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agents in multicultural markets. “If we’re 
interested in how something is going to 
work within the Asian community, we 
might go to California and meet with 
agents there, or with the African American 
community, we might go to Atlanta,” White 
points out. “There are a lot of ways we can 
tap into the voice of the agents.”

3. Immerse yourself in diverse 
markets. Las Vegas–based MGM MIRAGE 
has formed diversity partnerships with 27 
local, regional, and national organizations 
that cover the African American, Hispanic, 
Asian American, Native American, GLBT 
(gay, lesbian, bisexual, and transgender), 
and women’s markets. In a recent study, 
the entertainment company learned that it 
has the potential through its myriad 
relationships to reach more than 4 million 

people, 4,000 of whom are considered 
industry influencers. “They belong to a 
host of other organizations, social clubs, 
fraternities, sororities, etc., so the potential 
reach becomes even greater,” says Debra 
Nelson, vice president of corporate 
diversity, communications, and commu-
nity affairs at MGM MIRAGE.

4. Build a database of diversity 
suppliers. As part of its supplier diversity 
initiative, Parsippany, N.J.–based Wynd-
ham Worldwide recently launched an 
online registration page for minority, 
disabled, and women-owned business 
leaders. “When you register, you check off  
a category or service, such as advertising 
or catering,” explains Andrea Hoffman, 
founder and CEO of Diversity Affluence. 
“Then Wyndham is able to go into their 

database and look for whatever relation-
ships they need for a specific situation.”

Each supplier is required to submit 
information such as a standard industrial 
classification and North American industry 
classification code, as well as its D&B 
DUNS Number (if available) to determine 
where it might best fit as a Wyndham 
partner. “After the supplier fills out the 
form, we send an automated e-mail to the 
applicant to acknowledge receipt,” says 
Phil Harvey, vice president of procurement 
services for Wyndham Hotel Group. “Then 
we prioritize the applications on the basis 
of what our needs are, and we look for 
completeness. We will go back and request 
further information if necessary.”

To publicize the six-month-old registra-
tion page, Wyndham held an event for 
registered diversity business owners with the 
support of leading organizations, including 
the National Minority Supplier Development 
Council of New York/New Jersey and the 
Women’s Business Enterprise National 
Council, to learn best practices.

“Success,” Harvey says, “is defined  
by doing the right thing, both for the 
communities we support and the markets 
we serve. Time will tell, but I believe we 
already have been making strong inroads 
where we involve the use of this database.”

5. Take aim at minority business 
owners. “You’re already reaching many  
of them through your existing suppliers,” 
admits Global Advertising Strategies’ 
Moskowitz. But to fill in the gaps, such as 
getting your product into bodegas, Chinese 
restaurants, or specialty stores, he 
suggests utilizing targeted ethnic media 
and partnering with associations. For 
example, to reach Chinese real estate 
investors, you might consider advertising  
in Chinese-language newspapers, which 
Moskowitz says reach a large professional 
community, or direct mail to Chinese-
specific realtor associations.

Moskowitz also suggests looking for 
similarities between a general market  
small-business owner and, say, a Latino 
small-business owner. “[The latter] will have 
more in common with a small-business 
owner of the general market than they will 
with someone of their own ethnic group 
who is not a business owner,” he says. ■

For MGM MIRAGE, Diversity �
Is a Long-Term Commitment
The MGM MIRAGE in Las Vegas has been a best-practice leader in diversity 
management for seven years, as evidenced by its plaudits in Diversity Inc., Black 
Enterprise, and Hispanic Business magazines. The company’s approach to diversity 
has five prongs:

1 Strategic planning. Identify all the ways we can reach potential customers and 
employees and secure business from emerging markets. Engage with other 

planning disciplines throughout the company, including advertising, sales, and 
human resources, to achieve our goals.

2 Strategic alliances. Identify and create strategic alliances with national, 
regional, and local organizations throughout the U.S. (The company main-

tains a dedicated diversity Web site, mgmmiragediversity.com.)

3Media. Utilize both diversity and general 
market media to ensure we are managing  

our reputation relative to diversity and creating  
a positive message through editorial content. 

4 Business alignment. Generate a return  
for our effort. 

5Measurement and analysis. Audit and publicly 
report our performance annually.  

MGM MIRAGE offers a special conference booking incentive to consumers who  
fit the company’s diversity profile. “The idea is to create a platform whereby people 
would be encouraged to experience what we have to offer,” explains Debra Nelson, 
vice president of corporate diversity and community affairs at MGM MIRAGE. “If 
they enjoy it on a personal level, we believe they will be encouraged to bring their 
business here in a more significant way.” 

Additionally, MGM MIRAGE conducts one-on-one meetings with various organiza-
tions looking to book conventions, meetings, and trade shows, and offers diversity 
champion training to managers and will soon roll it out to line-level employees “to help 
them understand how to receive diversity customers in a meaningful way.” � — L.R.W.
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