Safety doesn’t
come in a box.
It’s not a banner that goes on a wall.
It’s not something you do now and then.
Or when it’s convenient.
It’s using state-of-the-art simulators to
better prepare for any situation. It’s giving
offshore teams 24/7 support from onshore
experts. And it’s empowering anyone to
stop a job if something doesn’t seem right.
Safety is never being satisfied.
And always working to be better.

bp.com/supplierdiversity
Simulation Training
Houston, Texas

YOUR NEXT CONTRACT
COULD BE A BIG DEAL
X

Last year, the Port Authority and its partners signed over 800 contracts with
minority, women-owned, and small businesses, including construction, janitorial,
and more. The 2017–2026 capital plan calls for spending $32 billion —
which means even more opportunities for MWSBEs.
VISIT PANYNJ.GOV/SUPPLIERDIVERSITY
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EDITORIAL

Diverse Suppliers
Need to Expand
Networking to Land
Corporate Contracts

Corporate procurement contracts usually require
the ability to meet all the terms, and the terms in
total are often beyond the capacity of a single diverse supplier. It requires multiple diverse suppliers, and many are still learning the art of teaming
up to bid on large contracts.
Teaming up requires strategic networking,
and relying only on nonprofit organizations is not
enough for the simple reason the members may not
include suppliers who complement or add to the
right existing products or services. The onus is on
MWBEs to build networks in other ways. Joining
trade or industry associations catering to complementary suppliers is one approach. For example, a
diverse retailer could join a logistics organization.
Diverse suppliers can partner with other diverse
suppliers who are, in effect, competitors but have
the same issue – inability to meet large contract
requirements. Diverse suppliers can also develop
relationships with established corporate suppliers, creating an avenue of entrance. Developing
a wider set of relationships with corporations and
other suppliers that can benefit team members all
at once or one at a time is important. The network
needs to extend beyond diversity advocacy organizations.
However, the large corporations must also be
willing to split up contracts if there are several
diverse suppliers who can provide the same products or services. It may take two or more MWBEs
to supply the required products or services, if each
alone cannot meet contract requirements. Many
corporations understand this strategy and are
setting up systems that enable diverse suppliers
in their supply chains to connect with other suppliers. Six giants – IBM, Bank of America, AT&T,
Citigroup, Pfizer, and UPS – developed the Supplier Connection website which enables collaboration between diverse and small businesses and
the supply chains of Fortune 500 corporations,
mid-market enterprises, and others. Get added to
this list, and SMEs and MWBEs qualify to become
suppliers to all six companies, and just as importantly the suppliers develop new connections and
gain corporate recognition. It is important to take
advantage of these networking opportunities in
addition to attending trade shows or corporate
workshops.
The bottom line is that diverse suppliers must
up their game when it comes to networking, making it part of a clear marketing plan, and corporations must be willing to break up large contracts. It
is going to take effort on both sides.

C

orporate supplier diversity programs
have increased utilization of MWBEs in
supply chains, but it seems like there are
two steps forward and one back. Even as
large corporations promote their supplier diversity
programs, they are increasingly awarding big contracts to large non-diverse suppliers, like they did
before supplier diversity became a corporate value. There are a lot of reasons, but corporations naturally tend to award contracts based on simplicity,
past supplier experiences and price. Simplicity refers to giving a single contract to a single supplier
or to suppliers who have formed partnerships and
operate as one unit.
Large non-diverse suppliers know how to network and work together to land business. This is
how the companies grew large enough to supply
major corporations. For example, a large supplier
providing technology consulting services formally
or informally partners with an equally large software/hardware company. Should the consulting
company win the contract, the software/hardware
company automatically gets the work, meaning
two large non-diverse corporations essentially
block MWBEs. Corporations are adding Tier II
requirements to prime supplier contracts, leading
to the use of some MWBEs, but quite frankly it is
starting to look like an "escape clause." The corporation claims Tier II spend and does not need
to address the lack of diverse prime suppliers. It is
difficult for MWBEs to expand capacity over the
long run as a "forever Tier II."
The challenge is overcoming the propensity of
corporations to award contracts to large suppliers
that have a history with the company, rather than
awarding contracts to two or three diverse suppliers who together can meet contract requirements.
It is the "together" that seems to be the barrier.
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Visit us at www.dennys.com/diversity/suppliers
to learn more about becoming a supplier.

OP-ED

Ten Things the National Minority
Supplier Development Council
Needs to Do Now
Dr. Fred McKinney, Ph.D.

Managing Director,
MBE Programs, Tuck School of
Business – Dartmouth College

T

his summer, the National Minority Supplier Development Council (NMSDC) made a change at the top
of the organization. Change is difficult, but change
provides the opportunity to reset the trajectory of
any organization. I have been thinking about the things that
the NMSDC should be doing for a very long time. As a certified MBE in the 1980s, as a regional council CEO from 2001
to 2015, and now as an administrator for the longest running
academic program for MBE development, I have experienced the organization from many different perspectives. I
have great respect for the core mission of the organization
to assist corporations and large public sector organizations
utilize certified minority business enterprises. I also have
great respect for the past, current and future leadership of
the NMSDC. The organization has been “blessed” to have
had leaders who had the necessary passion and intelligence
to lead us these past 45 years. It is with that respect and love
that I offer these 10 recommendations for those who have the
authority and ability to move the NMSDC forward.

will not go over well initially. But the loss in revenue paid
directly by national members can be offset by having a portion of local dues go to the national office in order to fund the
national office's activities. This change of payments flowing
from local to national represents a reversal of the existing
flow of funds. But it is more than the direction of flows that
is important. What is important is that incentives are now
aligned between the national office and the regional councils. The more corporate members regional councils have,
the better the national office does financially.
A further benefit of this realignment will be clear in the
other changes that are listed below.

Recommendation 2:
Limit the Services of the National Minority
Supplier Development Council
The realignment of financial flows also dictates a serious discussion of who should be doing what. The allocation of tasks
between national and regional councils is a source of network inefficiency. I have to admit that I have Alfred Sloan’s
classic book in my mind, "My Years at General Motors,"
when I think about this issue. Sloan struggled with this very
issue in the formative years of General Motors. GM was a
mishmash of several competing companies; Pontiac, Buick,
Cadillac, Chevrolet, and others. The question he faced was
what should the divisions do, and what should headquarters
do? I suggest you read the book to see how Sloan solved this
problem for GM.

Recommendation 1:
Eliminate the Distinction Between
National Corporate Membership and Local
Corporate Membership
In medicine, an autoimmune disease is when the natural
forces that are designed to protect and enhance bodily functions get their signals mixed up and start attacking healthy
cells. In business, organizational design can create forces
that lead to the destruction of the organization. Unfortunately, I believe the organizational structure that creates national members and local members creates unintended consequences that hinder the development of the network.
Regional councils have the financial incentive to recruit
and retain as many local members as possible, while the national office has a financial incentive to convert as many local members to become national members as possible. This
is despite efforts to “bribe” regional councils into converting
local members into national members, or ham-handed attempts by the national office to “require” some members to
be only national members.
The solution to this problem is that all corporate members
become local members and that corporations with multiple
locations be allowed to participate in as many local councils as they choose. National membership is a major source
of revenue for the national office, so I can imagine that this
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The solution for the NMSDC is for the national
office to focus on:
n
Establishing the short-term and long-term objectives
of the network;
n
Setting the rules for the organization;
n
Serving as the voice for the organization on national
affairs, both public and private;
n
Organizing national events, i.e. a national trade show
and awards gala;
n
Writing an annual report on the state of minority supplier diversity;
n
Providing leadership training;
Continued on page–78
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THE VALUE OF

BUILDING
PARTNERSHIPS
TO DELIVER
COST-EFFECTIVE
ADVANCED
SOLUTIONS.
A key component to Northrop
Grumman’s success is its diverse
supply base. A diverse supply base
creates an environment of inclusion
and promotes innovation and creativity.
Ultimately, it reflects and strengthens
the communities we live and work in
and makes the world a safer place.

© 2017 Northrop Grumman Corporation

THE VALUE OF PERFORmANCE.
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BRIEFS

Science Club for
Girls Introduces
Young Women
to STEM

T

BOSTON,
he Young Leaders in STEM
Program provided an immersive learning experience
to a select group of female
high school students this summer at
Simmons College. "To work with all
women is empowering,” said seventeen-year-old Juliana Vazquez of the
Young Leaders in STEM Program held
at Simmons this summer. “They are
doing amazing things in the science
field. When you are actually here you
can see them in action. To come here
and get the support you need from
women is a great experience."
Vazquez, a rising senior at East
Boston High School, was one of 11 participants in the 2017 program which is
run by Science Club for Girls, a Cambridge-based non-profit co-founded
by Mary McGowan ‘75LS that fosters
young women’s interest in science,
technology, engineering and math,
particularly those from under-represented communities. The six-week
program includes hands-on experiments and group discussion in the areas of chemistry, neuroscience, computer science and synthetic biology.
The program also featured a combination of lab work and leadership
training as well as curriculum development.

Northrop Grumman Named a ‘Best
Place to Work for Disability Inclusion’

N

FALLS CHURCH, Va.
orthrop Grumman Corp. (NYSE:
NOC) received the highest ranking for the third year in a row on
the Disability Equality Index
(DEI), an annual benchmarking tool for
companies to self-report their disability policies and practices. The DEI is a US Business
Leadership Network (USBLN) and American Association of People with Disabilities

(AAPD) effort that measures where companies are “excelling in their commitment to
inclusive environmental, social and governance policies,” according to the groups.
As a result of Northrop Grumman’s high
score, it is considered a “Best Place to Work
for Disability Inclusion” by the index.
In addition, the company’s Victory
Over Impairment and Challenge Enterprise
(VOICE) employee resource group was recognized with a 2017 USBLN
leadership award as the program that most exemplifies
“strategies and initiatives
that have resulted in measurable results in the area of
disability inclusion in the
workplace, marketplace
and supply chain.” VOICE
strives to develop a sense
of community and empowerment among individuals with disabilities – both
apparent and non-apparent – as well as advocates
and employees with family
members with a disability.

Single Mothers
Studying in College
Increase Twofold

white women (14 percent). Nearly one in five
of Hispanic and multiracial women students
(19 percent and 17 percent, respectively) are
single mothers, while Asian/Pacific Islander
women are least likely to be raising children
in college (7 percent).
“Making colleges more accessible to
single mothers is critical to achieving equity in educational outcomes on the basis of
race, ethnicity, and gender,” said IWPR Vice
President and Executive Director Barbara
Gault, Ph.D.
“Balancing child care, coursework, and
paid work can make college an impossible juggling act for single mothers. These
women are giving all that they can to finish
college and make a better life for their families. We can do so much more to make it easier many of them to succeed,” said Lindsey
Reichlin Cruse, senior research associate at
the Institute for Women’s Policy Research,
and co-author of the paper.

T

WASHINGTON, D.C.
he number of single mothers in
college more than doubled between 1999 and 2012, to reach
nearly 2.1 million students — or 11
percent of all undergraduates — according
to a new briefing paper from the Institute for
Women’s Policy Research (IWPR).
According to the paper, women of color
in college are especially likely to be single
parents. Nearly two in five Black women
(37 percent) and more than one-quarter
of American Indian/Alaska Native women
(27 percent) are raising a child on their own
while in college, more than twice the rate of
DiversityPlus Magazine
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Aetna Signs Sponsorship Agreement
with University of Virginia Athletics

A

CHARLOTTESVILLE, Va.

Is the 9-5 Job
Done? U.S. Workers
Look to New Ways
of Working

R

MILWAUKEE, WI.
esearch released by ManpowerGroup (NYSE: MAN) reveals a new
era of work in which flexibility and
balance are in and the traditional
'9-5 job for life' is out. Findings from #GigResponsibly: The Rise of NextGen Work – a
global survey of 9,500 people in 12 countries
– identifies a shift towards new ways of getting work done, that works for people and
business.
ManpowerGroup asked people how they
want to work, what motivates them and their
views on NextGen Work. More control over
their schedule (42 percent), boosting their
bank account (41 percent) and developing

M
sponsor of UVA Athletics,” said Mike Bucci, president of Aetna’s operations in Virginia, Maryland and Washington, D.C. “We
are excited to deepen our relationship with
UVA and continue to explore opportunities
that allow us to make a positive impact on
their students, faculty and staff as well as the
Charlottesville community.”

new skills (38 percent) are top reasons why
NextGen Work - part-time, freelance, contract, temporary or independent contract
work - is on the rise. More than 80 percent of
U.S. workers say NextGen Work is a choice,
not a last resort, and builds resilience for less
predictable futures.
"The U.S. labor market is fundamentally
changing. We're seeing a growing number
of people opting for alternative models over
traditional roles. They want flexible careers,
the opportunity to develop new skills and to
be able to blend work and home more easily," said Becky Frankiewicz, President, ManpowerGroup North America. "At the same
time, companies want workforce solutions
that find them the best talent when business
models and skills needs are changing faster
than ever. That's why NextGen Work is on
the rise."
The vast majority of workers (94 percent), spanning five generations and both
genders, are open to NextGen Work for their
next or future position, but their motives
vary.
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ARLINGTON, VA.
eals on Wheels America announced a new
national program with
Aetna to collaborate on
groundbreaking research and innovative models for patient care coordination. The nonprofit and Fortune 50
health company will work together to
facilitate access to critical health and
social services for America’s seniors
at all stages of medical need, from
preventive to post-hospital discharge.

BRIEFS

etna (NYSE: AET) recently announced a two-year sponsorship
agreement with the University
of Virginia athletics department
that will strengthen Aetna’s long-term
partnership with UVA and communities
throughout Virginia.
Aetna will work with the University of
Virginia’s athletic programs to increase
health awareness and promote health initiatives to members, customers and individuals
across the commonwealth. Virginia Sports
Properties will also work with Aetna to host
health awareness events in Charlottesville
for students and community members during the academic year. As part of this sponsorship, Aetna will receive event tickets, and
Aetna signage will be displayed at University
of Virginia athletic facilities.
“Aetna has had a longstanding relationship with the University of Virginia through
providing health benefits to its employees
and students, and we are proud to now be a

Meals on Wheels
America and
Aetna Form
Innovative
Collaboration
to Improve
Senior Care

The objective of the collaboration
is to create a best in class model for
care coordination, integrating Meals
on Wheels’ daily nutritious meals, social support and critical safety checks
into a continuum of care required
as people age. Meals on Wheels and
Aetna will pilot this model in several
markets, and identify best practices
intended to improve vulnerable seniors’ health outcomes. Results from
these pilots will help build a scalable
operational model that will address
the challenges seniors face in their
daily living.

BRIEFS

Analysis Finds
Young Black
Women Twice as
Likely to Face
Unemployment
Than Young
White Women

A

WASHINGTON, D.C.

recently released analysis
of national unemployment rates by the Institute for Women’s Policy
Research (IWPR) found that many
young women, particularly women
ages 25 to 34, are experiencing unemployment at higher rates than in
2007. This comes after the start of
the Great Recession, which ran from
December 2007 to June 2009.
The analysis, which looks at
young women of different age brackets by race and ethnicity, also found
that, across each age group, young
black women’s unemployment rates
were higher in 2016 than when white
women’s unemployment rates were
at their peak in 2010. For instance,
in 2016, black women ages 25-34 experienced an unemployment rate of
8.8 percent, which was higher than
the peak rate experienced by white
women of the same age in 2010 (7.7
percent). For younger women, the
disparity is even wider.
“While the overall unemployment rate for American workers
is now lower than it was just prior
to the Great Recession, millennial
women, especially millennial women of color, have still not fully recovered from the recession,” said IWPR
Senior Research Scientist Chandra
Childers, Ph.D., who prepared the
analysis.
“These are women who were just
entering the workforce or early in
their careers when the recession hit,
and the ensuing high unemployment
paused the development of their
skills and work experience.”

The PepsiCo Foundation Gives $2 Million
to Help Communities in Mexico City and
Puerto Rico Recover and Rebuild

P

PURCHASE, N.Y.
epsiCo's showed its commitment
to supporting communities in
time of need by offering $2 million
to help those devastated by recent
natural disasters in Mexico, the Caribbean
and the United States. "We stand with the
people of Mexico City, Puerto Rico and the
Caribbean as they begin the work of recovering and rebuilding," said Indra K. Nooyi,
chairman and CEO of PepsiCo. The American Red Cross is grateful for the company's
support.
"The PepsiCo Foundation's support for
Red Cross disaster relief efforts over the past
month has been truly extraordinary. The
PepsiCo Foundation was among the first
to step forward with support in response to
Hurricane Harvey. Then Hurricane Irma and
the most recent Mexico earthquake. Now
the Foundation is once again stepping forward in support of Hurricane Maria and the
devastating Mexico City earthquake," said
Don Herring, chief development Officer,

American Red Cross. "We know that PepsiCo employees and their family members
have been directly impacted by these events,
so to step forward in such a remarkable and
meaningful way at a time when the company is taking care of its own is truly extraordinary. Our gratitude cannot be expressed in
words."

Compensation
Disparity Between
Female and Male
PAs Persists

nearly 70 percent female.
The research examined the disparity
over time using data collected by AAPA
from 1998 to 2014 from tens of thousands
of PAs. More recent data from the 2017
AAPA Salary Report, which will be released
at the end of the month, confirms that the
gap between the salaries of male and female
PAs persists.
“As a PA educator, I feel keenly the burden of student debt. One way to think about
the impact of the gender pay gap is in the
context of the $150,000 in student loans
facing a typical PA upon graduation. A male
PA earning $10,000 a year more
than his female PA counterpart
could use that extra money to
pay off his student loan debt in
15 years. The disparate treatment
of women in the PA profession is
simply unacceptable,” said L Gail
Curtis, PA-C, MPAS, DFAAPA,
president and chair of the AAPA
Board of Directors.

R

ALEXANDRIA, Va.
esearch conducted by the American Academy of PAs (AAPA), and
published this month in Women’s Health Issues, found that
female PAs are compensated 89
cents for every dollar men are
compensated. Although this 11
percent disparity is less than the
national average of 82 cents per
dollar most recently reported by
the Bureau of Labor Statistics, it
remains unacceptable—especially for one of the fastest growing health professions, which is
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Supplier Diversity
at Monsanto

Monsanto values an environment that is rich
in inclusion and diversity.
As we work to develop a broad range of sustainable agriculture
solutions for farmers, our focus is to provide access to business
opportunities with diversity suppliers. Our commitment is to build
a sustainable strategy by actively exploring and developing
relationships with all suppliers.

To learn more about these opportunities contact Supplier Diversity
Email us: supplier.diversity@monsanto.com
Register on our website: www.monsanto.com/procurement
Learn more: http://discover.monsanto.com/

CORPORATE FEATURE-I

SUPPLIER DIVERSITY
IS IN THE DNA OF THE

PSEG

ORGANIZATION
It is one thing to institute a Supplier Diversity
program. It is another to embed it in the
organization's DNA so that everyone embraces it
as a critical factor for success.

The events have consistently grown and each
takes months to plan. Susan develops and manages
all three events, and she has the full commitment
of senior management. In fact, there are always
at least two PSEG Vice Presidents and a business
unit President participating. In addition to the
Councils, she enlists the support of government officials and other advocacy groups like the NJ BPU
Supplier Diversity Development Council, African
American Chamber of Commerce of NJ and the
US Hispanic American Chamber of Commerce.
The Fairs also include local partners like Prudential, New Jersey Transit, and the Port Authority of
New York and New Jersey. One of the highlights of
the event is the supplier speaker who is a PSEG successful supplier who offers motivational remarks.
The event connects procurement personnel with
diverse suppliers, prime suppliers for tier 2 opportunities and supplier diversity advocacy organizations. A wealth of information is packed into the
event, covering topics like how to grow a business,
finance, and developing a business plan. At the
close of the event, Susan personally
presents a workshop on 'How to Do Business
with PSEG' which is also available as a download
on the company's website.

"PSEG is a community focused company," says
Susan Hogan, "so we view supplier diversity as a
strategic supplier initiative that builds community wealth." As the Supplier Diversity Manager for
the Public Service Enterprise Group Inc. (PSEG),
she brought decades of supply chain management
experience to PSEG's Supplier Diversity Program
and uses her knowledge and passion for diversity to
connect with, mentor, and coach diverse suppliers.
The gem of her efforts at PSEG, made possible by
Susan's skillful planning abilities, is the Supplier
Diversity Procurement Fair that is held three times
each year in Newark, NJ, Long Island, NY, and
Salem, NJ. The events are popular with PSEG procurement professionals, diverse suppliers, PSEG
prime suppliers and a variety of corporations, enviable for their success. The success is a reflection
of the fact that Supplier Diversity is not treated like
an initiative or a program. It is a deep-seated belief
in the value of diversity – a belief embedded in the
organization's DNA.

JOINT EFFORT PRODUCES
PROCUREMENT FAIRS

Anyone who has tried to develop and grow a supplier diversity event knows it takes a lot of planning,
commitment, and relationship building. Each of
the three Supplier Diversity Procurement Events
is co-sponsored by a diversity advocacy organization relevant to the location - the NY&NJ Minority Supplier Diversity Council Inc. for the Newark
and Long Island events, and the Eastern Minority
Supplier Diversity Council Inc. for the Salem event.
The Councils are active participants in making the
events successful, sending out invitations to the
suppliers in their databases and managing registration and other activities.
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SUSAN HOGAN
SUPPLIER DIVERSITY MANAGER

RETURNING AGAIN AND AGAIN

As the attendance at all the Procurement Fairs increases year to year, it is also marked by the repeated return of PSEG's category managers. One of
the challenges so many Supplier Diversity leaders
face in their organizations is making the business
case for using diverse suppliers. Procurement Analysts and Category Managers work with Susan
and the Supplier Diversity Councils to develop and
meet goals to do more business with MWVBEs

16

September / October 2017

BY VALERIE GOMEZ

ask questions and learn more about developing new
business. The diverse suppliers are looking for new
faces. Susan adds that, "Things change too. Contracts end, creating new opportunities. Suppliers
have to continually be out there, networking and
keeping business relationships fresh."

and New Jersey and New York businesses. They
are pay-for-performance goals, and the best way to
identify suppliers they can incorporate in their bid
process is to meet them face-to-face. The procurement events offer the perfect opportunities for such
meetings.
"Supplier diversity is embedded in our procurement process. It is in our policies and procedures.
It is part of the way we do business and just as important as quality and safety. Supplier diversity
is not something that happens once a year at procurement fairs. We talk about it on a regular basis,"
explains Susan. She communicates and measures
successes and spend, sending out monthly information so managers can track our performance.
Keeping the momentum going is one of the
many challenges of managing a successful Supplier Diversity Program. Momentum in this case refers to keeping the diverse suppliers coming back
to the events again and again, even when they do
not get a contract with PSEG after meeting with a
buyer. The Procurement Fairs have a remarkably
high rate of return for diverse suppliers. When Susan is asked about momentum, she said the suppliers keep returning because there is more than
PSEG people attending. Suppliers can interact
with people from a host of other corporations to

Susan is the only person managing Supplier Diversity in New Jersey, with another person recently added to manage Supplier Diversity in New York. There
are many federal and state regulatory compliance
issues that require careful attention today. In her
role, she personally mentors and coaches diverse
suppliers, has many one-on-one discussions with
suppliers before contracts are awarded, and participates in face-to-face bid meetings. Leveraging
her role, Susan works closely with the PSEG Chief
Diversity & Inclusion Officer and is a member of
the PSEG Diversity & Inclusion Council. This gives
her the opportunity to attend regular meetings and
communicate Diversity and Inclusion across the organization.
Success can be defined in many ways. Naturally, Susan feels great satisfaction when a diverse
supplier she has mentored and coached is included
in a contract. Another success is found by working
with prime suppliers who then pursue Tier 2 activity after better understanding the value of Diversity
& Inclusion. This embraces a greater number of diverse suppliers, giving them a chance to grow their
companies. As Susan describes it, "When I talk to
MWVBEs and learn about the growth they have
experienced and the additional contracts they have
won at other corporations because of the work they
have done at PSEG, it’s very motivating. Their work
with us strengthens them so they can embrace new
business with another utility or corporation."

