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We applaud those who create a more diverse and inclusive world.  
Congratulations to this year’s Mosaic Award winners.

We value 
open minds 
and the  
exchange  
of diverse 
points of 
view.
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WELCOME TO THE  
MOSAIC AWARDS 

Tonight, we honor the companies and industry leaders who have demonstrated 

their genuine commitment to diversity and inclusion through innovative advertising 

campaigns, engaging media content and leading organizational and individual 

initiatives. This year’s recipients champion business practices and content creation 

that have played an integral role in elevating inclusion.

As the world is continuously challenged with social, political and economic 

division, inclusion programs are imperative in not only advertising, media, 

tech and entertainment, but across all industries. Nearly two decades ago, the 

American Advertising Federation (AAF) began to address the need of creating 

programs to identify, cultivate and celebrate talent and organizations that 

demonstrate a sincere dedication to inclusion.  

The AAF commits a substantial portion of its resources to the implementation 

of initiatives that promote and advance multiculturalism in the industry. The 

organization’s dedication to recognizing and guiding diverse talent is evident 

through educational programs such as AdCamp, Mosaic Career Fair and the Most 

Promising Multicultural Students Program. 

These efforts would not be possible without the investment of our AAF members, 

sponsors and special guests. It is through their dedicated support and commitment 

that we are able to continue to build more inclusive industries.  We sincerely thank 

you for making tonight’s celebration possible! 

We hope you enjoy the program!

Amanda Richman 
Chair, AAF Board of Directors 

U.S. CEO  
Wavemaker

Constance Cannon Frazier 
Acting CEO 

 Chief Operating Officer 
AAF

Danielle Austen 
Chair, AAF Mosaic Council  
Managing Partner & CEO 

fluent360



 Let’s reshape opportunity.
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MOSAIC AWARDS  
PROGRAM

PRESENTATION OF AWARDS
Multicultural Integrated Campaign  

Lexus | Walton Isaacson pg. 11

Mosaic Champion  
Wavemaker pg. 13

Mosaic Media Image Award for Advocacy  
AARP | NextDayBetter pg. 15

Mosaic Media Image Award for Advocacy  
Microsoft | McCann New York pg. 17

Multicultural Talent in Advertising  
Levi Strauss & Co. | FCB West pg. 19

Multicultural Talent in Advertising  
Sol/MillerCoors | Alma pg. 21

Mosaic Media Image Award for Advocacy  
Solange Claudio, President & COO, Moxie pg. 23

Student Multicultural Integrated Campaign  
IKEA | Stevie Miller pg. 25

Mosaic Champion  
Tuan Huynh, Senior Art Director, Leo Burnett Group pg. 27 

Mosaic Media Image Award for Realism  
National Geographic | 72andSunny pg. 29

Mosaic Media Image Award for Innovation in Storytelling  
Walmart, Inc. | Lopez Negrete Communications pg. 30

Multicultural Online/Interactive Campaign  
Chevrolet | Carol H. Williams Advertising pg. 31

Multicultural Student Programs  
Natalie Kim, Founder, We Are Next pg. 32

Workforce Inclusion  
Publicis Sapient pg. 33

Mosaic Media Image Award for Alternative Media Form  
MGM Resorts | McCann New York pg. 34

WELCOME
Constance Cannon Frazier  

Acting CEO/Chief Operating Officer  
American Advertising Federation

David Campbell  
Chair, AAF Council of Governors  

President & COO, Chernoff Newman

HOSTS 
James Lesure  

Actor

Doug Melville  
Chief Diversity Officer  
TBWA\North America
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MOSAIC AWARDS 
SPONSORS

CRYSTAL
72andSunny | FCB | Interpublic Group | Spotify | TBWA\Chiat Day 

PLATINUM

GOLD

SILVER

TRADE MEDIA

BRONZE 
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MOSAIC AWARDS  
JUDGES

