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IN CONVERSATION WITH

“YOUR MANAGEMENT
MAY NEED A LITTLE BIT
OF THE BUSINESS CASE
BEFORE YOU GIVE THEM
A LITTLE BIT OF THE
RIGHT THING TO DO”

- Manoj Raghunandanan
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I I Io EXECUTIVE SUMMARY

ALLIANCE INCLUSIVE AND MULTICULTURAL MARKETING

example, paying attention to the unique health needs of African Americans and Hispanics in this coun-
try. They were paying attention to health inequity and bringing education and knowledge to those
communities nd, since 2019, this brand, which already had i has grown
household penetration by 5 percentage points. And I'm so proud of that team because, you know what?
Fifty-seven percent of that household penetration came from African American and Hispanic households.”

Raghunandanan also provides an important global perspective, reminding us that DEI has a powerful role in marketing
around the world.

“We're working really hard in India, for example, to put women at the forefront of a lot of the work we do.
They are incredibly important. | want to give a big shout-out to our sanitary protection team. Talking about
periods in India is not something that’s happening all the time. But that's a conversation that needs to hap-
pen, particularly among fathers and daughters. They created this incredible campaign, where they broach
that topic and that conversation, where they show support for women — particularly for young girls — so
they could be in an environment that was conducive to them better managing their period, which is better
for their health.”

Another global example comes from the Neutrogena brand:

“We are doing a lot of work to help better ur different skin colors. You know, you
talk to dermatologists, and | think there’s a stat that 47 percent of them would say they’re not prepared to
help Black or Hispanic patients. So how do we help them be more aware and more educated so we can have
better health outcomes and skin outcomes? That's done through the Neutrogena brand. And that's done
globally.”

Viewing DEI as a “job we all have to do in our real life,” Raghunandanan is hesitant to relegate it to one func-
tion or area. “It's the job of every single employee every single day to create an environment where all of us
can be our authentic selves.”

He points to the power of Employee Resource Groups in shaping company culture and creating action:

“If you can use your Employee Resource Group to help your DE&I efforts blossom, that’s incredible..When
people join these organizations, they join from a place of personal affinity, or from a desire to do more to
help a community. So, you're already starting from a place of strength. And, | have to tell you, when you have
people who care, you have one of the most powerful vehicles for change that you could ever have.”

‘THE GROWTH ACCELERATORS.
AIMM has always deemed three clements — creativty, analytics, and purpose — to be
| Now

‘e growth triple play.”
are achieing “dramaticaly higher average growth rates The o using the full

don't use any of the three elements”

Iyt the Cultural ™
2 toolbox empowering marketers with a suite of innovative value-driven metrics around
diverse segments to guide and inform a brand's ultural journay. The Cultural Inclusion
s

relevance, DE reflecti d the full value of
o dhvarse orgeva mecta, maaeing winats rial for ctiiang moters markotng
strategies.

Cultural relevance is 5o much more than mere representation. Culture plays a key role in

diverse audiences. Since the creation o the research tool CIIM, which is part of the Cultural

ity to quantify the power of culture. CIIM provides meaningful growth metrics connecting
relevance and cultural insights, as defined by consumers themselves, to purchase intent,
sales it brand opinion, brand trust, and ad effectiveness.

With clearer proof than ever, the industry can take bolder, more innovative action in the
design and development of MC&I marketing programs. Independent attribution studies

‘ave shown that cultural rsuasion ofa
campaignis sales it This has led hundreds of brands to set baselines, minimum standards,
and higher cultural relevance goals, reprioritizing culture by infusing it earlier and embed-
ding it throughout the marketing process:

“Through AIMM and CIIM, we have the opportunity to see the quantifiable effects DESI
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and consumer experience organization for Johnson & Johnson Consumer Health. "We see.
o line, your line —

your
share growth

s

TS OF FFECINE

wme O O O O =

T e S N
s W o kg ‘
— Hispanic i ‘
oo 788 |
hsan | ‘ ‘
—_— - -~ - A |
MEDAN AGE 411 343 372 295 Black i
NH White. $1,997,323
s |0 SRSRERREE S

I DOSC P
Not Pandering . = A&
=133 43
V. orNecrions: e power o R i, S

DIVERSITY, EQUITY, AND INCLUSION

marketin
consultin



marketin
consultin




marketin
consultin



0 = u]() U W
:p @ P 8(8 (Og' (), ‘11111 l<\(\\ «
Ox° 0QOL

o0 O®Va foad i |
#5140 G orn L=
D 0)00()0(0 (€]

° Qe Qo

una fprma Crln
conciente.
alimentacion

Y0 WG § WU @ P H L
) ¢) @ PO 0 0OFx 33
YO 9o°® 0 89 O ¢ e
b)o0 @ O o D® P cé()o % ()8) “eon \/,,_,,,“,,.Hf:tlo
dpe 09 e YO oo 1‘1
3@%@) 0P 96 9 OQ’ flem;
®© 58 O (0% 0Q o 6§ (o) VPOR 11as .

-

LA

18t
el

P

l( ,r(\

EEEEEEEEEEEEEEEEEEE




¢ twgg ind mentarla
Intell ?n e
para,
mowmlento



ustria sde Ia

|n ovac;l r?len d| eno
ecnomo ogla

OOOOOOOOOOOOOOOO







dlse
st e

ntarla




21distritos,

% MADRID pro ecto. ge
dinamizacion
artistica


https://youtu.be/I4oJsgSqPfk

B

@orbiton  granemadire azafrén
SOLEICO
T™Wo0 DAYg
AND A HALF
o+
Ny ' )
) ABISMO 1 INDOMITO
SANTERIA v LIBRERIA I“Iglllm

LFD ﬂ ?é BabyBasic zs VACAVALIENTE

SEMILLAS
SIGISMUNDI SAGRADAS

A gﬁ é@ nudo

CIOdeCtOdOS WISEDRINK



guumemencay KATRA A G:F — MRES

ARTJEWELRY Group, Inc.

1Diverso IB[D O

Ge€LaTerra € Bar —

OOOOOOOOOOO

\\VZ

PUEBLO - ).‘\ V\
> ps . MORAY
PAC %} éb\i’fr%ERZAL ng&b'&S POV‘,I"O'MZ SINGERMA%?}W}ES% BRAYG

cohandesigngroup POOI H(i"‘&&
Master :

DAR% MA



IDENTIDAD VISUAL
MOTION GRAPHICS
BRAND DESIGN

DIRECCION DE ARTE

WWW.EZEQUIELHODARI.COM
INFO@EZEQUIELHODARI.COM
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