Supplier diversity is not
something that happens
once a year at procurement
fairs. We talk about it on a
regular basis. — Susan Hogan

MORE THAN THE
RIGHT THING TO DO

Should a Tier 1 supplier build a Tier 2 diverse supplier program because it is the right thing to do? Susan
believes that it goes beyond doing the right thing.
"We encourage our prime suppliers to embrace our
goals in safety, integrity, environmental responsibility, and diversity. Good prime suppliers know that if
they want to continue working with a corporation,
they must embrace and mimic our values and goals
which include supplier diversity."
Even more importantly is the impact PSEG has
on the communities it serves. The company buys
from all types of suppliers and helps them grow. As
the supplier's company grows, it hires more people,
buys more equipment, expands facilities, and generally generates more wealth in the community.
That goes full circle in this discussion. Above all,
PSEG serves communities, and it is in the community where the real power and value of supplier diversity is found.
DiversityPlus Magazine
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CORPORATE FEATURE

DRIVING SUCCESS AT
MULTIPLE LEVELS

TRENDS & ISSUES-I

GROWING
SUPPLIER
CAPACITY
THROUGH
LEADERSHIP
DEVELOPMENT
High performing suppliers need high performing
leadership, and client organizations are helping
them develop the right skills for success.
BY GERALD DONALD
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BUILDING SUPPLIER CAPACITY BEGINS AT
THE ORGANIZATIONAL LEVEL

These three examples show the approaches companies are taking to develop capacity building suppliers. They are developing
leadership in their organizational leaders and in their suppliers
– leaders who can develop markets, achieve operational excellence, think strategically, allocate resources, drive accountability, deliver results, manage a volatile business environment, and
build capacity.
Supplier leadership also requires the ability to work collaboratively. One of the characteristics of a high performance
organization is leadership at every level of the organization.
Corporations need leadership that can mobilize the organization as needed, including the supply chain, and suppliers need
leaders who can build high-performance organizations.
Supply chains are more global and more complex than they
have ever been before, located across multiple countries in
which each has unique risks and the power to disrupt the upline
supply chain. Corporate procurement and sourcing professionals depended mostly on price in the past to select suppliers, but
today they need suppliers who can grow capacity, manage risks,
and provide consistently excellent performance. They need to
be partners who can generate value for their own companies and
for corporate clients at the same time. Suppliers need high-quality leadership within their companies who can work with equally
high-quality corporate supply chain leaders.
If organizational leaders and supplier leadership need the
same qualities, it makes sense for corporations to invest in leadership training for key suppliers as well as corporate leaders.
Many companies have developed their supply chains based on
incremental cost savings and not on their ability to support organizational objectives or to create long-term values. Common

here are many examples of corporations investing in
developing leadership skills at the organizational and supplier
levels. Following are just three examples.
The LEAD Institute offers the "Honda Supplier Leadership
Skills & Style Development Program," which offers participants
focused training in work unit performance improvement; personal style and interpersonal skills; and leading and managing
others.
Cummins developed a position with the title "Global Supplier
Improvement Leader," and the job duties are dedicated to building supplier capabilities and strengthening performance, continuous improvement, accountability, and leadership. The person
holding the job must be able to coach and mentor suppliers, drive
improvement through the supply chain, and support consensus
among stakeholders.
The Georgia Tech Scheller College of Business offers a teambased "Supply Chain Leader Development Program" that is
designed for high- to mid-level directors and managers in areas
of global operations and supply chain. The five-day executive
education program offers a blended learning experience via case
studies, experiential activities, lectures, peer-to-peer, and team
activities. The modules cover strategic thinking, operational
excellence, and custom program options. Strategic thinking
covers topics like developing an end-to-end supply chain leadership mindset, supply chain alignments, managing supply chain
risks, and other relevant topics. Operational excellence includes
managing inventory, logistics excellence, value creation, and
managing non-financial and operational performance. Custom
program options cover topics like strategic negotiation skills and
corporate value creation.

Corporations need leadership
that can mobilize the organization
as needed, including the supply
chain, and suppliers need leaders
who can build high-performance
organizations.
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As an example, Apple recognized the impact suppliers have
on protecting everything of importance to success – from having
the capacity to meet customer demands to preserving human
rights. The company invests in developing the knowledge and
skills suppliers need to act responsibly and be successful. As
Apple raises its benchmarks, the collaborative training approach
enables the company to successfully meet demand. The company regularly assesses the performance of suppliers to move
them up the performance scale and provides the training tools,
education, and support needed based on the assessments. The
results of this approach have been impressive with the company building ecosystems of suppliers providing the continuous
product improvements the company needs to maintain its competitive advantage and the capacity to deliver to the market on
a timely basis.

TRENDS & ISSUES

Investing in the leadership training
in the supply chain is a natural
next step in supplier relationship
management and risk management.

issues among suppliers include failure to comply with regulatory
standards, poor customer service, poorly designed products or
services, and price volatility.
As supply chains grow to be more diverse and complex, they
are also exposed to risks that are unpredictable – environmental,
political, and economic. The specific kinds of risks depend on the
location of the supplier, but every key supplier needs a risk management plan in place.

LEADING ACROSS FUNCTIONS

Investments in key and high potential suppliers will lead to
growing spend with the supplier. Leadership training at the
supplier level should be cross-functional to be most effective.
This is the reason the examples mentioned at the beginning of
this discussion cover a range of leadership topics because that
is what effective supplier leadership needs – to manage across
its own functions to achieve desired performance. If unable to
reach this state, corporate customers will end the relationship
when the supplier does not produce as expected or needed.
Companies like Apple, Honda, Proctor & Gamble, Toyota,
L'Oréal, Johnson & Johnson, and other multinationals have led
the way in supplier leadership training. However, smaller companies with global supply chains have many of the same issues
as the multinationals.
Developing strong leadership skills in key suppliers is not a
new management fad. It is a competitive strategy for a complex
volatile business environment.

BUILDING SUPPLIER CAPABILITIES AND
CAPACITY ON BUSINESS OBJECTIVES

To minimize the risks of supply chain disruption and to get the
greatest value, suppliers need to understand and evolve capabilities around business objectives. To effectively achieve objectives,
leadership in the supply chain should be capable of running their
companies toward this end. They should know how to manage
cash flow, inventories, logistics, risks, technology, sustainability,
talent, technology (i.e. data analytics, cybersecurity, transparency, etc.), uncertainty, and scalability.
To build capacity, suppliers should know how to adapt
to seasonal inventory requirements, expand production as
the corporation grows, manage
continuous improvement, and
manage potential growth based
on information supplied by their
corporate customers.
Short-term tactical management approaches in the volatile
global marketplace are going to
leave suppliers and customers
unable to meet objectives. Senior
managers in critical supplier
companies should have skills
to develop and implement longer-term strategies for growth.
Investing in the leadership
training in the supply chain is a
natural next step in supplier relationship management and risk
management.
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GETTING THE
BEST RETURNS
ON INVESTMENTS
IN SUPPLIER
RELATIONSHIPS
Suppliers generate value for their
customers, but how does the
corporate customer know it is
getting the highest returns from
supplier relationships? Measuring
the ROI of investments in supplier
relationships delivers the insights
for good decision-making.
BY SHANIQUA THOMAS

BEYOND CONVENTIONS

Traditional financial and productivity measures are important
to managing supplier relationships. They are also probably the
easiest measurements to develop because they are standardized
according to accounting rules and have been used many years
for reporting.
Calculating the cost per part may provide valuable information about performance, but conventional measurements are
only providing part of the picture. They do not measure the value
of particular supplier partnerships, mentoring programs, innovation, improvements due to leadership training, or supplier diversity effectiveness. Suppliers are encouraged to form alliances
and partnerships in the supply chain and with their customers,
and to participate in programs and initiatives. But, how does a
customer know it is getting maximum, or even desired returns,
from these alliances?
Companies make heavy investments in their supply chains
to extract what they hope is peak performance, but hope is not a
measurement. Many companies do not have metrics to measure
factors like innovation and alliance performance, so the reality
is management does not have a complete picture of supply chain
performance. Measuring the value of strategic relationships is
not easy because many advantages brought by these relationships are intangible, such as being able to stay ahead of the competition and improved marketplace trust in product quality.

C

orporations invest in supply chains like
they invest in other corporate assets, committing human resources, technology,
training, and other resources intended to
ensure the desired results are realized. All
investments have some kind of returns, but the question is always, "What is the best way to measure the
returns?"
Financial returns are probably the simplest measurements, but the addition of strategies like strategic
sourcing, supplier relationship management, supplier leadership development, mentoring, supply chain
alignment, and sustainability need different measures
to ensure the most value is derived from human and
capital investments.
Strategic sourcing and other strategies can produce real value, and the value must be measurable for
corporate leaders to know that the sourcing and procurement approaches and the supply chain as a whole
are on the right track.
DiversityPlus Magazine
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KEY VALUE DRIVERS

The first step is identifying the key value drivers for high performing critical supplier relationships. These drivers may include innovation, sustainability and resilience. Each company
must decide what is most important to competitiveness and
continued successful operating performance.
A common supply chain model used today is segmentation
based on business objectives. Within each segment are the suppliers who have been identified as critical to creating maximum
value for particular strategic priorities, such as capacity building, market penetration and innovation. Corporate procurement then develops collaboration models that are suitable for
each segment to achieve the greatest value, and measurements
are developed for each segment to track performance. AT Kearney calls this the "Interaction Model." Two of its principles
are value capture and performance management in which
guidelines are developed for predefined sources of value, like
innovation, and supplier relationship management uses the
appropriate tools to track, measure, review, and reward supplier performance across quality, service levels, innovation, and
cost.
Scorecards are a common method used to measure supplier
performance and can include measurements for tangible and
intangible returns. Measurements can include traditional productivity and financial performance factors, like speed of product delivery to customers and cost per product. However, to
get a complete supply chain picture within segments or for the
supply chain as a whole, depending on the size of the company,
measurements will also include Key Performance Indicators
(KPIs) that evaluate the health of supplier relationships.
If a supplier was a collaborator on a major product, project
results are measured to evaluate the supplier's ability to innovate. Other metrics include factors like sales of related products, cost reductions due to supplier input, and product
quality. Relationship measures are a relatively new category of metrics.
In the Siebel Systems' Alliance Scorecard, four
groups of alliance fitness metrics are developed: Financial fitness, strategic fitness, operational fitness, and
relationship fitness. Relationship fitness factors include
alliance management, sales engagement, alliance marketing, integration, product marketing and training. For
example, when a company enters a new supplier relationship in order to penetrate a new market, the ROI of
the investment in a supplier becomes the means of measuring whether the relationship is successful.

Measuring the value of supplier
relationships requires a deep
dive into new metrics that
address issues like innovation
and alignment.
However, quality is not simply measured by the
number of defects; quality is also measured as to how
well the supplier maintains quality during periods of
rapid demand increases. ROI calculations include costs
avoided. Speed to market is not measured only in terms
of time; it measures how well the supplier relationship
is keeping the corporate's brand at the top of the consumer's list of preferred products and services. Innovation and technical expertise metrics measure the
contributions suppliers make in these areas in terms of
resources, personnel, and project success.
Traditional supplier metrics only tell part of the
story. Measuring the value of supplier relationships requires a deep dive into new metrics that address issues
like innovation and alignment. Whatever measurement
system is used, it needs to present all the information
that gives sourcing and procurement senior managers
need to make good decisions about supplier selection,
resource allocations, and performance.
As supply chains continue to get more complex, calculating the true ROI becomes an imperative.

DEEP DIVE INTO NEW METRICS

The difference between traditional metrics and relationship metrics can be nuanced at times.
For example, the Chartered Institute of Procurement & Supply (CIPS) names five groups of metrics that
fast-moving consumer goods companies want from
strategic supplier relationships: Best price, which is not
necessarily the lowest price; operational effectiveness
as measured by consistency of supply and speed to market; quality; sustainability; and innovation and technical expertise.
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TRENDS & ISSUES-III

MOTIVATING SUPPLIERS
THROUGH MOTIVATED
SUPPLIER DIVERSITY EXECUTIVES

Procurement can negotiate a good price with suppliers, but that is not enough
to realize the full savings, innovation, and capabilities that suppliers can bring if
corporate executives brought leadership best practices to supplier relationships.
Being satisfied with a good price can lead to supplier under performance.
BY BETTY ARMSTRONG

I

Reaching best in class does not happen by chance. It
takes effective leadership at the executive level.

t is likely true that getting the best price remains the
number one driver of supplier selection in many cases. It
is also true that suppliers account for up to 80 percent of
corporate costs in just as many cases, so getting them to
perform at full productivity is critical to success. Suppliers need to collaborate with their customers to achieve business goals, but it does not always work that way if corporate
supplier diversity executives do not implement best practices
to keep suppliers informed, aligned and collaborative.
When supplier performance fails to produce desired results, it is tempting for corporate executives to blame their
staff when failed leadership is closer to the truth. It is a proven fact that motivated diverse suppliers bring more innovation and improve bottom lines to companies compared to
companies that do not have diverse supply chains.
The best in class supply chain has key suppliers who are
highly motivated to achieve results, collaborative, willing to
bring innovative technologies and ideas to their corporate
customers, and aligned with business objectives.
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MOTIVATING DIVERSE SUPPLIERS TO EXCEL

During one of its presentations, the Council of Supplier Diversity Professionals explained that an effective diversity
and inclusion practitioner is required to be a full business
partner. The corporate executives need leadership skills
they personally apply or use to develop sourcing and procurement staff. Corporate leaders know how to identify and
leverage relationships with stakeholders in order to enhance
the supply chain, and increase market share and brand loyalty.
Best practices include developing external market
knowledge of global and local trends; internal business
knowledge of mission critical business strategies and the
impact of financial, economic, and market drivers on profits;
and the introduction of integrated ideas and solutions from
multiple functions and disciplines.
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the business mission.
It is a two-way street. The diverse suppliers and executives throughout the organization must understand the importance and contributions of diverse suppliers. If they think
it is merely the lowest contract price, the diversity executive
is not conveying the importance of diversity in the supply
chain and almost certainly is not motivating suppliers to perform at their highest level.
Organizations with skilled diversity supply chain leaders have a competitive advantage because they understand
the link between strategic connectivity and competitive advantage. A Michigan State University supply chain research
team and the APICS Supply Chain Council collaborated on
a research project that found an organization's ability to connect with value chain partners enables the company to stay
connected with a variety of customers in a variety of market
segments.
The report "Realizing Supply Chain Success" states that
"Strategic connectivity refers to the firm’s ability to effectively connect with value chain partners. It includes the ability to
receive information from customers and supply chain partners for processes related to marketing innovation, demand
management, manufacturing scheduling and operations,
and delivery."

Organizations with skilled
diversity supply chain leaders
have a competitive advantage
because they understand the link
between strategic connectivity and
competitive advantage.

TURNING SUPPLIERS INTO PARTNERS

Supplier diversity executives need to develop the right skills
to motivate suppliers, and those skills are needed internally and externally. If the diversity executive does not get the
organization's decision-makers on board with developing
opportunities, the diverse suppliers will recognize the contractual agreement is mostly about price and will not act as a
collaborative partner.
Successful diversity executives motivate the CEO and
other executives to support supplier diversity programs with
a solid business case and then establish procedures that give
diverse suppliers real opportunities to become partners with
their customers. Procurement professionals should be accessible. Diverse suppliers should join project teams. There
needs to be open lines of communication in which suppliers
can offer new ideas and solutions. Corporations can invest
in supplier training, mentoring them on the corporate procurement systems. The rewards come in the form of new
contracts, expanded capacity, enhanced capabilities, new
alliances, and access to new markets.
One of the challenges supplier diversity executives might
face is lack of support from other executives who are satisfied as long as goods and services are available as needed on
a timely basis. Leading supply chains of excellence achieve a
high degree of coordination in which the supply chain team
partners with marketing, sales, and product management
in lines of business. Key suppliers become the link between
market needs and solutions, creating value.
Supplier diversity executives must strive to establish such
a system in which the business, sourcing and procurement,
and the diverse suppliers are in alignment. Not every supplier is qualified to become a business partner or collaborator,
but without skilled corporate executive leadership, there are
certainly diverse suppliers who are overlooked.

Where does supplier motivation enter? Supplier diversity
activities should contribute to the organization's core business strategies and goals within context of the mission.
If they do not, it could be a case of weak capabilities, but
often it is a lack of executive leadership. If suppliers are not
familiar with their client's mission, goals, strategic plans,
and markets, or are not held accountable for transparency
and accountability, the supplier might be motivated by price
and little else because it is all the procurement function
wants – low cost per the contract. In this situation, the corporate client is not getting the full benefits of supply chain
diversity and is missing out on opportunities. In fact, it could
be worse – the executive is blaming the departmental staff or
unit managers rather than questioning his or her leadership
skills and performance.

SKILLED DIVERSITY SUPPLIER LEADERS
OFFER BUSINESSES AN ADVANTAGE

As the Council on Supplier Diversity points out in its presentation, the supplier diversity professional must acknowledge
he or she is a key player in the creation and enhancement of
the firm's reputation and is critical to communicating the relationship of diverse supplier performance and fulfilment of
DiversityPlus Magazine
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We believe in creating opportunities for people to succeed –
in our products, in our workplace, and among our suppliers.
For that reason, we are strongly committed to supplier
diversity, including seeking certified minority, woman,
service-disabled veteran, and veteran owned business
enterprises from which to purchase competitively priced
quality goods and services.
Together with our suppliers, we are continuously innovating
to lower the cost of technology, making it accessible to all
and showing leadership in supporting the communities in
which we work and live.
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to learn more about how to do business with Microsoft.
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Nestle Bringing Diverse

Suppliers and Corporations
Together at Seminars
Supplier seminars provide excellent
opportunities for diverse businesses to get inside
information on corporate procurement processes
and face time with procurement professionals
that is difficult to attain otherwise.

T

he National Minority Supplier
Diversity Council (NMSDC)
regularly sponsors supplier
seminars designed to educate
Minority Business Suppliers (MBEs) interested in learning about corporate procurement processes locally and globally,
and in finding opportunities for capacity
building. Some seminars are focused on
a particular industry, educating suppliers
on industry trends and providing matchmaking opportunities with corporate representatives.
One such seminar is the annual NMSDC 2017 Food and Beverage Industry
Summit which connects high-performing
minority suppliers with more than 30 corporations in the food and beverage (F&B)
industry. Workshops led by major industry corporations offer corporate insights
on planning for the future, anticipated industry changes, procurement processes,
supply chain management, sustainability
and responsible sourcing, and metrics.
Suppliers attending the event benefitted
from the advice and information shared
by the globally successful companies
Nestle, Coke, Diageo, and Rim Capital.

