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Thank you for downloading this toolkit to help enhance your company’s diversity and 
inclusion efforts. This is the first major step in your commitment. Throughout the 
course of this book, we will provide you with research, action plans, case studies,
resources and more to guide you through the process.

Welcome.

Why do you need a diversity and inclusion toolkit?
 
The University of South Carolina Bateman team conducted surveys and focus groups 
among public relations professionals and students to determine 
South Carolina’s primary problems relating to diversity and inclusion. Through our
primary research and literature reviews we found that diversity and inclusion 
efforts are necessary in this quickly changing world. We learned that most leaders 
in the public relations field are aware of the need for diversity, but do not know how 
to spearhead these efforts. Our goal is to provide resources on how to initiate and 
implement diversity and inclusion in order to create a pipeline for South Carolina’s 
executives and public relations leaders to network with young diverse professionals.

 
There are several reasons why companies benefit from diversity and inclusion, but the 
bottom line is that research proves that companies that are more diverse and
 inclusive generate more revenue.  According to the McKinsey & Company’s 2015 
report, Why Diversity Matters, “companies in the top quartile for gender or racial and 
ethnic diversity were more likely to have financial returns above their national 
industry median.” A diverse company gains credibility quickly in a world with 
constantly changing demographics. 

According to current trends, diverse companies outperform companies 
that lack diversity. Studies from Human Resource Management show that 
diversity is used as method to “retain diverse employees in the face of shifting 
demographic labor markets and as an avenue for developing effective interactions 
with people from different cultures.” It also states that one problem with current 
approaches comes from the processes used to implement diversity programs. That is 
where we come in.  
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According to the U.S. Census Bureau, demographics are expected to continually shift, 
and the amount of diverse individuals will continue to increase in the coming years. 
Millennials comprise 35 percent of the current workforce and “will be needed to fill the 
leadership ranks much sooner than previous generations,” according to a study of 
Millennials and Public Relations Leadership. 

Millennials are more diverse and therefore expect more diversity. According to the 
Bateman team’s diversity and inclusion survey, 
38.89% of participants agreed to the statement, “I think my place of work 
should do more to encourage diversity and inclusion.” 

In our survey Diversity and Inclusion for Public Relations Professionals, 73.33% 
strongly agreed to the statement “I want my company to be more 
diverse and inclusive.” Only 26.67% agreed that their company was 
currently diverse and inclusive.  Another study by The Plank Center for
 Leadership in Public Relations states “Millennial Communication Professionals’ native 
digital skills, passion for leadership and strong values for diversity transparency, social 
responsibility, and community represent touchstones for the profession in the future.”  
Using this to attract diverse talent at a young age will lay the groundwork for the future 
and prepare millennials for the leadership roles they will soon have to take.

Step-by-Step guide to 
positive diversity and 

inclusion initiative 
implementation�

Strategic ways to 
evaluate your

company’s diversity 
and inclusion needs 

Tools to gain and 
retain employee 

support and leverage 
it to the company’s 

advantage  

Resources including 
additional reading on 

the benefits of positive 
diversity and inclusion 

initiatives 

Key integration 
techniques that will smoothly 

transition diversity and 
inclusion efforts to a 

company-wide 
initiative 

Measurement and evaluation 
techniques to continue
 success of the initiative

Tool Kit 
Benefits 

What we provide and why

The Bateman team cultivated a diversity and inclusion toolkit to help companies
 implement positive diversity and inclusion efforts. Trends intersecting diversity and 
inclusion and public relations tell us that training is important but “negative training 
that focuses on rules, reeducation and shaming does not work.”  Positive training, clear 
goals and evaluation are necessary.  Below is a synopsis of what our toolkit provides 
and why it is specifically beneficial to your business.
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Corporate Culture
Refers to the shared values, attitudes, standards, and beliefs that characterize
members of an organization and define its nature.Corporate culture is rooted in
an organization's goals, strategies, structure, and approaches to labor, customers, 
investors, and the greater community.

“Corporate Culture - Encyclopedia - Business Terms.” Inc.com, Inc., 30 Nov. 2019, www.inc.com/
encyclopedia/corporate-culture.html.
Includes but is not limited to: age, ethnicity, race, disability, gender identity, sexual orientation, religious 
beliefs, languages spoken, etc
“Diversity & Inclusion.” SHRM, SHRM, 24 Apr. 2018,.

Laying the Groundwork

Before we delve into specifics, it’s important that we are all working from the same 
base knowledge. Here are some basic definitions of terms you will see us reference 
quite often throughout the toolkit. These definitions may also be useful to share with 
your colleagues and employees as you share your company’s diversity initiatives with 
them and open the floor for conversation.