Jo Ann Bercot 
Sales  

Program Manager,  
Amazon

Paula Castro 
Multicultural Business 

Consultant, Google

Carol Lyn Colón  
VP, Corporate & 

Public Affairs,  
Ogilvy

Kai Fang  
Chief Innovation 

Officer, 
HZDG

Josh Golden  
Vice President,  

Sr. Creative Director,  
Yes&

Ericka Hatfield 
Account Director, 

VMLY&R  

Lisa Ivy  
Strategy Director,  

Leo Burnett Group 

Paul LaCaruba  
Director of Innovation  

& Special Projects,  
NHL 

Erica Lovett  
Director,  

Inclusion & Diversity,  
Condé Nast

Elizabeth Rosenberg 
Director of 

Communications, 
72andSunny

Hana Sato Thomas 
Creative Talent 

Director,  
McCann NY

Donna Wilson  
Managing Partner, 

Strategy 
Wavemaker
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MULTICULTURAL 
INTEGRATED CAMPAIGN

LEXUS | WALTON ISAACSON

“Long Live the King”

Lexus launched their most technologically-advanced, high- 

performing vehicle ever, The LS 500. And what better way to 

do this than using Black Panther—the most technologically- 

advanced superhero in the Marvel Universe.

The LS 500 and Black Panther both have two sides. Black 

Panther is also King T’Challa and the LS 500 is a Luxury-

performance sedan. Performance made for a superhero, and 

luxury tailored for royalty. This duality comes to life as quick 

cuts of the vehicle’s glossy exterior, matched Black Panther 

racing through the streets. The vehicle takes corners like 

Black Panther takes out bad guys. And its beautiful lines and 

luxurious features are perfect for King T’Challa. 

With this new offering, they wanted to cater to Total Market 

Experiential Masters, whom are affluent in the age range of 

25-50. The sweet spot being between the ages of 35–45.

Clinging to tradition was making it hard for Lexus to relate 

to their new, younger target audience (males, 25–35). Rather 

than move away from this tradition, they leaned into it while 

speaking the language of the times. The Marvel language.

Through a stunning graphic novel distributed at Lexus deal-

erships, the similarities between Lexus’ brand ethos and 

Wakandan philosophies (Wakanda: Black Panther’s fictional 

homeland), were made clear and were used as the backdrop by 

which Lexus would create their new LC500.

Not only was the Lexus product central and heroic to the story, so 

was the Lexus brand story. The Takumi Masters (Lexus engineers) 

worked hand-in-hand with Wakanda’s makers. Both on the same 

level of technological know-how and cultural relevance.

Beyond product placement, Lexus placed their brand in a 

universe that spoke to their desired audience, in an organic 

way that felt more like an action-adventure than a print ad.



marketers professionals

innovators leaders

pioneers communicators

The greater our differences, 
the better we become.
Better decisions drive faster results. 
Congratulations to all those being honored.
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MOSAIC CHAMPION
WAVEMAKER

As a new agency formed by the marriage of MEC and Maxus, 

Wavemaker takes a Culture First approach—starting with our PACED 

Values (Passionate, Agile, Collaborative, Entrepreneurial, Diverse), 

which reinforces the importance of diversity in everything we do.

We are committed to a multi-dimensional approach: ensuring 

diversity of representation, practicing inclusion and cultivating 

a culture that celebrates and empowers our people. We hold 

ourselves accountable to diversity of representation: All members 

of the leadership team, including the Global CEO and US CEO have 

specific goals related to building diversity and inclusion in their personal performance objectives. 

In 2018 we were the only media agency to publish our diversity numbers benchmarking our own 

employee composition against US Census Bureau data—committing to ensure that our population is 

as diverse as the consumers of our clients’ brands. We are proud to report that we are closely aligned 

to the Census data, with 37% of our employees being people of color/belonging to a multi- cultural 

group. We are also proud of our gender diversity. Our CEO is a woman, our senior leadership team 

is 61% female and our overall population is 65% female. We are committed to publicly reporting our 

numbers annually (see our CEO’s email as one of our letters of recommendations).

We practice inclusion: We believe in the power of education and awareness in overcoming bias and 

wanted to make a statement to our own people and to the industry. We invented the award winning 

Brave Your Bias—an all agency activation that launched in Times Square during Advertising Week in 

2016. It challenged our industry and our people to Brave Their Biases—discovering the biases that 

can prevent the development of the inclusive, collaborative relationships that are critical to creativity 

and innovation. We created the www.braveyourbias.com website, which gives insight into the various 

ways unconscious biases can manifest in the workplace and used it as a launchpad for many initiatives 

since—from who and how we hire (via recruiting panels and BYB: Interview Checklists) to training such as 

“Building Bridges,” which teaches people how to create inclusive team cultures through their actions to 

the BYB: Feedback checklist to help people ensure that they are giving unbiased feedback.