STRENGTHENING BUSINESS
DEVELOPMENT STRATEGIES

Supplier seminars are value generating.
An example is the workshop "MBEs:
Aligning with Your Customers? How are
You Looking at the Future?" led by Karen Blackwell, manager, supplier diversity
and development for Nestle. Participating in the workshop was a panel of top
corporate personnel – Marc Mills, president of Pacific Rim Capital; Christopher
Nader, associate director of marketing for

Nestle Health Science (NHSc); TJ Nguyen, procurement director for Coca-Cola
Bottlers' Sales & Services Co.; Ronald J.
Holmes with Diageo; and Lisa Mills, principle with Sprout Insight, who managed
the Q&As. The panel members answered
suppliers’ questions and discussed critical topics like planned corporate growth
by 2020, procurement beyond savings,
and traceability and sustainability.
"The F&B Minority Supplier Summit
was designed to use the synergy of the
NMSDC Food and Beverage Industry
Group to identify high–performing minority suppliers with demonstrated track
records of supporting leading corporations in the food and beverage manufacturing and retail industry," Blackwell
explained
Corporations also benefit from their
participation in these events. One advantage they realize is the opportunity
to share with suppliers their corporate
challenges and the need for innovative
solutions.
For example, the NHSc presentation
helped suppliers understand the medical nutrition business and opportunities.
Nader included information on market
drivers, NHSc growth strategies, and
customer communication systems. He
also discussed specific business challenges which included COGS reduction,
optimizing efficient and effective customer communication, and expanding
evidence-based data.
During the Coca-Cola session, Nguyen shared opportunities for smaller and
regional suppliers to partner with the corporate giant as it accelerates its refranchising strategy. He touched on topics
DiversityPlus Magazine
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MUTUALLY BENEFICIAL

At the corporate
level, there is a lot
of movement as
they respond to the
consumers’ wants and
needs, and it’s up to
each supplier to track
this impact upon its
customers and their
individual and overall
supply chain.
— Karen Blackwell

MBEs attending the seminar learned
about corporate opportunities connected to what corporate decision-makers
see as evolving and future needs. After
the workshop, they had opportunities to
make elevator pitches to corporate representatives and to have one-on-one meetings with corporations. These are mutually beneficial activities in that suppliers
connect with corporate decision-makers, and corporate representatives meet
new diverse suppliers who are motivated
and capable of bringing innovative solutions.
"It was nice to meet the company
representatives in person. Karen Blackwell took the time to introduce us to a
few of her supplier diversity network
connections, and this was very helpful,"
said Amanda Ma of Innovate Marketing
Group (www.innovatemkg.com), who
was among the suppliers attending the
summit.
"From hearing insights from the
companies themselves to MBEs sharing
their experiences, the summit was well
structured with quality programming.
The public pitching was a great idea, giving us a chance to get good tips from other people's pitches."
The main reason Ma chose to particDiversityPlus Magazine
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ipate in the summit was to get face time
with decision makers and gatekeepers,
and to break through barriers. For her,
the summit was an opportunity to build
on current success.
"Last year we landed a big project
with a Fortune 500 company because
the big agency they were working with
did not offer any innovative ideas. A big
takeaway from the summit is the opportunity to communicate our service area
and core competencies. We are not just
another supplier. Our clients see us as
partners. We bring ideas that elevate the
brand/experience," Ma said.
For George Hill, chairman & CEO of
Diversified Chemical Technologies, Inc.
(www.dchem.com), the F&B Summit
gave his company the opportunity to position itself to do additional business with
corporate members.
"Shortly after the summit, one of the
vice presidents of a beverage company

We are not just another
supplier. Our clients see
us as partners. We bring
ideas that elevate the
brand/experience.
— Amanda Ma

Amanda Ma
CEO, Innovative Marketing Group
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Marc Mills
President of Pacific Rim Capital

that included an expanded definition of
value creation that goes beyond productivity savings and cost avoidance to add
total cost of ownership, speed to value or
market, revenue growth, and service and
quality improvements. Supplier opportunities for MBEs include refranchising
and collaborative procurement.
Diageo's focused discussion was on
total supply chain responsibility which
embraces customer safety, environmental impact, and reputation. To manage
the total supply chain responsibility,
traceability becomes an important issue.
Traceability, as defined by Holmes during
the presentation, refers to tracing raw
materials, packaging materials, and finished goods along the supply chain, and
using a batch number, lot number, or Julian code basis. Diageo established 2020
targets around reducing environmental
impact, building thriving communities,
and leadership in alcohol in society. The
company is looking for MBEs who have
the right qualifications, an ability to collaborate, the ability to develop capability,
and ways of working that mesh well with
Diageo's corporate systems.
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This summit was more
focused in the way it
was structured, giving
suppliers opportunities
to engage in
meaningful exchanges
of information.
— George Hill

followed up with me before I had a chance
to contact any of the referrals at his company. This summit was more focused in
the way it was structured, giving suppliers opportunities to engage in meaningful exchanges of information," said Hill,
whose primary purpose for attending
was to find new paths to fuel company
growth. He learned that marketing effort
is as important as sales efforts.
"For me, building capacity requires
my company to collaborate with customers and suppliers in a planning process
for change and growth," Hill explained.
"It means sharing a vision for the future
and making sure strategic objectives of
all participants are aligned which is quite
complex."
Hill is the first to admit that bringing
innovation to large corporations is challenging because innovation is defined in
various ways as new products, marketing
approaches, technology, and/or systems.
Diversified Chemical Technologies has
been in business for more than 45 years,
and today finds the global reach of corporations and activities like M&As make
developing relationships of enormous
importance but making allocation of resources to large customers very difficult
because of the constant changes occurring in corporate business structures,
models, and leadership.
These are the types of difficult challenges MBEs must overcome in order to
succeed, and staying on top of industry
changes and trends is critical to supplier
success.
"I believe that now, more than ever
before, business owners must tap into

online resources and trade publications
to keep up with the changes affecting
the food industry,” Blackwell said. "Consumers are more involved in sharing, via
social media, their opinions about what
they expect from their food, and how
they want it grown, prepared, and made
available. At the corporate level, there is
a lot of movement as they respond to the
consumers’ wants and needs, and it’s up
to each supplier to track this impact upon
its customers and their individual and
overall supply chain."

IN IT TO WIN IT

Diverse suppliers should take advantage
of these seminars whenever possible because they offer exceptional value and
business opportunities. Networking remains a key strategy for growing businesses.
The NMSDC offers some of the highest quality seminars, but they are not the
only group doing so. In fact, Blackwell
has a targeted supplier outreach event
planned for October 2017 which arose
when a NHSc associate identified a business need in the marketing category.
With the full support of NHSc leadership
and the vice presidents of marketing, the
event will be held on the NHSc campus
and allow 20 diverse suppliers to pitch
their capabilities.
Any opportunity an MBE gets to meet
and learn from corporate professionals
is an opportunity that should always be
embraced. Supplier diversity seminars
are barrier-breaking opportunities for
success. As Blackwell says, "You have to
be 'in it to win it.’"
DiversityPlus Magazine
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2017 Top 30
Champions of
Diversity Embed
Supplier Diversity

E

ach year, DiversityPlus Magazine names
the Top 30 Champions of Diversity. These
are the people who have driven diversity in
corporate supply chains and workforces. As
several of the Champions pointed out, diversity is not
a bounded principle that only applies to particular
operations or activities. It must be a core value in corporate cultures, supply chains, workforces, systems
and processes. Globalization and changing demographics have made it clear that Diversity and Inclusion (D&I) is critical to corporate, community, and
economic success, making the Champions of Diversity much more than "diversity leaders. They build
relationships among people and businesses to grow
economies and tackle some of the toughest community challenges, like poverty, through inclusion.
The Champions deeply believe that D&I is as important to corporate success as any other function,
like finance and production. That belief drives their
consistent efforts to develop new strategies that integrate D&I in all corporate activities. These strategies are built on a foundation of collaboration and
alignment with business goals. For many corporations, Supplier Diversity is now a way of doing business rather than a "program," and that is a major step
forward. It is the ability of the Champions to move
the organization beyond the "program" concept that
is driving measurable progress. Diversity and inclusion plays a major role in the ability of the organization to adapt to marketplace trends and issues,
and meet organizational needs. The same applies to
workforce diversity and inclusion. The Champions
see no boundaries to D&I, so workforce diversity HR
professionals promote supplier diversity and supplier
diversity professionals contribute to workforce D&I
efforts.
A large variety of organization's are represented
again – some for the first time - proving D&I applies
to every business in every industry. This year, the
industries represented are HR staffing; beauty care,
home care, and adhesives; healthcare and prescrip-

tion drug services; pharmaceuticals; alcoholic beverages; insurance; technology; energy; cleaning service; professional services and consulting; food and
beverages production; manufacturing; and transportation. Each organization is at a different stage of
embedding D&I in the supply chain and workforce,
so the Champions adapt their strategies as necessary. Champions in organizations in the early stages
work one-on-one with cross-functional leaders in
order to get them on board as internal champions
and ambassadors. Organizations in which Supplier
Diversity and workforce D&I are embedded in the
culture are going global with their efforts. That is not
an easy task because diversity is defined in different
ways around the world.
This year, many of the Champions focused on
helping diverse suppliers grow capacity. They used
a number of approaches to ensure diverse suppliers
are given maximum opportunities. The Champions
promote supplier partnerships with decision-makers and other suppliers; proactively match suppliers
to current and upcoming opportunities; outreach
to diverse businesses in communities of operation;
encourage organizational leaders to set goals within their units and participate in outreach efforts; use
analytics to set goals, identify low utilization areas
in the organization, and identify opportunities; and
with the full support of executive leadership, hold
people accountable for their efforts.
It is clear that utilization of diverse suppliers and
workforce diversity leads to greater innovation, new
perspectives, and a competitive advantage. These
are critical advantages conveyed to corporations,
and that has led many Champions to vigorously
work to increase Tier I diverse suppliers. It is important to build a robust Tier II diverse supplier level, but
the Champions see this is as only a first step that no
one should be satisfied with over the long-term. The
Champions are once again changing the narrative
because they see the bigger picture in which industries and societies are changed for the better.
DiversityPlus Magazine is pleased to introduce
the 2017 Top 30 Champions of Diversity. The bios are
brief descriptions of the remarkable success of the
Champions, but the ultimate objective is to encourage other businesses and leaders to think in broader terms, develop inclusive corporate cultures, and
expect real D&I progress across their organizations.
Each of the Champions would welcome a conversation with any reader who would like to know more
about their work in diversity. Please join the DiversityPlus Magazine staff in applauding the corporate
movers and shakers who are paving the path of inclusiveness for all.
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AbbVie Inc.
Kathy April Rush Designs and Builds
AbbVie's Supplier Diversity Program

A

s lead of, North America Supplier Diversity for
AbbVie, Inc., Kathy April Rush designed, developed,
and built its supplier diversity program. A crowning
achievement is the development of the "Supplier Diversity
& Development Conference" for prospective suppliers. The
conference gives suppliers access to category management
professionals to explore procurement opportunities
and assists them with building critical skills. Kathy also
developed the "Supplier Exchange" which has a focus group
format. It is exclusively for incumbent suppliers to provide
feedback to the VP who is head of purchasing and supplier
management.

Kathy April Rush
Lead, North America
Supplier Diversity

Kathy continuously funnels the best diverse suppliers to
the procurement team and coaches suppliers on positioning
for future opportunities. Stakeholders from across the
organization are invited to join the conversation. With the
full support of procurement's senior management, Kathy
developed strong partnerships with category managers to
jointly develop sourcing integration strategies for equitable
representation of diverse suppliers in all areas of the North
America procurement system. She has ongoing and active
communication with managers across the enterprise. Kathy
also identifies protégé candidates for mentoring.

Favorite Quote:
“ Work for a cause, not for applause. Live life to express, not
to impress. Don’t strive to make your presence noticed, just
make your absence felt.” – Author Unknown
DiversityPlus Magazine
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HONORING OUR
DIFFERENCES TO
MAKE A DIFFERENCE
AbbVie is a global, research-based
biopharmaceutical company that uses its
expertise, people and innovative spirit to
develop and market advanced therapies
that address some of the world’s most
complex, serious diseases.
By embracing diversity, we seek to further
our goals while supporting our communities.
We encourage all potential suppliers to
contact us, irrespective of gender, race,
ethnicity or business size. Together, we can
make a remarkable impact on the lives
of patients.
For more information, contact us at:
supplierdiversity@abbvie.com

Accenture
Accenture's Nedra Dickson
Maximizes Diverse Supplier
Procurement Opportunities

N

edra Dickson is the Global Supplier Diversity
and Sustainability Lead for Accenture. She has
been instrumental in maximizing procurement
opportunities with diverse suppliers and subcontractors
in 17 countries. She focuses on mentoring as a major
success strategy, growing Accenture's Diverse Supplier
Development Program. Under her leadership, the
diverse supplier Mentoring Program expanded to four
geographies which are the United States, Canada, the UK,
and South Africa. The core curriculum includes topics
like brand marketing, using mobility apps, RFP training,
and hiring and retaining top talent. She has set a goal to
develop 170 diverse suppliers by 2020.
Nedra Dickson
Lead, Global Supplier
Diversity and Sustainability

With the full support of the Chief Procurement Officer,
Nedra ensures Accenture is actively involved in all supplier
diversity events and has worked to ensure the inclusion
of diverse suppliers in Supply Chain opportunities. She
works closely with the Global Sourcing and Category
team members who are considered Supplier Diversity
Champions. Through these types of relationship building
efforts, Nedra strives for the inclusion of diverse suppliers
in all global RFI/RFP opportunities and across all supply
chain categories.
Favorite Quote:
“ Strength lies in differences, not in similarities.”
– Nedra Dickson
DiversityPlus Magazine
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Hartsfield-Jackson

Atlanta International Airport
Atlanta Airport's Valerie Nesbitt Grows
Supplier Diversity on Greater Awareness

V

alerie Nesbitt is the Business Diversity Officer at
Hartsfield-Jackson Atlanta International Airport.
After leading supplier diversity programs at
multiple corporations, she assumed her current role in
2016. Valerie's first efforts were applying her skills and
expertise to review and revise the policies and processes
impacting MWBEs. She formed cross–functional teams
to address insurance requirements and prompt vendor
payments, two issues that significantly impact the growth
and capacity building efforts of MWBEs. Valerie drives
change primarily through training and awareness, working
to ensure employees, contractors and sub-contractors are
aware of the organization's commitment to D&I.

Valerie Nesbitt
Business Diversity Officer

To grow opportunities, Valerie applies two cornerstones
for the supplier diversity program. The annual Industry
Day event is a day filled with workshops and panel
discussions to highlight the capital improvement
program, share details on upcoming projects, and give
an overview of how Hartsfield-Jackson does business.
The second cornerstone is the creation of joint ventures
to give MWBEs opportunities to build capacity and gain
experience as prime contractors on large projects.

Favorite Quote:
When referring to affirmative action, Maynard Jackson once
quoted James Brown stating, “I don’t want nobody to give me
something, open up the door, I’ll get it myself.” – James Brown
DiversityPlus Magazine
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Cintas
Pamela Brailsford Builds Cintas
Corp's Supplier Diversity Success
on Relationships

P

amela Brailsford is the Senior Director of Supplier
Diversity & Sustainability for Cintas Corporation.
She is a recognized relationship builder, visionary,
and change agent who regularly shares her knowledge of
supplier diversity, sustainability, and career advice with
young professionals. She attributes Cintas' strong topdown support as key to the success of her efforts. With
Pamela's leadership, Cintas built a dedicated Supplier
Diversity Executive Steering Committee that engages 35
senior-level employee-partners from different business
departments.

Pamela Brailsford
Senior Director, Supplier
Diversity & Sustainability

Cintas has won over 40 awards related to supplier
diversity in recognition of Cintas' robust Supplier Diversity
Initiative. Pamela developed supplier diversity internal
goals based on a review of national standards for supplier
diversity programs. Through internal relationship
building, Pamela has moved supplier diversity beyond the
global supply chain into other Cintas divisions. Her team
ensures Cintas is regularly represented at key tradeshows.
Cintas has organized business retreats to bring MWBEs
and corporate leaders together for information sharing and
relationship building. Cintas also engages with numerous
diverse business advocacy councils.
Favorite Quote:
“Success isn't about how much money you make. It's about
the difference you make in people's lives."
						
– Michelle Obama
DiversityPlus Magazine
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Cintas Supplier Diversity
Where innovative thinking meets world-class commitment

Cintas helps businesses of all kinds and sizes get
Ready for the Workday™. We do this by providing a
wide range of products and services that enhance our
customers’ image and help keep their facilities and
employees clean, safe and looking their best.
Our commitment to supplier diversity enhances our
company culture, just as our diverse product lines get
our customers ready™. Cintas develops meaningful,
respectful relationships with qualified suppliers who are
dedicated to creating a competitive advantage and
revolutionizing the marketplace.
For more information visit us online at cintascsr.com

UNIFORMS | FACILITY SERVICES | FIRST AID & SAFETY | FIRE PROTECTION
163376 R0717

CVS Health
CVS Health's Raul Suarez-Rodriguez
Develops Successful Supplier
Diversity Initiatives

D

eveloping successful supplier diversity initiatives
is a major strategy that Raul Suarez-Rodriguez
utilizes to attract and engage diverse suppliers. He
is the Manager of Supplier Diversity for CVS Health and
has led the company to induction into the Billion Dollar
Roundtable. CVS Health has been recognized by a number
of diversity advocacy organizations, including the Human
Rights Campaign® as "Best Places to Work for LGBT
Equality." Raul drives diversity change by advocating
and influencing others. His passion, encouragement,
and praise for every small improvement seen in the
perspectives of others concerning diversity drive change
one step at a time.
Raul Suarez-Rodriguez
Manager of Supplier Diversity

To expand utilization of diverse suppliers, Raul manages
a variety of successful supplier development and capacity
building initiatives. One is the Executive Learning Series
for Diverse Suppliers, designed to build leadership skills
needed to secure large corporate contracts. CVS Health
sponsors the program in partnership with Rhode Island's
Roger Williams University. The Supplier Outreach
initiative is another model that seeks diverse contractors
to meet with CVS Health decision makers to discuss
upcoming business opportunities.
Favorite Quote:
“Happiness exists on earth, and it is won through prudent
exercise of reason, knowledge of the harmony of the
universe, and constant practice of generosity.” – Jose Marti
DiversityPlus Magazine
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Supplier diversity
leads to prosperity for all.
These are some of
our supplier diversity
achievements.

$2B
in purchases from small
and diverse businesses

National
Corporation
of the Year
by GNEMSDC

First Pharmacy
Innovation
Company
to Join Billion Dollar
Roundtable

Find more information about how the CVS Health Supplier Diversity Program
is shaping the future of health care at www.cvshealth.com/supplierdiversity

$5.1B
in GDP contributed to
the US Economy

“Best of
the Best”
Company for Inclusion
by NGLCC and NBIC

“America’s Top
Corporation”
for Women’s Business
Enterprises by WBENC

Diversity Inc.
Top 50

DTE Energy
Supplier Diversity Becomes Part of
DTE Energy Culture with Jaspreet
Singh's Leadership

A

s the Director of Supply Chain Management for
DTE Energy, Jaspreet Singh has been instrumental
in the growth of DTE’s spend with certified diverse
suppliers. His strategy focused first on changing supplier
diversity from a program to an integral component of the
corporate culture. Consideration of diversity is now a natural
element of procurement decisions across the organizations.
Jaspreet also focused on partnering with diverse businesses
in Detroit and Michigan to promote economic growth. He
encourages employees to openly share experiences, ideas
and opinions through their participation in employee
Energy Groups. These groups drive diversity and inclusion
at the grassroots level through professional development,
mentoring, and support of aspirations.
Jaspreet Singh
Director, Supply Chain
Management

Singh employs a variety of key best practices, beginning
with encouraging Tier 1 suppliers to partner with minority
businesses. He worked with DTE Energy's leadership to
establish formal Tier II diversity supplier spend targets
that are closely monitored via scorecards. Singh believes
that a disciplined approach to supplier diversity enables
the company to multiply the value of its supplier diversity
dollars and create more economic growth.
Favorite Quote:

“The focus on Supplier Diversity is part of our DNA. It
gives us a competitive advantage, but more importantly
it creates opportunities for small businesses and a result
supports families, grows the economy and creates stronger
communities.” – Tony Tomczak, CPO
DiversityPlus Magazine
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DIVERSITY
IS POWER
Our commitment to supplier
diversity is about developing
meaningful partnerships to
drive economic growth and
build stronger communities.
Tapping into the diverse range
of talents in our business
community allows both DTE
Energy and its suppliers to
achieve great things. DTE is
proud to partner with a wide
range of diverse organizations
to support this commitment.

Express Scripts
Kendra Burris-Austin Develops
Express Scripts' Supplier Diversity as
Competitive Advantage

K

Kendra Burris-Austin
Director of Supplier Diversity

endra Burris-Austin is the Director of Supplier
Diversity at Express Scripts. Her approach to
growing the supplier diversity program has been to
change the narrative by educating organizational leaders on
the competitive advantage delivered through supply chain
diversity. Kendra shapes the conversation about supplier
diversity by seizing every opportunity to talk about its
advantages in terms of supplier knowledge, capabilities, and
performance. She developed a network of supplier diversity
professionals who touch every business aspect through
activities like attending diverse business outreach events,
talking to peers about including supplier diversity needs
in contracts, and holding internal conversations about
changing demographics and the competitive advantage
brought by diverse vendors.
Under Kendra's leadership, the supplier diversity
program significantly grew as a result of three implemented
strategies. First, she worked closely with executives, senior
leaders, and managers to obtain their buy-in. Second,
Kendra worked with the organization's managers to
understand and develop relevant supplier metrics. Third,
she linked supplier diversity to corporate objectives to gain
more visibility for supplier diversity.
Favorite Quote:
“It is no use saying, 'We are doing our best.' You have got to
succeed in doing what is necessary.” – Winston Churchill
DiversityPlus Magazine
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International
Paper
International Paper's Debra Voss Integrates
Supplier Diversity in All Processes

D

Debra Voss
Manager, Supplier Diversity

ebra Voss, Manager of Supplier Diversity at
International Paper, has been instrumental
in integrating supplier diversity across the
organization. A primary goal is fostering an inclusive
procurement environment and removing barriers. Debra
has also focused on expanding the Tier 2 program at
International Paper. This is a strategy to encourage shared
commitment with majority partners and embed diverse
suppliers throughout the supply chain. She established the
Supplier Development Council to oversee identification of
strategic opportunities to include and grow diverse suppliers
through capacity building with the full support of Senior
leadership. Debra is recognized for her ability to develop
significant relationships internally and externally, enabling
her to assess capability and connect suppliers to the right
stakeholders within the organization.
To grow the Supplier Diversity Program, Debra vigorously
worked to integrate supplier diversity into all organizational
processes, including linking it to company business goals,
meeting customer needs and strengthening International
Paper’s competitive advantage. She has implemented a
wide range of industry best practices including leveraging
technology with a registration portal, establishing
champions in various business units and utilizing diversity
spend goals and metrics to drive progress.
Favorite Quote:

“Be the change that you wish to see in the world.”
– Mahatma Gandhi
DiversityPlus Magazine
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Creating better solutions for our customers is easy
when you leverage the perspectives brought by
diverse teams from around the globe.

Committed to Growing Diverse Business Enterprises
Our Supplier Diversity mission at International Paper is to promote the growth
and development of diverse business enterprises. Our Diversity Enterprise
Center team is dedicated to promoting supplier diversity company-wide including
Consumer Packaging, Industrial Packaging, Papers and Pulp businesses.
At International Paper, we’re committed to attracting suppliers who make a
value-added difference.
To register with us, please visit our portal at http://ipaper.cvmsolutions.com.
Contact us at ipsupplierdiversity@ipaper.com.

©2017 International Paper Company. All rights reserved.
International Paper is an Equal Opportunity Employer.
Minorities/Females/Individuals with Disabilities/Veterans

Johnson & Johnson
Johnson & Johnson's Beverly (Bev)
Jennings Aligns Supplier Diversity &
Inclusion with Global Procurement

P

utting a focus on alignment of the Supplier Diversity
& Inclusion Program with Procurement leadership
strategic objectives across the organization,
Bev Jennings's leadership has led to significant growth
in the utilization of strategic diverse suppliers. As the
Head, Global Supplier Diversity & Inclusion for Johnson
& Johnson, she leads the corporation's development and
execution of strategies, goals, objectives, business planning,
and outcomes in supplier diversity on six continents. With
her leadership, Johnson & Johnson has received NMSDC
Top Corporation Recognition for Innovation, Supplier
Development, and Global Programs and WBENC Top
Corporation Platinum Level status (2 years). For 6 years,
Bev has represented Johnson & Johnson as an active
leader and corporate member within the Billion Dollar
Roundtable.
Beverly Jennings
Head, Global Supplier
Diversity & Inclusion

Bev focuses on collaborating with business partners to
ensure Supplier Diversity remains aligned and embedded
in the global procurement processes. After her annual
business planning to set goals and targets, there is a
robust review of monthly dashboards by Category for
the Business, providing visibility and strengthening
ownership of Supplier Diversity. Outcomes are included in
the management Workday Performance Plan and impact
compensation.
The many connections she builds and value she delivers
benefit suppliers, customers and Johnson & Johnson.
Favorite Quote:
“Making Connections for Business Growth. Together, Making
a World of Difference.” – Beverly Jennings
DiversityPlus Magazine
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Together,
Making a World
of Difference
Welcoming Minority-Owned Businesses to the
Johnson & Johnson Family of Companies
where:
Our legacy and commitment to our diverse suppliers aligns with our Credo
responsibility to the communities in which we live and work. We believe in the
power of inclusion to deliver innovative products and services, that support
our mission of caring for the world, one person at a time.

