY: The first step in building a strong 
workforce is to drive innovation and to 
identify and recruit the best and bright-
est. That’s why we’ve developed the Uni-
versity Partnership and Association Rela-
tions [UPAR] group.

We have, through UPAR, forged strate-
gic relationships with nearly 100 colleges 
and universities, including historically 
black colleges and universities, and we 
have relationships with 30 associations, 
including the NAACP, the National Urban 
League [NUL], the National Society of 
Black Engineers [NSBE], and the Nation-
al Action Council of Minorities in Engi-
neering [NACME]. And that’s just in the 
United States.

Internationally, we have [built] rela-
tionships with organizations and insti-
tutions in Argentina, Australia, Brazil, 

China, Indonesia, Kazakhstan, Venezu-
ela, and more.

We attract top talent through these 
strong relationships. For example, we 
are a company of engineers, and unfor-
tunately, the percentage of minority en-
gineers in US schools in the past 10 years 
has declined. The way we attract talent to 
our company is through our UPAR pro-
grams, and they’re a critical success fac-

tor of innovation. Cost and spending are 
important, but you can’t just cost-cut or 
spend your way to competitive advan-
tage. You have to out-innovate. To out-
innovate, you must have a diverse work-
force, and that’s what UPAR provides us.

DW: Numbers still remain low in 
terms of minorities and women in 
STEM (science, tech, engineering, and 
mathematics) careers. What are some 
of the challenges you’re seeing, and 
what are your insights on combating 
those challenges?
SSY: Let’s look at the US on that issue for 
a second: African Americans have made 
up only 4 percent of students in the engi-
neering disciplines, and the number has 
not changed over the years.

As an employer who hires a lot of en-
gineers and analysts, that’s a big prob-
lem. We’re working through NACME and 
NSBE, but more than that, we’re spend-
ing about $130 million in STEM educa-
tion that we have earmarked over the 
past few years to increase the represen-
tation of women and underrepresented 
minorities in engineering by creating 
pathways, scholarships, and role models. 

We’ve started the Chevron Engineer-
ing Academies, and we came to the re-
alization that if you look at your com-
munity colleges, in many cases—such as 
Texas, with colleges like Alamo College, 
Texas Southmost College, and Dallas 
and Houston community  colleges—

they’re over 80 percent diverse in terms 
of Hispanic students. Challenges related 
to finances or family can mean that bril-
liant [minority] students are not able 
to go to Texas A&M University or other 
engineering schools. Through a grant of-
fered through Texas A&M, the academies 
were launched where students enrolled 
at participating community colleges take 
their first few years of courses with Texas 
A&M engineering professors, and that 
accelerates a pathway into the engineer-
ing school. It’s one way of looking at data 
and forging solutions. 

We also have programs, processes, and 
initiatives that are guided by the “Chev-
ron Way.” It has a few strategies: Invest 
in people. Grow profitably. Execute ex-
cellence. What diversity at Chevron 
means is that we learn from and respect 
everyone, we demonstrate respect for 
the uniqueness of an individual, and we 
have an inclusive workforce that em-
braces diversity.

DW: What advice do you have for mid-
level managers and executives who want 
to launch impactful diversity initiatives?
SSY: Don’t think of diversity as something 
extra. Think of it as integral to your busi-
ness success. The only way to create sus-
tained success is to outperform the compe-
tition, and the only way to outperform the 
competition is to out-innovate the compe-
tition. Innovation comes from diversity.

Some people might think, Well, this is 
not about producing another barrel of 
oil or another widget, but it really is. We 
know from data that diverse teams create 
higher value, however you measure value, 
whether it’s [metrics like] safety, perfor-
mance, or earnings per share. When you 
have an engaged workforce that’s respect-
ed, you’re going to have innovation, and 
if you have innovation, you’re going to 
succeed. It is core to our values. DW

Janell Hazelwood is an award-winning 
writer and editor and is chief consultant for 
The BossMoves, which provides business 
development strategy services to minority 
and women entrepreneurs.

To out-innovate, you must have
a diverse workforce.
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Whether you opt to stay at your current 
company or make the leap to a new em-
ployer, there are steps you can take to 
jump-start your career and boost your 
pay. We asked three experts for their 
best advice.

1Rock your job. Success in the 
workplace starts with being a great 
performer. “If you deliver on what 

you say you can do—and you help your 
team, and manager, and organization 
succeed—people will take notice,” says 
Jan Combopiano, senior vice president 
for research and chief knowledge officer 
at Catalyst. 

But showing up every day and doing a 
good job isn’t enough. “Your talent needs 
to grow as quickly and constantly as your 
industry,” says career and life coach Ann 
Daly of Women Advance, a former wom-
en’s studies professor whose website of-
fers tips and webinars. 

Position yourself as an expert in your 
field or content area by reading books 
and journals, attending workshops and 
conferences, and cultivating new skills. 
Figure out the challenges that your orga-
nization faces, and devise solutions. 

“If, for example, you’re the payroll di-
rector for a large tech company, how you 
can improve the process by making it 
cheaper, quicker, or more accurate?” asks 
Daly. “By solving problems and recogniz-
ing opportunities, you add value.”

2 Toot your horn. Some people think 
that if they keep their head down 
and do a great job, people will take 

notice. “We keep waiting for our fairy 
godmother to tap us on the shoulder and 
whisk us away to a fabulous opportunity,” 
says Combopiano. But if you wait for the 
phone to ring, it may never happen. 

Talking about your accomplishments is 
the first step. “Managers often perceive 
that the people who report to them con-
tribute less than those people believe they 

By Karen Eisenberg

Beverly Norman-Cooper was 
content in her job as a regional 
communications consultant for 
Kaiser Permanente when she got 

a phone call from the CFO’s office: would 
she be willing to move to the national di-
vision to manage communications for an 
important new initiative?

“There was a lot of risk in-
volved for me,” recalls Nor-
man-Cooper. “I was happy 
where I was, and I had a lot of freedom and 
flexibility.”

The new job would be both complex 
and political. “It required a tremendous 
amount of change and communicating 
the importance of that change to an or-
ganization of more 170,000 people,” she 
says. 

Norman-Cooper decided to take the 
plunge, and that decision proved to be a 
game changer for her. Ten years and sever-
al positions later, she is now executive di-
rector of supplier diversity for Kaiser Per-
manente, a position she describes as the 
culmination of her education and career. 
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Eight Ways to 
Advance Your 
Career and 
Boost Your 
Pay

Norman-Cooper’s trajectory illustrates 
the kind of calculated risk taking that is 
essential for a woman seeking to advance 
her career in an executive landscape still 
dominated by men. While women make 
up 45 percent of the workforce in S&P 
500 companies, they hold just 25 percent 
of executive- and senior-level positions, 
according to a 2015 analysis by Catalyst, 

a nonprofit organization 
dedicated to accelerat-
ing progress for women 

through workplace inclusion. Only 4 per-
cent of S&P 500 companies are run by 
female CEOs. 

Women also trail men in compensa-
tion. Compared to their white male coun-
terparts, full-time female workers earned 
just 79 cents on the dollar compared to 
men in 2014, according to the American 
Association of University Women. The 
gap was even greater for women of color, 
with African American women making 
63 percent of what men earned, and His-
panic and Latina women making just 54 
percent.

Dismayed by the numbers? Don’t be. 

Accelerate

We Mean Business   >  
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contribute,” says Kristine Perez-Foley, an 
executive coach and leadership consultant 
with the Korn Ferry Hay Group. “That’s 
why it’s important to get comfortable 
talking about what you’re working on and 
communicating your success.” 