We celebrate culture: Throughout our first year as Wavemaker, we hosted over 10 different events 

celebrating different cultures. Our RQTEKT event series provides a fun and experiential way for 

people to share their cultures and traditions and learn about others. This month we hosted an 

RQTEKT Art Noir gallery in celebration of Black History Month and will close out the Chinese New 

Year with a traditional Yo- Yo performance by one of our employees. We have just joined Out In Tech, 

a non- profit uniting the LGBTQ+ tech community, as their first media agency sponsor.

We support the next generation: We source our internship program 100% through the 4A’s 

Multicultural Advertising Intern Program. We recruited at the 2019 Most Promising Multicultural 

Students Expo and are committed to expanding our recruiting efforts.



 Vendor Partner Diversity & Inclusion supports GSD&M in its pursuit of 
“ideas that make a di� erence” by partnering with bold, creatively driven vendors

  who build our clients’ brands while reinvesting in their own diverse communities.
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ADVOCACY
AARP | NEXTDAYBETTER

“Asian-Americans and Pacific Islanders 
in the U.S. Military”

AARP in collaboration with diaspora storytelling platform, 

NextDayBetter, designed and launched a storytelling 

campaign entitled “Asian-Americans and Pacific Islanders in 

the U.S. Military” for Veterans Day. 

Our research showed that many Americans believe that Asian 

Americans and Pacific Islanders in the military is a recent 

phenomenon—a dangerous perception that prevents many 

Americans from adequately recognizing the valor of AAPI 

veterans and advocating for their unique caregiving needs. 

We collaborated with high-ranking AAPI veterans including 

Dr. Ravi Chaudhary, Major General Tony Taguba, and Lt. Col. 

Lan Dalat in the design, production and distribution of the 

digital campaign. Together, we designed digital stories that 

highlighted trailblazing AAPIs in service at every turn: at the 

War of 1812, during the Civil War, in both World Wars, and in 

current day conflicts. From Chinese American WWII women Air 

Force veteran pilots to Vietnamese Refugees, we made sure to 

be inclusive of AAPI’s rich and diverse contributions towards 

progress in America.

For the digital campaign, we leveraged AARP’s platform and 

activated over 50 national AAPI community partners (e.g. 

National Federation of Filipino American Associations, AAPI 

in the Military) and influencers (e.g. Vietnamese Refugee and 

Commanding General for the United States Army in Japan, 

Major General Viet Luong) to share stories and engage in 

online and offline conversations regarding caregiving for all 

veterans. The campaign has achieved over 500,000 digital 

views on Facebook.

Our campaign is a rallying call for an inclusive approach to the 

AAPI Veteran Caregiving conversation. Ultimately, this campaign 

helps tell untold stories that define the AAPI military and veteran 

experience, as part of the American fabric and narrative.

 Vendor Partner Diversity & Inclusion supports GSD&M in its pursuit of 
“ideas that make a di� erence” by partnering with bold, creatively driven vendors

  who build our clients’ brands while reinvesting in their own diverse communities.

BPRVPD0005_2019_MosaicPrintAd_7x10_MA19.indd   1 5/13/19   11:11 AM



Truthful congradulations to
 M osaic Award W inners!
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ADVOCACY
MICROSOFT | McCANN NEW YORK

“Reindeer Games”

Microsoft is the empowerment brand. For years, we’ve been 

championing accessibility and inclusion in tech. From inspiring 

young girls to stay in STEM, to developing technology to aid 

those with dyslexia, visual and audio impairment, this is a 

territory that the brand has been tremendously invested in as 

part of its core mission to empower every person and every 

organization on the planet to achieve more.

For the 2018 holidays, Microsoft launched a :60 film entitled 

“Reindeer Games” focusing in on the brand’s accessibility 

efforts in the gaming space.

Video games give kids an escape from reality and provides them 

with a space to compete. But those with limited mobility can 

face difficulties playing with traditional video game controllers. 

So Microsoft launched the Xbox Adaptive Controller, designed 

to meet the needs of gamers with limited mobility so they can 

play and compete just like their peers. Too often technology 

is not inclusively designed, leaving out those with disabilities. 

Technology should never exclude, and we wanted to showcase 

just how inclusive and empowering it can be when designed 

with everyone in mind.