GLOBAL SUPPLIER DIVERSITY & INCLUSION

MetLife
Pauline Gebon Drives Strategic Direction
for MetLife's Supplier Diversity

P

auline Gebon, the Global Head of Supplier
Diversity for MetLife, has delivered measurable
results through numerous strategies. They include
internal partnering, integrating supplier diversity across
the organization, developing consistent communications
with key stakeholders about supplier diversity, and aligning
strategic direction and goals with the organization's
strategic direction. She also focuses on the ROI of supplier
diversity, linking goals to annual measurements.

Pauline Gebon
Global Head,
Supplier Diversity

Taking a holistic approach, Pauline enhanced the
supplier inclusion program by implementing the "Rule of
One" mentorship program. This program ensures at least
one diverse supplier is included in all sourcing activities.
She has greatly expanded the Tier II program by developing
partnerships with prime suppliers. The philosophy Pauline
promotes is based on the principles of "Commitment,
Collaboration, Communication." The supplier inclusion
and development program is built on the NMSDC eight
best practices. Pauline drives the best practices down to the
engagement of the procurement teams, collaborates with
internal departments, and leverages relationships with
third–party advocacy organizations, including NMSDC,
WBENC, NGLCC, USBLN, and NVBDC.
Favorite Quote:
“Give a man a fish and you feed him for a day; teach a man to
fish and you feed him for a lifetime.” – Maimonides
DiversityPlus Magazine
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Diversity is
the one thing
we all have in
common.
The opportunity to grow your business is always within reach.
MetLife Supplier Inclusion and Development
MetLife is committed to identifying and working with diverse business partners: women-owned,
minority-owned, LGBTBE, veteran-owned and federally qualified small businesses.
We recognize that we benefit from the innovation and creativity of our diverse suppliers in many
of the same ways we benefit from the diversity of our workforce.
Our program strives to develop sustainable relationships with diverse suppliers that contribute to
job growth and the economic strength of their communities.
To learn more about Supplier Inclusion and Development at MetLife, contact
MetLifeSupplierDiversity@MetLife.com.

1701-770405 CS L0117489093[exp0119] © 2017 METLIFE, INC.

Nationwide
Corporation
Nationwide's Didi Anekwe Drives
Strategic Inclusion of Diverse Suppliers

D

idi Anekwe, Supplier Diversity Consultant at
Nationwide has seen a growth in diverse supplier
RFP/RFI inclusion of 300 percent from 2012 to
2016. Didi , initiated a number of proactive strategies to
grow the supplier diversity program. They include focusing
on internal collaboration with organizational decisionmakers to develop a culture of diversity and inclusion. This
is an important strategy for achieving economic impact
internally and externally.

Didi Anekwe
Supplier Diversity Consultant

Didi's success in driving diversity change was built on a
foundation of several key strategies. One is the collaborative
process that embeds strategic sourcing throughout the
organization. Another is to hold non-diverse and diverse
suppliers accountable for results on an equal basis, giving
diverse suppliers equal status in the eyes of procurement
and business professionals. Didi has also driven an
aggressive Tier 2 program with mandatory quarterly reports
and ensures organizational leaders are active at third-party
supplier diversity events. Yet another strategy is to offer
professional development and mentorship opportunities for
diverse suppliers.
Favorite Quote:

“Supplier diversity is not a charity. It is an economic
development proposition that empowers our communities.”
							 – Didi Anekwe
DiversityPlus Magazine
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Nationwide® is committed
to diverse suppliers.
And that’s why we’re focused on contracting with and
investing in diverse suppliers. Our Supplier Diversity
program’s goal is to foster the promotion, growth and
development of minority, women, lesbian, gay and
veteran-owned enterprises. Our commitment to Supplier
Diversity is just another way we’re more than a business.
Learn more about our Supplier Diversity program at
nationwide.com/sms

Nationwide, the Nationwide N and Eagle, and Nationwide is on your side are service marks of Nationwide Mutual Insurance Company. © 2017 Nationwide CPO-1116AO (10/17)

New York Life
New York Life's Joy Wong Develops
Adaptable and Relevant Supplier
Diversity Program

A

Joy Wong
Corporate Vice President,
Supplier Diversity

s the Corporate Vice President of Supplier Diversity
at New York Life, Maria Jocelyn "Joy" Wong, is a
proponent of volunteerism and a diversity advocate.
She grew the company’s Supplier Diversity Program by
adapting to the new demands and trends emerging each
year. She implemented a robust reporting process that is
refined continuously to meet organizational needs with
the goal of keeping the supplier diversity program aligned
with corporate values. Joy utilizes a variety of strategies
that include maintaining short-term and long-term goals
that are agile and proactive; benchmarking that is relevant
to the Financial Services Industry; partnering with diverse
supplier advocacy organizations; and advocating through
formal and informal mentorships, scholarship programs,
and development programs.
Joy is a change agent driving diversity transformation
by leveraging internal and external advocacy partners. She
hosts internal events to bring together and strengthen
relationships with external advocacy partners, suppliers,
procurement and business unit stakeholders. She supports
numerous events hosted by internal offices and groups like
the Office of Diversity &Inclusion and Employee Resource
Groups.
She expanded supplier advocacy through increased
commitment in formal mentorship programs, scholarships,
and hosting development events for diverse suppliers.
Joy attributes the sustained growth of the program to
maintaining focus on building supplier capacity, support
from senior executives and leveraging partnerships.
Favorite Quote:
“We all have duty to do good.” – Pope Francis
DiversityPlus Magazine
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Being good at life.
That deserves a
little credit.

At New York Life, we are fully committed to helping
build relationships between major corporations and
the diverse business community. Supporting activities
and programs that help certified diverse suppliers is
just another way we help others be good at life.
To learn more, visit newyorklife.com/
supplierdiversity
© 2017 New York Life Insurance
51 Madison Avenue, New York, NY

Insure. Invest. Retire.

Be good at life.

Sonoco
Sonoco's Marc Ensign Brings Creative
Leadership to Diversity Efforts

T

he Director, Global Category Management, Sonoco,
Marc Ensign, can name a number of achievements
in the supplier diversity area. They include the
success of the annual diversity conference which experienced
significant growth in the number of attendees, doubled
the amount of financial sponsorships, and expanded the
geography of participating suppliers to include Mexico and
Europe. Increasing financial sponsorships enables Sonoco to
broaden support for existing regional partners, develop new
relationships with national veteran and LGBT organizations,
and continue educating regional diversity suppliers via
Tuck. Sonoco also sponsors the NMSDC CVMSDC MBE
Leadership Academy.

Marc Ensign
Director, Global Category
Management

These efforts and many others have led to every sourcing
event having diversity participation, growing participation
of diverse suppliers in the supply chain, and the embracing
of diversity in hiring. Marc believes the best way to
drive diversity change and embed diversity in Sonoco's
organization is through a strong team and thought leadership
that is creative, data-driven, and has good communication
skills. He ensures he is visible with his support, energetic
when making presentations to influential groups, and
genuine in ensuring diversity initiatives have substance.
Favorite Quote:
“I’ve learned that people will forget what you said, people
will forget what you did, but people will never forget how you
made them feel.” – Maya Angelou
DiversityPlus Magazine
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Contact us:

Takeda
Joyce Eggers Matches Diverse Suppliers
to Takeda Opportunities

J

oyce Eggers is a hands-on leader who connects
diverse suppliers with Takeda Pharmaceuticals
International Co. opportunities. As the Associate
Director, Supplier Diversity, she has driven change in
Takeda by working with executives and senior leaders
to change both internal policies and processes, and by
reaching out to stakeholders in procurement and business
groups to personally introduce diverse suppliers. She
believes real opportunities for diverse suppliers only come
with proactive leadership.

Joyce Eggers
Associate Director,
Supplier Diversity

A successful best practice Joyce employs to expand
the supplier diversity program is mentoring for diverse
suppliers. Takeda employees in the procurement and
business groups are paired with key diverse suppliers.
Mentoring enables the supplier and Takeda employees to
learn from each other, delivering an exponential result.
She finds her proudest moments when able to introduce
a diverse supplier to a business unit, and the supplier
eventually becomes a preferred supplier.

Favorite Quote:
“Be true to yourself and appreciate the perspectives of others.”
– Joyce Eggers
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Better Health, Brighter Future

TAKEDA
PROUDLY
VALUES
DIVERSITY

Takeda values and embraces the diverse and unique skills, experiences and backgrounds
of our employees and community. As one of our longstanding commitments, diversity is
a respected part of our local culture and greater worldview.
To maximize the quality and talent available to help us conduct our business, our
Supplier Diversity program develops and maintains partnerships with diverse suppliers
who meet our requirements in their offerings. Our Supplier Diversity program is a
reflection of our core values: Integrity, Fairness, Honesty and Perseverance. These values
describe who we are, how we treat one another and the way we conduct ourselves – in
the company, in the community and in our business environment.
We invite you to visit our website at www.Takeda.com or contact us at
supplierdiversity@takeda.com for more information.

©2017 Takeda Pharmaceuticals International Co. All rights reserved.

Tenneco

Fernando Ronderos at Tenneco Develops
Quality Supplier Diversity Program

A

s the Supplier Diversity Manager at Tenneco,
Fernando Ronderos works with the organization's
managers to increase utilization of diverse suppliers.
His efforts have led to Tenneco receiving recognition
for its supplier diversity process from major companies
including Toyota, Fiat, Chrysler Automotive, General
Motors, and Ford. In presentations to internal stakeholders,
he presented a business case for supplier diversity which
demonstrated better access and greater understanding of
new markets, ability to develop innovative products and
services, better growth management, and better ability to
meet customer needs.

Fernando Ronderos
Supplier Diversity Manager

To develop a high–quality and robust supplier diversity
program, Fernando implemented a number of key best
practices. They include counseling suppliers in need of
improvements to improve competitiveness; assisting
suppliers with capacity building through partnerships,
strategic alliances, and joint ventures; socializing worldclass diverse suppliers to the industry so they get more
business with Tenneco's customers and Tenneco minimizes
supply chain risks; and aligning supplier diversity with
global sourcing. Fernando also works with diverse suppliers
to help them become strategic suppliers and creates
partnership opportunities for non-traditional Tenneco
spend categories.
Favorite Quote:
“Supplier diversity is not about quantity. It is about quality.
It is more important tohave qualified diverse suppliers in the
supply chain because, if they are ready with capacity and
capabilities, you can increase diversity spend.”
						 – Fernando Ronderos
DiversityPlus Magazine
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Tenneco is a leader in Clean Air and
Ride Performance technologies supplying the
world’s leading manufacturers of cars, trucks,
commercial vehicles and equipment, and the
global aftermarket. We’re also a growth company,
with annual revenue growth outpacing the
industries we serve for more than a decade.

A diverse supply chain is a key
commitment to our customers
and part of our growth plans.
In fact, over the past three years we have
more than doubled the number of diverse
suppliers we partner with and nearly
tripled our diversity spend.
To learn more about supplier diversity at Tenneco,
contact Fernando Ronderos, Diversity Purchasing
Manager, 847-482-5408, fronderos@tenneco.com,
or visit www.tenneco.com.

Together
we grow faster
and go further

Partial list of products and services we procure: stainless steel, tubing, stamping, hangers, flanges, braces, clamshells, castings, heat shields,
metal fabrications, springs, bushings, fasteners, logistics, capital equipment, containers staffing services, corrugated packaging.

UPS

Gary Kallenbach Engages Whole UPS
Team in Supplier Diversity

G

ary Kallenbach is the Chief Procurement Officer at
UPS, and among his many duties is overseeing the
Supplier Diversity Program team. Gary has worked
for UPS for more than 40 years, giving him an advantage
in promoting greater inclusion of diverse suppliers
within the organization because of his familiarity with all
organizational systems and processes. He drives diversity
change by making sure that employees at UPS understand
the value of diversity from the customer, supplier, and
employee perspective. His team helps suppliers sell to
UPS and to other customers, contributing to economic
development.

Gary Kallenbach
Chief Procurement Officer

Gary's ultimate goal is to firmly embed supplier diversity
deeper into the culture of UPS. He works with suppliers
to help them understand how to deliver the right value
proposition for their products and services in order to
build a solid relationship for the long term. He believes
that people should be willing to explore new opportunities
outside their comfort zone. With his encouragement,
diverse suppliers are always welcomed to bring innovations
to the table, giving UPS a competitive advantage.

Favorite Quote:
“To embrace complexity is to treasure diversity. To eliminate
uncertainties is to limit possibilities. Be ready to walk out of
your comfort zone for sustainability.” – Kelvin Chau
DiversityPlus Magazine
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Volkswagen
Edkedsha Mathis is the Voice of Diversity
at Volkswagen Group of America

E

dkedsha Mathis, the Supplier Diversity Assistant
Manager for the Volkswagen Group of America,
Inc. has become a spokesperson for diversity
issues across the organization. She uses facts to support
information she relays concerning various issues to get
the full attention of organizational leadership. Edkedsha
also communicates, educates, and advocates for supplier
diversity in communities. Her efforts led to her being
honored as the Corporate Representative of the Year
through the TriState Minority Supplier Development
Council at the annual Impact Awards in Nashville, Tenn.
At the same time, the Volkswagen Group of America won
Corporation of the Year.

Edkedsha Mathis
Supplier Diversity
Assistant Manager

The growth of the supplier diversity program is built
on a foundation of increasing awareness. Edkedsha
implemented diversity training through the Purchasing
Academy for the onboarding and new hire process. She
also developed a more focused training for purchasing's
new hires. In addition, employees must complete an
annual “refresher” training course and score a minimum
of 80 percent. Edkedsha has become a powerful voice for
diversity and inclusion.
Favorite Quote:
“Leadership is not about a title or a designation. It's about
impact, influence and inspiration. Impact involves getting
results, influence is about spreading the passion you have
for your work, and you have to inspire team-mates and
customers.” – Robin S. Sharma
DiversityPlus Magazine
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At Volkswagen Group of America, we make our cars as
unique as the people that own them. That’s because
inclusion isn’t just a policy, it’s a way of life. It is the umbrella
over our products, our employees, our communities, and
those that we do business with.

volkswagengroupamerica.com

Walgreens
Walgreens' Rona Fourté Develops Active
Communication Channels

D

eveloping and maintaining active communication
channels for diverse suppliers is the primary best
practice that Rona Fourté, Director, Supplier
Diversity for Walgreens, relies on to drive a successful
program. She leads a team that focuses on inclusion
of diverse suppliers in the contracting process for
merchandise, goods not for resale, and professional services.
She is pleased when diverse–owned businesses grow as a
result of the advice and referrals her team has provided.
Rona focuses on networking and the multiplier effect of
collaboration as the most effective approach for growing
diverse suppliers.

Rona Fourté
Director, Supplier Diversity

As an integral leader within the office of Diversity &
Inclusion, Rona has impacted effective communication
channels in support of the strategy for driving diversity
and inclusion at Walgreens. The team also partners
with Walgreens' prime vendors to identify areas where
the inclusion of diverse suppliers can be advanced to
achieve stronger outcomes with demographically diverse
consumers.

Favorite Quote:
“The person who says it cannot be done, should not
interrupt the person doing it.” – Chinese Proverb
DiversityPlus Magazine
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Wells Fargo
Regina Heyward: Change Agent for
Supplier Diversity at Wells Fargo

R

egina Heyward is the Senior Vice President and
Head of Supplier Diversity for Wells Fargo. As
a change agent, she has developed numerous
strategies to embed supplier diversity in the company’s
culture. Regina has focused on growing relationships with
diverse businesses, and developing aggressive growth plans
by categories. A key strategy she has utilized is listening and
understanding business needs, and then developing and
recommending actionable strategies with a high likelihood
of success. She sponsors ideas by sharing data and
information with senior leaders, and regularly challenges
the status quo by recommending actionable strategies based
on quantifiable data, benchmarks, and best practices. In
2016, Wells Fargo achieved $1.1 billion in diverse spend; the
organization has grown spend with diverse businesses by
$365 million over the past 6 years.

Regina Heyward
Senior Vice President and
Head, Supplier Diversity

Regina is building new relationships, encouraging young
businesses to get certified, and investing in diverse supplier
development for scale and technical capacity growth. She
has developed a strong partnership with Dartmouth’s Amos
Tuck School of Business Administration and manages
a scholarship program for diverse businesses to attend
its executive education program. She also established
partnerships with national ethnic chambers and advocacy
organizations.
Favorite Quote:
“Change does not roll in on the wheels of inevitability.”
– Martin Luther King, Jr.
DiversityPlus Magazine
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When we work together, we grow together.

We’re here to help. Learn more about Wells Fargo Supplier Diversity.
You believe in your business — and why not? You’re making big plans and hitting exciting
goals. We’d like to hear more about it.
We work to build relationships with innovative and growing companies owned by members
of the business community. It’s a win-win. We gain strong suppliers, and they enjoy new
opportunities to expand and enhance their businesses. These partnerships also contribute
to the economic vigor and cultural vibrancy of the places where we live and work. So our
communities benefit most of all.
For more information, please contact the Wells Fargo Supplier Diversity team at
supplierdiversity@wellsfargo.com.

wellsfargo.com
© 2016 Wells Fargo Bank, N.A. All rights reserved.
Member FDIC. ECG-2694702

Artech Information Systems
Ranjini Poddar Builds Largest Women-Owned IT Staffing Firm

R

Ranjini Poddar
Co-Founder and CEO

anjini Poddar is the co-founder and CEO of Artech Information Systems, now the no.1 largest women-owned IT staffing firm in the U.S. (SIA) Ranjini has paved the way as a champion of diversity
and inclusion, before many major corporations were focused on workforce and supplier diversity
as critical factors for success. Artech received the prestigious NMSDC National Supplier of the Year award
in 2009 and was named the regional NY and NJ MSDC Supplier of the Year in 2015. Artech is also a member of the NMSDC’s exclusive Corporate Plus® Program which recognizes the firm's capacity to handle
national contracts for major corporations.
Ranjini focuses on workplace diversity, inclusion and supplier diversity. Diverse job candidates
are always included and interviewed without bias. Ranjini implemented a key practice called the Vendors-in-Partnership (VIP) Program. This program identifies, qualifies, and develops diverse suppliers as a
means to support Artech's client-partners' utilization goals and to ensure certified suppliers get maximum
opportunities. Ranjini has also established a philosophy of Client Centricity and Execution Excellence that
is now instilled in the company's culture.
Favorite Quote: “A positive attitude, self-confidence, and a fierce tenacity will go a long way in
helping you succeed when the odds are stacked against you.” — Ranjini Poddar

Bristol-Myers Squibb
Bristol-Myers Squibb's Farryn Melton Takes Supplier Diversity Global

F

arryn Melton is the Senior Vice President CPO, Sourcing & Procurement, Travel, Fleet & Procure
to Pay Operations for Bristol-Myers Squibb (BMS). Under her leadership, supplier diversity continuously progresses. Farryn developed an analysis of projects and the supply base to find matches, leading to supplier diversity across all categories. In 2017, supplier diversity went global with the engagement
and utilization of diverse suppliers in Europe. Her efforts have also led to multiple diverse suppliers working in every stage of bringing medicines to patients. Farryn drives supply chain diversity with proactive
matchmaking initiatives that ensure diverse suppliers have access to opportunities.

Farryn Melton
Senior Vice President CPO,
Sourcing & Procurement,
Travel, Fleet & Procure

To strengthen the supplier diversity program, Farryn works to maintain alignment of diverse suppliers
with business needs and considers community impacts, leaving the transactional mindset behind. This
requires relationship building internally among unit managers and externally with diverse suppliers. Farryn has nurtured a corporate culture of inclusion and collaboration through effective communication and
uncompromising adherence to ethics, compliance and integrity in the supplier diversity program.
Favorite Quote: “When in doubt, always to the right thing.” — Mark Twain

Bennett College
Dr. Julianne Malveaux Shapes New Perspectives on Diversity

D

r. Julianne Malveaux is a speaker, consultant, labor economist, professor, and author who strives to
develop greater awareness of diversity issues on public and personal levels. Now president Emerita
of Bennett College, she is credited with shaping the opinions of hundreds of women at the historically black liberal arts college. While at Bennett College, Julianne transformed the educational facility for
women, developing new areas of focus, like entrepreneurship, that are more in alignment with the current
marketplace. "Dr. J" has raised public dialogue on major topics, utilizing her background in academia and
economics to address often sensitive subjects concerning race, gender, and culture.

Dr. Julianne Malveaux
Speaker, Consultant,
Labor Economist,
Professor, and Author

Julianne has rigorously applied her energy and passion to promote self-awareness among African-Americans. She has produced and hosted numerous public affairs radio and television programs; worked with
Fortune 500 companies to advance diversity and inclusion within their organizations; been a prolific
speaker at civic, civil rights, and women's organizations; and authored numerous books, including "Are We
Better Off? Race, Obama and Public Policy."
DiversityPlus Magazine
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Campbell Soup Company
Brad Silver Elevates Success of Campbell Soup Co.'s Supplier Diversity Program

P

rocurement Manager Brad Silver is responsible for marketing services and supplier diversity at the
Campbell Soup Co. He assumed responsibility for supplier diversity in 2017 after the previous Program
Manager who started and ran the program for more than 10 years. Brad now works to elevate the program internally and externally, building on the success of the current program. In 2017, Campbell Soup won
the WBEC Corporation of the Year through the local WBENC RPO. Brad has improved communication of the
supplier diversity program's Mission, Commitment, and Policy statement and partnered with Walmart and
WBENC on an initiative to promote awareness about women–owned businesses.

Brad Silver

Brad is also working on strengthening internal awareness of the supplier diversity program. He has full
support of executive leadership as he develops and communicates SMART objectives to organizational leaders. His goal is to embed supplier diversity in the organization's culture. He works closely with the chief procurement officer to ensure increasing supplier diversity is an objective for each procurement manager.

