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By David W. Brown

hey say there are a few things you never
bring up in polite conversation: politics,
religion and race.

Well, over the past several weeks, a few folks
in Philly’s ad community have stepped past
those boundaries and engaged in an honest
discussion about race and the lack of diversi-
ty in our industry.

First, let me admit that this dialogue was by
no way intended to be scientific. I didn’t
issue a survey that would capture the senti-
ments of a statistically significant sample.
Nor did I do a series of focus groups to gath-
er the thoughts of a demographic reflective
of a larger cohort.

Instead, I simply reached out to friends and
friendly colleagues to tackle this sensitive
issue. They included Marc Brownstein,
President of The Brownstein Group and a
Past Chairperson of the local chapter of the
AAAA; David Lane, Principal of LevLane
Advertising; George Beach, President/Princi-
pal of Beach Advertising; culminating a din-
ner discussion with Ed Tettemer, Founder
of Red Tettemer; Diana Bald, Immediate
Past President of the Ad Club and VP/Gen-
eral Manager of Univision and Telefutura;
and Mary Stengel Austen, President of

Tierney Communications.

As a professional of color and as President of
a multicultural firm, I've worked with most
of these folks over my 20+ years in Philadel-
phia’s ad community. We typically talk
about race in the context of how we might
use our collective resources to reach and
influence consumers in a campaign. Outside
the campaign arena, however, digging into a
candid dialogue about race can be admitted-
ly dangerous territory. But we dove in.

First, every one of us agreed that the lack of

diversity in our industry remains a problem
that affects us all. “We create messages that
shape our society,” Ed Tettemer of Red Tet-
temer said. “Racism is still very much a part
of the fabric of this country. If it wasn’t, we
wouldn’t be here talking about it.”

Like most agencies, Tierney Communica-
tions as the region’s largest, is getting more
pressure from clients who are requiring
them to have a diverse staff to service their
business, according to Mary Stengel Austen,
Tierney’s President and CEO. “Ultimately
all of us are responsible for meeting the
needs of our clients’ customers and those
needs are getting more diverse every day.
That means being diverse in all areas—from
cthnicity to

ative business and that
creativity comes out of a culture that
uniquely distinguishes one agency from
another,” Brownstein said. “The more
diverse an agency can be, in terms of back-
ground, experience as well as ethnicity, the
more creative that agency can expect to be.”

Without exception, cach agency head
admitted that we are not as diverse as any of
us would like to be. Most of us have collabo-
rated as agencies on multicultural marketing
campaigns.

Over the years and even today, many profes-
sionals of color have worked at various
Philadelphia ad agencies at one time or
other in their careers. But diversity is more
than having a few exccutives of color
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how marketing needs to

adapt based on whether we're reaching audi-
ences with Spanish heritage or Mexican or
Puerto Rican...whether they are within the
U.S. and outside of it.”

Although the gathering enabled these top
executives to share their thoughts, not
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view that
they moved
their entire
firm after
years in the
suburbs into Center City explicitly for the
purpose of attracting a more diverse array of
professionals. “After years of working out-
side the city, we needed to put ourselves in
a position to have access to the most diverse
talent available,” David Lane said. “This
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(continued from Page 11)

can’t be a one-time deal. Our move has
already started to pay off. In our internship
program alone, we have attracted candidates
who are African American, Latino,
Asian...we even have a student from Ghana.
Diversity is something we all have to be
working on.”

Beyond programs within individual agencies,
there are various initiatives on a national
level that are working to make the industry
more diverse. The AAAA’s has operated the
MAIP (Minorities in Advertising Internship
Program) for some 33 years and has placed
more than 1,600 of the top qualified African
American, Asian American, Hispanic, Native
American and multiracial and multiethnic
undergraduate and graduate students from
colleges and universities around the country
in 10-week paid internships at AAAA mem-
ber agencies in various U.S. cities.

The AAF, the organization to which our Ad
Club is affiliated, maintains the Mosaic
Center on Multiculturalism which imple-
ments all AAF multicultural and diversity
initiatives and is the only national ad indus-
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try resource of its kind. It hosts an annual
career fair as part of the Most Promising
Minority Students Program that honors the
top graduating students of color in the
country every
spring and a
competition in
the fall ccle-
brating the
best in multi-
cultural adver-
tising and pro-
grams that
achieve diversi-
ty in attracting
talent, supplier
partners and
exposing stu-
dents of

color to the

field.

September 27th at the New York Athletic
Club.

Locally, BrownPartners created and has
operated The Big Pitch (which matches
inner city public high school students with
area ad agencies to pitch their ideas around
a common advertising campaign) for the
past 3 years. The program was honored last
year with a Student Diversity Mosaic Award
from the AAF for being the best program in
the country for exposing kids of color to the
advertising business.

Each year, The Big Pitch has attracted more
students and schools, but needs more agen-
cies to sponsor teams to be matched up
with their professionals.

While a bottom up strategy like The Big
Pitch and the AAF’s Most Promising Stu-
dents program is
important, the
return on that

David W. Brown is
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expose them to careers in the field.

immediate impact, a
top down implemen-
tation is absolutely critical. The decision to
pursue diversity as a business strategy has to
come from the top of the organization—
whether that organization is an ad agency or
a client that advertises.

George Beach, President and Founder of
Beach Advertising—long considered to be
onc of the Deans of Philadelphia’s advertis-
ing community as his firm has operated as a
minority-owned agency for more than 40
years—provided these final insights:

“The key to diversity is dpplung those prac-
tices consistently,” Beach said. “We're not
talking about just diversity on an intern or
clerical level...but on all levels and in all
departments. The clients have the biggest
role to play because they hire the agencies.
They pay them. They can direct them.”

But even with client directives (and possible
legislative requirements that loom on the
horizon mandating mainstream agencies
with public contracts to have more diverse
staff), diversity has to be embraced as a way
to do business over the long term...not just a
short term initiative to respond to outside
pressure.

As ad agencies, we are all defined by our
ability to communicate to the audiences
that matter the most. The world is changing
and we better change with it...or be passed
by it.