This holiday, we told the story of a real-life 9-year-old gamer 

Owen Sirmons, who has Escobar Syndrome, which greatly 

limits his mobility. As he rises to the top of his game, his friends 

in the neighborhood race to rally around him. The joy felt by 

everyone in the room as Owen reaches his gaming milestone 

was the emotion we wanted to convey to show just how 

positively powerful inclusive tech can be. The spot’s message 

of inclusion and empowerment is reinforced by the holiday 

song “Rudolph the Red Nosed Reindeer”— the classic story of 

triumph in the face of difference and adversity.

The story illustrates Microsoft’s mission to build accessible 

technology that levels the playing field and empowers 

everyone: regardless of your physical abilities. Because when 

everybody plays, we all win.
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MULTICULTURAL  
TALENT IN ADVERTISING

LEVI STRAUSS & CO. | FCB WEST

“Use Your Vote”

Levi's has always been the most democratic of brands. Levi's are 

made for everyone and worn by everyone. A living symbol of 

equality for nearly 150 years. At the core of the brand is Levi's 

belief in the power of self-expression and the importance of 

equal treatment and access for all.

Although these ideals have been integral to the business for 

a long time, in recent years Levi's brand advertising has been 

more overtly wearing these principles on its sleeve, as long- 

held beliefs in equality, have evolved from an underlying core 

principle, into a central driver of brand communication.

With midterm elections looming it felt particularly important for 

Levi's to make their statement. The freedom to vote is the most 

fundamental form of self expression we possess. In the voting 

booth we are absolutely equal in fact and in law. The right to 

vote is the root of our democracy.

We wanted the message to be about more than American 

partisan politics, but to touch on a deeper truth about global 

democracy. Voting as a human right. Across the world people 

have fought and died for the right to vote, and in many countries 

it is a recent one. In Saudi Arabia, women did not have the right to 

vote until 2015. By showing the ritual of voting around the world, 

we reminded people that voting is not just an inconvenience 

Americans have to go through every couple of years, but a 

powerful form of self- expression. Not boring, but beautiful.
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MULTICULTURAL  
TALENT IN ADVERTISING

SOL/MILLERCOORS | ALMA

“Shine Your Way”

America’s long love affair with its beer is on the rocks. For 

the first time, U.S. drinkers are more likely to choose a glass 

of wine or a cocktail over a domestic brew. And despite the 

recent social and political climate, it is Mexican beer that’s 

fueling the import market.

In 2017, MillerCoors entered the segment with the relaunch 

of their first Mexican import, Sol. To stand out in a crowded 

category, we needed to establish a unique identity for Sol as the 

modern Mexican beer.

Sol could not be tradition-focused like most competitors, nor 

could it be MINO (Mexican in name only), like the top seller in 

the category. Sol needed to become a category of one: the 

Mexican beer that kept its authentic identity without stereotypes 

or pandering.

Inspiration was found in the genuine Mexican-American 

experience in America. They have an optimism that is active and  

energetic. They are creators in every sense of the word, 

including remixing their identity every day and redefining what 

it means to live hyphenated. They insist on expressing their 

connection to culture on their own terms, with palates that 

have been heavily influenced by their parents as well as the 

American traditions they were born into.

An authentic representation of the modern bicultural lifestyle—a 

mashup of the traditional and the trendy—would be recognized 

and appreciated by our diverse target.

The vivacity of these consumers is the perfect match for a brand 

whose symbology and DNA are rooted in the warmth and light 

of the sun. Together they inspired the creative concept and the 

brand’s new tagline: 

Sol: Shine your way.

A rallying cry for inspired authenticity.
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Viva la Difference!

Congratulations Solange, Tuan and 
Publicis Sapient’s Make Some Room team for 

bringing home three AAF Mosaic Awards!

Mosaic Media Image Award 
for Advocacy

Solange Claudio
President & COO

Tuan Huynh
Senior Art Director

Mosaic Workforce 
Inclusion Award

Make Some Room Team:
Kathryn Beane
Sydney Blount
Keri Elmsley
Kate Farina

Margaret Gaddis
Joseph Pokraka

Hank Wetherington
Geraldine White

Pavani Yalla

Mosaic Champion Award

S:6.5”
S:9.5”

T:7”
T:10”

B:7.25”
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ADVOCACY
SOLANGE CLAUDIO 

PRESIDENT & COO, MOXIE

Growing up in the Bronx, Solange Claudio never knew that the 

advertising industry existed or could be a space where she could 

find success. As a woman of color, she constantly looked around 

for other women like herself to find a role model as well as a sense 

of community. Yet the higher she climbed, the more she realized 

that her journey has been, unfortunately, unique. This, to her, was 

unacceptable and something she set out to actively change.