Procurement Manager

Favorite Quote: “You’re never wrong for doing the right thing.” — Mark Twain

Cardinal Health
Cathy Mock bringing Quality Care Through Communication and
Strong Partnerships

B

eing essential to care across the entire healthcare continuum is the everyday work of Cardinal Health.
This mission takes strong collaboration with supplier partners to service their customers. Cathy Mock
understands these critical elements completely. As the Supplier Diversity Director at Cardinal Health,
she champions the evolution of the Supplier Diversity platform and infrastructure and uses it to help transform the organization from a focus on compliance to one that centers around customers and economic
impact. She has developed deep relationships with supplier partners and the communities they serve, while
facilitating a robust mentoring program to maintain alignment with business strategies and objectives. Cathy
believes relevant communication at all levels and with various audiences is crucial to engaging creative supplier solutions in support of customer initiatives.

Cathy Mock
Director, Supplier Diversity

One of the key best practices Cathy utilizes is cross-functional business partner engagement across the
enterprise, leading to the execution of innovative supplier diversity solutions for customers and program processes. The Supplier Diversity Program consists of creating sustainable measures, supporting communities,
strengthening partnerships and servicing customers with excellent execution..
Favorite Quote: “If you believe in what you are doing, then let nothing hold you up in your work.
Much of the best work of the world has been done against seeming impossibilities. The thing is
to get the work done.” — Dale Carnegie

Cisco
Cisco's Rhonda Lynch Expands Supplier Diversity in B2B

R

honda Lynch works to expand the depth of supplier diversity at Cisco, a B2B company. This requires
an innovative level of engagement as a lead in Marketing & Communications, Diversity Business Practices. She is instrumental in expanding supplier diversity through a partner diversity program. This
program facilitates B2B Tier 1 diversity spend among Cisco's customers by pairing them with Cisco's diverseowned channel partners. Her strategy is based on sharing information with business customers on competitive strategies.
Best practices of the Cisco Diversity Business Practices Partner Diversity Program are ensuring customer
awareness and satisfaction, and proactively promoting diverse partner development and utilization. Customers with supplier diversity goals/initiatives are encouraged to purchase Cisco products and services through
Rhonda Lynch
diverse-owned channel partners. Rhonda promotes diverse suppliers as avenues for customers to find quality
Lead, Marketing &
products and services that enable them to increase their Tier 1 diversity spend. She works closely with diverse Communications, Diversity
suppliers to provide the developmental and educational resources needed through mentoring, one-on-one
Business Practices
meetings with key sales leads, and broadcasting diverse supplier successes in marketing activities.
Favorite Quote: “The ultimate measure of a man is not where he stands in moments of comfort
and convenience, but where he stands at times of challenge and controversy.” — Dr. Martin Luther King, Jr.
DiversityPlus Magazine
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The Walt Disney Company
Walt Disney Company's Leonard Spencer Sets Vision for Supplier Diversity

L

eonard Spencer is the Sr. Manager, Supplier Diversity for The Walt Disney Company. In this role,
he sets the vision and business strategy for the identification and utilization of diverse suppliers. A
diverse supply chain helps Disney reduce costs, drive innovation and deliver quality products and
services to our guests around the world.

Leonard Spencer
Sr. Manager,
Supplier Diversity

Under Leonard’s leadership, the Supplier Diversity team leverages data analysis and opportunity
analytics to create customized roadmaps that drive increased utilization of diverse suppliers across all
segments of the company. He works with senior executives to set progressive goals and measures of performance that hold teams accountable for delivering on Disney’s brand commitment. His team utilizes
robust communication vehicles to share the stories of diverse suppliers that make significant contributions
to the company in terms of innovation and value creation.
Favorite Quote:
“All our dreams can come true, if we have the courage to pursue them.” — Walt Disney

Henkel
At Henkel, Angela Curley Brings Change One Conversation at a Time

A

ngela Curley, the Head of Corporate Diversity & Inclusion and Social Progress North America at
Henkel Corp., believes the philosophy that change comes through conversations with various stakeholders. In the area of supplier diversity, she has developed sustained partnerships with diverse
businesses, which in turn help local education programs and hire community members. Angela has worked
to develop internal support for supplier diversity, a principle now embedded in the culture.

Angela Curley
Head of Corporate Diversity
& Inclusion and Social
Progress North America

Angela's approach to driving diversity change is to spend the necessary time to understand Henkel's
business strategies so she can discuss alignment of diverse suppliers within these strategies. She believes
that being able to have meaningful discussions on diversity's impact on the organization is key to creating
a D&I culture and to changing the status quo. These conversations began with global senior leaders who
are now fully committed to D&I. She worked closely with purchasing to ensure the consideration of diverse
suppliers for indirect and direct spend opportunities. Angela also developed diverse spend analysis reporting for management accountability.
Favorite Quote:
“When the water starts boiling it is foolish to turn off the heat.” — Nelson Mandela

Hewlett-Packard
HP's Kim Rivera Drives Industry and Societal Change

K

im Rivera is the Chief Legal Officer and General Counsel, HP. She is a change agent, driving diversity and inclusion at the highest levels of the company and working to disrupt the status quo in the
tech industry and society. She called on outside counsel to review law firms' diversity demographics in response to the ABA's "Model Diversity Survey." She then implemented HP's innovative diversity
requirement, allowing HP to withhold a percentage of fee payments if diversity staffing requirements were
not met.

Kim Rivera
Chief Legal Officer and
General Counsel

To support HP's drive to innovate, Kim and her team refreshed her department’s Diversity and Inclusion Program for Global Legal Affairs (GLA). The program strives to increase representation of minorities
and women at executive levels, on HP matters, and in the legal profession and society. The GLA D&I program is grounded on four pillars which are increasing diversity in outside counsel engagements; increasing
participation of legal team members in key external D&I organizations; filling the diverse talent pipeline;
and creating and executing a strategy for inclusion and retention. Kim continually pushes boundaries to
achieve progress.
Favorite Quote:
“Learn from your mistakes, put them behind you and press on.” — Kim Rivera
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Molson Coors
Molson Coors' Clayton Judge Advances Innovative Supplier Diversity Initiative

C

layton Judge, Global Procurement Development – Sustainability & Diversity Lead at Molson Coors,
advanced the Chicago United Five Forward Initiative with the CEO, business unit leads and category managers through a sustained year-long effort. This led to MillerCoors (a Molson Coors company) becoming a committed corporation and the selection of three MBEs as participants. The initiative
promotes Chicagoland economic growth, development, and prosperity, and the selected MBEs can expect
an expansion of scope and scale in their relationship with Molson Coors.

The approach Clayton took to the initiative supports his strategies of expanding the goals and activities
of supplier diversity. This ultimately leads to Molson Coors gaining access to new markets and the development of additional minority-owned businesses. Clayton promotes small and minority-owned businesses
as sources of cost savings, process improvements, and product innovations. He promotes mentoring relationships and supplier development activities with category managers. Clayton regularly shares diverse
supplier success stories, educates procurement stakeholders on the value of supplier diversity, interacts
with local communities of suppliers and consumers, and works to globally expand supplier diversity.

Clayton Judge
Global Procurement
Development – Sustainability
& Diversity Lead

Favorite Quote: “Success isn’t about how much money you make, it’s about the difference you
make in people’s lives.” — Michelle Obama

Jill Houghton
Executive Director

USBLN
USBLN's Jill Houghton Develops Best
Practices for International Inclusion

DIVERSITY.
IT KEEPS US IN THE GAME.

J

ill Houghton is the executive director of the US
Business Leadership Network (USBLN). She is a
powerful voice for the inclusion of people with
disabilities in the workforce, supply chain, and marketplace. Jill has 25 years of diversity leadership experience, and her passion for inclusion has earned her
global recognition. In her current role, Jill develops
and implements strategies for disability inclusion in
the U.S. and on an international basis. Jill is heavily
involved in the community as speaker and consultant,
using her influence to provide direction to businesses
and organizations interested in developing inclusive
strategies, policies, and procedures for people with
disabilities.
Under Jill's leadership, the USBN has seen significant growth in the number of corporate affiliates and
partners, and in the number of attendees at the annual
USBLN conference. She has been instrumental in
strengthening productive alliances with government
agencies like the Office of Disability Employment
Policy (ODEP), critical to advancing inclusive government policies. Jill serves on a number of boards of
diversity organizations, including the US International
Council on Disabilities.

Our diversified network of suppliers is
not only the foundation of our robust global supply
chain — it’s what inspires innovation and quality
unmatched by any other vehicle manufacturer in
the world. bmwusfactory.com/diversity
©2017 BMW Manufacturing Co. The BMW name, model names and logo are registered trademarks.
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Interacting with other national organizations at their
respective national levels, i.e. NAACP, National Urban
League, Hispanic Chamber of Commerce, etc.;
Supporting the regional councils to support members
and certified MBEs;
Organizing a common technology platform for the
network; and
Settling disputes within the network.

requires their participation. When it comes to tradeshows, the
NMSDC and the regional councils should take Willie Sutton’s
approach: The money and the business in trade shows is at
the industry level.
The CES trade show organized by the Consumer Technology Association in Las Vegas attracts more than 100,000 participants every year and more than 3,800 exhibitors. The International Manufacturing Technology Show in Chicago has
more than 100,000 attendees and 2,500 exhibitors. There
are large international shows for every industry. My recommendation is that the NMSDC and regional councils combine
their resources and buy booths at these shows to highlight the
goods and services of certified MBEs. This would be a much
better use of MBE resources. The corporate members will be
there anyway. The additional benefit is that it gets the corporate supplier diversity professionals a reason to be at these
national shows. I can imagine a couple of hundred certified
MBEs exhibiting at these shows based on their industry, products and services, flying the NMSDC banner. The NMSDC’s
attendance and engagement in these industry shows also provides an opportunity for the NMSDC to generate new members.
To view a list of the top tradeshows in the United States,
visit www.tsnn.com/toplists-us.

Everything else should be pushed to the regional council
level. Member services, certification, local events and activities all should take place at the local level consistent with the
national strategy. This division of labor requires that regional
council leadership be up to the task.

Recommendation 3:
Reset Certified MBE Expectations
A common refrain from certified MBEs is the question of
what does the NMSDC do for me? There is a constant need to
communicate clearly and often on what the NMSDC and the
regional councils can do for certified MBEs, a stakeholder
group whose support and participation is absolutely essential
to the network. Without certified MBEs, there is no NMSDC.
It is incumbent on the organization to have active, competitive, and yes, happy certified MBEs. The Sisyphean problem
is that every new certified MBE has to be reminded that certification is only a ticket to the game. The game still must be
played. In the game of business, there are always winners
and losers. Certified MBEs must have the realistic expectation that there are limits to what the regional councils and
the national office can do for them, but what they can do for
them is still substantial. These deliverables, without embellishment, need to be communicated to prospective certified
and already certified MBEs.
It is not the job of the NMSDC to pick winners and losers. That is the job of corporate members, who must select
among many supplier options. But the NMSDC should provide certified MBEs with information about the challenges MBEs face when they are in hyper competitive markets,
what my friend and colleague Steve Rogers of Harvard calls
“commodity hell.” We at Tuck teach that MBEs must figure
out with a sound strategy how to move into more profitable
and sustainable parts of the value chain. Without solving this
strategic problem, there will continue to be great frustration
and dissatisfaction among MBEs.

Recommendation 5:
Have a Consolidated System of Identifying
Certified MBEs for Local and National
Opportunities
One of the chronic illnesses the network has not effectively
dealt with for more than two decades is of an ineffective database of certified MBEs, corporate members, opportunities
for MBEs with corporations, and opportunities among MBEs.
As we know with human health, untreated chronic disease
can lead to breakdowns in the entire body. The database from
MBISYS to who knows what it is called today has left regional councils, certified MBEs, and corporate members with no
choice but to supplement or replace the NMSDC system with
their own proprietary systems to the detriment of the NMSDC network. The new NMSDC must solve this problem immediately.
Technology has advanced substantially from when the
first NMSDC database was created in the 1990s. Facebook,
Google, Twitter, the IBM Cloud, Microsoft Cloud, Salesforce
and other powerful tools did not exist when MBISYS became
operational. I am no IT expert, but I have to believe that there
are solutions that do not require building a proprietary system from scratch. I would convene a meeting of technology
companies who are members of the NMSDC and ask them to
come up with a recommendation for a system that meets the
needs of a national organization of the stature of the NMSDC.

Recommendation 4:
Grow the Relationship Between Large Industry
Organizations That Hold National Trade Shows
and De-emphasize Local Trade Shows
When asked why he robs banks, Willie Sutton responded:
“That’s where the money is.” The NMSDC tradeshow is an
event that has the potential for substantial growth in size and
valuable content for corporate, MBE and regional council
stakeholders, but I think there needs to be de-emphasis of
the regional council trade shows. Corporations are increasingly finding trade shows redundant and of limited value unless of course, the quantity and quality of attendees almost
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Move the Office to Washington, D.C., Metro Area
There are many good reasons for the NMSDC to have its national office in New York City. New York is the financial capital of the country, if not the world. New York is the largest
metropolitan area in the country. New York is the home of
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thousands of corporations. A mid-town Manhattan address has a cache and prestige unlike any other place in
America. Despite all of this, the NMSDC needs to be in
Washington, D.C.
While the mission of the NMSDC is about connecting minority businesses to private large corporations,
the NMSDC is fundamentally a political organization.
Of course there are other large national 501(c)(3) organizations located in New York City or in other cities
around the country, but every major industry and corporation has business in the nation’s capital.
Moving the national office to DC would provide the
opportunity for the NMSDC to network and meet more
easily with both political and business leaders. Additionally, the new NMSDC must become a much more
important political force for no other reason than that
the game of minority business development requires at
top flight political strategy.

Development is one of the four pillars identified in the last
major strategic review, along with “Certify,” “Connect,” and
“Advocate.” Development is the only one of those four pillars
in the name of the organization. I believe the NMSDC has the
ability to control this function for the benefit of all of the major stakeholders: corporate members, certified MBEs, and regional council leadership. Development does not mean that
it needs to be competency that is in-house. The NMSDC can
and should continue to use the academic services of Kellogg,
Tuck and the University of Washington, but these services
need to be much better coordinated and controlled by the
NMSDC. The development needs of MBEs, regional council
leaders, and corporate supplier diversity leaders are too important to leave to others to figure out what is necessary.
I can imagine an NMSDC MBE Institute that identifies
the radically different needs of Category 1 and 2 MBEs compared to Category 3 and 4 MBEs. I can imagine a Corporate
Supplier Diversity Institute that has a significant training
curriculum designed to develop world-class corporate professionals who happen to work right now in supplier diversity.
The NMSDC Corporate Supplier Diversity Institute should
be training supplier diversity professionals so that they can
become leaders in the corporate environment. An NMSDC
Council Leadership Institute should focus on the needs of
regional council presidents and their certification teams. If
we do not get the management of regional councils right, the
entire structure collapses.

Recommendation 7:
Redesign the Board of Directors at the Local
and National Levels and Open Up the Board
to Leaders Outside of Procurement
Currently, the NMSDC board is a working board primarily comprised of corporate supplier diversity professionals and a sprinkling of senior procurement officers.
This composition of directors has served the organization well through its formative years, but now it is time
for some structure and a radical change that aligns organizational structure with mission and operations.
My suggestion is that the national board be made
up of four groups. The first group would be the 23 regional council chairs. (I would also reinstate the San
Diego, Kansas City, and St. Louis councils as independent councils.) As long as there are 23 separate 501(c)
(3) regional councils that comprise the network, these
important stakeholders need a seat at the table. This
elevation of NMSDC board status to regional council
chairs also brings more prestige and commitment from
the company representatives who aspire for leadership
at the local level.
The second group would be five MBEs. The National
MBEIC chair would sit on the board as well as one MBE
from each of the four categories of MBEs. The four
MBEs would be recommended by the National MBEIC
chair for the board.
The third group would be three to five regional
council presidents. One would be the chair of the regional council presidents’ committee, the others would
be recommendations from the presidents’ committee
chair.
The final group would be three leaders recommended by the NMSDC President and CEO. These leaders
could be retired elected officials, retired and active
CEOs, and current leaders of other national organizations. Having outside directors is critical for breaking
up the echo chamber effect associated of having too
many people who focus on the same things 24/7.
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Recommendation 9:
Reestablish Strong Relationships with the
Minority Chambers of Commerce
No nonprofit organization today becomes successful by themselves. The NMSDC has to reach out to the minority chambers of commerce and figure out ways that we can be helpful
to them and their stakeholders. This is often easier said than
done. Nonprofits are always in fund-raising mode, and given
the fact that NMSDC competes with other non-profits for a
share of corporate dollars, this makes collaboration tricky.
But no matter how difficult, successful organizations with
mature leadership have to figure out how to make this work
even at the risk of short-term loss of corporate support. We
need to be in this for the long haul.

Recommendation 10:
Have Fun
I remember when I started with the NMSDC in 2001. It was
fun working with MBEs and corporations. It was fun going to
the national events. It was fun being a regional council president. We have to bring back the fun. Yes it is work, but there
is joy in helping others achieve their goals with no expectation
of benefit to oneself. The essence of non profit mission-driven
work is to make a better society. We have a beautiful mission
and a rich history. Let’s make it fun and spiritually rewarding
again.
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Recommendation 8:
Own the Training and Development of
Certified MBEs

CORPORATE FEATURE-III

TEKWISSEN

SUCCESS
BEGAN WITH

UPS

MENTORING
PROGRAM
Growing an IT services
startup as a corporate supplier
requires developing a full
understanding of the corporate
business process. TekWissen
gained that initial knowledge
with the focused assistance
of the UPS Supplier Diversity
mentoring program.

Learning to Present

The UPS Supplier Mentorship Program sets the benchmark for mentoring diverse suppliers that have high–quality products and services to offer
but lack the knowledge needed to successfully land corporate contracts.
Many highly motivated startup suppliers fail to recognize the complexity of corporate procurement processes, and as Manish Senta describes it,
"how to be present in front of Fortune 500 companies."
Cramer is the driving force behind the supplier diversity program and
all of its initiatives. She has close to 30 years of service across the UPS network, including the areas of finance, procurement, marketing, international trade logistics, product development, and supply chain. This broad
experience has given her extensive knowledge of the company's processes
which she used to develop the supplier diversity program and its many initiatives.
Cramer describes the program as supporting and developing small,
veteran, LGBT, and MWBEs "in an effort to give them equal footing in
the competitive procurement process." The program proactively identifies
potential suppliers and provides them with information and access to the
UPS purchasing process.
The program’s key best practices include coordinating with the top
executives who drive the message down through the organization, and
working with different organizational functions so they buy-in to and provide ongoing support as to what supplier diversity is doing. This is where
Cramer's decades of experience in many of the company's functions gives
her the knowledge to approach and work with internal stakeholders, including procurement commodity managers.
"What makes our program different is the involvement from UPS
business functions that partner with supplier diversity to mentor, develop,
and strengthen the protégé," Cramer said. A diversity steering committee
chaired by the CEO and a working group committee meet every month to
review and report on supplier diversity initiatives.

BY DEBRA JENKINS

T

he United Parcel Service (UPS)
Supplier Diversity Program, led by
Supplier Diversity Director Estrella Cramer, is recognized as one of
the premier and most successful
corporate diversity programs in corporate
America. The larger program includes a variety of initiatives and efforts, and one that particularly stands out is the supplier mentorship
program.
This benchmark program involves people
from across UPS business functions to help
diverse businesses, through education and
the improvement of business processes, gain
a competitive edge to increase opportunities
to win corporate contracts. The mentorship
program’s success is reflected in the success
of suppliers like TekWissen, a technology
company cofounded by Manish and Sanjeev
Senta that brings value to UPS.
DiversityPlus Magazine
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Getting the First Chance

The program brings value to UPS, diverse suppliers and communities. TekWissen cofounders Manish and Sanjeev Senta attribute much of the current success on Cramer's willingness to give them a chance while a young
company.
TekWissen started as a mobile payment app company, which in 2008
was an innovative idea. Originally, the company pitched its idea to Starbucks, offering a prototype and a network of contracted workers developed in Sanjeev Senta's prior work as a contractor. Three years ago, the
cofounders began attending conferences and people would ask, "What's
your niche?"
"I would come home with the realization we were doing the same
things other companies are doing. So we decided to design new IT tools
which we could present to potential clients," Sanjeev Senta explained.
This approach led to connecting with Cramer, who made an introduction
to UPS Chief Procurement Officer Gary Kallenbach.
The challenge that diverse suppliers must overcome is visibility, something very difficult to get with corporations who are inundated with supplier requests. Cramer recognized the cofounders of TekWissen had a strong
technical understanding of process, technical language and the analysis
stages in process.
"The company had the technical background but needed a platform
for understanding the entire business process," Cramer explained. She
encouraged the Sentas to attend more conferences in order to meet more
corporate people and to showcase their products and services.
Manish Senta says Cramer told them that "Your work will shine for you
when people get to know you. But for them to get to know you, you have to
be physically present there."

"One of the most
interesting challenges
this diverse supplier
brought to the table was
how mentors sometimes
need to step back and let
the suppliers teach UPS
before UPS teaches them,"
–Cramer
Doing the Homework

Cramer went out of her way to make sure the
TekWissen cofounders were serious, could
add value to UPS, and were pursuing work
with UPS for the right reasons. She began giving them “homework,” which they completed
thoroughly and on-time. This proved to Cramer they were serious about addressing UPS
challenges and bringing technical solutions,
initially to logistics.
One of the important lessons all diverse
suppliers can learn from the TekWissen experience is that fixing immediate corporate
needs is not enough.
"One of the impressive qualities Manish
and Sanjeev brought to the table was an understanding that changing a process has consequences from that point on. They know that
to improve or fix a section of the program,
they need to deeply analyze the entire chain
of command. We rarely find that in suppliers.
They fix the most visible challenge, but do not
recognize the impact the changes have on
DiversityPlus Magazine
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Estrella Cramer
Director, Supplier Diversity

CORPORATE FEATURE

the rest of the supply chain process," Cramer
said.
Giving potential suppliers homework
gives them a chance to demonstrate their innovation and competence. Manish and Sanjeev Senta got the opportunity to identify UPS
pain points and to develop products and services of real value to UPS.
"One of the most interesting challenges
this diverse supplier brought to the table was
how mentors sometimes need to step back
and let the suppliers teach UPS before UPS
teaches them," Cramer explained.
What she means by this is that a supplier
like TekWissen can make UPS procurement
professionals understand they can use their
strengths as a supplier without knowing how
the UPS logistics supply chain works. The Sentas laid out a process map for Cramer to see
their point of view, making her comfortable in
letting them teach her before she taught them.
This insightful approach to supplier diversity selection and training adds to innovation
by making it possible for corporate professionals so see different options or possibilities.
"TekWissen knew technology but not the
logistics process," Cramer said. "I know the
logistics process and the role of technology
but had to see the process through their concept of using technology to solve challenges in
new ways."
DiversityPlus Magazine

The challenge that diverse suppliers must
overcome is visibility, something very difficult
to get with corporations who are inundated
with supplier requests.