Putting yourself in the right 
place at the right time is an-
other must. “Volunteer for an 
important job or committee,” 
says Combopiano. “When your 
boss’s boss says he’s holding 
open office hours, show up and 
tell him about a project you’re working on 
or a problem you solved.” 

3 Build your network. “Getting a job 
is all about who you know,” says 
Daly. “So the single most important 

piece of advice I give to women is to start 
building their social capital from the very 
beginning and never stop. As the saying 
goes, ‘You don’t want to meet your neigh-
bors on the night your house is on fire.’”

Your primary source of contacts is 
the people you know. This includes col-
leagues from current and previous jobs, 
high school and college classmates, 
neighbors, family, and friends. “You have 
to feel comfortable that you have stayed 
in touch with these people so that they 
wouldn’t hesitate to recommend you for 
a job or set you up on an informational 
meeting,” says Daly. 

Online networking sites like LinkedIn 
are another great tool. To make the most 
of them, keep your profile up-to-date, 
build your contact list, join groups related 
to your industry or job function, and check 
in frequently to maintain your visibility 
and see what your contacts are posting. 

Professional organizations are a gold 
mine [two words] of networking oppor-
tunities. “Go to the monthly luncheons 
and meet the players,” urges Daly. “At-
tend online activities like workshops and 
seminars. Raise your profile by becoming 
an officer or committee chair.”

An added benefit of membership in pro-
fessional organizations is the annual sal-
ary surveys many conduct. This informa-
tion is essential when you’re negotiating 
for a new position or asking for a raise.

4 Cultivate sponsors. Women seek-
ing to move up the career ladder 
were once advised to find mentors. 

But new findings suggest that mentoring 
may not be as beneficial to women as it 

is to men. An ongoing project 
by Catalyst found that men’s 
mentors are more highly 
placed than women’s—and 
more influential in helping 
them secure key jobs and pro-
motions. Instead, career de-
velopment experts encourage 

women to seek out sponsors. 
“These are people with clout who pas-

sionately support you and are willing to 
put their name on the line for you,” says 
Perez-Foley. “When they say, ‘This per-
son needs to be promoted,’ other people 
in the organization listen. People with 
sponsors have a higher level of job satis-
faction, and their careers accelerate at a 
much more rapid pace.”

How do you cultivate sponsors? “Find 
out who the power players are in your or-
ganization or industry—the people who 
are making things happen at higher lev-
els,” Perez-Foley suggests. “Then figure out 
how to strategically network with them in 
a way that helps them see your value.” 

5 Be strategic. Not all leadership op-
portunities are created equal. “The 
key to growth, whether in salary or 

in career progression, is getting on those 
highly visible assignments that are im-
portant to an organization,” says Perez-
Foley. “You could be doing a lot of great 
work, but if the right people don’t see it, 
and it’s not currently important to the 
business or marketplace, you won’t get 
the same traction.”

To find the hot jobs, learn as much as 
you can about your company and indus-
try. Read annual reports and industry 
publications, visit corporate websites, 
and stay current on marketplace trends. 
If, for example, you learn that the com-
pany you work for is eager to expand into 
emerging markets, that knowledge gives 
you an ideal opportunity to highlight as-
pects of your own experience that make 
you well suited to contribute, such as flu-

ency in another language or time spent 
living in a developing country.

Don’t wait for opportunity to come to 
you. Create your own opportunity. “It’s 
called job crafting,” says Combopiano. 
“You might say, ‘Now that we’re engaged 
in this new business, I think we need 
someone in this role to help drive that 
forward. I have all of this experience, and 
I would be the perfect candidate.’”

6 Negotiate for what you are worth. 
Women are much less likely than 
men to negotiate their compensa-

tion. One study of graduating MBA stu-
dents found that half of the men had nego-
tiated their salaries, while only one-eighth 
of the women had.

“We feel like they won’t want us if we 
negotiate,” says Perez-Foley. “But you’ll 
never have a better opportunity to ask for 
what you want than when you’re begin-
ning a new job. And even if they counter 
your offer, you’ll still end up with more 
than you started out with.”

Doing your research beforehand is es-
sential to effective negotiation. Use re-
sources such as salary surveys done by 
professional organizations and job sites 
like Indeed to learn the average pay for 
your position, industry, and region. Le-
verage LinkedIn to find contacts who 
work at the organization you’re targeting 
and may be willing to share information. 
Armed with this data, you can walk in the 
door with a clear idea of the salary you 
want and deserve—and what you’re will-
ing to accept. 

7    Keep asking. An annual perfor-
mance review is another great op-
portunity to revisit your salary. 

“Your boss is primed because he or she has 
been going through the budget, thinking 
about the numbers, and knows what he or 
she can give this year,” says Daly.

She encourages women to avoid mak-
ing statements about their feelings and 
what they “deserve” and instead to use 
objective data to make their case. “You 
need to point to measurable contribu-
tions wherever you can,” she advises. 
“You might say, ‘I drove a new process 
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Diversity Insider

I’m tired of hearing the oft-repeated wisdom: “women need to find mentors to ensure 
career success.” This is yet another step on the “fix women” ladder; women are con-
stantly being told we should negotiate better, take greater risks, and “lean in” to get

ahead. But much of this advice ig-
nores the realities of the workplace 
today, including the implicit biases 
women face when they advocate 
for themselves or speak up at work. 

Similarly, regardless of how power-
ful a mentoring relationship is, that alone 
is less likely to accelerate a woman’s career. 
Women have no dearth of professional men-
tors: 83 percent of women report having at 
least one mentor in their careers, compared 
to 76 percent of men. In fact, 21 percent of 
women report having four or more mentors, 
whereas just 15 percent of men report having 
that many.

So why are the upper echelons of most 
organizations still lined by white men? That’s 
because men are 46 percent more likely than 
women to have a sponsor. 

While mentorships are often informal 
relationships, sponsors are advocates for 
a professional’s advancement within her 
organization. Many strategic decisions, such 
as staffing an organization’s most visible 
projects or highest promotions, are still made 
informally—on golf courses or over dinner. 
Finding an advocate within these circles can 
help high-potential women and leaders of 
color get much-deserved access and visibility. 

Women often shy away from networking 
with a purpose, considering it to be exploit-
ative. But men rarely feel the same way, and 
they often end up with advocates who later 
become key to their career growth.

Here are some actionable strategies to find-
ing the right sponsor.

Be strategic about whom you consider 
as a potential sponsor. Identify a leader in 
your organization—that person doesn’t 
have to look like you but must be able to 
exercise influence on large projects, teams, 

Ruchika 
Tulshyan

and promotions. Speak to your boss, 
or a mentor, about who could be a 
valuable sponsor and the best way to 
approach the would-be sponsor.

Once the connection is made, don’t 
beat around the bush. Be direct about 

your career goals. You’re not looking for 
general advice or a shoulder to cry on. When 
a sponsor-protégé relationship develops, 
the sponsor is equipped to advocate for you 
when big projects are being planned, share 
powerful contacts, and advise you on moves 
that would advance your career. 

The onus is always on the protégé to de-
velop the relationship and maintain regular 
contact. For any sponsoring relationship to 
be successful, the protégé must be a high 
achiever who delivers on the action plan that 
she develops with her sponsor.

Does sponsorship really work? Research by 
the Center for Talent Innovation finds that 
men and women with sponsors are more 
likely to ask for pay raises (and get them), 
request to join a high-visibility team, and 
experience greater career satisfaction.

Sponsors also benefit in their own careers by 
developing protégés. Data finds that sponsors 
are overall more satisfied with their careers, 
more likely to advance in their own careers, 
and even experience a slight monetary boost 
compared with leaders who don’t sponsor.