Inclusion 
Describes the extent to which each person in an organization feels welcomed,
respected, supported and valued as a team member. It requires two-way 
accountability: each person must grant and accept inclusion from others.

Diversity
Refers to the similarities and differences between individuals accounting for all aspects 
of one’s personality and individual identity.
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Ward, Susan. “What Is Leadership? And Can You Learn to Be a Good Leader?” The Balance Small 
Business, The Balance Small Business, 27 Jan. 2019, www.thebalancesmb.com/leadership-definition-2948275.
“Microaggression.” Merriam-Webster, Merriam-Webster, 2019, www.merriam-webster.com/dictionary/microaggres-
sion.For more examples of common microaggressions, take a look at this research from the University of 
Minnesota School of Public Health.
“What Is a Leadership Pipeline?” The Malphurs Group, malphursgroup.com/leadership-pipeline/
Sherrer, Kara. “What Is Tokenism, and Why Does It Matter in the Workplace?” Vanderbilt Business School, Vanderbilt 
Business, 26 Feb. 2018, business.vanderbilt.edu/news/2018/02/26/tokenism-in-the-workplace/.

Leadership 

Microaggression

Pipeline

Motivating a group of people to act towards achieving a common goal.

A comment or action that subtly and often unconsciously or unintentionally expresses
a prejudiced attitude toward a member of a marginalized group.

 Is a direct connection of support and access between students and professionals. 
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Certain scenarios, such as those including stress, can activate unconscious attitudes and beliefs
Navarro, Renee. “What Is Unconscious Bias?” University of California, San Francisco, University of 
California, San Francisco Office of Diversity and Outreach, diversity.ucsf.edu/resources/unconscious-bias.

Tokenism

Unconscious Biases (also known as implicit bias)

Is the practice of making only a perfunctory or symbolic effort to be inclusive to 
members of minority groups, especially by recruiting a small number of people from
underrepresented groups, in order to give the appearance of racial or sexual equality 
in the workforce.

Are social stereotypes about certain groups of people that individuals form outside 
their own conscious awareness.  Everyone holds unconscious beliefs about various 
social and identity groups, and these biases stem from one’s tendency to organize 
social worlds by categorizing. 

For example: hiring one woman of color or designating her specifically to a “diversity 
and inclusion department” and therefore assuming that the company has achieved 
diversity and/or representation.
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Implementing Diversity and Inclusion: 
(A Step-by-Step Guide)
1. Get leadership commitment to diversity.

• By downloading this toolkit and signing our pledge, your company has 
   already taken this important first step. 

• If management is not ready to commit to a diversity and inclusion 
 initiative the following steps will guide you in the direction to gain 
 necessary leadership commitment.
• Provide the “case for diversity” to senior management.

• Why this diversity and inclusion initiative is vital to the business (refer 
to our language in Why do you need a diversity and inclusion toolkit?)
• You may need to assess your companies audiences and staff to 
 determine the companies diversity and inclusion needs before
  presenting the case
• Connect your reasons directly to the business objectives of the

         company 
• Relate to Factors such as share, profitability,  corporate social 

 responsibility, and reputation.   
• Provide clear goals for diversity and inclusion implementation and change

2. Evaluate your organization’s needs, corporate culture and structure.
• Use census data to find information about the community your 

organization serves .
• For example, census information tells us that the South Carolina 

population is 27.3% African American or Black, and that it is projected 
the population of African American or Black individuals will steadily 
increase. 

• The principle of requisite variety states there should be 
the same representation in a company or firm as the 
audience they serve (this is a stat, we should make an 
infographic that has this principle, and the the statistic 
underneath it that only 26% of people feel that their 
company is diverse and inclusive   
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• Edge.com states, “if a system is to be able to deal successfully with the 
diversity of challenges that its environment produces, then it needs to have 
a repertoire of responses which is (at least) as nuanced as the problems 
thrown up by the environment.” 

• According to our surveys and focus groups, the majority of the participants
      believe their company or organization does not follow the principle for 
      requisite variety and wants those places to be more diverse and inclusive. 

3. Leverage the support from your team in the right way.
•  Positive training is necessary for continuous diversity and inclusion efforts. 
•  Show the team that leadership/management is fully and continually
   committed, and make the full staff that they are a part of the diversity and       

 inclusion process.
•  Equip your team with the proper resources, definitions and research so    

 that your company’s foundational knowledge of diversity and inclusion is   
 solid.

 See more information on this in our Internal Communications section.