Meeting the Right People

"We learned so much through the UPS Mentoring and Business Process
Improvement programs," Manish Senta said.
The cofounders learned that attending trade conferences is critical to
meeting the right people. They also learned to take advantage of every
opportunity to research potential clients, including joining corporate telephone calls where they discuss financials and future plans.
"This is a wealth of information we did not know existed," Sanjeev
Senta said.
The cofounders have also learned that sometimes they need to do business in other countries first in order to enter the U.S. market. This was the
case with MasterCard in which TekWissen provides services in India. Another lesson learned is that an IT company has to go global if it expects to
remain competitive and sustainable.
"The successes we are most proud of in supplier diversity is the doors
the mentoring program opened for diverse supplier like TekWissen, not
just in UPS but with other corporations," Cramer said.
It is all about positioning, whether a global company like UPS or a
growing supplier like TekWissen. Manish and Sanjeev Senta say that Cramer believed in them, and the mentoring program put them on a solid road
to capacity building and business growth. This is exactly what a supplier
diversity program should accomplish.
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DISABILITY WORKS

PERSONAL
BRANDING:
LEVERAGING
DISABILITY AS
A ‘CAN DO’
A PERSONAL BRAND IS A MARKETING TOOL
THAT SENDS A MESSAGE ABOUT STRENGTHS
AND VALUES. FOR PEOPLE WITH DISABILITIES,
IT ALSO DEFINES THEIR "CAN DO" ABILITIES.
BY JEREMIAH PRINCE

D

eveloping a personal brand is a journey in which a person defines their qualities, values, and abilities they
apply in personal and work lives. For people with disabilities, the personal brand also sends a powerful "can
do" statement. This is critically important to changing a culture
that continues to look at people with disabilities in terms of limitations rather than capabilities.
A carefully cultivated personal brand changes that perspective by bundling together the personal skills, attributes, traits,
values and other characteristics that make a person unique. It is
an excellent marketing strategy for people with disabilities who
are seeking employment or corporate contracts and must get
past the invisible barrier of bias.

and business relationships? The personal brand may
be a marketing tool, but it is not self-promotion. It is
how a person relates to others.
A person with a disability wants an individual they
are interacting with to see him or her as more capable
and stronger because of the disability. This leverages
disability as a characteristic that adds to the sum of the
person's life experiences, rather than subtracting from
abilities.

WHAT DOES A PERSON STAND FOR?

When an employer or procurement professional meets
a person with a disability, quite likely impressions are
quickly formed. It is safe to say that most corporate
individuals (and many other people) bring biases or
preconceived ideas to interactions with people with
disabilities. The recruiter decides in advance if the
person will have too much trouble connecting with
coworkers or will have too many medical issues.
Since people always form impressions, an individ-

DEFINING SELF

A strong personal brand serves the same purpose as a corporate
brand in that it is designed to differentiate a person and to stand
out from the competition. In the case of people with disabilities,
the "competition" consists of people without disabilities and
workplace bias.
Despite the focus on diversity and inclusion that so many
companies claim, people with disabilities continue to struggle
to overcome the perspective they are "not able," too limited,
or too expensive to hire because of needed accommodations.
Even some entrepreneurs with disabilities must contend with
bias. Personal branding offers a powerful means of redefining
self to deliver a convincing message of values and attributes to
overcome the incorrect perceptions of others.
Developing a personal brand begins with defining self in a
few sentences, focusing on positive attributes and creating a
theme of ability. What values can the person deliver on a consistent basis? What does the disabled person have to offer personal
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PERSONAL BRANDING OFFERS
A POWERFUL MEANS OF
REDEFINING SELF TO DELIVER
A CONVINCING MESSAGE OF
VALUES AND ATTRIBUTES TO
OVERCOME THE INCORRECT
PERCEPTIONS OF OTHERS.
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LIVING A PERSONAL BRAND

Living a personal brand means applying the values in
every situation. For example, a person with disabilities
may have faced biases that led to underemployment,
but it is how the person handled the jobs that demon-

DiversityPlus Magazine

85

September / October 2017

DISABILITY WORKS

strates personal branding to potential employers, or if a supplier, to corporate customers.
Martin Luther King Jr. instinctively understood the power of
personal branding, even if he did not specifically use the term.
He said, “If a man is called to be a street sweeper, he should
sweep streets even as a Michelangelo painted, or Beethoven
composed music or Shakespeare wrote poetry. He should sweep
streets so well that all the hosts of heaven and earth will pause
to say, 'Here lived a great street sweeper who did his job well.’”
People with disabilities are understandably frustrated with
the employment market. Their 2016 unemployment rate of 10.5
percent rate compared to the 4.6 percent rate for 2016 is proof
that people with disabilities who are available for employment
are having significant difficulties getting jobs. June 2017, U.S.
labor force statistics proved again that people with disabilities
continue to struggle for equality.
People with disabilities are more likely to be employed parttime and less likely to work in management and professional
occupations. Overcoming this challenge will take a two-pronged
approach. Employers must explore and overcome biases in the
workforce, and people with disabilities need to develop a personal brand.
People strengthen their personal brand in many ways, including using social media as a
means of expressing the
values and to reframe self,
if past biases have held
back someone from fulfilling their promise.
Bra n d s c o n s t a n t l y
evolve but always remain
authentic. Living the
brand means creating the
desired impact on people, whether it is peers,
coworkers, social media
followers, or employers. It
is not acting a part, which
some people with disabilities do in the belief it
makes them fit in better.
For example, a person
with a disability will try to
hide the disability to overcome bias in the workplace or to be viewed as
"normal" by others. Living
a brand is about being natural, embracing the real
self, and maintaining values in everything said and done.
It is true – developing a personal brand requires consistent
effort. However, it is effort that will pave the way for the person
with a disability and for people with disabilities who want equal
opportunities.

ual with a disability may have developed a reputation
that is based on faulty impressions. For example, the
job seeker has held only low-level positions because
of employer bias but is highly capable of assuming a
leadership role. The gap between the reputation, or
how others have perceived a person, and reality can be
closed with a solid personal brand.
In this case, the personal brand should be framed
in terms of what the person is capable of accomplishing. What qualities does the person have that make
him or her a leader who can deliver results? A positive
personal brand conveys messages of strength like the
ability to get things done, successfully develop and
maintain relationships, overcome barriers to success,
and motivate others. For people with disabilities, it
means embracing the disability as an experience that
has given the person certain qualities and competencies, like a higher level of emotional intelligence, a
determination to succeed at whatever is attempted,
and an ability to form relationships with people in
general that are not built on biases. In a world where
bias drives so many decisions, the personal branding
becomes empowering.

LEADERSHIP DEVELOPMENT

COMMUNICATION IS AT THE
HEART OF DEVELOPING
CHANGE MANAGEMENT LEADERS
Business leaders at all levels of the organization are expected to have
change management skills. Yet, many organizations have not invested in
developing the most important skill a change champion needs – being an
effective change communicator.

T

he guru of management consulting said,
"The greatest danger
in times of turbulence
is not the turbulence – it is to
act with yesterday's logic."
Turbulence defines today's
business environment – constantly changing technology,
talent gaps, globalization, disrupted supply chains, ease of
market entry for new competitors, new generation of talent,
and on and on it goes. In response, businesses that expect
to remain competitive must
have skilled leaders who know
how to keep people inspired
and capable through change
and turbulence.
Skilled change champions
empower employees to embrace change while increasing
productivity and keeping the
organization in alignment with
its mission and values. Given
the complexity of managing
constant change, developing
the needed leadership skills
must be a deliberate strategy that empowers and equips
managers throughout the organizations to keep employees
inspired.
Change management
leaders are high performing
change communicators.

THRIVING THROUGH
CORPORATE CHANGE

Realistically speaking, most
people are uncomfortable with
change because it forces them
to leave the "way things have

BY DAVE DESOUZA

always been done" behind
and embrace new approaches, strategies, policies and
procedures, and business
models. An organization's
people are its greatest asset,
but they often fear change
because it is human nature
to do so – think of "fight or
flight" response – and especially when people are
worried about keeping their
jobs, increasing productivity, mastering new skills, and
adaptability. Change can
take innumerable forms, impacting systems and structures, and employees depend
on leadership to manage the
transition in a way that reduces fear.
There are many reasons
organizational change initiatives fail or an organization is unable to maintain
its competitive status during
periods of disruption. On the
employee side of the equation, they include employee
resistance, communication
breakdowns, and lack of
training. On the leadership
side, it is factors like not recognizing what employees are
feeling and fearing, failing
to garner employee support,
not communicating the vision to staff, getting bogged
down in new policies and
procedures, losing sight of
the mission, and failing to
advocate for change.
When leaders fail to manage change, employee trust
DiversityPlus Magazine

is eroded, and from there it is
inevitable that engagement and
productivity will erode.
Leveraging change as a
strategy for ongoing competitive success requires leadership able to champion change.
Leaders who champion change
are enthusiastic advocates for
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change, developing organizational resiliency and becoming active contributors
to change agendas. Volatility
in the business environment
is viewed as an opportunity
and a challenge to overcome
and not a barrier to progress.
It takes well developed emo-

TRANSFORMING FEAR
TO COMMITMENT

Change champions are not
change agents. The word
"champion" implies proactive
advocacy for change, keeping
the organization aligned to its
mission. One of the main gaps
in leadership skills is the abili-

ty to transform employee fear
into commitment to change.
Effective change leaders stay
focused in the most disruptive
of environments and can communicate that focus to managers and employees.
Developing effective and
engag i ng com mu n icat ion
skills is a process in itself. It

EFFECTIVE CHANGE
LEADERS STAY
FOCUSED IN THE
MOST DISRUPTIVE
OF ENVIRONMENTS
AND CAN
COMMUNICATE
THAT FOCUS TO
MANAGERS AND
EMPLOYEES.
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involves more than just telling
people about change.
Leaders must listen to employees on the front lines – the
people who convert disruption
into productivity. They get
buy-in from front-line managers and employees through
two-way dialogue. They have
well-developed emotional
intelligence which enables
them to keep managers inspired and to empathetically
engage stakeholders on an
intellectual and emotional
basis. Senior-level change
leaders are advocates committed to the strategic vision
and understand what does
not work – racing ahead with
change without considering
people's feelings, not developing the right people, relying
on budgets to guide behaviors,
ignoring resistance, asking
people to assume responsibilities they are not equipped to
manage, and not addressing
barriers created by the organizational culture.
The emphasis on developing leadership communication
skills is purposeful. Leadership development approaches
should be experiential so that
managers learn through solving actual workplace problems
– like communicating a change
initiative in a non-threatening
manner. Lower-level managers who are trained in change
management need access to
senior-level leadership who
are willing to have open and
honest dialogue.
The organization must
also invest in training and resources for employees rather
than expecting them to adapt
without the right tools. This is
one element in the process of
empowering employees. High
performing leaders measure
progress and take frequent
surveys, and develop transparent reporting processes so
that employees know what is
going right and wrong. They
also promote collaboration
September / October 2017

among organizational managers across functions. There is
no better engagement process
than giving people at all levels
ownership of success.

CHANGING THE
CONVERSATION

Change management is challenging but success is built up
from a foundation of effective communication. Senior
leaders on down can be good
at strategizing, but without
shared ownership within
the organization and among
stakeholders, strategies can
fail.
One of the important steps
an organization should take
is preparing mid-level managers to assume higher-level
and more complex responsibilities, becoming the links
between employees and management and serving as role
models for managing the impacts of change.
Investing in developing
leaders who are change champions is important. Change
management requires a special set of skills that are often
not mastered when there is
less disruption. The traditional hierarchal systems in which
people remained in their
jobs for years doing the same
things are gone. Work is more
like a habit in those circumstances, and there is no room
for habit in a disruptive business environment. Leaders
need employees who embrace
and are committed to making
change work.
Being able to hold engaging conversations is critical
to managing change, and
that includes asking the right
questions to elicit solutions,
helping employees understand how their new roles will
enable them to better utilize
their skills, and developing a
two-way dialogue and feedback system. Change management is mostly about changing
the conversation.

LEADERSHIP DEVELOPMENT

tional intelligence, expertise
in effective delegation, skillful
communication, the ability to
equip staff with the necessary
capabilities and skills, and a
steadfast supportive attitude.
It is a major leadership
challenge to develop all the
skills required for successful
management, but at the heart
of successful change management is effective communication.

VETERANS MATTER

DON'T GO! STAY RECRUITING
FOR VETERANS

Keeping veterans on the job is as important as hiring veterans if
organizations want to gain the advantages of their unique skills. Stay
interviews are important for addressing job concerns and asking
forward-facing questions to improve veteran recruiting.

T

he emphasis on hiring veterans has
brought a large measure of success
with a veteran workforce in civilian
positions exceeding 11 million in 2017.
The focus for several years has been in
the recruitment and onboarding of veterans, but
hiring is not the same as retaining. Companies
are investing large amounts of money in hiring
veterans, spending resources to convert military
"speak" into job specifications, and developing
veteran supportive onboarding procedures.
Hiring veterans is certainly important, but
hiring them into the right jobs and keeping them
is proving challenging. The first year turnover
rate is high for veterans, and the reasons are complex. Some leave because they accept civilian jobs
that underutilize their skills, while others leave
because they have trouble adapting to being a civilian employee.
Stay interviews can play an important role in
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veteran employee retention. Properly structured
questions can guide employers in identifying the
issues veterans are facing in the workplace, enabling supervisors to make changes that improve
retention and recruitment.

FROM THE VETERAN'S PERSPECTIVE

Stay interviews are employer interviews conducted with current employees. They are not negotiation interviews. Stay interviews are designed to
identify what is working for employees, the challenges they face in performing job duties, and how
the employer can improve employee satisfaction
and engagement.
The proper stay interview is an honest dialogue between employer and employee in which
the employee feels free to discuss likes and dislikes concerning their jobs. They are an excellent
opportunity for employers to gain insights on the
employee experience. The key is encouraging
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VETERANS MATTER

honesty and making employees feel comfortable
about telling employers the truth. Reaching out to
all employees at each stage of the employee lifecycle is important, but for veterans it means being
able to successfully transition into and stay in the
civilian workforce over the long-term.
Stay interviews can pinpoint specific reasons
employees, including veterans, are staying or
considering leaving, even if they do not specifically say they are leaving. The stay interview is a
one-on-one discussion between the employee and
the supervisor or Human Resources manager.
Veterans have unique needs when transitioning
from military to civilian employment, and only
they can adequately describe them. The employer
can use the information to develop individualized
strategies to retain veteran employees.
However, stay interviews also produce information for recruiters and Human Resources to
help them develop strategies for improved talent
management processes from recruiting to career
planning. From this perspective, stay interviews
are about making good candidate-employer and
good job matches.

MEASURING FOR SUCCESS

One of the issues that Rand Corp. addressed in its
report "What's Good for Business and for Veterans" is that there has not been enough research on
the effectiveness of the effort to translate military
skills to civilian jobs. The report applauds the federal government and private sector employers for
improving employment opportunities for veterans
and to engage veterans through a variety of initiatives. Unfortunately, the effectiveness and impact
of these efforts have not been clearly measured.
There are conflicting metrics. Though the unemployment rate for veterans as a group has declined, the rate for the 18- to 24-year-old remains
higher than the rate for the general population.
Some veterans, like post-9/11 veterans and female
veterans, are earning more than nonveterans with
similar demographics, but there is no certainty as
to why this is true.
Rand Corp. assembled workshops with panels
of experts and several points came out of the discussions that can help employers retain veteran
employees.
One of the most important findings is that not
all service members want to transition into a civilian career that is similar to the career they had in
the military. Some want to change careers.
Another is that tracking a veteran's career path
is important, measured by factors like retention
and job satisfaction. Human Resources needs to
link employer performance with veteran status –
recently hired, how long out of uniform, etc.
Stay interviews can provide some of the crit-
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ical information needed to document employee
experiences. For example, companies that have
veteran support programs can learn whether they
are working. Those programs can be amended as
necessary, which can improve veteran recruitment. It is all connected.
The need for data collection was also highlighted by the Center for a New American Security (CNAS), a nonprofit and bipartisan organization. Data and information collected via
stay interviews could improve retention rates by
improving hiring initiatives and the success of
mentorship programs and affinity groups. CNAS'
data indicates that many veterans leave for positive reasons, such as higher pay or more responsibility. The lower turnover among veterans is for
those who are placed in positions that are correct
fits.

GATHERING INFORMATION

Best practices for stay interviews for veterans
are the same as they are for all employees. Interviews should be conducted one-on-one. Veterans
should understand the reason for the interview
which is to gain insight into what motivates and
discourages the veteran. The employer will seek
specific information about the aspects of the job
the veteran enjoys, dislikes, has difficulty managing and dreads.
This is not a negotiation. It is an information
gathering exercise in which the veteran-employer also try to find solutions to the challenges the
veteran must overcome. It may mean finding a
better job fit or providing more support services.
It is important to always be upfront and
honest about the options.
The stay interview should happen during the first year of emReaching out to all
ployment but can take place
employees at each stage
as frequently as deemed necessary and as early in the
of the employee lifecycle is
veteran's employment as
important, but
desired.
for
veterans
it means being
The stay interview also
able to successfully
needs structure. Managed
correctly, it provides critical
transition into and stay in
firsthand information from
the civilian workforce
veterans who are on the job.
over the long-term.
Unlike the recruitment conversations and candidate interviews,
the stay interviews deliver actionable
and specific information to improve the
current and future workplace. The veteran and
employer benefit from the forward-facing interview.
Hiring veterans is just one step. Keeping them
employed in jobs that are the best fit is the more
important one for all involved.
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GLOBAL INVEST

THE COMPETITIVE
SECRET OF DYNAMIC

LATVIA
Pssst … Investors … have you considered
Latvia? The country may not make a big,
fancy market splash, but it is a destination
offering plenty of strategic foreign
investment opportunities.

N

ot all destinations that offer exceptional investment opportunities are in the
limelight, and Latvia fits that description. It is a country in a position of geographic and strategic importance. This
is a country that offers a market gateway to economically developed regions including the United
States, European Union, Russia, and parts of Asia.
A member of the European Union and Schengen,
the World Trade Organization, and NATO, Latvia
needs foreign investors to sustain continued economic growth.
This is all largely due to its small population.
There are fewer than 2 million people at last count,
but that has not stopped this dynamic country from
achieving a high World Bank "Ease of Doing Business" 2017 rank of 14 out of 190 economies. It has
three major ports, an international airport, free
trade policies, an educated and skilled workforce,
stable government, and foreign direct investment
(FDI) opportunities across a range of industries,
including science and technology.

vestors, negotiating trade deals, and working on gaining entrance into organizations like the OECD (Organization for Economic Cooperation and Development).
The U.S. State Department's "Investment Climate
Statement" analysis names critical advantages that
Latvia provides. Topping the list is the fact it is a regional hub – a link between the markets in the European Union and in Russia and eastern central Asia. There
are three ice-free ports – Riga (the capital), Ventspils,
and Liepaja. The ports have excellent linkage to a
well-developed railroad, pipeline, and road system.
The Riga International Airport continues to expand to
accommodate more air traffic.
The workforce is multi-lingual, with approximately
70 percent of people under 40 years old able to speak
English, German and Scandinavian languages. Many
people speak Russian, as would be expected. However,
the official national language is Latvian which is very
similar to Lithuanian.
There are four large universities – Riga Technical
University, Riga Stradins University, University of Latvia, and Latvia University. The country has promoted
the development of a modern workforce with skills the
technology-driven world economy needs – engineering, physics, telecommunications, life sciences, electronics, logistics, etc.

RESILIENT AND PROGRESSIVE

It is understandable if Latvia sounds too good to be
true, but all the advantages it offers investors are
real.
The country sits on the edge of Eastern Europe,
between Lithuania and Estonia. The three countries together form the Baltic with a joint population of more than 6 million people. There is a small
Latvia population, but this is a very progressive and
resilient country. It gained independence from the
Soviet Union in 1991 and was severely impacted by
the 2008 financial collapse leading to the Great Recession.
Since the recession, the country has spent nearly a decade improving the ease of doing business,
strengthening its regulations to protect foreign inDiversityPlus Magazine

Ventspils city, Latvia

Locally made vinegar
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BY WILLIAM BELL

Automotive industry

Labor costs are low. The unemployment rate is significant at 9.4 percent, but it is comparable to the unemployment rate of 9.1 in the Euro Area.

that creates a flat monthly tax amount per employee for startups to help innovative companies manage payroll costs. The Foreign Investors' Council in
Latvia (FICIL at www.ficil.lv) is a good source of
information.

OPPORTUNITIES ACROSS INDUSTRIES

The corporate income tax rate is also low at 15 percent.
The largest amount of FDI inflows come from European Union countries, and Latvia would like to expand
FDIs from other countries like the U.S. The majority
of FDIs in 2016 were in financial services, real estate
operations, manufacturing and trade.
A number of international companies are already
operating in Latvia, including Coca-Cola, Generex
Biotechnology, Schneider Electric and Bucher Schoerling. The Latvian government sees great potential for
foreign investments in woodworking, transport and
storage, metalworking and mechanical engineering,
information technology, green technology, life sciences, health care, and food processing. However, Latvia
is particularly interested in promoting its technology
industry, which is true for many economies.
This wide range of industries indicates
Latvia is ready to welcome a variety of
companies, and the government offers financial assistance in order
to grow its market economy. For
example, small-to-medium enterprises (SMEs) can get loans
and semi-loans.
Setting up business in
Latvia is an efficient process.
Companies can choose from
among five legal entities: Limited Liability Company, Individual Merchant (sole trader),
Joint-Stock Company, Partnership, and Branch Office. The laws
protect intellectual property rights,
the right to own real estate, bilateral agreements on the promotion and protection of investments,
and EU–driven trade and customers procedures.
Four special economic zones encourage foreign
investments – Riga Free Port, Rezekne Special Economic Zone, Ventspils Free Port, and Liepaja Special
Economic Zone.
In 2016, the government passed a new startup law

Some companies will prefer to enter the Latvia
market via import or export activities.
The top five export categories are wood; electrical; machinery and computers; vehicles; and beverages, alcoholic drinks, and vinegar. Right now the
fastest growing export is electrical machinery and
equipment.
The top imports bought from U.S. companies
are electronic equipment, machinery, vehicles,
mineral fuels and pharmaceuticals. The fastest
growing imports from all countries are lead, wood
pulp, aircraft and spacecraft, cereals, collector
items and art, vegetable products, beverages,
wood, gums and resins, and gems and precious
metals.
The Investment and Development Agency of
Latvia (LIAA at www.liaa.gov.lv), the Central Bank
of Latvia (www.bank.lv), and the State Regional
Development Agency (www.vraa.gov.lv) can provide information and guidance to foreign companies interested in pursuing business opportunities
in Latvia.
The LIAA offers an investment opportunities
database and a matchmaking service. This service
enables potential investors to connect with Latvian companies that are interested in joint venture
opportunities and a possible M&A (contact the investment project manager in the Investment Promotion Division).
Additionally, the Latvian Chamber of Commerce and Industry has seven regional offices in
Latvia, and there is an American Chamber of Commerce in Latvia and a Latvian Chamber of Commerce in Fairfax, Va., in the U.S. With so many
resources, any company looking for new opportunities can find plenty of assistance.
Latvia is a dynamic country that is quietly making a big splash in the global market.

