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ANA
The ANA (Association of National Advertisers) makes a difference for
individuals, brands, and the industry by driving growth, advancing the
interests of marketers, and promoting and protecting the well-being of the
marketing community. Founded in 1910, the ANA provides leadership that
advances marketing excellence and shapes the future of the industry. The
ANA’s membership includes nearly 1,800 companies with 25,000 brands
that engage almost 150,000 industry professionals and collectively spend
or support more than $400 billion in marketing and advertising annually.
The membership is comprised of more than 1,100 client-side marketers and
more than 800 marketing service provider members, which include leading
marketing data science and technology suppliers, ad agencies, law firms,
consultants, and vendors. Further enriching the ecosystem is the work of
the nonprofit ANA Educational Foundation (AEF), which has the mission
of enhancing the understanding of advertising and marketing within the
academic and marketing communities.
For more information, visit www.ana.net, follow us on Twitter at
@ANAMarketers,or join us on Facebook at www.facebook.com/ANA.

AIMM

The ANA’s Alliance for Inclusive and Multicultural Marketing (AIMM) has the
mission to create a powerful voice that elevates multicultural and inclusive
marketing to promote business growth in an increasingly diverse marketplace.
AIMM’s focus includes an emphasis on talent to create a system that helps
elevate the level of multicultural knowledge in corporations and agencies while
increasing the diversity of the pool of candidates and executives to better target
and reflect the communities served. With business and brand growth lacking,
aligning ethnic-focused marketing with the demography of the U.S. is critical
to fundamental growth objectives.
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THE BUSINESS CASE FOR DIVERSITY
There is growing awareness of the business case for diversity.
According to McKinsey, there is a direct correlation between
diversity (defined there as a greater proportion of women and
ethnically/culturally diverse individuals) in the leadership of
large companies and two measures of financial outperformance:
profitability (measured as average EBIT margin) and value creation
(measured as economic profit margin).
McKinsey found companies in the top quartile for gender diversity
on executive teams were 21 percent more likely to outperform
on profitability and 27 percent more likely to have superior
value creation. Meanwhile, companies in the top quartile for
ethnic/cultural diversity on executive teams were 33 percent
more likely to have industry-leading profitability. This suggests
that inclusion of highly diverse individuals — and the myriad ways
in which diversity exists beyond gender (e.g., ethnicity, LGBTQ,
age/generation, international experience) — can be a key
differentiator among companies. Furthermore, McKinsey found
that more diverse companies are better able to attract talent.
Source: Delivering Through Diversity, January 2018, McKinsey & Co.
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MEASURING DIVERSITY AT ANA MEMBER COMPANIES
Discussion about diversity/gender equality issues in the advertising and marketing industry
have been ongoing for some time. But to accurately know the current state of diversity/gender
equality and the progress we are making (or lack thereof), we must measure it.
We look to measure everything else in our industry, but when it comes to knowing whether
we have diverse talent, such measurement — at least what has been shared publicly —
is lacking. As the saying goes, “You can’t manage what you can’t measure.”
If we are going to truly challenge ourselves to improve diversity/gender equality, then we
need to face this squarely and accurately — with real measurements. We need to publicly
track ourselves with real data from client-side marketers, agencies, publishers, media
companies, researchers, suppliers, and vendors.
As a first step, three recent ANA studies help provide an understanding of diversity at
ANA member companies:
1. ANA Member CMOs: Gender and ethnic diversity of the CMO/CMO-equivalent
at 747 ANA member client-side marketer company members.
2. ANA Overall Membership: Gender and ethnic diversity of the overall ANA membership,
representing more than 23,000 individuals (a sub-segment of ANA members who opted
in to provide such information). This analysis also includes a small slice of data on sexual
orientation and disabilities.
3. ANA Board of Director Company Marketing Departments: Gender and ethnic diversity
among the U.S.-based marketing departments of ANA board member companies.
Seventeen ANA board members participated, representing 9,677 marketers in total.
This analysis includes information on sexual orientation and disabilities. There is also
learning on key action steps that have helped improve diversity within marketing
departments.
Industry progress begins with understanding the facts about our marketplace. We’ve now
planted a “stake in the ground” against which we can begin to regularly track progress.
But knowing the results of ANA member companies is just the first step. Complete commitment
throughout our industry is required to create lasting change.
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MEASURING DIVERSITY AT ANA MEMBER COMPANIES