Thankfully, more organizations are starting 
to recognize the importance of formal spon-
sorship programs and the impact they have 
on diversifying leadership teams. DW

Ruchika Tulshyan is the author of The Diversity 
Advantage: Fixing Gender Inequality in The 
Workplace (Forbes, 2015). She has written for 
the Wall Street Journal, Time, and Bloomberg, 
among other media. 

Men are 46 
percent more 

likely than 
women to have 

a sponsor.

Sponsors Help Women Advance
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Some 20 years 
ago, Lisa Lutoff-Perlo was 
rising through the sales department of 
Royal Caribbean Cruises. Her dream was to head 

the department. She wasn’t sure that her dream was going to come 
true, because historically the leadership in the cruise industry had been male.

  Then one day, after 17 years in sales, her supervisor, Dan Hanrahan, the president 
and CEO of Celebrity, told her that he was moving her to the marketing department. 

  “I was shattered,”she says. “I thought my career was over.”

Even Keel
by Jackie Krentzman

As the first female CEO of a cruise line, Celebrity’s 
Lisa Lutoff-Perlo has the wind behind her
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Today, Lutoff-Perlo is president and CEO of Celebrity Cruises—
the first woman ever to be CEO of a major cruise line. The take-
away? Don’t underestimate yourself.

It turns out that Hanrahan had transferred Lutoff-Perlo to 
marketing because he noticed her high potential and wanted to 
give her experience in different parts of the organization. 

She took full advantage. Over the next 12 years, Lutoff-Perlo 
rose swiftly through the organization, serving as senior vice 
president of hotel operations, then executive vice president  
of operations, before being tapped as president and CEO in  
December 2014.

“That experience, when I was moved to marketing, was a 
pivotal moment not only in my career, but in my understand-
ing of myself and leadership,” says Lutoff-Perlo. “I realized you 
shouldn’t think about your path as linear, because oftentimes it 
isn’t. Your best career move is probably one when you don’t take 
a linear path, because you learn so much more than you would 
have if you had stayed on that one path.

“The other thing it taught me is that I was shooting too low—
and that was in part because I am a woman. Frequently, as wom-
en, we don’t picture ourselves in the C-suite. I was guilty of that. 
We need to learn to reach high.”

For his part, Hanrahan says he saw Lisa’s potential—although 
he never dreamed she would become CEO.

“From the moment I walked into Royal Caribbean, I knew Lisa 
had a tremendous amount to offer the company,” he says. “She 
was, and is, one of those go-to people every organization is dy-
ing to have in its ranks. Lisa has a great combination of intelli-
gence, pragmatism, and leadership. It was clear that the sales or-
ganization relied heavily on her. She has terrific strategic instincts 
and she is also a great executor. The more Lisa accomplished, the 

more obvious it became to me that she could handle any tough 
job in the company.”

Hanrahan says it dawned on him that CEO may be in her fu-
ture when she was director of national accounts and Celebrity 
was getting set to launch its biggest venture to date, its Solstice 
class ships.

“Delivering a new ship is always a challenge,” Hanrahan says. 
“Lisa delivered Solstice flawlessly. Celebrity hadn’t delivered a 
new ship in years. There wasn’t a playbook to dust off and just 
run that play. The work had to be done from scratch. The leader-
ship required to take a relatively new team and deliver a flawless 

launch was beyond impressive. I found myself thinking during 
those days, Wow, we found our next CEO.” 

Alaska. The Caribbean. Hong Kong, Vietnam, and Singa-
pore. The Baltic Sea. These destinations are some of the 

places Lutoff-Perlo calls her office. In many respects, running a 
luxury cruise line is nothing like running other businesses.

The second-largest cruise line in the world, Royal Caribbean 
has six brands, including Celebrity. Celebrity markets itself as 
offering a “modern luxury” experience. Founded in 1989 and 
based in Miami, it has ships that stop at more than 220 ports 
of call every year. Although Celebrity bills itself as a luxury line, 
its offerings run the gamut—Celebrity was ranked as the No. 3 
overall best cruise experience in the affordable category by U.S. 
News & World Report, as well as the No. 1 premium cruise line 
in the Travel Weekly Readers Choice Awards for the last seven 
years in a row.

Celebrity cruises are experiential and destination-oriented. 
The sophisticated vacations are for those who care about fine 
food and wine and want profound experiences of new cultures, 

Lisa Lutoff-Perlo and 
other members of the 
executive team surprise 
travel agents with pic-
nic baskets to celebrate 
the company’s Grass 
is Greener initiative. 
Celebrity Cruises has 
real grass lawns on the 
top decks of its cruise 
ships.

“The men may have had some reluctance at first, just because they 
saw a woman up there, but quickly the team respected and responded.
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within the time constraints of 
most cruises. Not only does Celeb-
rity sail the seven seas, but it also 
sails to the seven continents. It 
markets its destinations nearly as 
much as it does its ships. This year, 
Celebrity offers  411 cruise options 
on its nine ships. They include 
traveling to seven signature events 
around the world, such as Rio for 
Carnival, Scotland for the British 
Open, and Cannes for the Cannes 
Film Festival. 

“Cruising is much different today than when I began in the 
industry 31 years ago,” says Lutoff-Perlo. “People want so much 
more out of the cruise experience. For example, our guests want 
to vacation the way they live their lives, only better. And today 
people can afford that. Our industry has evolved the way soci-
ety has evolved. So whether you’re Mercedes or BMW, you are 
in the category where you are accessible to more people than 
previously. Luxury is much more approachable for all brands, 
including cruise brands.” 

Over the last 25 years, cruising has grown at an astronomical 
rate. In 1990, 3.7 million people took a cruise. In 2015, that 
figure was more than 22 million passenger trips. 

As a result, the competition has been heating up. Nowadays, 
there are many more guided-tour options, including luxury 
travel on land as well as sea. Within the cruise industry, the 
competition is fierce. In 2015, cruising was a $39 billion indus-
try, a significant increase over 2014. Celebrity accounts for 5.7 
percent of that revenue, according to CruiseMarketWatch.com.

Lutoff-Perlo, along with her peers in the C-suite (or should 
we say Sea-suite?), battles the misperceptions attached to the 
cruising experience. Some people feel that cruises do not allow 
them to have an immersive experience, she says. Others worry 
about seasickness or being confined in a small space. Still others 
fear the endless buffet.

“But those couldn’t be further from the truth,” she says. “Sail-
ing on one of our ships is like being in a beautiful and spacious 
hotel. Our ships are so well built and stabilized that 99 percent 
of the time you don’t even know you’re on a ship.”

Busting through barriers

Lutoff-Perlo has had another misconception to combat as 
well: that a woman is not capable of leading in the male-

dominated ship industry. It’s sort of like a woman being named 
the head coach of the NFL’s Carolina Panthers. 

Running a cruise line means supervising hotel operations, the 
onboard experience, and partnerships with celebrities, along 

with having responsibility for shipbuilding, marine regulations, 
marine ecology, and development of new ships. Currently, for 
example, Lutoff-Perlo is leading Celebrity in Project Edge, the 
creation of two new 2,900-passenger ships for its premium line, 
slated to be delivered in 2018.

Patrick Dahlgren, Royal Caribbean’s vice president of marine 
operations, says that Lutoff-Perlo has won over the mainly male 
employees in Marine Operations, in large part by successfully 
helming the division.   

“She is a natural leader—she’s transformative, collaborative, 
and empowering,” says Dahlgren. “That’s not easy in an industry 
like this, where there are a lot of male egos. Traditionally our in-
dustry is full of men who all view themselves as being the best. 
I think that sometimes a woman is just searching for the right 
answer as opposed to being the first one to have that answer.