In 2016, the
government passed
a new startup law that
creates a flat monthly tax
amount per employee for
startups to help innovative
companies manage
payroll costs.

Wood ready to export

Riga port
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IMPORTS OR EXPORTS:
WEALTH OF OPPORTUNITIES

COACHING

DEVELOPING ROBUST
COACHING PRACTICES AS A
COMPETITIVE STRATEGY
Coaching individual select employees may benefit
the chosen few, but what about everyone else? It is
strategically smarter to develop a coaching culture so
that the entire organization benefits.
BY INGRID JOHNSON

W

hat makes a high performing leader
who can inspire employees, get results in half the time it takes others,
and is often the first to deliver innovative solutions? Leadership training is important, but a high performing leader is someone who
is able to coach others to deliver their best performance.
Though formally coaching an individual has
historically been used as a process for correcting
certain behaviors, it delivers limited results. A
coaching culture is one in which leaders and their
employees develop the skills that coaching is intended to develop – the ability to identify and analyze a problem or issue, develop solutions supported by action plans, and make effective decisions
that support organizational goals and objectives.
People across the organization contribute, adopt a
continuous learning perspective, and collaborate,
all of which goes beyond problem solving.
First, leaders must be coached to understand
the behaviors that drive a coaching culture, like
encouraging people to fully participate in finding
options to achieve high performance.

This type of culture is much more suitable for
the millennial generation of workers who want
to know how their work matters and want the
latitude to develop their full capabilities. A fully
developed coaching culture places the organization at the top of the coaching progression model
in which coaching is integrated into all interactions internally and externally.
The least developed coaching process engages coaches on a one-on-one basis. At the top
of the progression model, the well-developed
coaching culture is seen as giving the organization a competitive edge because it is results driven, promotes innovation, and improves employee engagement.

ALL HANDS ON DECK

As organizations attempt to manage continuous
change, they need everyone contributing their
maximum capabilities. All employees should
be learning, contributing, sharing, collaborating and giving their best performance. Isolating
employees in their jobs and not encouraging
them to be part of the change journey in an ever-changing business environment just does not
make sense in today's business environment.
In a coaching culture, leaders, managers,
and their staff engage each other and stakeholders to promote the highest organizational
performance. It is a culture of shared values in
which coaching is considered a key competency,
and coaching behaviors encourage continuous
team and individual development. It is a collective culture in which people are engaged to
voluntarily contribute as a team member. In this
kind of culture, people have a belief in lifelong
learning and that collaboration can deliver the
best that people offer.

RECOGNIZING A COACHING CULTURE

To best understand the difference between coaching leaders and coaching leaders who then develop a coaching culture, one needs to first recognize
what defines a coaching culture.
An organization that develops a coaching
culture has leaders who empower employees by
working with them to identify challenges, develop options for solutions, set goals, develop action
plans, and create accountability. The leader and
the employee learn from each other because all
employees see themselves as leaders who make
a significant and measurable contribution to employer success.
DiversityPlus Magazine
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There is no
one right way
to develop
a coaching
culture. It is a
journey. Most
coaching
consultants
recommend
developing a
framework for
transitioning
to a coaching
culture.

A coaching strategy needs to be developed first
otherwise the approach is haphazard and likely to
continue coaching to a few select leaders. Developing a strategic coaching approach means strategy is linked to the organization's mission and
values, giving context for the culture. The strategy
is linked to the policies on talent leadership and
development.
Coaching is also linked to adapting to and managing continual change, a characteristic common
to most businesses today. Another way of looking
at this linkage is that coaching needs to promote
the behaviors and decisions that fit business conditions. Change is a constant, and businesses regularly adapt their strategies to remain competitive.
The coaching strategy must be part of the change
process to keep continual learning and development relevant. This is perhaps one of the most difficult challenges to developing a coaching culture.
Leaders are coached to manage change, and they
in turn must apply the same principles.

DiversityPlus Magazine

WEAVING COACHING INTO THE FABRIC
OF EMPLOYEES' DECISION-MAKING

The best way to manage the challenges of instilling a coaching culture is by developing a community of practice and a group of employees committed to promoting it. In other words, there must be a
formal and informal coaching structure. Coaching
leaders and managers, and then expecting them to
sustain the effort without organizational support,
is not likely to produce desired results.
Organizationally supported coaching becomes
part of the fabric of decision-making and operations as it helps to develop a resilient and agile
workforce. It becomes a shared value. Leaders
agree on the desired outcomes and how the coaching strategy will be kept aligned with organizational goals.
In the formal structure, measurement and accountability for meeting formal goals are implemented in leadership's performance evaluations
systems. Producing metrics also ensures that
learning and knowledge transfers remain relevant. In the informal structure, leaders
and managers coach on a day-to-day
basis and adapt as needed, becoming a
self-sustaining process that creates value.
There is no one right way to develop
a coaching culture. It is a journey. Most
coaching consultants recommend developing a framework for transitioning to a
coaching culture. The framework could
begin with the development of senior executives, add a group of internal coaches
from across the organization, develop
frontline managers and supervisors with
basic coaching skills, integrate coaching
training into professional development
programs, and integrate coaching into
the general workforce. It is a step-by-step
process that develops the right leadership
mindset, drives coaching behaviors, and
integrates coaching into daily operations
in order to fully leverage its benefits.
The next generation of coaching is
not reserved for C-suite executives. It is
an organizational strategy for developing
the mindset and behaviors of all employees. It is also an engagement strategy for
an era in which research shows only a
third of employees are fully engaged in
their organizations.
Developing a coaching culture harnesses the collective power of innovation
and the capabilities of talented employees, enabling the organization to better manage continuous change and to
achieve future goals.
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HOW IS SUCH A CULTURE DEVELOPED?

TECH TRENDS

Glimpsing the Future of
Television: YouTube
Content Channels
YouTube TV was recently introduced to
the market, marking the next step in
the journey toward Internet TV. Once a
random collection of video content, it is
now gelling into a major source of content
channels. Experts wonder: What is the
future of cable and satellite television?
BY KAREN WHITE

Consumers are increasingly moving away from cable
and adopting Internet TV, and the addition of YouTube TV
is a major leap forward in the move toward the next generation of presenting live television. YouTube is forward thinking and holds a glimpse into the future of satisfying entertainment options for millennials and younger generations.

ENTER YOUTUBE TV

YouTube TV was introduced in February 2017 as a subscription service. Initially introduced in a limited number
of markets, it will be rolled out into new markets over time.
YouTube TV takes the online social media site into new territory. To date, YouTube has been a repository of video content that any person or business could post, but it did not
offer live television. That changed with YouTube TV.
The subscription service offers major network news
broadcasting and other shows. Subscribers pay a monthly fee for access to a bundle of channels. One of the nice
features is that the shows can be watched on any device,
including a mobile phone. YouTube TV also offers Cloud
DVR, which enables viewers to record shows and save them
in the cloud for up to nine months to watch at a later time.
Up to six people can access the service, making it appealing to families. Channels offered include the familiar news
channels – ABC, NBC, CBS and Fox – but there are a host of
other popular channels that these companies own that will
be included in the subscription service, like ESPN, USA,
and SyFy, to name a few. In addition, paid subscribers will
include access to original shows and movies.
YouTube TV is not the first Internet TV. Hulu and Sling
TV are just two options that have been around a while.
What YouTube TV does do is pressure the cable companies
in various areas. For example, YouTube TV is a subscription
service that can be cancelled without a termination fee,
and there is no need to rent a cable box.
YouTube is attempting to be an entertainment industry
disrupter which is Google's way of doing business – innovate and develop new business models. Google purchased
YouTube in 2006, and the social media site has grown and
consistently added new features. However, its most important contribution to the entertainment industry in the eyes
of many is its influence on the democratization of content.

GLOBAL COMMUNITIES OF IDEAS

When TED Talks began appearing on YouTube, the social media site gained new appreciation as a communication tool. TED is a nonprofit dedicated to spreading global ideas. TEDx Talks offers international speakers who
present locally driven ideas and elevate them to a global
stage – "ideas from communities around the globe." People
around the world can watch global experts give speeches
on a variety of topics, including leadership, global health,
data, art, grief, and technology.
YouTube invites amateurs and experts alike to create
channels that can stay local or go global. To accommodate
the channels that reach global communities, users can separate content into separate channels by language, maintain
a single global channel with multiple language content, or

F

irst there was broadcast TV, followed by cable and
satellite TV, followed by streaming TV on the Internet. The newest addition is YouTube TV which
is a streaming service, but its introduction represents a leap forward in the future of the entertainment
industry.
In the past, YouTube offered recorded video content
that anyone could post. It did not offer live television, and
there were no bundles of channels to buy like those offered
by major media companies such as AT&T and Charter
Spectrum. With the introduction of live television and bundles of channels, the future of TV seems virtually sealed.
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ONE OF YOUTUBE'S MAIN
ADVANTAGES IS THAT PEOPLE
CAN FIND ANYTHING OF
INTEREST TO WATCH, WHETHER
IT IS THE LATEST MAKEUP
TRENDS, A TED LECTURE ON
STEM OPPORTUNITIES, OR A
MUSIC VIDEO.
TV is the future.
It is also giving the entertainment industry notice that
millennials and younger generations are the future customer base, and that base is not satisfied with cable TV.
Cable TV continues to dominate, but one reason is the millions of baby boomers who prefer to stay with traditional
cable options.
One of YouTube's main advantages is that people can
find anything of interest to watch, whether it is the latest
makeup trends, a TED lecture on STEM opportunities, or
a music video. Is virtual reality in the future of YouTube?
Probably so. Is co-viewing and social television in the future of YouTube? Most certainly.
The entertainment industry is on the cusp of real transformation and, once again, Google is leading the way with
YouTube. The opportunities for innovative creators are unlimited, especially in the areas of diversity and global programming.

INTERNET TV FOR DIGITAL GENERATIONS

Though YouTube TV still has a long way to go to be a serious contender with Hulu, Netflix, AT&T and other major
media companies, it is sending clear signals that Internet
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maintain one global channel with supporting local channels. Users can access Creator Academy to learn how to
use built-in translation tools and to make content available
around the world.
A simple idea of posting and sharing homemade videos
online has grown into a personal and business marketing
strategy. Proof that YouTube has earned its place as an entertainment disruptor is the fact that some of the mega-media corporations participate in the YouTube Partnership
program. "YouTubers" or individuals continue to dominate
video production, and that is an indication the full power
of YouTube for businesses and entrepreneurs has yet to be
realized.
With more than a billion global users, YouTube already
reaches more millennials than cable networks. One reason
is the ability to post personal videos, but the digital generation also does not want to be tied to a cable in order to find
entertainment. They want mobile access or to sit in a coffee shop and watch a show on their laptop. They also want
innovative programming. YouTube TV is already offering
unique shows and much more is coming. Gen X and Gen Z
are forcing the traditional media companies to recognize
YouTube as a content creator with monetary value other
than through advertising.

SOCIAL MEDIA

IMPLEMENTING
ENTERPRISE SOCIAL
NETWORKING SYSTEMS
THE RIGHT WAY
COMPANIES ARE IMPLEMENTING CUSTOMIZED ENTERPRISE SOCIAL MEDIA
PLATFORMS FOR EMPLOYEES. SUCCESSFUL SOCIAL NETWORKS GENERATE THE MOST
COLLABORATIVE LEARNING AND KNOWLEDGE, AND THE HIGHEST ENGAGEMENT LEVEL.
BY JOSHUA FERDINAND

Build

OVERCOMING COMPLACENCY

Implementing enterprise social software is not as
straightforward as it seems on the surface. When Cisco
decided to move toward a social collaborative system,
it was to create a centralized environment where global
employees could share knowledge and learning. The
challenges that the company had to overcome were
technical and procedural as expected. However, there
were also cultural challenges because people were used
to working within their silos rather than across functions.
Change is difficult and people get complacent. Centralizing content made it more difficult for employees to
understand how they could extract or add value to content when they were used to adding value within their
functional or regional silos.
The first iteration was the Integrated Workforce
Experience (IWE), integrated with the WebEx Social
Platform, which offered a gateway to all information
and resources related to the IT organization. The IWE

a social networking system for employees, stand back and watch
them embrace it with enthusiasm. That is the ideal, but the best
laid plans can go astray. A number of companies have learned
that lesson and shared their mistakes and successes when
developing an enterprise social media network for employees.
The successful networks in place today promote collaborative learning and knowledge, innovation, and engagement.
Because employees see value in using the social network, they
are motivated to use it to drive innovation, share ideas, advance
their knowledge of the enterprise, increase productivity, and
manage change.
Lessons learned from real-world cases are founded on two
main principles: Social collaboration systems must have the full
support of senior management and the systems need to deliver
value to employees. It sounds simple, but as companies like
Cisco can attest, it is not simple because there are too many factors at play at a single time.
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model’s four main elements include: employee connectivity; groups organized around projects, jobs,
technologies and interests; a single source of data
and content that is easily sharable; and a personalized
home page (My View) for accessing relevant people,
news, communities, applications and events.
From there a systematic approach was taken to add
new user communities within the enterprise. Since
then, Cisco has advanced its collaboration system in
many ways, including going mobile.

collaboration systems to work as well as Facebook or LinkedIn.
They also expect them to support a variety of applications that
include mobile, real-time analytics, communication, blogging,
wikis, social networking, and video streaming and sharing. Supporting a system that works seamlessly and is reliable, so that
employees are willing to use it, requires adequate investments
in the IT architecture, security system, and training. To prepare
for advancing technology and growing usage, the IT infrastructure system needs flexibility so it can scale up and down. Infrastructure decision-makers must consider security, applications,
storage, networking, and virtualization in order to develop a
successful system. Careful vendor selection is critical.

PREPARE THE WAY WITH A VISION

Despite Cisco's lead position in the IT industry, the
company experienced issues and challenges that led
to lessons the company has shared so that other enterprises can smoothly move to social collaboration networking.
The first lesson is that there must be a clear vision
and a clear strategy for execution. Cisco advises companies to not migrate to the collaborative system. They
need to transition through effective communication
and training that is ongoing as employee communities
adopt and adapt. Implementing in stages is the best
approach. First implementing with employee communities that will have the greatest impact sends a signal
to the rest of the organization that this is an effective collaborative tool that can produce good results,
such as advancing job knowledge and gaining access
to training, corporate communications, and managers. To prevent people resistant to change from staying with legacy systems, the old systems were closed
down. As is true for all initiatives, regularly measuring
results to determine value added, identify challenges
and maintain progress is another lesson learned.
Getting people to fully utilize enterprise social
software requires recognizing the user experience and
performance are closely linked. Employees expect

Cisco recently partnered with IBM to develop Collaboration
Solutions, a cloud-based program with real-time communications. It includes the IBM Connections Cloud, which accelerates access to the right information and expertise for better
decision-making, and Cisco Spark, which redefines real-time
communications with team messaging, video conferencing,
and touchscreen drawing. Eventually, cognitive capabilities will
be added so that structured and unstructured data is analyzed.
These collaborative systems are changing how to and who
can connect internally and externally. Cisco now has a variety of
collaborative tools to support knowledge sharing and learning,
including Career Engagement, which increases communication
among peers, leadership, and experts; engages employees in
business transformation; and democratizes learning and development.
Cisco, IBM, Adobe, Unisys, TELUS and Southwest use a
model that the book "The Social Employee" argues for – the
path to social business lies through the social employee. Organizations must learn to communicate internally first before they
can do a good job of communicating externally. Internal communication maximized for best results is collaborative. However, a lack of vision and to a large extent patience can derail the
effort to create a collaborative and learning culture which utilizes technology. Even Cisco employees needed time to adapt to
a new collaborative system and training to understand how utilization benefits them personally and the organization as a whole.

WHERE ARE THE LEADERS?

SUPPORTING A SYSTEM
THAT WORKS SEAMLESSLY
AND IS RELIABLE, SO THAT
EMPLOYEES ARE WILLING TO
USE IT, REQUIRES ADEQUATE
INVESTMENTS IN THE IT
ARCHITECTURE, SECURITY
SYSTEM, AND TRAINING.
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There is another reason why corporate social networks fail to
reach the level of usage the company envisioned. Top managers
do not participate.
If senior leadership does not see enough benefits to using
the system, why should their employees? If top managers are
not using the system, they are not listening to employees, are
not interested in the innovative ideas that flow from collaboration, and send a message that engaging with employees is not
important.
Leadership needs to communicate the vision of a knowledge
and learning culture, and use the social networking tools to
engage employees. The system does not have to work perfectly
from day one. Improving it over time is part of the learning process.
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FINDING THE SOCIAL PATH

ECO-TRAVEL

TAKING A TRIP
INTO THE
COLORS OF
PAPUA NEW
GUINEA
Papua New Guinea's ecosystem is
described as bio-diverse, endlessly
green, and breathtakingly beautiful
and colorful. It has everything ecotravelers could hope for.
BY PAMELA GRANT

Young performers in Papua New Guinea

O

ff the coast of north Australia
sits the world's second largest
island, and the eastern half is
the country of Papua New Guinea. With a population of 8 million people
per the World Bank, the country boasts a
remarkable linguistic diversity of 800 different languages.
Diversity defines most of this island.
There is diverse flora and fauna, diverse
geography, and diverse cultures. Some of
the people still live in remote mountains
and seldom interact with anyone outside
their villages or tribes.
This is a spot for trekkers, bird watchers, divers, surfers, canoers, fishing lovers, and travelers looking for spots on the
earth where they can be culturally immersed without the sound of traffic and
hordes of visitors who make it impossible
to enjoy the sights and sounds in so many
popular destinations today. Lying entirely in the tropics, there are fertile lowlands
and high mountains and everything in
between. Exploring this island is an experience unlike any other because of the
colors found anywhere you look – at the
plants, at the lush rainforest, at the painted faces of the indigenous people, at the
blue water ocean, and at the animal life

which includes the rare great bird-of-paradise.

ECO-TREASURES FOUND
AROUND EVERY CURVE

Papua New Guinea is not to be confused
with the countries of Equatorial Guinea,
Guinea, and Guinea-Bissau which are
in the West African region. Papua New
Guinea is in the southwest Pacific and was
settled more than 30,000 years ago. The
first Europeans to visit were Portuguese
explorers in 1512, followed by the Dutch.
In 1920, the country was given to Australia and gained independence in September 1975. Today, it is a member of the British Commonwealth.
This small half of an island is culturally, biologically, and environmentally
diverse. The 800 languages account for
approximately a third of the world's indigenous languages. Visitors can usually get
by linguistically speaking because most
Papua New Guineans speak Tok Pisin
(Pidgin).
Though remote, the island country
has its development. The capital city of
Port Moresby has highways, tall office
buildings and luxury hotels, but it is mostly business travelers making use of the big
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city fixtures. Ecotravelers are more interested in what Papua New Guinea has to
offer outside the city.
Lying just south of the equator, there
are four regions – the Highlands, Momase,
Southern, and New Guinea Islands. Luckily for ecotravelers, the country remains
gloriously undeveloped in most regions.
These regions hold volcanic mountains,
tropical rainforest, the winding Karawari
River, spectacular coral atolls, and thunderous waterfalls.

TALE A LONG TREK OR
TAKE A CANOE TRIP

Following is a sample of the splendors Papua New Guinea holds to tempt
ecotravelers.
The Southern Region is where Port
Moresby is located and holds Port Moresby Nature Park, a combined botanical
and zoological park and garden dedicated
to preserving local flora and fauna. There
is also a wild life sanctuary 14 miles outside the city, which is dedicated to breeding birds-of-paradise. Milne Bay is the
place for an opportunity to spot any of the
269 birds of the 700 species living in Papua New Guinea.
In the Highlands Region, there are
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like the Japanese Barge Tunnels and the
Bitapaka War Cemetery. The New Britain
Province is filled with volcanoes, some of
them active.

Leatherback turtle

Greater bird-of-paradise

Canoe war ceremony of Asmat people

Coffee is a key export

coffee plantations, rugged mountains,
steep valleys and diverse cultures. Found
in this region is the Ramu River, Aure,
and Wahgi River systems. Birds-of-paradise in the wild are plentiful around Lake
Kutubu, and true virgin rainforest filled
with wildlife is found in the Wasi Falls
Wildlife Management Area. Hardy hikers can take long walking treks, like from
Pimaga to Gesege Village, and then go by
canoe to a lodge at Tage Point. Lodges in
the area can arrange guided tours, which
is advisable. For a wilderness thrill, climb
to the peak of Mt. Wilhelm or hike to Mt.
Hagen.
In Momase, there are more mountains and lush rainforest that is filled with
colorful orchards and even more colorful
tropical birds. This region holds the Huon
Gulf where divers can visit the coral reefs,
ecologically threatened in so many other
places around the world. When ready to
reach for the sky again, trek to Mt. Tambu; go bushwalking around Lake Wanam;
view leatherback turtles; or take a day trip
to Kranket, Siar, and Samun Islands to enjoy snorkeling and swimming.
Found in the New Guinea Islands
Region is the largest offshore islands in
Papua New Guinea and part of the Bismarck Archipelago. Pomio offers caving.
It is also filled with WWII historical sites,
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In all of the regions, thriving traditional
cultures are nurtured in villages scattered
around the rugged terrain.
Asoro Mudmen will show visitors how
villagers once used scary masks made of
baked clay that fit like helmets to frighten
their enemies, while in Tari, local Wigmen
isolate themselves for long periods of time
to grow hair which is ceremonially harvested and then used to make elaborate
wigs worth a lot of money to Huli men.
In some areas, an ancient way of life
has never changed. For example, tribal
fighting is still ongoing in Enga Province,
located in the Highlands Region. This is a
good reminder that joining a guided tour
is the safest way to explore remote areas.
The many festivals held throughout
the year give visitors opportunities to enjoy tribal dances and to witness the elaborate traditional face and body painting.
It is a rainbow of colors in paint, feathers, handmade jewelry, grass skirts, and
masks. It is common to come across elaborate rituals that mourn death, celebrate
marriage, initiate tribe members, or celebrate an occasion with special feasts.
Always remember the tribal chiefs and elders hold traditional authority and should
always be respected.
Stay in a remote lodge and immerse
yourself in a land that time has forgotten.
If you are a lucky visitor, you will get a big
dose of flora and fauna color and opportunities to watch people weave fishing baskets just like they have for thousands of
years.
How long can the island country
maintain its traditional way of life? That is
a very good question with no answer.
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Port Moresby nature park

ECO-TRAVEL

LIVING AN ANCIENT LIFE

DELICIOUS DIVERSITY

HAMEGH IS
THE ONLY WAY
TO DESCRIBE
ARMENIAN
FOOD
Armenia's food culture spans
2,000 years, and many of
the traditional preparation
methods and recipes have
remained intact. It is an
opportunity to enjoy the
same foods people sat down
to eat through the years.

