AIMM Diversity, Equity, and
Inclusion (DEI)

DEI ACTION PLAN &
SCORECARD




AIMM MISSION

To be a powerful force prioritizing diverse
consumers and advancing inclusive and
multicultural marketing to achieve business
growth and equity for all.
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AIMM PLEDGE

As ANA/AIMM members, we pledge

to hold ourselves and the industry

accountable for promises made to

rid our industry of systemic racism
and institutional bias.
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AIMM DEI STATEMENT

At AIMM, we value the unique perspectives and
experiences that every person brings to advance our
mission of equality and justice across the marketing

and advertising industry for business growth. We strive
to be a compassionate, reflective, learning community,
actively reaching out to bridge differences for equity
through the transformation of ourselves,
our organizations, and our industry.
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INTRODUCTION: WHAT IS THE DEI ACTION PLAN AND SCORECARD??

i
PURPOSE (o) = i
Take i f DEI eff d i ity level 1
The DEI Action PIan and Scorecard template are tOOlS ake inventory of current efforts to determine current maturity levels \ Q‘
created to help leaders, marketers, advertisers, media, and g
industry stakeholders generate intentional actions to hold \ﬁ
up their commitment to the AIMM Pledge. It identifies i A N
recommended actions for each of the seven interventions Tl gabs and pRoriniies !
and potential metrics to measure performance in their W)
organization. The DEI Action Plan and Scorecard align to il
ANA's CMO Growth Agenda, AIMM DEI Maturity Model, /\ RE— ;/)\w

AIMM Self-Assessment Tool, and AIMM #SEEALL Campaign.
APPLICATION

Organizations which are seeking ideas or recommended
actions on how to create a DEl roadmap or elevate their v
DEl initiatives can use the DEI Action Plan and Scorecard ¢
template to facilitate their strategic development plan. It
enables organizations to discover areas of opportunities {0
for focused DEI and marketing efforts to track progress.
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‘\4/ Determine how far you want to go in the Maturity Model Iy

Lol
-I TAKE ACTION A

Develop a strategic action plan for DEI in your organization

E @ es the e ‘
x )
Use the DEI Scorecard to measure progress '\

WHAT GETS MEASURED GETS DONE
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AIMM PLEDGE: INCREASE TALENT REPRESENTATION
TALENT MANAGEMENT

We will achieve representation that better reflects our country’s demographics throughout the industry: marketers, media companies, agencies, production
companies, and service providers. This means equity in representation at every level, access, and voice — in other words, a seat at the table. In our yearly
diversity reports to the industry, we will include clear actionable steps and guidelines for companies to achieve parity and extend that work to the balance of the