1. ANA MEMBER CMOs

This analysis identifies the profile of the CMO/CMO-equivalent at each of the ANA’s 747 client-side
marketer company members, and the findings were first announced in March 2018.
ANA client-side marketers are making strong progress in achieving gender balance among
CMOs, but in stark contrast, there remains significant work to do in attaining ethnic diversity.
In gender equality, 45 percent (335) of the top marketer positions are female;
55 percent (412) are male.
However, only 13 percent of CMOs and CMO equivalents are diverse.
• African-Americans/Blacks comprise 3 percent of ANA member company CMOs, but are
approximately 13 percent of the total population.
• Asians comprise 5 percent of ANA member company CMOs, and are 6 percent of the
total population.
• Hispanics/Latinos comprise 5 percent of ANA member company CMOs, but are 18 percent
of the total population.
Population estimates per the United States Census Bureau.

GENDER IDENTITY

ETHNICITY

All ANA member companies CMOs (747)

All ANA member companies CMOs (747)

Female

Male

45%

55%

(335)

(412)

African-American/Black

3%

(23)

Asian 

5%

(35)

Hispanic/Latino 

5%

(34)

White 

87%

(655)

This analysis also has breakdowns for five industry groups: banking/financial services,
consumer packaged goods, food and beverages, sports and entertainment, and technology.
See the appendix for those details.
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MEASURING DIVERSITY AT ANA MEMBER COMPANIES

2. ANA OVERALL MEMBERSHIP

From 2011 through February 2018, the ANA asked member-company marketers who created
ANA membership accounts to voluntarily and anonymously answer questions related to four
characteristics: gender, race/ethnicity, sexual orientation, and disability. More than 23,000
individuals participated. These results were initially released in May 2018.
ANA client-side membership is overwhelmingly female and white.
• 67 percent are female
• 74 percent are white, 10 percent are Asian, 8 percent are Hispanic/Latino,
6 percent are African-American/Black, and 2 percent are Other.
There is more gender and ethnic diversity among the ANA overall membership than among
CMOs at ANA member companies, which is terrific. But the representation of ethnic marketers
among the ANA overall membership, as well as CMOs, is still too low.

GENDER IDENTITY

ETHNICITY

ANA overall membership

Female

Male

67%

33%

AfricanAmerican/
Black

Asian

Hispanic/
Latino

Female
ANA overall
membership

67%

CMOs


10%
5%
8%
5%
74%

White

87%

Male

CMOs



Other

55%

■ CMOs

3%

45%

ANA overall
33%
membership

■ ANA overall membership

6%

2%

Additionally, the study findings indicate that 4 percent of overall ANA membership is LGBTQ
and less than 1 percent is disabled. This latter number should be used with extreme caution.
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MEASURING DIVERSITY AT ANA MEMBER COMPANIES