One of Solange’s greatest passions is education. To her, it’s one 

the most powerful drivers of social change. So, in 2014, she created 

and launched N>GEN, Moxie’s university partnership program that provides students with a diversified 

curriculum that keeps pace with our ever-evolving digital world. N>GEN works directly with HBCUs 

and other colleges/universities to inform multicultural students about careers and opportunities in the 

marketing/advertising industry. On-site workshops, career fairs and collaborative research projects are 

just a few of N>GEN’s offerings. About 500 students every year benefit from N>GEN’s curriculum and 

services. 

Solange also cares deeply about being a role model to the next generation of talent, especially young 

women of color. That’s why she’s a key advocate of STEM Atlanta Women, which focuses on increasing 

the talent pipeline in STEM careers globally for women, girls and minorities in underrepresented 

communities. Through her leadership, Moxie now supports “STEM in the City,” a multicultural 

mentoring program that shows young girls that their dreams of pursuing STEM careers can be a reality.

Another way Solange supports and develops up-and-coming multicultural talent is through a variety 

of agency and community programs she’s either created or championed—all designed to expand 

awareness of advertising and marketing career paths to talent from diverse backgrounds. Some 

examples include AAF’s Mosaic Career Fair, Advertising for Change’s (AFC) 4A’s MAIP Internship 

Program, UGA’s ADPR Academy, JA’s Junior Achievement MBA and the One Club’s  Advanced Level 

ID Boot Camp.

To extend her vision of diversity and inclusion beyond Moxie’s campus, Solange has fostered key 

partnerships with organizations (AAF, 4A’s, One Club), colleges and universities (UGA, SCAD, Penn 

State, Creative Circle) and fellow agencies (JWT, 22Squared, FitzCo) to develop programs and 

initiatives to transform our industry into one that better represents the population that we serve. 

An example of this is AFC, of which Solange is a founding board member. A coalition of four Atlanta 

agencies, AFC is “committed to Diversity & Inclusion as a means for better business for our agencies, 

our clients and the city of Atlanta.” 

Solange’s work— both inside and outside of Moxie—reflects an unwavering commitment to creating 

a professional world where multiculturalism is the norm, not the exception.



We toast you and thank you for your 
commitment to diversity and inclusion 
and for all that you do to make a 
difference in our industry.

LET’s RAISE A GLASS To THE 

MoSaic AwArd 
HonorEeS.
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STUDENT MULTICULTURAL 
INTEGRATED CAMPAIGN

IKEA | STEVIE MILLER

“IKEA’s Coming Out”

IKEA practices important key values inside their workplace 

such as togetherness, caring for the people and planet, 

renewing and improving, and leading by example. Inside the 

workplace, they are a company of inclusiveness, diversity 

and improvement. Yet their image was still biased towards 

stereotypical families in their campaigns. IKEA constantly 

pushed that they are here to make a better everyday life for 

everyone, but they weren’t necessarily including everyone. 

Inside their workplace, their key values shine by protecting 

the rights of the LGBTQ+ community. IKEA strives to have a 

diverse and inclusive work environment where employees feel 

safe, valued for their uniqueness, recognized for their diverse 

talents, and where they can truly shine as themselves. It’s time 

for IKEA to bring their inside values out. IKEA’S COMING OUT! 

To celebrate the three year anniversary of marriage equality 

in the United States of America, IKEA is coming out in June 

of 2018. During this month, IKEA is launching an LGBTQ+ 

inspired furniture collection called ROYGBV. 

ROYGBV features six pieces of furniture to represent each 

color of the LGBTQ+ flag. The furniture line is available 

through ikeascomingout.com, where users are allowed to 

come out with them as part of the LGBTQ+ community, or as 

an accepting friend or family member. When a user comes out 

with IKEA, they receive a piece of furniture of their choice from 

the ROYGBV line, as well as an exclusive rainbow rug. 