industry.
DEI Action Plan |
Action Plan |
Strategy Actions KPls/Metrics Year 1 Year 2 Year 3 Industry Goal
. 50%+ to drive gap
% of interns/fellows/co-op programs/etc. from
Create strategies to attract the pipeline into the industry - _ / . / Hrine 4 40% 45% 50%: closure in broader
diverse,/minority backgrounds organization
Partner with H5ls, HBECUs, and other women, minority _ _ o ] 50%+ to drive gap
educational institutions to recruit talent (Review AEFs MADE :s:::tr:l:i:n:"ﬁ B e e a0% 45% 50% closure in broader
Program) organization
A40%: minority ad mid-
Partner with ANA, AIMM, and other industry external % of experienced hires from diverse/minority 259 a5, 459 Ie:el man:;er and
organizations to attract and recruit alent backgrounds ¢ o above
Anract & Recruit
Establish tati " | | with ior leadershi % of employees from diverse/minority 4% mineority ad mid-
ablls r‘gpresen e backgrounds by level (entry, intermediate, mid- 25% 35% 4550+ level manager and
accountability -
level manager, executive) above
Leverage Advancing Equality Calculator or other tool to assess 10% Yoy 10% Yo 10% Yo 100% equity male vs
gender pay gap Gender wage gap (raw) . - . )
https:ffthefemaleguotient advancingegualitycalculator. comy/ imp ment mp ment improvement female
- _ ; ) ¥ of interview slates with 2+ diverse candidates,
Lmlil?l‘l'n;jﬂt e sla:::es, e including at least 1 woman and 1 5% 85% 100% 100%
racking/measuremen underrepresented minority
*
Provide guidance for talent development and retention of 255 * 35% promos | * 45%+ promos
diverse employees through education, including playbooks, Promotion rates; retention rates - rF:arroenrioll:“;Isar * retention 5% |* retention 10%
webinars and white papers better than co | better than co
o company
Implement Mentoring Programs S dl\rerse,n’mlnurrty employ completing S0%%a B5% BOSe
mentoring program
Executive [ Leadership Sponsorship % of promotions to diverse/minority employees 25% 35% 4550+
Develop & Retain i inori yees i
Assess Leadership Development Programs =300 dwe_rse,n"mmurrty emplo completing S0%a B5% B0%%:
leadership development programs
Family, Caregiving, Mental and Wellness Progams % of employees particpating in programs :r?:‘:}rﬁe:{: T‘:::;;: :Lr?;rf';‘;: parti::;';t‘:gll'lanmte
" 25% * 35% promos | * 45%+ promos
Establish pn_:nmutlun and retention goals to ensure diverse Promotion rates; retention rates . promotions * retention 5% |* retention 10%
representation across levels retention flat better than co | better than co
o company
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AIMM PLEDGE: EMPLOYEE RESOURCE GROUPS

EMPLOYEE ENGAGEMENT

We will conduct courageous conversations and work with our membership’s Employee Resource Groups (ERGs) to understand the systemic inequities
throughout the industry so that together we can establish programs that can fix these systems.

DEl Action Plan
Action Plan
Strategy Actions KPIs/Metrics Year 1 Year 2 Year 3 Industry Goal
Identify Empk.)ylee-drfven ERG/BRG‘S and understand challenges % of amployees engagad in ERG/BRG activities 10% YoY 10% YoY 10% YoY 15.8% avg participating
and opportunities throughout the industry increase increase increase rate
Partne.r )mth ER.G/BRGs for Product design, marketing, ‘ . 50% of MC 25% of MC 100% of MC 190% of dfversny
advertising projects, educational (Internal/External) and % of projects reviewed by ERGs/BRGs rekacts rolacts ot projects reviewed by
community engagement opportunities proj proj pres ERGs/BRGs
Partner with ERG/BR?S. t-o celebrate heritage months and % of employees engaged in ERG/BRG activities 10% YoY 10% YoY 10% YoY 15.8% avg participating
Support & E ik support ERG/BRG activities increase increase increase rate
P ngage P
ERG/BRGs Host Firechats/Roundtables % of employees engaged in ERG/BRG activities 1 0% Yoy 1 (ay 1 M Yoy | I5A%aw perticpating
increase increase increase rate
Provide opportunities for community and educational outreach % of emiplovess engaged in ERG/BRG activitiss 10% YoY 10% YoY 10% YoY 15.8% avg participating
engagement increase increase increase rate
Establish ERG o.nboardm.g programs to ensure new hires feel % of new hires engaged in ERG/BRG activities 10% YoY 10% YoY 10% YoY 15.8% avg participating
supported and included in company culture increase increase increase rate
Conduct company-wide ERG education and empathy programs - S 10% YoY 10% YoY 10% YoY 15.8% avg participating
to ensure understanding beyond ERG membership 2 o e ko yees engaged (1 ENGIRHG sctvikies increase increase increase rate

A\
#SeeALL

Copyright © 2021 ANA AIMM. All Rights Reserved.

