
DIVERSITY & INCLUSION

EDITORS’ NOTE Sonia Cargan 
was appointed to her current role 
in March 2018. In this role, she 
leads a seven member team of D&I 
experts. She also serves as a liai-
son to the company’s 16 Colleague 
Networks that have more than 100 
global chapters including the Black 
Engagement Network, the Hispanic 
Origin & Latin American Network 
and the Jewish Network. Prior to 
this position, Cargan spent 22 years 
serving in various roles at American 
Express including Vice President of 
HR in the U.K. and in Singapore and, most 
recently, as Vice President, HR business partner, 
for global fi nance and corporate functions in 
New York City.

COMPANY BRIEF American Express (american
express.com), together with its subsidiaries, pro-
vides charge and credit payment card products, 
as well as travel-related services, to consumers 
and businesses worldwide. It operates through 
three segments: Global Consumer Services, Global 
Commercial Services, and Global Merchant and 
Network Services. The company’s products and 
services include charge and credit card products, 
as well as other payment and fi nancing products; 
network services; expense management products 
and services; travel-related services; and prepaid 
products. Its products and services also comprise 
merchant acquisition and processing, servic-
ing and settlement, point-of-sale marketing, and 
information products and services for merchants, 
as well as fraud prevention services along with 
the design and operation of customer loyalty pro-
grams. American Express was founded in 1850 
and is headquartered in New York City.

How do you define the role of Chief 
Diversity Offi cer for American Express?

As Chief Diversity Offi cer, I am responsible 
for overseeing American Express’ global inclu-
sion and diversity strategy. This includes lead-
ing a team of inclusion and diversity specialists, 
overseeing our company’s 16 active Colleague 
Networks with more than 100 global chapters, 
and implementing initiatives that help advance 
minority colleagues. As an instrumental part of 
my role, I consider our stakeholder needs, as 
well as our business objectives, and determine 
how inclusion and diversity will help colleagues 
deliver those objectives, such as understanding 

women’s spending power when devel-
oping and marketing new products. 
American Express aims to ensure a 
diversity of perspectives at every level 
and in all areas of the company, espe-
cially in decision-making and problem-
solving scenarios. This generates the 
best ideas that drive innovation and, 
ultimately, business growth.

Will you highlight the compa-
ny’s efforts to create a diverse and 
inclusive environment?

 American Express has a long his-
tory of being focused on inclusion and 

diversity. Over the years we have continually 
evolved and expanded programs to support our 
colleagues and business imperatives. Our core 
inclusion and diversity strategy is about valuing 
and embracing difference and creating an envi-
ronment where all colleagues are engaged, have 
a voice, and can achieve success. We are focused 
on enabling a culture of inclusion and diversity at 
American Express, driving the integration of our 
inclusion and diversity architecture into key talent 
and business strategies and elevating the brand 
narrative and our presence both internally and 
externally. Our goal is to set the gold standard for 
inclusion and diversity. Ultimately, our diversity 
efforts focus on improving the representation of 
underrepresented minorities and women, while 
helping all colleagues achieve great things.

How does American Express engage its 
colleagues in its diversity efforts?

Colleague engagement is essential to the suc-
cess of our diversity initiatives. We have worked 
diligently over the past 30 years to build a culture 
where all colleagues feel included and engaged. 
We track inclusion efforts in our colleague sur-
vey, which indicates that our employee inclusion 
level is quite high. However, we always strive 
for improvement and have recently launched 
a new training program focused on inclusive 
leadership. The inclusive leadership experience 
equips leaders with strategies and skills for lead-
ing inclusive teams and is designed to motivate 
colleagues to engage in specifi c behaviors to 
foster an inclusive environment. We also offer a 
host of other substantive leadership programs, 
partnering with several organizations to provide 
external development experiences for high-
potential women and multicultural colleagues. 
Our Colleague Networks also go a long way in 
increasing engagement. Since 1987, Colleague 
Networks have brought together people with 

shared backgrounds and interests to interact 
with and learn from each other. In the U.S., 
a large majority of our colleagues reported that 
they were a member of at least one Colleague 
Network in our 2017 Colleague Pulse survey. 
The same survey also indicated that colleagues 
who participate in networks are more engaged at 
the company. With 16 networks and more than 
100 chapters globally, our Colleague Networks 
encompass the full spectrum of diversity, includ-
ing disability, ethnicity, faith, gender, gender 
identity, generations, sexual orientation and vet-
eran status.

How important is American Express’ 
commitment to diversity and inclusion in 
attracting the next generation of leaders?