IKEA’s goal is for everyone to come out, be supporting, caring, 

and accept the community.



Congratulations to 
all of the nominees 
and winners of the 
2019 Mosaic Awards.
Keep up the amazing, important work.
From your friends at Spoti�.
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MOSAIC CHAMPION
TUAN HUYNH 

SENIOR ART DIRECTOR, LEO BURNETT GROUP

Tuan is a Senior Art Director with Leo Burnett, and has worked 

on some of advertising’s most iconic brands.  He was recruited 

from Fort Hayes State University, where he received a BFA 

in Conceptual Design. Aside from his sharp design talent, 

Tuan’s work in the arena of diversity of inclusion is tireless 

and expansive—both within the agency and beyond.  He is 

responsible for instituting a field trip program that invites 

Chicago youth to learn first-hand about careers in advertising 

and discovery of new professional avenues; developing a 

creative lab where Chicago youth can connect and learn with 

creative tools and resources; and spearheading The Pencil 

Project, a collegiate scholarship program where students 

earn a chance at scholarship money through the submission 

of work that defines why they are “the difference that makes 

a difference.” Outside of work, Tuan mentors several youth in 

Chicago to provide a positive outlet through creativity. In his 

free time, he loves to wonder the streets with his camera and 

capture candid moments around the city.
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REALISM
NATIONAL GEOGRAPHIC | 72ANDSUNNY

“Nujeen”

Nujeen wasn't supposed to make it out of Syria, but that's not 

stopping her dreams.

She is one of the over 5.6 million people who have fled Syria 

because of the ongoing, seven-year-long civil war. What’s more, 

Nujeen has cerebral palsy and has been in a wheelchair her 

whole life.

Nujeen represents the marginalized people who have had to 

overcome incredible obstacles to reach freedom. A disabled, 

Middle Eastern refugee faces enormous prejudices in real-life, 

with on-screen portrayals not offering much support either, often 

shown with a lack of understanding and empathy if shown at all.

Research by Lloyds Banking Group found “just 19% of people 

featured in advertising are from minority groups, and of that 

19% only 0.06% of people portrayed are disabled” despite 

disabled people making up 17.9% of the population.

Celebrating Nujeen’s incredible 3,500 mile journey from Syria 

to Germany and her aspiration to become an astronaut was  the 

perfect story to help launch National Geographic’s new “Starstruck” 

platform while dispelling myths about this demographic.

The film’s objective was to promote the new “Starstruck” 

platform as a yearlong brand journey celebrating the feelings of 

wonder and limitless possibility that space exploration inspires.

Airing on television, social media and online platforms across the 

globe, the platform launch was also timed strategically ahead 

of this July’s 50th anniversary of the first manned lunar landing.

Nujeen herself confirmed that the film accurately captures the 

actual experience of her long, arduous excursion. “I was on 

cloud nine when I first saw the spot,” stated Nujeen Mustafa. 

“It was moving and conveyed exactly what I wanted to say: 

don’t be discouraged by what people say or expect of you; you 

have the right to have big dreams and to work on achieving 

them—work hard, and don’t let anything get in the way.”
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INNOVATION  
IN STORYTELLING
WALMART, INC. | LOPEZ NEGRETE COMMUNICATIONS

“World Cup Online Grocery Pickup: A Unifying Beat” 

The World Cup is a time of great excitement, cultural sensitivity and 

pride. It is an ideal window for brands to connect with the Hispanic 

audience—but, unfortunately, they tend to speak to them as a 

homogeneous group rather than be truly culturally authentic—and 

then, they do so by creating only one or two pieces of content that 

play over and over during the month-long tourney. This creates a 

diluted, tired and shallow pool of creative that tends to become 

similar in style and feel, preventing them from deeply connecting 

with Hispanics. Simply, they put the ball in play, but fail to score 

cultural relevance. In the midst of a divisive climate where Hispanics 

are spoken to and about en masse without cultural sensitivity, 

Walmart knew this was not the time to be culturally insensitive. 

Quite the contrary. We saw an opportunity to show Latinos that 

Walmart understands and appreciates who they are, what they find 

important and to recognize their unique cultures and traditions.

With eight Latin American countries qualifying for the World Cup 

this year, Walmart suited up and set out to change the game. 