3. ANA BOARD OF DIRECTORS DIVERSITY SCORECARD
A third study measured gender and ethnic diversity among the U.S.-based marketing departments
of ANA board member companies. This study, called a “diversity scorecard,” measured gender
and ethnic diversity among the U.S.-based marketing departments of participating ANA board
member companies, and had four questions:
• Gender identity: Broken out by five different job levels. Job level descriptions and job title
examples were provided to help with consistency among respondents.
• Ethnicity: Also broken out by five different job levels.
• Orientation/Ability question: “Do your employees have the opportunity to self-identify as
being either LGBTQ or a Person with a Disability?”
• Open-ended question: “Are there any key action steps that have helped your company
improve diversity within the marketing department?”
Seventeen board members completed the diversity scorecard, representing 9,677 marketers
in total. These scorecards were submitted to the ANA between May and October 2018. Individual
company metrics have been kept confidential and “rolled up” to report aggregate results.
THE ANA BOARD OF DIRECTORS
The ANA is committed to having a diverse board, and considers factors including gender, ethnicity,
industry category, and region. The ANA board of directors has 42 members at this writing
(November 2018).
• Gender: 22 women, 20 men
• Ethnicity: 32 Caucasian, 5 Hispanic, 3 African-American, 2 Asian
It is a priority to further increase the ethnic diversity of the ANA board.
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MEASURING DIVERSITY AT ANA MEMBER COMPANIES
3. ANA BOARD OF DIRECTORS DIVERSITY SCORECARD
GENDER IDENTITY
The gender identity for the marketing departments of participating ANA board member companies
skews highly female: 63 percent female and 37 percent male. That is consistent with the results
in the ANA Overall Membership report (67 percent female and 33 percent male).
At the senior level, the gender balance is fairly even: 46 percent female and 54 percent male. That
is consistent with the profile of ANA member CMOs (45 percent female and 55 percent male).
All other levels skew female — mid-level upper end, mid-level lower end, entry-level professional,
and admin/clerical/support.

63%



Total

37%



46%



Senior Level

Admin/Clerical/
Support

Mid-Level/Upper End
Individuals in this category take direction from those at the
senior level. This job category includes managers at the group,
regional, or divisional level of the marketing team. Generally
has at least two direct reports.

56%



44%



37%






Job title examples: Assistant VP, Director, Category Manager/
Leader, Group Product Manager, Country Manager, National
Manager

63%



Mid-Level/
Lower End

Entry-Level
Professional

Job title examples: Division President, General Manager,
Managing Director, Chief Marketing Officer, Chief Brand
Officer, Other “Chief” Officer, Executive VP, Senior VP,
Vice President

54%



Mid-Level/
Upper End

Senior Level
This category is reserved for the highest level within the
marketing team, likely 5 to 10 percent of total. Includes
individuals who plan, direct, and formulate strategy.

Mid-Level/Lower End
May lead first-line employees (entry and professional staff)
or work primarily independently over a function or process.
Job minimally requires college degree or experience of a
comparable background.

68%

32%

Job title examples: Advertising Manager, Brand Manager,
Business Manager, Marketing Manager, Media Manager,
Product Manager, Sales Manager, Manager, Supervisor




88%

12%

Entry-Level Professional
Usually hold junior-level professional positions that require
specific skills or college degrees. Generally has no supervisory
responsibility over others.
Job title examples: Associate Manager (Advertising, Brand,
Business, Product), Account Executive
Admin/Clerical/Support
Includes all clerical and/or administrative support staff
who typically work under close supervision.

■ Female
■ Male

Job title examples: Coordinator, Administrator,
Assistant, Associate
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MEASURING DIVERSITY AT ANA MEMBER COMPANIES
3. ANA BOARD OF DIRECTORS DIVERSITY SCORECARD
ETHNICITY
The ethnicity in the marketing departments of participating ANA board member companies
overall is 69 percent White (Non-Hispanic), 11 percent Asian, 7 percent African-American/Black,
7 percent Hispanic/Latino, 2 percent Multiracial, and 4 percent Other/Not Listed. Senior-level
employees at participating board member companies are less diverse than other levels.

Total

Senior Level

Mid Level/
Upper End

Mid Level/
Lower End

Entry-Level
Professional

Admin/Clerical/Support

AfricanAmerican/
Black

7%

4%

5%

6%

9%

9%

Asian

11%

9%

12%

11%

10%

7%

Hispanic/
Latino

7%

9%

7%

7%

7%

10%

White
(NonHispanic)

69%

72%

68%

70%

68%

68%

Multiracial

2%

1%

2%

2%

2%

3%

Other/
Not
Listed

4%

5%

6%

4%

4%

3%
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MEASURING DIVERSITY AT ANA MEMBER COMPANIES
3. ANA BOARD OF DIRECTORS DIVERSITY SCORECARD
The ethnic composition for the marketing departments of participating ANA board member
companies is consistent with that of the ANA Overall Membership report. (We recognize that
the ethnicity categories were not exactly identical between the two studies.)