“So she came into the organization asking, ‘How can we 
improve?’ The men may have had some reluctance at 

first, just because they saw a woman up there, but quickly the 
team respected and responded. In the end, it’s the leadership 
traits that are important, not whether you are male or female.”

One of Lutoff-Perlo’s first decisions when she became president 
and CEO was to hire the first woman captain for Celebrity, Kate 
McCue, who was also the first female American ship captain of a 
mega-cruise ship in the United States. “I considered it part of my 
responsibility to use my opportunity to pay it forward and help 
not only other woman, but other people in a meaningful way,” she 
says. “That gives me a lot of joy and pleasure.” 

Cruising with her family is another source of pleasure for  
Lutoff-Perlo. At least once a year, she takes her family on a multi-
generational trip. She calls last year’s trip, to Alaska, her favorite 
cruise of all time.

“I remind myself, every day, to think about what we are pro-
viding—a service that is all about fun,” she says. “With that 
comes all the real pressures of business, but I am lucky to work 
in an industry in which our business is providing an amazing 
experience that people will never forget. That is special.” DW

Lutoff-Perlo 
mingles at 
a summer-
time Grass 
is Greener 
event in San 
Francisco.
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THEGENERATIONGAME

E
very day, about 10,000 baby boomers retire. 
As they depart, and as Millennials contin-
ue to arrive and step into leadership roles, 
companies are undergoing an unprecedent-
ed shift. 

“Over the next ten years, we’ll see the 
greatest transfer of knowledge in the his-
tory of the world,” says Chip Espinoza, di-
rector of organizational psychology for the 
School of Professional Studies at Concordia 

University Irvine and coauthor of Millennials Who Manage. ”This 
is tacit knowledge that is experiential. It’s not written down. It’s 
transferred through relationships. 
If that knowledge walks out the 
door when baby boomers retire, 
companies will lose a big competi-
tive advantage.”

Now more than ever, it’s crucial 
that younger and older employees 
forge close working relationships. 
Companies that can help em-
ployees do that, experts say, will 
see benefits beyond ensuring a 
smoother knowledge transfer. 

Research shows that diversity 
sparks greater insight when it 
comes to problem solving and in-
novation—and generational di-
versity adds yet another layer of 
richness. “A successful work team 
should consist of multiple genera-
tions, personalities, and talents, all 
working toward a common goal,” 
says Rich Milgram, CEO of Be-
yond, The Career Network. “That 
diversity enables teams to tackle 
challenges by leveraging fresh per-
spectives.”

THE GENERATIONAL DIVIDE 

While experts tout the benefits of 
multigenerational work teams, there’s been lots of buzz about 
the cultural clash between the Millennials, Generation X, and 
the baby boomers—driven by their values, preferences, and 
work styles. 

Companies have always welcomed new generations into the 
workplace, so why all of the angst around today’s multigenera-
tional workforce? 

We’ve entered a unique era, experts say, because the genera-
tions have become more distinctive than in previous times. “The 
more social change that happens, the greater the differences be-
tween generations,” Espinoza explains. “If everybody grew up in 
a tribe on the Amazon, you wouldn’t have much change.”

But in our more dynamic society, various social changes have 
widened the generation gaps. One is upbringing, with the young-
er generation being more openly communicative. “These chil-
dren were raised in dialogue,” says Chris DeSantis, principal at  
CPDeSantis.com and an expert on generational differences in 
the workplace. “The other generations were raised in a tell mode: 
‘You do as I say.’” So older generations are comfortable in the 
workplace, which is hierarchical, because it mimics how they 
were raised at home. That hierarchy isn’t quite as familiar for 
Millennials. Older employees will say, ‘Why are they acting this 
way?’ But they’re not acting in any way. This is how they behave 
naturally.”

Also, Millennials are the first 
generation who haven’t needed an 
authority figure to access informa-
tion. “The last place they’ll go for 
information, many times, is an 
authority figure,” Espinoza says. 
“At work, that’s perceived [by older 
employees] as disrespectful: ‘They 
think they know more than I do.’ 
So companies that want to help 
Millennials transition should em-
phasize building relationships.” 

BRIDGING THE CREVASSE

Smart organizations will find ways 
to help bridge the generation gaps. 
As Milgram cautions, “When there 
is doubt or distrust along genera-
tional lines, the workforce fails to 
operate at its greatest potential.”

Although the gap may be a bit 
wider today, DeSantis issues a 
gentle reminder that every new 
generation was once perceived as 
a problem. “We were hippies until 
we were not,” he says. “Every gen-
eration self-corrects.” 

Meanwhile, it’s important to re-
member that attitudes and values 

can cross over generational lines. Both baby boomers and Millen-
nials, for example, value using their work to contribute to society. 

When employees better understand one another—and them-
selves—walls break down, spurring more vibrant, productive 
working relationships. Differences can even morph into valu-
able learning opportunities. Gen Xers may feel that younger 
people overshare, for example, but DeSantis says that Gen Xers 
often don’t share enough. “If you want people to be more em-
pathetic, you have to develop relationships and share,” he says. 

Younger employees, of course, are also tech savvy. “Millenni-
als grew up with tech,” says Chris Szpryngel, acting dean of the 
Malcolm Baldrige School of Business and an expert on aging in 

TODAY’S GENERATIONS
a Silent Generation Born 1925 to 1946 

a	Baby Boom Generation Born 1946 to 1964

a	Generation X Born 1965 to 1979

a		Millennial Generation Born 1980 to 1999 
(Generation Y)

a	Generation Z Born 2000 and after
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the workplace. “GE started doing a reverse 
mentoring program where the younger em-
ployees mentor older ones on how to use 
technology.” Such programs have become 
increasingly common.

THE POWER OF EMPATHY 

Law firm DLA Piper, which has four gen-
erations of employees under its roof, takes 
a thoughtful, holistic approach to helping 
them work together.

“One thing we focus on is empthy,” says 
Genhi Givings Bailey, director of diversity 
and inclusion. “Now that we’re smart about 
these generational differences and under-
stand how the other party communicates—
are they a texter or an emailer, or a come-
and-sit-down-in-my-office?—we’re using 
that to motivate people to be proactive and 
engage. It’s an awareness of differences and 
being sensitive.” 

The firm has engaged DeSantis to conduct 
educational sessions with various groups. 
“One of the things we play with is how 
Millennials present themselves,” he says. 
“I teach them how to navigate the system. 
They have to accommodate some of that sys-
tem, but I teach them how to play within it.”

“Both the Millennials and the older gen-
erations are thinking about their own work 
styles, and they’re approaching the challeng-
es with more empathy,” Givings Bailey says. 
“People walk away from these sessions and 
they’re really energized.” 

Leaders at DLA Piper know that they can 
also benefit from bringing various ages to 
the decision-making table. Some of the 
firm’s committees within D&I were partner 
heavy, for example, so seats are being allo-
cated for employees at other levels. “People 
are contributing at a high level,” Givings Bai-
ley says. “There’s a lot of energy.”

USING SCIENCE TO  
DISPEL STEREOTYPES

Meanwhile, at AT&T, Constance “Connie” 
Missimer, a senior manager of user experi-
ence design, gets pumped up about using 
scientific data to help different generations 
“get” one another.

“My passion is to understand the neurobi-
ology of the brain as it ages,” says Missimer, 

SO YOUR 
BOSS IS A 

MILLENNIAL?
You have a new boss—and you 
were a college sophomore when 
she was born. You may feel a bit 
awkward at first, but recognize 

that this is hardly a unique situa-
tion in today’s workplace. Here’s 

what the experts say.