7




o AIMM PLEDGE: ELIMINATE BIAS IN ADS AND CONTENT ‘[ :

‘ BRAND RECOGNITION, DATA TRANSPARENCY, !‘
AND SUPPLIER DIVERSITY ot

|

A0 We will accelerate the use of AIMM's #SeeALL campaign to eliminate bias through the accurate portrayal of race, identity, and culture in advertising and J.
% ve media programs. We will hold ourselves and the industry accountable by measuring ads and programming in which we invest with AIMM'’s Cultural Insights iy
& Impact Measure (CIIM™,). "

‘ 1Y
< A DEI Action Plan DEI Scorecard Q%, !
} ’ Action Plan . Targets ?“I f

( ;.7‘ Ny
\ Q Strategy Actions KPls/Metrics Year1 Year 2 Year 3 Industry Goal '7‘ /

]
: tEyh
M i ey

w | Measure ClIM utilization % of Ads CIIM (or other method) tested 10% 25% 50% HR ey U {)\,. v
@ Y reach 100% ¥ L ‘

| A Y/
7'\?!‘(}‘ Performance Measure CIIM effectiveness Gl Scors impeovement >10%.Top >25%.Top >50%.Top >75% Top Scoring A Q
A Scoring Scoring Scoring LY Q.
' %}, h Ensure diverse talent in ads % content with diverse talent +5% annually until ‘ /’

) 25% 35% 45% A

, ,é“ reach % of population 0 ‘
N i A s Meet or exceed diversity % of U.S. Workforce : \ ‘
_ ,,’té’ Equity in representation at all levels of organization Bemograuhlics 15% 20% 25% +5% annually unt‘ll ’
) reach % of population 0\
‘%1 Diverse Marketing Teams L4
A & Agency Teams : ; o v
& g Have Diversity panel review marketing content :’Sa:\;?/larketmg CantepRTevieies Sy Chiersty 10% 50% 75% 100%
)
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AIMM PLEDGE: INCREASE SPEND IN MULTICULTURAL MARKETING i

BRAND RECOGNITION, DATA TRANSPARENCY, A
AND SUPPLIER DIVERSITY ;5.

We will increase our spending in multicultural marketing so that the percentage of investment is commensurate with the representation of the multicultural

L o
people we serve. Current findings from the PQ Media study highlight that only 5 percent of marketing spend is targeting multicultural segments, which is N
unacceptable, as it represents a mere fraction of the country’s Black, Brown, Hispanic, Asian, Indigenous, LGBTQ+, and People with Disabilities populations. ;f% ‘
W
DEl Action Plan DE! Scorecard ?“‘
VAL
Action Plan Targets ‘b‘7, /
Strategy Actions KPlIs/Metrics Year 1 Year 2 Year 3 Industry Goal i ) .
increase % of media dollars targeted at diverse audiences : . . : A +5% annually until ) ‘\‘ /
Increase % of marketing |(within limitations of targeting and reporting by diverse groups) RO ST aeRt i vare ateoos o . s reach % of population ?N%
$S Increase % of diverse-owned media % of media with diverse ownership , , , +2% annually until ]\‘r’ / 4
2% 5% 7% ; ; 8
reach % of population N ‘
Increase D&i ROI to = total mkt pian ROI by placing as much g @
focus on D&! research, insights, creative excellence, targeting, .
Performance media optimization, and measurement as on total market DA Ipatketing acity Bl Sal mariet: | ot market S=tow >= total market ROI ‘
i ROI ROI market ROI 0
activities ‘
'
)
:5I 0 i
) 4
4
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We will demand the accuracy of multicultural and inclusive data from measurement service providers so that marketers can connect with
key diverse audiences and attribute growth to the right people and segments.