ETHNICITY
■ Participating ANA Board
Member Companies
■ ANA Overall Membership

69%

7%

6%

African-American/
Black

11% 10%
Asian

7%

74%

6%

8%

Hispanic/
Latino

White

2%

Other

It is important to note that compared to the overall U.S. population (per the census), ethnic
diversity is lagging, especially for African-American/Black and Hispanic/Latino.
• African-Americans/Blacks comprise 7 percent of the marketers at participating ANA board
member companies and 6 percent of the ANA overall membership, but are approximately
13 percent of the total population.
• Hispanics/Latinos comprise 7 percent of the marketers at participating ANA board
member companies and 8 percent of the ANA overall membership, but are 18 percent
of the total population.
Meanwhile, Asians comprise 11 percent of the marketers at participating ANA board member
companies and 10 percent of the ANA overall membership while representing about 6 percent
of the total population.
Population estimates per the United States Census Bureau.
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MEASURING DIVERSITY AT ANA MEMBER COMPANIES
3. ANA BOARD OF DIRECTORS DIVERSITY SCORECARD
LGBTQ AND DISABILITIES
In answer to the question “Do your employees have the opportunity to self-identify as being
either LGBTQ or a Person with a Disability?”:
• 9 of 16 companies provide employees the opportunity to self-identify as being LGBTQ.
• 15 of 16 companies provide employees the opportunity to self-identify as being a Person
with a Disability.
(Note that one company did not answer this question.)

KEY ACTION STEPS TO IMPROVE DIVERSITY
WITHIN THE MARKETING DEPARTMENT
Respondents were asked the open-ended question, “Are there any key action steps that have
helped your company improve diversity within the marketing department?” There was generous
feedback here, with responses focused primarily in the areas of retaining diverse talent and
recruiting diverse talent.
RETAINING DIVERSE TALENT
• Creating an inclusive work environment to retain diverse talent.
• Inclusive leadership embedded into all manager and executive training.
• Ensure senior leader sponsorship is in place to coach and develop diverse
employees from day one.
• Creation of a mentoring program to pair individuals with leaders.
• Diversity and Inclusion council created specifically for the global marketing organization,
including executive sponsors within the marketing leadership team.
• Maintain a full calendar of events to recognize and celebrate diversity — Black History Month,
Asian-American Heritage Month, Hispanic/Latino Heritage Month, Veterans Day, Native American
Heritage Month, Pride Month, International Women’s Week, etc. Plus activities such as global
webcasts, leadership panels, and an annual Diversity Leadership Symposium.
• Annual employee survey to measure sense of belonging and valuing diversity.
• Benchmarking of programs and policies, with reporting of progress annually.
• Creating affinity groups/employee networks that have helped likeminded employees come
together (women, LGBTQ, new moms, etc.) to provide a sense of community.
• Conducting focus groups around culture and diversity to understand the current marketing
environment and issues important to the team.
• Unconscious bias training available, and required for all talent acquisition, to reduce biases
in the hiring process.
• Launch of award/recognition program for employees who embody the culture of diversity
and inclusion.
• Clear organizational goals for female and ethnically diverse representation.
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MEASURING DIVERSITY AT ANA MEMBER COMPANIES
3. ANA BOARD OF DIRECTORS DIVERSITY SCORECARD
DIVERSITY IN RECRUITING
• Partner with and attend diversity conferences, events, and career fairs that give the company
access to diverse pipelines and talent pools, including NSBE and Grace Hopper. Partner with
organizations including Management Leadership for Tomorrow, NBMBAA, and The Consortium.
• Recruit at college campuses with strong and diverse presences, including at Historically Black
Colleges and Universities (HBCUs) and Hispanic-Serving Institutions (HSIs). Reach these talents
early in their job explorations.
• Talent mapping and diversity sourcing from various diversity job boards and diversity groups
on LinkedIn as part of the targeted approach to attracting passive candidates.
• Ensure a minimum of two ethnically diverse candidates on all hiring slates.
• Expose candidates to a diverse interview panel.
• Introduce an intern and university (undergrad and M.B.A.) hiring strategy for marketing,
with a targeted outreach to diversity networks at key schools.
• Referral campaigns to encourage employees to refer candidates from their network.
• The launch of a diversity-focused internship program has brought a new focus on diversity
and inclusion, not only to the internal marketing team but also to our partner agencies.
• Deliver gender-balanced diverse candidates for interviews.
• Showcasing talent diversity and related topics through our “job blogs.”
DIVERSITY OF AGENCY PARTNERS
• Require our agencies to share the org charts of the teams supporting our business, discuss
the diversity among the team, and provide a diversity plan for their companies. Our view is
that because we rely so heavily on our agency partners, we want to ensure that they are taking
diversity seriously too.
• The launch of our internship program has brought a new focus on diversity and inclusion,
not only internally but with our agency partners as well. (Reprised from above but worth
revisiting here)
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CONCLUSIONS/KEY ACTIONS
The data collected in these three reports is incredibly consistent.
• Women overwhelmingly comprise the bulk of the marketing industry’s workforce,
but they still lag somewhat behind in leadership roles. It is worth noting that gender
“equality” means equal representation between men and women. The advertising/
marketing industry is skewing strongly female, and we need to pay attention to this
to have sufficient male representation.
• Meanwhile, ethnic diversity is poor from the senior level on down.
As stated above, to accurately know the current state of diversity/gender equality
and the progress we are making (or lack thereof), a public measurement is required.
The ANA is committed to such a public measurement and will repeat and update
this study (all three reports) in a year.
We will call on others in the industry to participate as well by contributing their
diversity scorecard information, which will remain completely confidential and be
aggregated with other companies for reporting. We need to publicly track ourselves
with real data from client-side marketers, agencies, publishers, media companies,
researchers, suppliers, and vendors. The ANA will make this call to the industry
in first quarter 2019.