With a limited budget compared to other brands we turned to 

a modular production approach in order to construct a unique 

execution for each country as well as numerous combinations of 

executions with multiple nations showing each country’s cultures 

and traditions to run as the tournament bracket developed. Sound 

complicated? Well, it wasn’t easy, but was seamless and natural 

for our viewing audience. We started by recreating authentic get- 

togethers featuring culturally realistic cuisines and nuances as well 

as recreated the song “Gonna Fly Now” into multiple versions 

in the traditional musical styles of each Latin country being 

represented in the World Cup to maximize cultural connection.

The results were a resounding success and the initiative was 

deeply appreciated by Hispanic fans garnering equal to, or even 

better than, brand resonance compared to official global FIFA 

sponsors who contributed substantially more in overall spend. We 

not only showed the customer that Walmart is here to make their 

lives better, but that it acknowledges and respects who they are 

individually and culturally.
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MULTICULTURAL ONLINE/
INTERACTIVE CAMPAIGN

CHEVROLET | CAROL H. WILLIAMS ADVERTISING

“Discover the Unexpected”

Chevrolet wanted to nurture and build grassroots connections 

with the African American community. Working in partnership 

with the NNPA to develop the Discover the Unexpected 

program, we knew we needed to find a common place in an area 

of importance to our shared target of African Americans aged 

40–60. We homed in on supporting the education of HBCU 

students and their pursuit of careers in the field of journalism.

The journalism fellowship selected six HBCU students and 

presented them with the opportunity to take a road trip to work 

at two NNPA publications in two different cities (Atlanta, GA; 

Norfolk, VA; New York, NY; and Washington, DC) and individually 

earn a $10,000 scholarship and $5,000 stipend. Each student fellow 

was assigned to a three-person team with access to a new 2018 

Chevrolet Equinox for eight weeks to go find their stories, capturing 

content with their vehicle along the way. Fellows shared their daily 

adventures over social media, published their stories through the 

NNPA network and had highlights from their fellowship and event 

activations filmed and distributed digitally as content pieces. 

• Website: Established for people to learn more about the 

program and for students to apply for the fellowship. The 

site also served as a hub for content created by the fellows 

and of their journey including professionally filmed footage 

of their interviews and articles that they published while 

working at an NNPA publication.

• Social Media: Instagram Stories ads from Chevrolet ran 

to drive viewership of produced videos of the fellows 

at Bootcamp/Grand Prix and the fellows’ experiences 

interviewing celebrities Bubba Wallace (NASCAR) and 

Andrew McCutchen (Major League Baseball).

• Facebook and Instagram: Video link and video carousel 

ads from Chevrolet ran, celebrating the culmination of the 

road trip in the Equinox at the Finish Line event and the 

accomplishments of the students at the Closing Ceremony.

Facebook Video Carousel - Finish Line

Responsive Website

www.nnpa.org/dtu

Event Images - Bootcamp + Grand Prix Interview

Discover the Unexpected

Event Images - Bootcamp + Grand Prix Interview

Discover the Unexpected

Discover the Unexpected – Fellow Interview Videos

Bootcamp: 
https://www.youtube.com/watch?v=s89xVeu0siE&t

Finish Line: 
https://www.youtube.com/watch?v=-
pFy1mFLe4Q&t

Facebook Posts
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MULTICULTURAL  
STUDENT PROGRAMS
NATALIE KIM  
FOUNDER, WE ARE NEXT 

Natalie Kim spent the last 10 years in advertising, most recently 

as Director of Strategy at Firstborn in New York City, where she 

helped build and lead the strategy team. She has partnered with 

clients such as L'Oreal, HBO, S&P Global, Vonage, Coca-Cola 

and Bacardi. You can find her on Forbes' "30 Under 30" list in 

Marketing & Advertising, and among She Runs It's GenNext 

Award honorees—women ages 25-35 who're already making 

their mark on the industry. In 2018, she was named by The 

Drum as one of 70+ women of color who should be speaking at 

marketing conferences.

In 2015, as the Director of Strategy at Firstborn, Natalie started 

guest lecturing at universities all over the country.

When she talked with students, Natalie immediately felt their 

high levels of anxiety, fear, and confusion when it came to joining 

the advertising and marketing industry. It didn’t matter what 

kind of program it was—the emotions were universal.