AIMM PLEDGE: DATA ACCURACY

DATA TRANSPARENCY

DE! Action Plan

DEI Scorecard
Action Plan Targets
Strategy Actions KPis/Metrics Year 1 Year 2 Year 3 Industry Goal
1. Measure service provider requests
2. Representation and time in programmimg
Establish best practices white paper for marketers and data (Cultural Relevance/Inclusion)
providers which will have some guidelines on how to impact
Data A : data accuracy. (Data Track) 3. Brand, Advertising, Programming, and Drive
=iyl MC Report on how to level set data for target and digital use |[sales
- Identify data providers and quality of data for MC
- Case studies on types of Ads for MC 4. 40 Cases /yr on CIMM
S. US Census, ACS data, Local data, other market
data
Transparently publish all | Pubiish all DEI workforce & marketing KPI data to organization . e
i
D& KPI data within your | with other business KPI data £ Of DEL SoxEca S KRS pUbISICe 10 S EALEA 25% 75% 100% 100%
organization
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AIMM PLEDGE: ACHIEVE AN EQUITABLE SUPPLY CHAIN
SUPPLIER DIVERSITY

We will continue to work until we achieve an equitable creative supply chain through strategic investments in agencies,
broadcasters, suppliers, and producers that are owned or run by Black, Brown, Hispanic, Asian, Indigenous, LGBTQ+, and
People with Disabilities segments.

DEI Action Plan DEI Scorecard
Action Plan Targets
Strategy Actions KPls/Metrics Year 1 Year 2 Year 3 Industry Goal
Establish internal comprehensive minority supplier cerfification Increase overall| Increase overall [ Increase overall|  40% of total Tier 1
Supplier Diversity program. Build on supplier diversity by providing the most Assess current and implement turn key diverse Tier 1 diverse | Tier 1diverse | Tier 1diverse | supplier procurement
Practices comprehensive and diverse list of minority suppliers throghout |supplier program within the organization supplier pool | supplier pool | supplier pool | spend should be with
the entire creative supply chain to include production suppliers by 15% by 25% by 40% diverse suppliers
. B , inclusion in 40% of Total Market
Diverse Advertsing Assign 1-2 M 2™
Commit to inclusion of Diverse Agencies in your Roster Assigning projects to Diverse Ad agencies S LRI Awign 1-2 overall roster |work to be executed by
Agencies projects projects 5
of agencies Diverse Agencies
Diverse M .
t 40% of
Services firms N ; i Assigning projects to Diverse Marketing Services | o mito | Committo | Committo 0% of Marketing
g Commit to inclusion of Diverse Agencies in your Roster ‘ increase by increase by increase by Services Firms to be
{Propetions, Soper SanRes 15% 25% 40% diverse
Mktg, Research, etc)
Commit to Commit to Commit to 40% of total
Diverse Production Commit to award to diverse production companies who Commit % to award to diverse production increase by increase by increase by | production awarded in
Suppliers responsible of crafting your campaigns companies 15% awardto | 25% awardto | 40% awardto | support of diverse
Prod Co Prod Co Prod Co production suppliers
Commit to Commit to i
Increase by increase b COmTL D 40% of total spendon
Dlverse Creators Commit to using Diverse Content Creators (UCG and Commit % to use Diverse Content Creators (UCG 15% use o; 25% use 0¥ increase by Chadtors In's P ol
Influencers) and Influencers}) . s . 40% award to : upp:
diverse content | diverse content diverse creators
Prod Co
creators creators
Commit 15% | Commit25% | Commit40% ““:?i:‘;i' '::;‘f;’y
Diverse Programs in Support pipeline of new diverse generation entering the Commit Spend to support programs that fil the spend in spend in spend In P %U ori of
Advertising & Production |advertising and production industry pipeline with diverse communities in the industry | support of support of support of - derziresente d
these Programs | these Programs | these Programs communities
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AIMM PLEDGE: ENGAGEMENT WITH DIVERSE COMMUNTIES
SUPPLIER DIVERSITY AND SOCIAL IMPACT

We will double down on cross-industry partnerships to enable a higher degree of engagement with and understanding of diverse
communities. We will leverage learnings from our supplier diversity study to help companies establish increased support of

Copyright © 2021 ANA AIMM. All Rights Reserved.