Be respectful. 
The situation may be uncomfort-

able initially, but keep in mind 
that your younger boss may be 
struggling as well. He or she 
may be intimidated by your 

experience, for example. You’re 
both in this together, so treat it 
like any other relationship in the 

offce—professionally.

Take age out of  
the equation. 

It can be tempting to say,  
“My generation feels this way,” 

but resist the urge. 

Be open to new ideas. 
Avoid saying, “This is the way 

we’ve always done it.” The world 
is changing, and your boss’s job 
is to make sure that your work-

place keeps up.

Contribute. 
Do what you always do—provide 

useful information and pitch 
solutions.

who has given a TEDx talk on the subject. 
“It’s not one of inevitable cognitive de-
cline and black balloon parties. You’re cre-
ating 5,000 more neurons every day. As 
long as everything is working OK, we all 
have Ferrari brains. But younger people 
have less terrain to go through, whereas 
for an older person, it’s a road trip.” She 
says this can be the source of innocent 
frustration for younger workers, as their 
older coworkers may ponder longer.

A University of Toronto study found 
that people with aging brains are also 
more easily distracted, but there’s an up-
side—they’re able to use the distracting 
information to better solve problems. 
Their broader focus of attention is actu-
ally associated with greater creativity. So 
employees of different ages—besides 
bringing varied life experiences to the 
table—may also bring different thought 
processes. 

“I’m a nutcase on the data,” Missimer 
says. “I like to enlighten people about 
the cognitive strengths of both older and 
younger people. When people who are dif-
ferent get together to work, it results in 
more creative output, which makes for a 
more profitable company.”

Missimer leads a 50 and Forward em-
ployee resource group with about 3,000 
members, which sometimes partners 
with a group for younger workers called 
Oxygen. “They do infuse a lot of oxygen 
into the company,” Missimer says. “We 
team up with them to go out to retire-
ment homes and show people the basics 
of cell phone use.”

Along the way, solid cross-generational 
relationships form. “I’m having a ton of 
fun with someone who is younger than 
my daughter—she’s probably 24—and 
there’s no friction,” Missimer says. “We 
get together and figure [work-related] 
things out, and then get a latte and chat 
about other things.” 

TAPPING MILLENNIAL TALENT 

New York–based public relations firm 
MWWPR, too, sees age diversity within its 
ranks as an opportunity.

Like many companies, the firm has a 
growing number of younger employees—
and it’s eager to mine their insights. So 
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last summer, CEO Michael Kempner met with 
Emily Graham, the firm’s group vice president of 
corporate communications. “He wanted to fig-
ure out how to channel the energy of Millennial 
employees,” says Graham. “He said, ‘How do we 
make their voices heard? Go out there and tell 
me what you come up with.’”

Graham’s team asked senior leadership to 
send the names of their superstars. “They sent 
us the names of 20 people—from London, Los 
Angeles, Dallas, New York,” Graham says.

From that effort arose Verge, a council of repre-
sentatives of younger employees who brainstorm fresh solutions. 
Verge tackles everything from work-life balance, to improvements 
in the office environment, to cross-team collaboration. They 
helped launch a program, for example, that allows New York and 
San Francisco employees to swap office locations for the summer. 

Although Verge was primarily created to engage Millennials, 
Graham—a Millennial herself—says the group is hardly insu-
lar. “We don’t want Millennials to be over here and other gen-
erations over here,” she says. “We’re anticlique. We want to cre-
ate collaboration. Verge is helping to put front and center some 
of the [problems] that can crumble a business, and there are 
benefits to having so many walks of life and insights. We want 
to be sharper, smarter. And if you’re not bringing the different 
generations together, you’re not doing your best work.”

Graham brims with infectious optimism, while also acknowl-
edging the challenges. “I’m a Millennial who manages other Mil-
lennials, but my coworkers and colleagues are senior leadership,” 
she says. “So people come through my door who have a Millen-
nial issue. This is my reality. There’s a perception that Millenni-
als are entitled, annoying, fill-in-the-blank—any stereotype you 
can think of. And Millennials might think of their managers as 
stifling, controlling, fill-in-the-blank. You need to get people to 
speak one another’s language. How do we communicate about 
the elephants in the room so we can be more collaborative?” 

To help employees understand one another, 
MWWPR has rolled out an orientation section 
on managing Millennials—as well as one on 
being managed by Millennials. “I’m a Millenni-
al, and there are boomers on my team,” Graham 
says. “They’re my parents’ age. So how do you 
maintain respect but keep things happening?”

That’s becoming a common scenario. “Multi-
Generational Leadership,” a study conducted by 
Beyond, The Career Network, surveyed 5,771 re-
spondents and found that 83 percent of employ-
ees have seen Millennials managing Gen Xers and 

baby boomers in their office. But 45 percent of baby boomers and 
Gen Xers surveyed feel that Millennials’ lack of managerial expe-
rience could adversely impact a company’s culture. At the same 
time, over one-third of Millennials say that it’s difficult to manage 
older workers. 

Orientation training programs like those at MWWPR can 
help build intergenerational trust and teamwork. 

Ongoing mentorship and coaching can also sharpen Millen-
nial leadership skills, yet only 47 percent of survey respondents 
said they work for a company that has a formal mentorship pro-
gram to support their leadership development. 

Meanwhile, team-building exercises can build trust between 
workers. As Miligram says, “My team has engaged in everything 
from brainteaser activities to off-site boot camps, where [em-
ployees] escape their comfort zones and view colleagues’ abili-
ties through a fresh, new lens.” 

Bottom line: Organizations that help older and younger 
workers connect will reap benefits. “The cool thing about gen-
erational diversity is that it’s the most inclusive topic under 
the diversity umbrella,” says Givings Bailey. “Everyone can see 
him- or herself within this, so people really engage—and it’s 
also a lot of fun.” DW

Kimberly Olson is Diversity Woman’s managing editor.

CULTURE 
SHIFT 
By 2020, Millennials will 
make up half of the work-
force. Younger workers 
are a diverse bunch, but 
they tend to have some 
common beliefs and 
attitudes that are bound 
to shape workplace policy 
and culture.

Money isn’t  
everything. 
A 2011 study of 4,300 
college graduates 
under age 31 by PwC 
found that Millennials’ 
top workplace value is 
work-life balance. Upon 
joining the workforce, 
28 percent said that 
work-life balance at their 
company was worse 
than they expected. 

The pleasure is  
in the journey. 
Older generations gener-
ally decided on a career 
in their 20s. Millennials 
were encouraged to 
explore their passions, 
and they take about 
seven years longer than 
previous generations to 
settle into a choice, so 
their focus is usually on 
the next year to two. 

Diversity matters. 
Millennials are the most 
diverse generation yet, 
and they want to work at 
companies with strong 
diversity policies. At the 
moment, many are not 
impressed. Over half 
of respondents to the 
PwC study said that while 
companies talk about di-
versity, they don’t feel that 
opportunities are equal 
for all in the workplace.

Men and women 
should share  
the career spotlight. 
Millennial men are more 
comfortable working 
for a female boss, for 
example. And a 2014 
Mayflower survey found 
that 72 percent of Mil-
lennials would support 
a move for a wife’s job, 
compared to 59 percent 
of boomers and just 37 
percent of preboomers.
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Find the group exercise class that’s right for you

go often, it’s likely that you’ll get to know 
your fellow exercisers and instructors as 
well, which only reinforces the idea of 
creating a community and sense of be-
longing around working out. 