13

CONCLUSIONS/KEY ACTIONS

In the meantime, two other current ANA initiatives, in addition to AIMM, focus
on gender and ethnic diversity.
• Despite the strides made to accurately portray women and girls in media, an unconscious
bias persists against women and girls in advertising, media, and programming. The ANA
launched the #SeeHer initiative in June 2016 at the United State of Women. #SeeHer’s
mission is to increase the accurate portrayals of women and girls in media 20 percent by
2020, the 100th anniversary of women winning the right to vote in the U.S. The group
developed a Gender Equality Measure (GEM) to track progress and the marketing effect
of removing unconscious bias from ads and programming. High GEM scores directly
correlate to improved ROI. GEM became the industry standard in the U.S., which led to
a global rollout in mid-2018.
• The ANA Talent Forward Alliance is a cross-industry initiative with the mission of creating
a unified movement committed to inspiring and accelerating the development of exceptional
talent to fuel marketing industry growth. It was designed to elevate marketing and advertising
as a career profession on university campuses, and to engage senior marketing industry
executives to develop talent for advertisers and advertising agencies. The Talent Forward
Alliance will create programs and initiatives around talent development focusing on three
key areas: creating a partnership with academia to elevate the on-campus understanding
of marketing as a desired career choice; accelerating professional development and training
of existing talent; and energizing senior industry leadership through mentoring, on-campus
visitation, and the creation of industry talent playbooks.

Progress will be made on gender equality and diversity in the advertising and
marketing industry.
HP and Verizon are two ANA member companies which are taking leadership positions on
gender equality and diversity. Both have given the ANA permission to share some of the work
that they are doing.
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HP’S REINVENT MINDSETS CAMPAIGN