diverse suppliers.
DEI Scorecard
Targets
Strategy Actions KPlIs/Metrics Year 1 Year 2 Year 3 Industry Goal
40% of total social
Support of communities through partnerships and alliances to prog:‘;r;:ge;d 2L
advance Inclusion, eq““Y and justice Commit SX in support of Social Responsibility and | Commit 15% | Commit 25% | Commit 40% underepresented
Social Impact to advance | 1) Marketing & Advertising and/or : hin and Al 4 d di :
Inclusion, Equity and 2)Community Based Equity Partnership and Alliances at 3 spendin spend in spend in communities
Justice ! (e.g. AIMM Pledge, BLM, HRC local/national level (Marketing/Advertising or support of support of support of {Demonstrate
AdCoundil, ANA, AAP! Anti- Community Based) these Programs | these Programs | these Programs - leadershipin the.
Asian Hate, etc.) industry for advancing
X inclusion, equity and
justice)
20%
Commit 15% | Commit 25% | Commit 40% ccm"?t}:‘gf ZOI:; din
i Commit to supporting diverse educational programs at a Commit $X in support of Diverse Education spend in spend in spendin s
Education Sponsorship : R support of
national or local level Programs support of support of support of underepresentad
these Programs | these Programs | these Programs ot
Commit 15% | Commit25% | Commit 40% com;‘ﬁg‘ ‘:’::\ ™
sy . |Commit to supporting diverse community programs at a Commit SX in support of Community Sponsorship spendin spendin spendin ¥ 5P
Community Sponsership : 3 support of
national or local level Programs support of support of support of underepresented
these Programs | these Programs | these Programs communities
A/
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TAKE ACTION!

Develop a Robust
Diversity, Equity, and Inclusion
Strategic Plan
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AIMM DEI TRACK

AIMM brings together industry leaders to

collaborate for the advancement of eq
social justice. The DEI Track was establis
fall of 2020 with a mission to “Elevate DE

uity and
hed in the
as a main

business driver to achieve growth anc
impact in the marketing and advertising

Create
industry.”

The team is represented by leaders from the DEI

community, media, advertisers, research
and various brands.
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CONTRIBUTORS

AIMM DEI Track Chairs:

Gilda Zevallos, Integrator: Producer/Creative/Production Supply Chain, Nestlé
Renetta McCann, Chief Inclusion Experience Officer, Publicis Groupe

AIMM DEI Action Plan & Scorecard Development Team Members:
Nikki Darden, Head of Global Marketing Integration, Citi

Sue de Lopez, Managing Director, Global Business Development & Marketing, APR
Jeff Jarrett, NA, CMO, Bayer Consumer Health

AIMM Leadership Team:
Gilbert Davila, Co-Founder
Lisette Arsuaga, Co-Founder
Carlos Santiago, Co-Founder
Karla Lucia, Executive Director

Nancy Diaz, Director of Diversity, Equity, and Inclusion
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CONTRIBUTORS

Michael Johnson, Divisional VP of Diversity and Inclusion, Abbott

April Kates-Ellison, VP Membership, ADA

Brigida Mufioz, VP, Product, and Marketing, American Express

April Rimpley, SVP, Human Resources, Ameritas

Elliot Lum, AEF, ANA

Meg Wubbenhorst, VP/Program Lead, CMO Practice, ANA

Anika Jackson, Founder and CEO, APR

Jillian Gibbs, Founder and Global CEO, APR

Sue De Lopez, Managing Director, Global Business Development & Marketing, APR
Melissa Healy, SVP, Group Creative Director, Employee Belonging and Participation Lead, ARCWW/Leo Burnett
Michael Lemos, Senior Manager of People & Culture, Avocados From Mexico
Jackie Hunter, Senior Director, Diversity/Inclusion and Talent Pipeline, Banner Health
Jeff Jarrett, NA, CMO, Bayer Consumer Health