4. Evaluate each component of your diversity and inclusion initiative.
•  Evaluate and explain to your company why each component is necessary   

 and vital to the implementation and success.
•  Include follow-up evaluations and then make necessary changes.
•  Lack of evaluation/measurement is often cited as a reason for diversity               

 and inclusion initiative failure. 
 

5. Integrate diversity and inclusion into the organization as a whole.         
• This should be a company-wide initiative rather than 

  something that is through different departments.
• The company/organization should allocate more resources to diversity and 

inclusion to ensure long-term, overarching success.
• This could include but is not limited to more funding, providing
 mentorship, fellowship and/or scholarship opportunities, hosting 
     diversity discussions during staff meetings, and more. 

6. Continuous Evaluation 
• Conduct surveys and focus groups to determine if the initiative is being 
 implemented properly.
• As we previously mentioned, lack of evaluation/measurement is often cited 

as a reason for diversity and inclusion initiative failure. In order for a 
    company to successfully implement diversity and inclusion practices,
   it needs to be constantly reevaluating its own programs and making 

necessary changes when needed. 
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Excerpt from Diverse Voices: Profiles in Leadership, edited by Shelley and Barry Spector, 
from the PRSA Foundation. For more information and to purchase the book, visit their 
website.

 Torod Neptune is chief communications officer for Lenovo Group Limited. Mr. 
Neptune joined Lenovo from Verizon where he had overseen communications for each 
of its major business units before taking on a corporate marketing and communica-
tions role. A past president of the PRSA Foundation, he also serves as a member of the 
board of advisers from the USC Anneberg School for Communications and Journalism, 
Center for Public Relations, and the University of North Carolina at Chapel Hill School 
of Media & Journalism. Additionally, he serves as a board member of The LAGRANT 
Foundation. Mr. Neptune received a Bachelor of Arts in government and international 
relations with concentrations in the Middle East and Russia public policy, and journalism 
from the University of South Carolina.

 I have always been enamored with great stories and great storytellers. Early on, 
the idea that people and companies could be the focus of stories intrigued me. Later 
I’d learn that powerful stories could be built around issues and causes, and this 
influenced me as I began to shape my career path. Throughout my professional 
journey, storytelling has been at the core of every role I’ve ever played.

 My mother, a librarian, was a great storyteller. She instilled in me a love of books 
at such a young age, and I grew up practically living in a library. All that reading helped 
me become cognizant of the very big world beyond my very small hometown of 
Plymouth, North Carolina.

 I was the youngest of five children: three brothers and a sister. Thanks to my 
mother’s strength of character and determination, and the importance she placed on 
education, knowledge and hard work, each of my siblings went on to do unbelievably 
rewarding things. My sister, for instance, did medical school at Harvard; one of my 
brothers did his undergrad studies at Duke and then received his Master of Business 
Administration from Harvard. 

Torod Neptune
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 My remaining brothers also have done quite well in their respective fields of 
study and work. We each openly attribute our success to the upbringing and influence 
of my mother, and her love and dedication.

 All these achievements are a reflection of a family raised with a strong work 
ethic, a broad and global perspective of the world, and the knowledge that good 
relationships are key.

 From an early age I also was interested in journalism and politics. My mother 
built a very successful career as an elected politician in North Carolina. I was exposed 
to political campaigns and the importance of a compelling story, or message, as an 
up-close witness--and volunteer--in a number of my mother’s campaigns.

 These early experiences led me to study government and international relations 
and journalism at the University of South Carolina, with a concentration in the Soviet 
Bloc and the Middle East. It was an interesting opportunity to learn about these 
regions, which, despite having outsized influence on our own status in the world, were 
countries I knew little about. I felt we had to understand these countries in a global 
context as opposed to nationalistically.
 
 Even with this growing interest in international affairs at college, I still maintained 
my interest in journalism, working both on my college newspaper and as a stringer for 
the local daily newspaper, The State, in my college hometown.
 
 After pivoting from journalism as the sole focus of my college pursuits to public 
policy and government affairs, I graduated with a degree focused on international 
affairs, with journalism as a minor. I then moved to Washington, D.C., to work on 
foreign press and operations for the 1992 Clinton/Gore presidential campaign.
 
 After the election I worked in public affairs, focusing on issues important to the 
private sector, and spent several years in some of Washington, D.C.’s, most influential 
public relations/public affairs firms.
 
 Eventually, I was recruited to join Bank of America to work in the corporate 
marketing and communications organization. There I handled corporate reputation, 
media relations and local community issues. After serving in several roles with 
increasing responsibility, I ultimately became a senior vice president of corporate
 marketing and communications for the company’s Worldwide Consumer Products 
division.
 