The benefits of consistency  
and expertise
Group classes offer consistency to your 
exercise routine. With a weekly schedule 
in hand, you can plan in advance, know 
exactly when your class starts and ends, 
and have a general idea of what happens 
in between. This can be a huge perk if you 
are already inundated with decision mak-
ing. It is also a more successful approach 
than trying to fit in a workout when you 
have time. “The greatest thing about group 
fitness is that someone picks out the mu-
sic and tells you what exercises to do,” says 
DeSimone. “It’s nice that someone else 
tells you what to do for a change. I find 
that women enjoy classes for that reason.”

Group classes always offer the exper-
tise of a skilled instructor. Most classes 

By Nora Isaacs

W
orking out can be a 
lonely endeavor—but 
it doesn’t have to be. 
Group exercise classes 
offer elements of ca-

maraderie, motivation, expertise, and di-
versity that solo exercise simply doesn’t 
have. Although group classes aren’t for 
everyone, they are ideal for anyone who 
might enjoy a sense of 
belonging among like-
minded people with 
similar goals. “Group classes offer that 
feeling that you are a part of something 
greater than yourself,” says Grace DeSim-
one, editor of the American College of 
Sports Medicine’s Resources for the Group 
Exercise Instructor.  

The buddy system
Group classes—referred to as group ex 
in the fitness world—can have a built-in 
buddy system. It’s much more appealing 
to invite a friend to a Zumba class than, 

To Your Health

DW Life   >  

The Power of Many
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say, to spend 30 minutes next to her 
on the elliptical trainer. Having a buddy 
boosts accountability for showing up and 
helps you stay engaged. The idea of an ex-
ercise buddy for motivation isn’t just an-
ecdotal: a 2014 study published in JAMA 
Internal Medicine found that people were 
more likely to become physically active or 
lose weight when a partner was engaged 
in the same activity. 

Working out in a group 
can be a huge motivator 
to push yourself a little 

further than you would solo. “When you 
work out on your own, you have to self-
motivate,” says Kat Ellis, head trainer and 
head instructor at Uplift Studios in New 
York, certified NASM personal trainer, 
and ACE group fitness instructor. “But 
when you show up for a group fit class, 
you can feed off the energy of the people 
around you, as well as the instructor,” she 
says. “The energy factor is really key.” 

This community aspect can make or 
break your decision to work out. If you 
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are carefully sequenced for a safe, effec-
tive, and well-rounded workout and have 
the same basic structure: warm-up, fit-
ness, and cooldown—elements that you 
might skip on your own. 

Good instructors have been trained well 
and know how to provide modifications 
or adjust the class level according to who 
shows up. “Instructors are providing an 
experience and a service,” says Ellis. She 
also notes that you shouldn’t be shy about 
introducing yourself to the teacher or ask-
ing questions. “That’s our job,” she says.

All these supports lead to greater ad-
herence. One study showed that among 
two groups of exercisers, the group led by 
an exercise professional had a higher at-
tendance and a lower dropout rate.

Combatting boredom 
Perhaps most important, group classes 
provide a level of diversity to combat the 
No. 1 enemy of working out: boredom. “A 
lot of times, people don’t follow through 
with fitness regimens because they get 
bored easily,” says Ellis. 

The sheer variety of group classes, in-
structors, and settings can make all the 

difference between pulling on your work-
out leggings or heading for the couch. 
With the options to go spinning on Mon-
day, conditioning on Tuesday, and weight 
training on Wednesday, group classes 
help you stay interested while working 
out different parts of your body. 

In addition to having a menu of fitness 
classes to choose from, regulars at group 
classes know that there is often diversity 
within the same class. “If the instructor 
is doing a good job, she will change up 
some of the exercises and some of the 
music,” says DeSimone. She compares it 
to cooking the same thing, but adding 
something new. “You might be having a 
steak again, but it tastes a little different 
with different seasoning.”
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A little planning goes a long way
Experts say that working out in a group 
class requires a little forethought. First, 
figure out what you want to get out of a 
class, such as strength, relaxation, flex-
ibility, or a cardio workout. Be honest 
about your fitness level and understand 
your limitations, whether you have 
asthma or a bum knee. Then find a good 
match by doing a little research, reading 
class descriptions, and calling the stu-
dio ahead of time to ask any questions. 
DeSimone advises taking a trial class or 
at least observing a class before making 
any big decisions, such as buying a class 
pass. 

Also, don’t overdo it. “In a group class, 
you always do more than you would do on 
your own, but you also don’t need some-
body to beat you up,” says DeSimone. “Ex-
ercise is something you want to do for a 
lifetime, not something you want to suffer 
pain through. So give yourself some time 
to gradually improve your progress.” DW

Nora Isaacs is a freelance health writer and 
editor who lives in the San Francisco Bay 
Area.
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Group classes provide
a level of diversity 
to combat the No. 1
enemy of working 
out: boredom.
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Join the Club
Many kinds of group classes are available. Here are some of the most popular, from high 
intensity to low intensity. 

CrossFit 
what it  is :  High-intensity workout done at a no-frills 
gym, where you keep track of your rep count and weight 
load for every exercise with the goal of gradually increasing. 
pros:  Boredom is combatted with a new workout of the 
day, or WOD, displayed on a whiteboard for all to see.
cons:  No breaks between moves, so take an intro class 
before diving in. 

Pilates 
what it  is :  Pilates 
mat classes focus on 
core strength by promot-
ing proper alignment, 
strength, balance, and 
flexibility.
pros:  Helps strengthen 
abdominal muscles and 
also improve posture and 
reduce stress on the back 
and neck. 
cons:Exercises need to 
be done very precisely for 
maximum results; it’s not 
a class to zone out in. 

The Bar Method 
what it  is :  Workout 
that includes a mat-based 
warm-up, strengthening 
and stretching work at a 
barre, and core work on 
the mat. 
pros:  Focus on iso-
metric movements can 
improve posture, lengthen 
and strengthen muscles, 
and boost core strength.  
cons:  Moves might 
seem unusual; allow your 
body to adapt to the exer-
cises over a few classes. 

BOSU
what it is: Balance, flexibility, 
and conditioning workout done 
on a BOSU, an inflated rubber 
dome with a rigid flat back.  
pros:  The unstable BOSU sur-
face forces you to maintain your 
center of gravity, which makes 
the exercises more effective— 
especially for your core. 
cons:  Class could focus on 
aerobic or strength training, so 
know your goals and choose a 
class accordingly. 

Yoga 
what it  is :  Set of postures linked together with the 
breath. 
pros:  Total body-mind exercise that is a great way to get 
in touch with your breath and feel calm and centered.  
cons:  Dozens of yoga styles, with names like hatha flow, 
vinyasa yoga, and core yoga, can vary dramatically. Carefully 
read the class description or call ahead. 

Zumba
what it  is :  Sweat-inducing, dance-based workout that 
combines low-intensity and high-intensity moves. 
pros:  Routine inspired by Latin and world music is fun and 
relatively easy to follow. 
cons:Class is expected to move together; watch out for 
people who aren’t following along to avoid a crash.  

Kickboxing
what it  is :  Com-
bination of cardio, 
boxing, and martial 
arts. 
pros:  Total body 
workout includes 
punches and kicks 
aimed at improving 
strength, aerobic fit-
ness, speed, flexibility, 
coordination, and 
balance. 
cons:  Steer clear of 
kickboxing if you suf-
fer from back or joint 
problems.

Spinning 
what it  is :  Vigorous 
workout on a stationary 
bicycle, led by an instructor 
and usually accompanied by 
music.
pros:   Great cardio workout, 
especially for people with joint 
issues who don’t want to 
run or do other high-impact 
activities. 
cons:Keeping your body in 
a flexed position for the whole 
class can take a toll on hip 
flexors, leading to lower back 
and hip tightness. Make sure 
to stretch afterward. 