BACKGROUND/OBJECTIVES
HP Inc. is proud of its strong diversity legacy. From hiring some of the first female engineers
to launching the first LGBTQ resource group in Silicon Valley, HP is a company of action, and
continues to reinvent its efforts in diversity and inclusion (D&I). Having a meaningful impact on
the planet, its people, and its communities is not just a moral imperative; it’s a business one as
well. HP is taking action through a range of programs to help transform the world. One campaign
in particular is Reinvent Mindsets, focused on reducing unconscious bias in today’s hiring
environment to help cultivate a future talent pool.
The multi-pronged initiative aims to recruit, retain, and promote diverse talent both in-house at HP
and within agency partner teams to strengthen the broader technology, marketing, and communications
industries. Reinvent Mindsets is about changing the way we think. Having a variety of experiences
helps people to understand challenges, create new insights, and develop solutions that serve
customers’ needs. HP wants not only to welcome people with different perspectives to the table
but to unleash their ideas.
TARGET AUDIENCE
This campaign is intended to deliver a very specific call-to-action message to anyone seeking
careers in technology. More specifically, the campaign is a recruiting effort to women and
underrepresented groups with a specific edict: “HP is hiring, and talent is our only criteria.”
KEY INSIGHTS
HP’s diversity work is steeped in research and insights. Both technology and advertising, two key
areas of business for HP, struggle with diversity. However, study after study shows diversity yields
better business results, both from building more diverse ideas and representing key audiences
(i.e., women buy 53 percent of personal computers and 48 percent of printers).
When HP created the idea for Reinvent Mindsets, it challenged itself as a company and its agencies
to increase the number of women and minorities in creative and leadership positions to better
represent its key audiences. But it needed to understand these underrepresented communities
first. HP conducted a series of focus groups to discuss:
• What it takes to build an inclusive workplace
• What messaging best resonates to drive interest
• What current hurdles could be addressed to help introduce, empower, and retain more
minority talent in the technology and marketing industries
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HP’S REINVENT MINDSETS CAMPAIGN

HP found that it should:
• Lead by example by starting a renewed focus
on diversity within HP’s own hiring efforts.
• Maximize available data to reinforce the importance
and impact of diversity in the technology and
marketing industries.
• Leverage HP’s financial influence with agency
partners to accelerate efforts to create more
diverse teams around the world.
In addition, once campaigns were developed, additional
focus groups were conducted to test all creative materials
and messaging to ensure they would be well-received
and have the desired impact.
THE WORK
To date, HP has launched four “Reinvent Mindsets”
ad spots targeted toward African-Americans, women,
the LGBTQ+ community, and Latinos: “Let’s Get In
Touch,” “Dads and Daughters,” “Proud Portraits,”
and “#LatinoJobs.”
RESULTS
As HP measures success, it will continue to benchmark
progress in hiring and retaining women and underrepresented minorities.
As a result of HP’s commitment to D&I, it now boasts
one of the most diverse boards of any technology
company in the U.S. (comprised of 40 percent women,
50 percent total minorities).
Reinvent Mindsets has helped contribute to an increase
in hires and promotions at HP among women and people
of color:
• 8 percent year-over-year increase in minority hires
(self-identified African-American and Hispanic).
• Women now account for 50 percent of the new
external leadership hires in marketing in the U.S.
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Key scenes from “Proud Portraits” (LGBTQ)
and “Dads and Daughters.”

HP’S REINVENT MINDSETS CAMPAIGN

• Over the past two years, women accounted for 50 percent of the internal promotions
to director and above levels in marketing worldwide.
• Women currently hold approximately 55 percent of the leadership positions within marketing
in the U.S., which represents a 7.5 percent increase over the past two years.
• The 2018 Global Communications organization’s summer cohort of interns was comprised
of 80 percent females and 40 percent underrepresented groups.
HP’s Reinvent Mindsets campaign was the Grand Prize winner in the Socially Responsible
category in the 2018 ANA Multicultural Excellence Awards competition.
WHAT’S NEXT
The time for talk is over. The time for action is now. It’s about so much more than ticking the
boxes and reporting numbers. HP is taking steps to change mindsets and reveal unconscious
bias. The company is providing its global workforce with unconscious bias training at all levels
of the organization. It started with leadership, and by the end of 2018 HP will have trained over
1,000 hiring managers in its unconscious bias program. And through the Reinvent Mindsets
campaign, HP is actively sparking meaningful change in how job candidates are perceived
and treated in the tech industry.
HP aims to become the employer of choice for both women and underrepresented groups.
For the year ahead, HP is focused on driving systemic change through bold action and an
industry-wide approach to diversity measurement.
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VERIZON’S DIVERSITY INITIATIVES