Kofta

BY JOHN JACOBS

T

he quickest way to describe
the Armenian food culture
is to say it connects ancient
history to the present. For
more than 2,000 years, Armenians have been cooking
over open fires and in underground ovens, using fresh herbs, an abundance of
meat, and a variety of fruits and cereals.
(In this small mountainous republic are
found) people adept at cooking recipes
that serve up history and incredible flavor at the same time.
With an agricultural past connected
to a small-scale agricultural present, Armenians love barbequed meats and vegetables; grains; pomegranates (the national food); and a variety of other fresh
fruits, cereals, and sweets like baklava
that melts in the mouth.

Khashlama

Unlike many food cultures, Armenians at home believe in serving all the
courses at the same time, creating a table
filled with tempting foods that make a
person wonder how it is possible to enjoy
so much good food in one meal. An Armenian food journey is a trip down a food
lane that is never forgotten.

Wonderful Variety of Spices,
Fruits and Vegetables

Anyone lucky enough to enjoy Armenian
food while in Armenia will hopefully also
be lucky enough to enjoy a meal in a local home. The truth is that restaurants
may not fully deliver the traditional dining experience because Armenian home
cooking is a complex array of succulent
meat or chicken entrees served with a
delightful accompaniment of fruits and
vegetables that offer an enormous variety
of options.
The first thing to know about traditional recipes is that herbs and spices
are used in generous quantities. Recipes
frequently use cloves, cumin, cinnamon,
cardamom, nutmeg, thyme, sage, rosemary and parsley. Garlic, either herb or
spice, is also used.
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Fruits include cherries, pomegranates, quince, lemons, plums, oranges,
apricots, figs, pears, and apples. This is
grape vine country so grapes are understandably popular.
Just as much in supply is a wonderful
variety of vegetables that include tomatoes, cabbage, peas, carrots, eggplant,
peppers, cucumbers and squash. There
are nuts, too – almonds, hazelnuts, and
walnuts.
Put the meats or poultry together with rice or other grains, fruits, and
vegetables, and the talented Armenian
cook makes national and popular foods
like mante, a grilled boat-shaped dumpling made with beef or lamb and served
with sauces, and kofta, which is baked
in an oven with lamb or turkey or made
as meatballs if enjoying a more upscale
chef-prepared version in a restaurant.
Kofta was served during the days of the
Ottoman Empire, one of the many recipes that have history as an ingredient.
In an unusual mix, meat may be
served with pomegranate sauce. The
pomegranate is a symbol of Armenia and
is used to make sauces, juices, and dressings. Khashlama is a meat dish usually
made with lamb and served with vegeta-
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There is sweet barley pudding, and a rich
sugar-filled variety of tortes and cookies
(t'khvatsk) are always available in bakeries.
There are stomach filling, body
warming soups like khash made with cow
or sheep's feet and vinegar, garlic, and

yolks prevent the yogurt from curdling.
The soup can be eaten cold or hot, depending on the season.
K'rchik is made by cooking wheat kernels and pickled cabbage together, while
bohrsh (borsht) is beet root soup and bozbash is a summer vegetable soup.

Yogurt soup

Tolma

Barbecued beef
Vegetable tolma

Pomegranate sauce

bles. When serving company, guests may
get a change to try aris, which is a wheat
porridge made with chicken.

Satisfying the Sweet Tooth
and the Stomach

It would be remiss to not talk about deserts because Armenians have perfected
a variety of them and enjoy them with
pure delight. Gata, an Armenian pastry,
is made with flour, nuts and baking soda.
The baklava is simply one of the most delectable deserts a person can eat; it is a
baked dough made with eggs, butter, cinnamon, cardamom, honey and walnuts.

Armenians traditionally cooked meats
over an open fire or in clay ovens called
tonirs. The ovens were used to cook
meats, vegetables, breads, soups and other dishes.
It is not surprising that barbequed
beef, pork and lamb are favorite foods.
Barbeque is called khorovat, and it is traditionally prepared by men. The meat is
soaked in a marinade for many hours before it is slow-roasted in the tonir. During
a visit to Armenia, wander down Proshyan Street (also called barbeque street) in
Yerevan where the aroma of barbequing
meat fills the air, enticing people who are
not even hungry. Armenians also barbeque, grill and steam fish, like ishkham
which is a native lake trout.
Another popular food is tolma (also
called dolma), which also has historical
roots. Traditionally, an Armenian woman
is expected to learn how to make tolma
before getting married. It is usually made
with minced beef or pork to which basil,
herbs, oregano, and rice are added. The
mixture is wrapped in grape leaves and
served with a matsun and garlic white
sauce. There are variations of tolma, like
using cabbage leaves or a vegetable filling. This food item is so popular that a
Tolma Festival is held each May during
which chefs compete to make the most
interesting and delicious recipe.

The Verdict is In: Hamegh!
The baklava

lemon juice, reflecting an agricultural
culture in which nothing is wasted. Culturally, khash is a dish often shared with
friends and family in the morning. The
soup simmers all night and is only prepared by men.
A lighter soup that is an Armenian
tradition is a yogurt soup made with barley or farro (hulled wheat) and mint. Egg
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The verdict is in – Armenian food is
healthy and interesting. Almost no fat is
used in recipes, and the rich variety of
vegetables and fruits only adds to its nutritious characteristic. From barbequed
meats to sweet breads, the Armenian cuisine is a delightful mix of ingredients that
are always tempting and never dull.
Many of the dishes are quite complex
to make, but that is something Armenian
cooks and chefs have mastered with great
skill. Whatever is eaten, the verdict is
sure to be Hamegh (delicious)!
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DELICIOUS DIVERSITY

Slow Cooking in a Tonir

PEOPLE & PLACES

CELEBRASIAN
PROCUREMENT
CONFERENCE
CELEBRATES
MWBES

T

he largest Asian American procurement conference was held in June, 2017 in San Diego, CA. It
is a business conference that connects large corporations and government agencies with Asian
American and other minority businesses to develop contracting opportunities. Despite its serious intent, this is
truly a celebration of opportunities for diverse businesses.
It is a jam packed conference filled with networking opportunities, matchmaking sessions, workshops, forums,
and the awarding of honors and scholarships.
When the US Pan Asian American Chamber of Commerce (USPAACC) holds the annual 3-day conference,
it is a call for diverse businesses to get together to make
things happen. On day one, supplier diversity managers
caucused, chief procurement officers (CPOs) and chief

technical officers (CTOs) held a forum, and informative workshops
were offered. The next day, workshops and forums addressed critical
topics like "Generating Leads to Customers," "What's Your Pitch: Innovations Meet the Market," "Navigating the New World of IT," "Doing Business with Corporations in Construction and Manufacturing
Sectors," and other hard-hitting, relevant topics designed to lead to
measurable business results and address challenges facing the business community.
The conference also featured "The Disruptors" who are entrepreneurs and business leaders who brought innovations to the marketplace. They included people like Charles Huang, co-creator of "Guitar Hero"; Brian Wong, CEO & Founder of KIIP; Tim Hwang, CEO of
FiscalNote; and many more movers and shakers who are disrupting
industries with their game changing innovations.
The true value of this conference is that diverse business professionals get to network with people who did not just dream a dream.
They made things happen. They can also take advantage of one-onone prescheduled business matchmaking opportunities that carefully match suppliers with corporations when there is a demand for the
supplier's products and services.
On the last day of the CelebrAsian Procurement Conference, the
Guanxi Business Opportunity Fair was held, giving suppliers even
more opportunities for face-to-face pitching and networking. This is
a celebration of diverse businesses that should not be missed.
DiversityPlus Magazine
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FOR MANY WOMEN AT US
COMPANIES, THE PROBLEM
ISN’T A GLASS CEILING—IT’S
A BROKEN LADDER

T

he 20th Annual National Conference & Biz2Biz Expo
theme was "Disability: A Catalyst for Innovation" and
was once again a roaring success. The premier USBLN
event, held August 21-24, 2017 in Orlando, FL, was focused on the inclusion of people with disabilities as suppliers,
employees, and consumers. The conference brought people
with disabilities, and corporate and government representatives, to educate each other and create true opportunities for
inclusion.
The agenda was filled with a variety of events, beginning
with a Rising Leaders interactive professional development session in which corporate partners and Rising Leaders networked.
Rising Leaders are college students and recent graduates with
disabilities. The next day, Rising Leaders attended a lunch pan-

el which discussed job searching strategies. Also offered was the
Technology Innovation Lab which focused on enabling Rising
Leaders to learn about universal designs and problem solving
through innovation. The Rising Leaders then enjoyed opportunities to meet one-on-one with company recruiters.
The regular conference agenda offered numerous productive
educational and networking opportunities. Disability supplier
mentoring participants shared best practices; JAN presented information on best practices and enabling technologies for people
with disabilities; and Northrop Grumman hosted a session on
workplace readiness skills. The opening plenary was "Disability: a Catalyst for Innovation" with the keynote address given by
Mark Bertolini, Chairman and CEO of Aetna.
Breakout sessions covered relevant topics like making the
workplace matter to a millennial workforce, navigating the procurement process, laying the foundation for the new supplier diversity professional, mitigating bias in marketing, utilizing the
Disability Equality Index, supply chain inclusion, career planning, cybersecurity, inclusive practices, digital accessibility, and
many more topics. This is, without a doubt, the most important
conference held that concerns the inclusion of people with disabilities as employees and business owners.

Diversity goes a long way.
A commitment to diversity means a commitment to
women-, minority- and disadvantaged-owned business
enterprises. Striving to create an inclusive environment
combines a variety of cultures, ideas and ethnicities. Our
goal is to make your travels a priority and inclusive of all
choices, too.
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PEOPLE & PLACES

USBLN
CONFERENCE
FOCUSES ON
DISABILITY
INCLUSION FOR
INNOVATION

T

he 20th Annual National Conference & Biz2Biz Expo theme was "Disability: A Catalyst
for Innovation" and was once again a roaring success. The premier USBLN event, held
August 21-24, 2017 in Orlando, FL, was focused on
the inclusion of people with disabilities as suppliers,
employees, and consumers. The conference brought
people with disabilities, and corporate and government representatives, to educate each other and create true opportunities for inclusion.
The agenda was filled with a variety of events, beginning with a Rising Leaders interactive professional development session in which corporate partners
and Rising Leaders networked. Rising Leaders are
college students and recent graduates with disabilities. The next day, Rising Leaders attended a lunch
panel which discussed job searching strategies. Also
offered was the Technology Innovation Lab which focused on enabling Rising Leaders to learn about universal designs and problem solving through innovation. The Rising Leaders then enjoyed opportunities
to meet one-on-one with company recruiters.
The regular conference agenda offered numerous productive educational and networking opportunities. Disability supplier mentoring participants
shared best practices; JAN presented information on
best practices and enabling technologies for people
with disabilities; and Northrop Grumman hosted a
session on workplace readiness skills. The opening
plenary was "Disability: a Catalyst for Innovation"
with the keynote address given by Mark Bertolini,
Chairman and CEO of Aetna.
Breakout sessions covered relevant topics like
making the workplace matter to a millennial workforce, navigating the procurement process, laying
the foundation for the new supplier diversity professional, mitigating bias in marketing, utilizing the
Disability Equality Index, supply chain inclusion,
career planning, cybersecurity, inclusive practices,
digital accessibility, and many more topics. This is,
without a doubt, the most important conference held
that concerns the inclusion of people with disabilities
as employees and business owners.
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MICHELLE OBAMA ENCOURAGES
WOMEN TO VALUE LEADERSHIP
OPPORTUNITIES: ‘DON’T WASTE YOUR
SEAT AT THE TABLE’

A

fter two years on the campaign
trail and eight hectic years in
the White House, Michelle
Obama is relaxed and ready to
turn the next page.
Speaking to an audience full of welcoming ladies at the 14th annual Pennsylvania Conference for Women in Philadelphia on Tuesday, she confidently told
the crowd that she’s enjoying life.
“I don’t know that I’d call myself a
workaholic; I like chilling,” Obama said,
musing about life post-White House.
“I’m taking time to reflect." She went on
to liken her decade in the political world
to “being shot out of a cannon.… there's
really no time to think about feelings.”
But the former First Lady is also
charting plans with husband and former
President, Barack Obama, to help build
future leaders in America and beyond,
specifically, women and girls. Despite being admittedly ready to exit the Oval Of-

fice, the proud Chicago native also made
it clear that there was still much more to
come from team Obama.
"We’re not ready to stop,” she said,
noting The Obama Foundation and a
forthcoming presidential library to be
built in Chicago. “We have to figure out
what the next chapter looks like.”
Clad in a black pin-striped dress with
ankle strapped heels, Obama sat down
for an hour-long interview with TV mo-
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gul, Shonda Rhimes during the gathering.
The event was a nonpartisan, nonprofit
day of networking, professional development and personal growth for women.
During her time as First Lady, Mrs.
Obama launched and led four key initiatives. Let’s Move! aimed to address the
challenge of childhood obesity; Joining
Forces was about supporting veterans,
service members and their families;
Reach Higher was launched to inspire
young people toseek higher education;
and Let Girls Learn, to help adolescent
girls around the world go to school.
On Tuesday, Obama spoke about life
as a civilian, offering condolences to the
families impacted by the recent Las Vegas
shooting which left more than 50 dead and
some 400 injured. Comforting victims of
gun violence, she said, has sadly become
commonplace for leaders in the White
House. She expressed that it’s particularly
vexing when "overseeing that kind of loss
and really not having a solution to offer
families when you comfort them."
Obama, who made headlines last week
for saying women who didn’t support
Hillary Clinton at the ballot box “voted
against their own voice," also made veiled
references to President Donald Trump.
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A ‘NEW NORMAL’ IN
STEM TEACHING?

S

cience instructors increasingly
are moving beyond the lecture
to more innovative – and effective – teaching methods. But
professors with a taste for change often
enact it alone, as their colleagues continue to lecture.
The Association of American Universities wants to change that. In 2011,
it launched its Undergraduate STEM
Initiative to encourage systemic reforms
to science education to improve teaching
and learning, especially in first- and second-year courses.
Early feedback was promising, and
AAU is this week releasing a formal fiveyear status report detailing progress at
eight project sites: Brown University;

Michigan State University; the University of Arizona; the University of California, Davis; the University of Colorado at
Boulder; the University of North Carolina at Chapel Hill; the University of Pennsylvania and Washington University in
St. Louis.
Mary Sue Coleman, president of AAU,
wrote in the report that the initiative is a
“significant test of the degree to which a
group of prominent research universities
can work collectively with their national
organization to improve the quality of
teaching in undergraduate STEM courses, especially large introductory and
gateway courses, thereby enhancing the
learning experiences of many thousands
of their undergraduate students.” And so
far, she said, results “indicate a resoundingly affirmative answer to this test.”
Additionally, she said, the initiative
has helped AAU understand how it, as
group of research universities, can better

help to “support meaningful change at
various institutional levels to improve
undergraduate STEM education.”
Higher education is “now reaching
a major tipping point,” Coleman added. “We cannot condone poor teaching
of introductory STEM courses because
we are trying to weed out the weaker
students in the class or simply because
a professor, department and/or institution fails to recognize and accept that
there are, in fact, more effective ways to
teach.” Failing to adopt evidence-based
teaching practices in the classroom
“must be viewed as irresponsible, an
abrogation of fulfilling our collective
mission to ensure that all students who
are interested in learning and enrolled
in a STEM course – not just those who
will choose to major in or pursue an advanced degree in that discipline – are
provided with the maximum opportunity to succeed,” she said.
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GOLF & STRATEGY

FACING RUGGED
TERRAIN,
GOLFERS AND
ENTREPRENEURS
MAKE DIFFICULT
CHOICES

golf course, and even if the course was built, the
U.S.G.A. was unlikely to agree to holding the U.S.
Open at a new public golf course in a location nowhere near … well … much of anything.
As an entrepreneur, Lang experienced the
typical travails of an entrepreneur with a dream –
doubt, a need for capital, risks that could collapse
the entire effort, and public criticism.

WHEN A PASSIONATE IDEA
BECOMES AN OBSESSION

The story of the 117th U.S. Open at
Erin Hills began with rugged terrain and
a man's dream of bringing professional
golf to Wisconsin. As true entrepreneurs
understand, converting dreams into
reality can be an arduous journey.
BY VINCENT PANE

E

rin Hills is the fruition of one man's determination to bring U.S. championship golf
to Wisconsin. Bob Lang was 72 years old,
wealthy as a result of building a successful
greeting card and calendar publishing company,
and making successful real estate investments.
That fortune dwindled after buying a former cattle farm and building a golf course on it.
It was not just any golf course though. The
rugged landscape made an improbable spot for a
DiversityPlus Magazine

What makes an entrepreneur an entrepreneur? It
seems like a simple question, but in reality it is a
very complex one.
Lang obtained more than one loan, invested in
building and then expanding the course to attract
professional golf tournaments, and overpaid for
all the houses a golfer could see from the course
so he could tear them down or move them. He had
to sell the course because he overextended himself financially. Andy and Carlene Ziegler – well
known in Wisconsin as the co-founders of Artisan
Partners Holdings, a global investment management firm – purchased the golf course. The course
sold for $10 million, and Lang had invested $26
million. Lang was insolvent. The day the course
sold, the U.S.G.A. voted to hold the 2017 U.S.
Open at Erin Hills.
This is a sad story of an entrepreneur who lost
everything because of a stubborn dream. He had
sold his successful printing company and his commercial real estate holding company, and gone
deep in debt. He ended up with no golf course.
What is particularly interesting about this story is
that Lang admits he let a passionate idea become
an obsession, and that his ideas tended to outgrow
his finances.
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However, Lang did not see an empty cow field
when he first started this venture. He saw a beautiful and challenging golf course. Interestingly,
it would be reasonable to assume he was an avid
golfer, but he was not. The first grain of an idea
arose out of a desire to build a local 9-hole golf
course for his more than 300 employees.

THE STORY NOW CONTINUES

GOLF & STRATEGY

Lang is a true entrepreneur. He made some poor
decisions, over the objections of people like the architects of the golf course, but the dream of holding the U.S. Open never faded. Sure, he wishes he
still owned Erin Hills. He had put it in trust for his
three children. Sure, he should not have risked his
fortune to the point of losing it all.
However, the new course is working its magic. For example, Steve Stricker from Wisconsin
was denied a spot in the U.S. Open because the
U.S.G.A. denied his request for a special exemption. So he promptly went out and won a 36-hole
sectional qualifier. Stricker has earned a reputation as a Wisconser who works hard and never
gives up, even when in a career slump. Playing in
the first U.S. Open held in Wisconsin was important to him and to his supporters.
The story of the golf course built in an improbable place on rugged terrain leads to the question:
What makes an entrepreneur an entrepreneur? Is
it a willingness to take unreasonable risks or to
ignore what seems like sound advice from people
in the entrepreneur's network in order to keep a
dream alive? Is it simple perseverance?
After all, Howard Schultz, CEO of Starbucks,
said, "Risk more than others think is safe. Dream
more than others think is practical." Sounds a bit
like Lang took this advice.

BALANCING DREAMS AND REALITY

Being an entrepreneur is challenging because
it requires a willingness to assume some level of
risk. It is when something becomes an obsession
that consumes everything else, like relationships
and finances, that entrepreneurship fails.
Entrepreneurs frequently obsess with success,
working hard to start and build a business. Lang
would take his tractor to the cow pasture and clear
brush for several hours a day on weekends. While
doing so, he dreamed of what the land would become and the sought after tournament. Entrepreneurs can easily get themselves into trouble by
focusing only on the dream and not the realities of
things like cash flow. Lack of capital is one of the
main reasons startups fail.
Entrepreneurs are described as creative,
self-starters, determined, open-minded, and confident. However, these qualities are not enough.
A Gallup survey of 1,000 entrepreneurs in 2014
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ENTREPRENEURS CAN EASILY GET
THEMSELVES INTO TROUBLE BY
FOCUSING ONLY ON THE DREAM
AND NOT THE REALITIES OF
THINGS LIKE CASH FLOW. LACK
OF CAPITAL IS ONE OF THE MAIN
REASONS STARTUPS FAIL.
found that successful entrepreneurs also make
decisions based on the potential to turn a profit,
are knowledge-seekers, and have good instincts
concerning risk-taking (read the full discussion
in the book "Entrepreneurial Strengthsfinder" by
Jim Clifton and Sangeeta Eharadwaj Badal).
Lang let an obsession overcome his good business sense. He squelched the instincts and ignored
the advice of people who understood the financial
fiasco Lang was creating.

REMAIN GROUNDED IN SOLID
BUSINESS PRINCIPLES

What makes the Lang story particularly interesting and ironic is that the 2017 U.S. Open was very
successful, but there would be no rugged terrain
golf course if not for one man's obsession.
Balancing the dream with reality is probably
the toughest challenge every entrepreneur faces,
but it is one of the most important ones to overcome. Unless the entrepreneur remains grounded
in the realities of running a business, the course
may get too tough to play.
There are lots of good business ideas that never see daylight because dreamers were not entrepreneurs, and plenty of great businesses that fail
because entrepreneurs let the dreams become
blinders to the rugged terrain.
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