Luke Whitehead, Manager, Diversity & Inclusion, Brown-Forman

Nikki Darden, Head of Global Marketing Integration, Citi

Alba Baylin, Coca-Cola

Jazmyn Williams, Manager, Multicultural Marketing, Coca-Cola

José E. Velez-Silva, VP Multicultural IMC Brand, Comcast

Ariana Solis Gbmez, VP, Group Account Director, Culture One World

Terrance Irizarry, Chief Inclusive Diversity Officer, Danone

Nick Nelson, VP, Edelman

Jessica Ozrek, CEO/Client Partnerships, Elysians Staffing

Owen Lewis, Marketing Manager, Elysians Staffing

Jason Rosario, Chief Diversity, Equity, & Inclusion Officer, Energy BBDO
Katherine Shappley, VP, Global Business Group Scaled, North America, Facebook
Lena Lewis, Senior Director, Consumer Engagement, Ferrara USA

Mike Graupmann, Delegate, Facebook

Natasha Archibald, Manager Trade Marketing, Garden of Life

Vanessa McPhill, Senior Manager, Media & Insights, Garden of Life

Tracy Bjelland, Marketing Manager, General Mills

Courtney Schroeder, General Mills

Gwen Pointer, EVP, GLAAD
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CONTRIBUTORS

AIMM DEI Track Team Members continued:

Fanta Camara, Head of Diversity, Equity and Inclusion, Group Nine Media

Bryony Bouyer, SVP of Diversity and Inclusion and Multicultural Strategy, Hasbro

Amy L. Spears, VP, Creative & Brand Design, Highmark Health

Kristen Wells, Director of Diversity and Inclusion, Hilton

Charlene Zappa, Officer, SVP Growth & Consumer Engagement, ].M. Smucker

Donna Wilson, Head of DE&I Multicultural Marketing, Johnson & Johnson

Nicole Simmons, Talent Advisor, Kellogg

Tiana Conley, VP of Global Cereal, Kellogg

Reginaldo (Reggie) Reyes, VP of Brand Experience, Knock Inc

Angela Guy, Chief Diversity & Inclusion Officer, L'Oréal NA

Corey Smith, Head of Diversity& Inclusion, North America, LVMH

Justin Reyes, VP, Diversity, Equity & Inclusion, MLB

Vikas Arora, Chief Growth Officer, Mikado International

Subroto Bhattacharya, Representative, Mikado International

Mike Reid, VP, Multicultural, Pandora

Nidia Serrano, Director, Audience Marketing, Pandora

Nicole Hughley, Chief Diversity Officer, Pandora, SirusXM

Michael Spinella, VP, Partner Experience, Petco

Risa Sanchez, Director, Marketing Science and Head of Diversity, Equity, & Inclusion, PHD Worldwide
Ben Tran, COO, Plan Agency

Miriam Lewis, Chief Diversity Officer, Principal Financial Group

Devin O’Loughlin, Global Chief Diversity, Equity, & Inclusion and Communications Officer, RAPP
Jorge A. Plasencia, Co-Founder, Chairman, and CEO, Republica Havas

Cat Kennedy, Global Head of Talent & Organizational Development, Sabra

Jennifer Payne, Diversity, Equity & Inclusion Lead, TBWA/Chiat/Day

Alice Rivera, Managing Partner and VP of Client Services & Operations, The 360 Agency
Cristina Rivard, Senior Director, HRBP, True Car

JP Rodriguez, Head of Account Management, United Collective/Gallegos United
Gregory Edwards, EVP/COO, Uniworld Group, Inc

Deyanirse “Deya” Jourdain, Head of DEI, Volvo

Leigh Moynihan, Marketing Americas, Volvo

Candace A. McCullom, VP, Diverse Segments Campaign Leader, Wells Fargo Consumer Marketing
Wil Shelton, Business Lead, SVP, Viva Multicultural
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RESOURCES AND LINKS

For information on AIMM, please
contact: info@anaaimm.net

For questions about AIMM DEI,
please contact: Nancy Diaz AIMM
Director of DEI
nancy@anaaimm.net
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https://www.anaaimm.net/dei

ALLIANCE FOR INCLUSIVE AND
MULTICULTURAL MARKETING