In today’s world, embracing diversity is not only the right thing to do, it’s smart business. And while
many companies have begun to recognize the value of true diversity and inclusion, in the marketing
industry, there is still much work to be done.
The marketing and advertising industry has a unique power to connect with people. With this power
comes the responsibility to act and build a bridge for the diverse, talented voices who don’t have the
credentials or networks that traditionally help people find their first jobs. As one of the country’s
largest advertisers, Verizon took on the responsibility to not only lead the conversation around diversity
in marketing but commit to real action to promote industry change and build a more inclusive future.
Verizon took the first step in 2016, when it recognized that its marketing agencies were not reflective
of the diverse world and Verizon’s customer base. Verizon CMO Diego Scotti issued a letter asking
each of his 11 supporting agencies to provide a report on the current state of their workforces, broken
out by women and people of color — and asked each to provide an action plan to increase workforce
and supplier diversity. In just two years, Verizon and its agencies have exceeded expectations:
• At Verizon’s agencies, 31 percent of employees at the leadership level are people of color,
up 10 percent from last year; 10 percent of those in leadership positions are Hispanic,
up 5 percent; and 51 percent are female, up 3 percent.
• At Verizon’s in-house agency, 50 percent of employees are people of color and 52 percent
of the staff is female.
But it didn’t stop there.
Verizon also addressed the root of the diversity issue — the recruiting pipeline — with the launch
of Verizon AdFellows, a first-of-its-kind eight-month fellowship program offering recent college
graduates an integrated experience across advertising, media, experiential, PR and digital. The
Fellows rotate through Verizon and its agency partners, including R/GA, VM1, MRY, Rauxa, McCann
Worldwide, Weber Shandwick, Momentum, mcgarrybowen, and The Community.
The program is unique in that it is built from the ground up around six key elements: fair pay and paid
living expenses, a strong curriculum, meaningful work, deep mentoring and networking opportunities,
rotations to explore every aspect of the business, and strong employment prospects upon completion.
Fair pay and paid living expenses are important to note because for new graduates, the barriers to the
marketing industry are often economic and cultural. Young people from under-served communities
are less likely to have parents who can support them financially while they take an unpaid internship.
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VERIZON’S DIVERSITY INITIATIVES

The first year of the program, with 19 participants, was an immense success, with Verizon and
its agencies achieving a 90 percent placement rate for full-time positions for the Fellows (the initial
goal for the program). And in internal interviews, the AdFellows mentioned that they experienced
both professional and personal growth, revealing that the program has helped prepare them for
the real world and the fast-paced, rapidly evolving marketing industry.

Due to the success of the first year of AdFellows, Verizon and its agencies have pledged even
more resources to expand the program. Now in its second year, the class size has grown to
30 Fellows and two additional agency partners have joined the ranks. The program has also
expanded geographically to Miami.
The long-term goal is for the AdFellows program to be adopted and operated independently by
companies nationwide with the mission of building a more inclusive marketing industry at large.
Verizon also created an AdFellows program template for other companies to use free of cost to
create their own AdFellows programs.
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APPENDIX: ANA MEMBER CMO DIVERSITY BY INDUSTRY GROUP

GENDER IDENTITY
All ANA
Member
Companies

Banking/
Financial
Services

Consumer
Packaged
Goods

Food and
Beverages

Sports
and
Entertainment

Technology

# CMOs

747

88

42

77

45

50

Female

335
(45%)

47

21

52

27

23

Male

412
(55%)

41

21

25

18

27

All ANA
Member
Companies

Banking/
Financial
Services

Consumer
Packaged
Goods

Food and
Beverages

Sports
and
Entertainment

Technology

# CMOs

747

88

42

77

45

50

AfricanAmerican/
Black

23
(3%)

2

3

3

1

0

Asian

35
(5%)

4

6

3

1

4

Hispanic/
Latino

34
(5%)

0

1

6

1

2

655
(87%)

82

32

65

42

44

ETHNICITY

White
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