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As companies do more and more business around the world, diversity isn't simply a  + Orcer a reprint of this article now,

matter of doing what is fair or good public relations. It's a business imperative.

If companies are going to sell products and services globally, they will need a rich mix of employees with varied -

perspectives and experiences. They will need top executives who understand different countries and cultures.

They will need executives around the world who intuitively understand the markets they are trying to penetrate.

- A wide swath of corporations, however, don't yet realize that. That fact
is evident in the numbers, which show that management ranks and
| boardrooms remain almost exclusively white-male enclaves. African-

' Americans made up 13.8% of the U.S. work force in 2003, but Just
6.5% of managers, while Hispanics were 11.1% of the work force and
5% of managers. Whites, by contrast, made up 69.9% of the work force

but 84.5% of managers—and dominate even more among top managers. Just 7.9% of top earners at Fortune 500

companies are women.
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Something dramatically different, however, is happening at a select group of corporations with the broadest

global reach. Top executives at these companies know they need a work force that reflects the changing
demographics of their customers. Rather than try to hire a certain number of African-Americans or Hispanics

and then encourage these groups to blend together and conceal their differences, they're trying to tap into the - iz
differences to capture new business and increase the bottom line. h

DIVERSITY IN THE P ;, "Diversity is an inescapable reality for any corporation with more than
WORKPLACE o 39 ' 100 people, wherever it's located," says David Thomas, a professor at
e

Are companies taking advantage of 1. | Harvard Business School. "Where 10 or 20 years ago, companies were

 the benefits that diversity can bring? Whatare  asking, "Will we be diverse?' today they must ask, 'How should we use

. your experiences? Vote on the questions below | . : ) ; . 91
| il Shareyourvees e dbossirined, | diversity as a resource to be more effective as a business?

» How useful is diversity training in the

workplace? - Doing that requires "creating a workplace where differences can be
1. Itis VERY USEFUL.4 learned from and leveraged,” Mr. Thomas believes. "You don't want
2. Itis SOMEWHAT USEFUL.5 - Balkanization where you have women employees going after women

-
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