 After the Sept. 11, 2001, tragedy, I felt the need to do something more 
meaningful and rewarding in my career. Congress also was starting to think about how 
to better prepare itself for the new reality of disaster planning and recovery, particularly 
from a communications and message vantage point.
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 To help develop this capability, Congress sought out private sector leaders who 
were experienced in crisis communications and real-time communications strategy. 
I was hired to help Congress develop its first post-9/11 and post anthrax/ricin crisis 
response plans. Up to that point, corporations had far more experience in crisis 
management than the federal government did, and certainly more than the U.S.
Congress, so the opportunity made available to me was almost as ideal as they come.
 
 After my time in Congress, I went back to the agency world. I was appointed 
general manager at Waggener Edstrom Worldwide, and tasked with leading its 
global public affairs practice in the U.S. and internationally. For the next six-plus years, 
I oversaw the practice from the Washington, D.C., office. I counseled global brands 
and their C-suite leaders on corporate reputation, issues management and brand 
positioning at the intersection of business, public policy and reputation.

 From there I moved to Verizon where I spent 4 ½ years overseeing
 communications for each of its individual business units including its largest, Verizon 
Wireless. Eventually, I was selected to move to a corporate role, overseeing 
communications strategy, agency management and many of the typical functions that 
are part of the office of the CCO. All together, I worked at Verizon for eight exciting 
and challenging years.
 
 Throughout my career, I’ve had the opportunity to work with some pretty 
amazing brands, and to support some incredible causes. Unfortunately, one thing that 
has been consistent throughout my career is the lack of diversity that permeates each 
of the industries I’ve had the benefit of working within.

 As I have progressed in my career, my belief that this challenge might be the 
challenge of our time has only solidified. I would never minimize the progress that 
has been made in diversity--under the leadership of many peers and colleagues that 
I count as mentors--but there is so much more that has to be done in this important 
area.
 There are some phenomenal organizations doing great work on tackling this 
issue including the PRSA Foundation, Page and the PR Council as well as 
The LAGRANT Foundation, on whose board I have the pleasure of serving.
 
 We’ve been trying to get more diversity in agencies for years. But we found that 
in order to really get some traction, we needed to get the people with the checkbooks 
to start being very clear, and very adamant, about the way the agencies were staffing 
their accounts. I think that’s what you’re beginning to see now and will see more of in 
the future.
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 HP’s CMO began sounding the alarm about this a few years ago, joined later by 
some other significant brands. They’ve all announced publicly and to the agencies that 
in order to win their business, the firms would have to commit to having diverse
 professionals handling the work. That’s probably the most significant achievement 
we’ve seen to date.
 
 As this trend continues, I think we will see some real meaningful change. It won’t 
solve the problem, but the pressure will help focus the industry on real results.
 
 Supporting this trend is an unbelievably compelling body of research. This 
research crystallizes many of the root causes and solutions that can--when combined 
with organizational commitment--help our industry address the recruitment-to-
retention challenges, perhaps once and for all.

 For example, some of the research we’ve seen over the last couple of years 
points to the role of issues like unconscious bias in impacting retention of diverse talent 
within our organizations. Earlier I mentioned some organizations that are doing great 
work around recruitment to help support the talent pipeline--and now we have real 
data on how to address the challenge of ensuring that diverse talent, once 
recruited into our industry, actually stays in our industry.

 Fortunately, there are a growing number of programs springing up, both from 
agencies and brands, that are making serious advancements in all these areas. They are 
also 
increasingly turning their attention to building compelling career paths for diverse 
talent and showing them what those paths look like within a given organization.

 Another research-informed priority in this area is the role that mentors play, both 
in the traditional and nontraditional sense. We know that the involvement of mentors is 
absolutely critical in helping guide the career paths of diverse talent within our 
organizations. But mentors are valuable throughout our careers, not just at the 
beginning of them.

 As practitioners become more senior, we need to think about how to build a 
network of mentors that can help develop and grow our mid-level talent into senior 
talent. And increasing diversity in the senior ranks is one of the most important ways to 
boost retention. The mentor conversation is probably one of the most significant
 conversations we could have.
 
 One last important emerging area I think we have to address is the rapidly 
changing skills and competencies required to be a successful integrated 
communications or marketing professional today.
 
 
 



14

 If we look at the skills required to be successful in our field, they are dramatically 
different than what they were even a decade ago.