Boot Camp 
what it  is :  Modeled after military-style training, 
these high-intensity classes build strength and endurance 
through calisthenics and body weight exercises.
pros:  Can be done anywhere with no equipment.
cons:High intensity means that beginners should set 
their own pace. 

DW Life   >  

Hip-Hop 
what it  is : 
High-energy class 
set to hip-hop 
music. 
pros:  Great 
workout that is 
extremely fun and 
very social. 
cons:Can be 
daunting at first to 
anyone intimidated 
by a dance floor 
and choreography.
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By Mindy Charski

What does the Labor Depart-
ment say is likely to be the most 
expensive thing you’ll ever buy 

in your lifetime? Your retirement. That 
knowledge can be shiver inducing, yes, 
but it can also be empowering.

After all, it’s a reminder that you can 
take steps today to grow your money for 
a distant, or not too distant, tomorrow. 
Here are nine tips to help you invest for 
the long term.

1
Take full advantage of retire-
ment investment vehicles. 
“If you can, every single year, 

max out those retirement accounts,” says 
Cary Carbonaro, author of The Money 
Queen’s Guide: For Woman Who Want to 
Build Wealth and Banish Fear. And, when 
you’re over 50, make a “catch-up” con-
tribution. In 2016, for instance, those 
eligible can make a catch-up contribution 
of up to $6,000 into a 401(k) and up to 
$1,000 into an Individual Retirement Ac-
count (IRA). 

Even if you can’t contribute the maxi-
mum amount to an employer-sponsored 
retirement plan, save enough to qualify 

for the company match. “That is free 
money,” says Carbonaro, who is also 
managing director at United Capital of 
New York and New Jersey, a financial 
management  company.

2
Don’t play it too safe. 
Carbonaro has found that many 
women go too heavy in bonds 

or cash in the form of money market 
funds. That’s a problem, she says, since 
by doing so they miss out on market up-
swings and often see returns that don’t 
keep pace with inflation.

“I think women are really afraid of the 
stock market in general,” Carbonaro says. 
“They have such a more 
conservative view of the 
world, and they’re so 
nervous about stock market swings.”  

Do invest assets in the stock market 
and keep contributing to your retirement 
plans even when the markets get scary. “If 
the markets are going down, and you’re 
adding into that bucket, well, you’re buy-
ing it on sale,” says Cathy Pareto, president 
of Cathy Pareto and Associates, a financial 
planning and investment management 
firm in Coral Gables, Florida.

3
Diversify your holdings.
Though you don’t want to in-
vest too conservatively, you 

do want to reduce your risk by choosing 
different kinds of securities. “The more 
you spread out your risk, the less your 
value will go down when the market goes 
down,” says Laura Guerrero, a financial 
advisor with Edward Jones in Whittier, 
California. “We don’t want to beat the 
market or even emulate the market, be-
cause if we do that, then the risk is when 
it goes down, we’re going to go down just 
as much.” 

You want exposure to some stocks 
and bonds, since the two generally move 

in opposite directions. 
Within those, you want 
to have different kinds 

of asset classes. That may mean a mix of 
large, small, and midcap (capitalization) 
stocks in various industries, for instance, 
and bonds with different maturities and 
issuers. 

Likewise, don’t hold too much of your 
employer’s stock since it can present huge 
risks if the company or sector tanks. “If 
you are in a company, your biggest asset 
is your ability to earn at that company,” 
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Easy Street

Is your retirement on track? Nine tips for investing for the long term.
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Money Matters
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Pareto says. “By piling into the corporate 
stock of the company you work for, you’re 
[getting] double-risk exposure.” 

4
Rebalance at least once a year. 
Take time to tweak the weight-
ings of your assets to your de-

sired levels. That’s important because 
portfolios regularly shift with market ups 
and downs. You may find your initial al-
location of 60 percent in bonds and 40 
percent in equities has completely flip-
flopped. Or maybe you planned to put 2 
percent of your funds in emerging mar-
kets, but now those make up 8 percent 
of your portfolio. These kinds of changes 
alter your exposure to risk, which you 
should try your best to control.

Pareto suggests creating a system, 
maybe planning to rebalance every sum-
mer or at certain trigger points, like when 
an asset class exceeds its target. “If you 
don’t systematize, you might be tempted 
to have that emotional aspect in the de-
cision making, as opposed to something 
concrete and rules-based,” she says.

5 If you change jobs, roll over 
the money in your employer-
sponsored plan. 

Many people who keep their funds in the 
plan of a former employer don’t actively 
manage it. “What happens when you let 
it linger, out of sight, out of mind, is you 
forget about it, you don’t rebalance it, 
and it becomes like an orphan plan,” Car-
bonaro says. 

One option is reinvesting your savings 
in a new employer-sponsored plan, but 
Carbonaro recommends rolling your sav-
ings over into an IRA, since you won’t be 
limited to only a small number of invest-
ment choices offered by an employer.

While IRAs have limits on how much 
you can put in them annually, the cap 
doesn’t apply for rollovers, so it’s fine to 
move a large chunk of funds from a previ-
ous 401(k) or 403(b). The money remains 
tax-free if you roll it into a traditional 
IRA; you’ll owe taxes if you roll it into a 
Roth IRA.

Don’t, however, be tempted by the ad-
ditional option of cashing out the plan 
before age 59½. “That’s like the kiss of 

death,” Carbonaro says. “First, you’ll pay 
a 10 percent penalty, so on a $50,000 
plan, a $5,000 penalty. Then, that 
$50,000 is added to your income that 
year for taxes, so you’ll have to pay po-
tentially another 28 percent to 30 per-
cent. So you just lost between 38 and 40 
percent of your nest egg.” 

6
Keep tax-exempt investments 
out of retirement plans. 
Retirement portfolios are al-

ready tax deferred, so your money grows 
tax-free until you withdraw it, which is 
likely when you will be earning less in-
come and have a lower tax rate. Putting 
tax-exempt securities like municipal 
bonds into an IRA is unwise, Carbonaro 
says. That’s because you won’t get a tax 
benefit and yet you’ll likely get a lower 
yield than you would with other fixed-
income securities like corporate, govern-
ment, or high-yield bonds.

 

7
Research mutual funds care-
fully. 
With so many funds to choose 

from, it can be difficult to pick good op-
tions. Guerrero suggests looking for 

ones with portfolio managers who have 
been managing funds for 25 or more 
years and have been through different 
market cycles. She also considers the 
track record of a fund over 10 or more 
years. 

Likewise, she takes fees into account. 
“There are some mutual funds that have 
management expense ratios that are 
pretty steep, and that’s not really some-
thing that a lot of people catch because 
not many people read the prospectus,” 
she says.

8
Build and keep a long-term in-
vestment focus. 
Setting a strategy early can help 

you get through the inevitable anxieties 
of choppy market conditions later. “We 
remind people that one day in the mar-
ket, one or two years in the market, does 
not dictate their whole financial plan,” 
Pareto says. “Investing for retirement is 
not supposed to be a sprint. It’s a mara-
thon—it’s years in the making.” 

Selling in the middle of a storm is one 
of the worst things you can do, she says. 
“The best and most boring course of ac-
tion is the buy-and-hold way,” advises 
Pareto. “It creates more successful out-
comes if you’re able to separate your 
emotions and not obsess over your port-
folio on a day-to-day basis, which is very 
dangerous.” 

9
Dedicate yourself to saving. 
If you’re fortunate enough to 
be able to contribute the maxi-

mum to all of your tax-advantaged retire-
ment plans each year and still have dis-
cretionary income left over, direct funds 
to a brokerage account earmarked for 
retirement and be systematic about con-
tributing to it, says Pareto. 