Looking at what was being provided by the industry to support 

young talent, Natalie found it was limited to one-on-one 

mentorship and internship pipeline programs. While incredibly 

important, these resources couldn’t scale to benefit every 

student in search of guidance.

We are Next was started to support young talent at a critical 

point in their careers, while giving the industry an outlet to pass 

along its advice, perspectives, and guidance.
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WORKFORCE  
INCLUSION

PUBLICIS SAPIENT

"Make Some Room: Unconscious Bias Workshop"

Unconscious bias within the workplace is robbing our industry of 

talent and energy. Companies are investing heavily in trainings 

due to this massive unchecked cost. However, growing evidence 

shows that traditional trainings are often ineffective and can 

even be counter-productive.

At Publicis Sapient, we knew there had to be a different way. 

What if we applied our creative strategy skills inward, treating 

ourselves like we would our clients? What would it take to start 

a grassroots cultural overhaul—to move beyond awareness and 

into action?

Unconscious bias trainings are often facilitated as one-way 

presentations that may leave people in the in-group feeling 

attacked or alienated, and people in the out-group feeling 

hopeless or upset. Our challenge was to create something that 

wasn’t a training at all. We needed to create an experience that 

would architect very different emotions—particular empathy. 

In response, we created Make Some Room—an experiential 

workshop that makes the invisible visible by placing employees 

in the shoes of their own peers.

Make Some Room is a 3-hour experience that is original, authentic, 

and thoughtfully executed for real change. An experience 

that lasts in people’s minds long after the workshop. This was 

achieved by designing to achieve a very specific emotional 

journey through Intrigue & Anticipation, Discomfort & Surprise, 

Empathy & Empowerment.

Due to its early success, Publicis Sapient is currently rolling 

the workshop out to all offices in North America, and has also 

started sharing it with sister agencies within Publicis Groupe. It 

has also piloted in our London office and will soon be visiting 

our India offices. Hundreds of pledges are being made, and 

countless positive actions have already been made as a result.
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ALTERNATIVE  
MEDIA FORM
MGM RESORTS | McCANN NEW YORK

“Universal Love” 

MGM Resorts is a company and brand that has been deeply 

rooted in embracing diversity and inclusion. But when it came 

to MGM’s expanding entertainment portfolio, this inclusion 

wasn’t reflected strongly enough. We weren’t fully living out 

our mission of unparalleled entertainment for all.

We began with the city that we know best to understand where, 

as the market leader, we were falling short. Interestingly, while 

Las Vegas is widely known as the “wedding capital of the world,” 

the city has never made it onto any leading industry lists as a top 

gay wedding destination (e.g. Out or Lonely Planet). But, with 

its strong history of LGBTQ advocacy, MGM was well-suited for 

taking this issue on.

Through ethnographies with married and soon-to-be married 

same- sex couples, we uncovered a powerful insight that might 

not occur to heterosexuals—most love songs only celebrate 

heterosexual love. They aren’t written to reflect the modern 

definitions of love and marriage, making them harder for same-

sex couples to fully adopt and relate to. This limited the musical 

choices available to them on their big days and reinforced the 

outdated notion of “otherness.” 

We created Universal Love, a music album that re-imagined 

classic love songs by flipping the pronouns to be same- sex. 

Partnering with world-class music artists across genres to record 

new versions of the love songs, we deliberately spanned music 

genres and generations to ensure our music would be heard by 

the widest audience possible. We brought on artists who have 

led cultural revolutions (Bob Dylan), contributors whose work has 

particular resonance with the LGBTQ community (Kesha), and 

contributors who identify as LGBTQ (Kele Okereke, St. Vincent).

Because Universal Love is a music album, we launched it like 

one. Touchpoints spanned digital, social, retail, employee 

communications, media partnerships, events, and PR for people 

to experience the music and brand in multiple ways.
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Omnicom Group is a  
proud supporter of the 
AAF’s Mosaic Awards.
A driving force in our business is recruiting, developing and retaining a diverse, 
world-class workforce that reflects our global community. It is important to us that 
our people encompass diverse backgrounds, experiences and perspectives. We 
have created structures within our organizations and continually support inside 
and outside initiatives to promote diversity and inclusion. Not only is this the right 
thing to do, but it encourages fresh ideas and thoughts that stimulate creativity and 
provide outstanding innovation.

People • Product • Passion • omnicomgroup.com/culture/diversity