 Unfortunately, many universities are teaching PR students an outdated model of 
the role we play. That’s a disservice we do to ourselves, and it exacerbates the 
recruitment and, ultimately, the retention problem. This is one of the reasons I 
decided to join the advisory board of two of the country’s most respected universities, 
both within highly-esteemed communications, journalism and media departments. The 
chance to influence and learn from academics who are equipping the next generation 
of practitioners was too appealing to pass up.

 At Lenovo, even though we are a global company, we have the benefit of having 
fairly large operations in the Research Triangle Park of North Carolina, near some 
phenomenal universities. Our geographic location and my team’s presence have 
afforded us the opportunity to build great relationships with some of the best
universities in the U.S. We have been able to support a collaborative relationship that 
benefits both institutions.

 Within Lenovo, if you look at any of the number of communications and 
marketing roles we are recruiting for globally today, you’d find we are not looking for 
candidates with traditional skills. Instead, we are aggressively looking to find candidates 
with experience and understanding in the areas of data and analytic, insights, digital 
and social media, content creation, advocacy, community building and an 
understanding of how to influence consumer behaviors such as considerations and 
engagement. Those are radically different skills than what I was looking for just five 
years ago. 

 But finding students who have been trained to think that way and who have 
those core skills is a real challenge.
 
 As an industry leader, I fundamentally believe that taking on these challenges will
 require two things: courage and leadership. I believe it’s that simple.
 
 So I’m optimistic about the future of our industry and our discipline. But I’m also 
not naive about what being successful in the future will require.
 
 That excites me on some days, and on other days it terrifies me. So what day is it 
today?
 
 My hope is that today is the start of a much more diverse 
marketing industry, up and down the ladder of both corporations and 
agencies, and that in four or five years we’ll look at diversity not as a 
challenge to overcome, but as an opportunity to 
embrace.
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Methods of Evaluation
Focus Groups and/or Roundtables
Discussing diversity and inclusion is not something that is easily discussed and 
therefore needs to be guided with discussion-starters and held in a comfortable 
environment where participants can feel free to give honest answers regarding their 
thoughts and feelings.

• Initial roundtable questions/discussion points: 
• How do you define diversity and inclusion? 
• Do you think it means the same thing to other people?
• Provide articles or short information slide about the two definitions if 

necessary in order to guide conversation. 
• What are ways in which we are diverse? 
• What are some things we should do to be more diverse and inclusive? 

• Topics of Discussion: 
• Build Relationships 
• Share stories and share feelings in response to stories. 
• Guide employees to accept and respect differences and similarities between 

each other. 

• Discussing Stereotypes 
• Discuss common stereotypes and how they are not reflected within your 
 company. 
• Use resource materials to comfortably discuss stereotypes and what they mean, 

and consider unconscious bias and what it means for your company. 
• Let employees openly talk about stereotypes that are not true and how to 

make everyone understand that everyone does not fit into a category. 

• Provide stories or poems for connection and discussion starters:
• Included above is an excerpt from Diverse Voices: Profiles in Leadership in 

which Torod Neptune gives a background into his life as a diverse public
relations professional 

• Discuss if anyone can relate to the story
• Discuss key turning points in Neptune’s life and how his diverse differences 

impacted his choices and career 

Penn State released a guide to Diversity Discussion Starters, including stories and 
follow-up questions to spark discussion and connection within the group.
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Internal Communication

For Further Reading

16-item perceived group inclusion scale, or PGIS 

• Use current internal communications efforts, such as company newsletters, to 
further discuss diversity and inclusion and what it means for your company.

• Provide safe spaces for talking about diversity and inclusion initiatives. 
• Offer a safe space for employees to give their feedback on diversity and 

inclusion in the company. This is a good place for HR employees to get 
involved and to be a sounding box for staff concerns that is not as 

 intimidating as taking your concerns to your bosses.
• Having some kind of anonymous forum where staffers can submit any con-

cerns or complaints regarding diversity and inclusion could be helpful in 
receiving honest feedback without intimidating your employees.

• Make it known that top management is committed and wants diversity and 
inclusion efforts to succeed.

• From the European Journal of Social Psychology
• This study defines the concept of inclusion in depth and provides a method to 

measure the perceived level of inclusivity of an individual in a group setting.  
• After defining inclusion and citing other considerations, scholars developed and 

validated this measurement method.  

Perceived Group Inclusion Scale Research and Methods are provided here
Reading on Tokenism that focuses on why it needs to be avoided in the workplace. 
Public Relations Society of America Diversity and Inclusion Tool Kit
The University of California, San Francisco provides free diversity and inclusion training 
including videos, and articles to help further understand many of the terms above. 
Reading on The Law of Requisite Variety and why it is necessary in  your company or 
organization Lever’s Diversity and Inclusion Handbook.
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