“Everybody stresses about the invest-
ment component and maximizing re-
turns, but I think the biggest hurdle is 
saving enough,” Pareto says. “That’s really 
what makes or breaks a retirement plan.” 
DW

Mindy Charski (@mindycharski) is a Dallas-
based freelancer who specializes in business 
journalism. 

Investing for 
retirement is not
supposed to be 
a sprint. It’s a 
marathon.
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By Kandia Johnson

The best vacations should in-
clude a touch of everything—culture, 
adventure, and relaxation. The city 

of New Orleans delivers on all fronts. The 
Big Easy promises a spectacular combi-
nation of beautiful architecture, mouth-
watering Creole cuisine, vibrant nightlife, 
and luxury hotel spas that offer you more 
than just a place to rest your head. 

Food
From five-star gourmet 
restaurants to street food–
inspired eateries, the city’s 
culinary scene is a force to 
be reckoned with. 

With influences from 
France, Spain, Africa, Ger-
many, and the Caribbean, 
every dish tells a story. A 
visit to New Orleans  is not 
complete without tasting beignets at 
Café du Monde, king cake at Sucré, gum-
bo at Commander’s Palace, a muffuletta 
sandwich at Cochon Butcher, and rabbit 
and  sausage jambalaya at Coop’s Place. 
For some down-home fried chicken, 
visit Willie Mae’s Scotch House. Head to 
the Carousel Bar in the Hotel Montele-
one or the Sazerac Bar in The Roosevelt 
New Orleans for a Sazerac (purportedly 
invented here in the 1830s by a Creole 
apothecary) or a potent Hurricane, an-
other classic New Orleans cocktail. 

Culture
Many cultural attractions can be seen by 
simply wandering about. Among the ar-
ray of architectural styles are cottages, 
grand mansions,  and plantations dat-
ing to the 1700s. Make sure to hop on 
a streetcar to check out a few popular 
neighborhoods farther afield. The must-
see Garden District is a step back in time, 
with its  stately houses epitomizing 19th- 

century elegance.
Spend part of your stay 

exploring Jackson Square 
and Frenchmen Street, 
known for local art and live 
music. The world-famous 
French Quarter is the place 
to discover rich southern 
history, vibrant nightlife, 
and upscale shopping. St. 
Louis Cathedral, steps from 
Jackson Square, boasts 

beautiful stained glass windows and 
breathtaking statues, murals, and wood-
work. Art lovers can head to the George 
& Leah McKenna Museum of African 
American Art, which displays art from 
the African diaspora by both emerging 
artists and established masters.

Nightlife 
From live jazz to R&B and soul music, 
New Orleans is a center for year-round 
festivals, concerts, and round-the-clock 
music venues. Throw on your party dress 

and wedges (the streets of New Orleans 
will wreak havoc on high heels) and head 
to the Blue Nile, Irvin Mayfield’s Jazz 
Playhouse, Snug Harbor Jazz Bistro, or 
Preservation Hall. 

Shopping
At the Shops at Canal Place, you’ll find 
specialty boutiques and upscale re-
tail chains such as Saks Fifth Avenue, 
L’Occitane, Tiffany & Co., and White 
House Black Market. If you like the thrill 
of searching for a good deal on high-end 
fashion, check out the Outlet Collection 
at Riverwalk, a destination with wonder-
ful views of the Mississippi River.

Relaxation 
Perhaps the most under-the-radar attrac-
tions in New Orleans are its spa resorts. 
Several hotels offer a range of facilities, 
from ultraluxury spas to cozy retreats, 
for everyone, including travelers suffer-
ing from jetlag. Try the intimate Spa Aria 
at the Hotel Monteleone, or for all-out 
pampering, The Waldorf Astoria Spa at 
The Roosevelt hotel. DW

Brass band in front of St. Ouis Cathedral; 
French Quarter balcony, crabcake with 
shrimp

News Orleans

Stepping Out
DW Life   >  
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Conversations with Catalyst

These days, creating a suc-
cessful career path is fraught 
with challenges. Compared to 

even just a few years ago, workplac-
es are now much more technological 
and team-oriented, calling for both 
“hard” and “soft” skills in getting the work 
done. Workloads have increased, as many 
US companies struggle with an economically 
uncertain business environment, downsized 
staff, and aggressive revenue targets. While 
CEOs are paid extremely high salaries, 
most workers’ wages have stagnated over 
time. In addition, a “career” is more likely 
to take place in several workplaces, a result 
of the high incidence of mergers, acquisi-
tions, and downsizing. Finally, we know that 
women of color face more challenges than 
the average corporate worker in attaining 
success—they have a harder time finding 
influential mentors and sponsors, and often 
work in companies whose diversity policies 
don’t completely address sexist and racist 
atmospheres in the workplace.

In Catalyst research, we have interviewed 
senior women of color who have forged 
successful career paths in spite of the 
many challenges. In a sense, many of these 
women of color have already defied conven-
tion, just by being in those positions. The 
number of Fortune 500 corporate board 
seats held by women of color is extremely 
low—just 3 percent. As one Latina told us, 
“There are some interesting things at the 
executive level with respect to Hispanics. 
They have never dealt with someone like 
me. I’ve had people come and tell me, ‘You 
are the first Hispanic I’ve talked to and that 
I deal with.’”

While workplace strategies such as secur-
ing mentorship and sponsorship can be 
fruitful, a holistic approach to life can help 
women of color make decisions that will 
support both career growth and life goals. 

Katherine 
Giscombe,

PhD

For example, people of color are more 
likely than their white cohorts to be 
very involved with their extended 
family—and women of color, in 

particular, may bear a heavy fam-
ily burden. People of color with strong 

family ties may believe that it is important 
to live near or with their parents and spend 
time with them on a regular basis. They 
may also financially support parents or 
other members of their extended family, 
such as aunts, uncles, and in-laws. If having 
enough time with your family is a priority, 
it is important to choose a company and ca-
reer with generous work-life policies—not 
just on paper, but in action.

You might also look for an organization 
that recognizes, and credits, the volunteer 
work that many people of color do in their 
communities, including work in schools 
and churches. Research has found that for 
many minority professionals, community 
work is an intrinsic and satisfying part of 
life and actually imparts leadership skills 
that can be transferred to the employing 
organization. If community involvement 
is important to you, try to find companies 
that have benefits that support efforts 
outside of work. For example, some com-
panies allow employees to set aside time 
for volunteer activities—even a few hours 
a month. Other companies train employees 
in fund-raising for volunteer activities, and 
also help minority professionals access non-
profit boards, thereby giving them an early 
opportunity to develop leadership skills 
they can bring back to their workplaces. 

Defining what is important in your life may 
be the best approach to finding the right place 
to work. DW

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

A holistic  
approach to 
life can help 

women of color 
make decisions 

that will sup-
port both career 
growth and life 

goals.

Point of View   >  

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.

Choose Your Employer Carefully



At Verizon, our technology allows business leaders to deliver critical insights in the board room, from 30,000 
feet in the air. That’s the kind of work we do. And you can be a part of it.
We believe in the power of technology to solve just about anything. And we’ve put our sharpest minds to the 
task. Join our team and you’ll support groundbreaking innovations in areas from omnichannel communication 
to mobile data delivery to cloud security. And create an inspiring career with the company that meets every 
day with one question: “What do we want to build next?”
To learn more, visit verizon.com/jobs 
Verizon is an equal opportunity and affirmative action employer M/F/Disability/Vet.

I WORK FOR THE COMPANY THAT
TURNS A WINDOW SEAT INTO A SEAT AT THE TABLE
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REDEFINE
THE  WORKPLACE
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