Our stakeholders are increasingly diverse, 
and Millennials and Generation Z are extremely 
savvy in recognizing that and aligning themselves 
with a company that mirrors those stakehold-
ers. Our commitment to inclusion and diversity 
helps us bring in some of the best and bright-
est among the emerging workforce. Our Global 
Talent, Leadership and Learning team recruits on 
college campuses, leverages colleagues’ personal 
networks, and participates in events that attract 
diverse populations. We also partner with profes-
sional associations to ensure that we’re tapping 
into top talent. Additionally, we recently cre-
ated a new Vice President of Diversity Executive 
Engagement role. This vice president focuses on 
expanding the recruitment of women globally at 
the vice president and above levels, as well as 
underrepresented minorities in the U.S., helping 
build a robust pipeline of diverse prospective 
candidates.

What has made your time at American 
Express so special?

I joined American Express more than 22 
years ago and prior to my current position, I 
was a senior HR business partner for a portfolio 
of groups including Global Finance, the General 
Counsel’s Organization, Global Advertising and 
Brand Management, the Internal Audit Group 
and Corporate Affairs & Communications – truly 
a diverse set of roles. I stayed with the com-
pany for the past two decades because I believe 
strongly that I have a voice with American 
Express. I’m a woman of color, a working 
mom, and have spent time living and working 
on three different continents. I’ve harnessed my 
diversity to impact the business and want all 
American Express colleagues to know they can 
do the same.•

Sonia Cargan
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 EDITORS’ NOTE Shawn Outler 
has held her current post since 
October 2018. During her career 
at Macy’s, she has been Executive 
Vice President Licensed Businesses, 
Food Services and Multicultural 
Initiatives; Executive Vice President 
Licensed Businesses, Pricing and 
Multicultural Strategy & Operations; 
Senior Vice President - Lease, Pricing 
and Multicultural Initiatives; Senior 
Vice President - Weddings, Gifting 
Strategy and Multicultural Business 
Development; Group Vice President - 
Fashion Forecasting and Operations, Leased 
Businesses and Multicultural Development; Group 
Vice President - Multicultural Merchandising 
and Vendor Development; and Divisional Vice 
President-Merchandise Manager Better Traditional 
Sportswear. She has also served as Divisional Vice 
President - Merchandise Manager Updated Classic 
Sportswear and Buyer-Better Dresses, Status Denim, 
Women’s Casual Sportswear, Suits, and Leather 
Outerwear for Lord & Taylor. She received her B.S. 
in Marketing and Transportation/Distribution from 
Syracuse University.

COMPANY BRIEF Macy’s (macys.com) is one of 
the nation’s premier retailers with fi scal 2018 sales of 
$24.97 billion and approximately 130,000 employ-
ees. The company operates approximately 680 
department stores under the nameplates Macy’s and 
Bloomingdale’s, and nearly 190 specialty stores that 
include Bloomingdale’s The Outlet, Bluemercury, 
and Macy’s Backstage. Macy’s operates stores in 43 
states, the District of Columbia, Guam and Puerto 
Rico, as well as macys.com, bloomingdales.com 
and bluemercury.com. Bloomingdale’s stores in 
Dubai and Kuwait are operated by Al Tayer Group 
LLC under license agreements. Macy’s corporate 
offi ces are located in Cincinnati and New York.

How do you defi ne the role of the chief diver-
sity offi cer and how important is it that the 
role is engaged with business strategy?

As Chief Diversity Offi cer, I have the unique 
opportunity to shape Macy’s culture by fostering a 
diverse and inclusive environment, developing top 
talent, and effectively responding to the needs and 
expectations of our customers. In my role, I also 
work with our Employee Resource Groups, our 
Store and Customer Service teams, and the People 
Leaders throughout the organization to ensure that 
we are thinking about diversity and inclusion in 

the most broad and far-reaching ways – 
from how we recruit and develop talent 
and how we treat customers, to how 
we work with community partners and 
make each of our 130,000 colleagues feel 
empowered to contribute to their fullest 
potential.

At Macy’s, we know diversity is a 
key driver in the long-term success of our 
business and is critical to our business 
strategy. 

Will you discuss Macy’s diversity 
and inclusion initiatives?

At Macy’s, diversity and inclusion 
are essential to our culture and core values. As one 
of the world’s leading retailers for fashion, beauty, 
and home, we recognize that we are strongest 
when we are representative of the many commu-
nities we serve. We believe that no one should be 
discriminated against because of their differences, 
including, but not limited to, age, ability, ethnicity, 
gender, gender identity and expression, religion 
or sexual orientation. Our vision is to be a bea-
con of diversity and inclusion for our colleagues, 
customers, and communities. Our commitment to 
diversity and inclusion is embedded in all areas of 
our business – from our colleagues, suppliers we 
do business with, community engagements, to our 
customer experience and marketing. Our differ-
ences and experiences drive our innovation, which 
is the source of our competitive edge and sustain-
ability. Each of our focus areas have specifi c strate-
gies and we track our progress against KPIs, as we 
do in every other aspect of our business. 

What is the focus and mission of Macy’s 
Diversity & Inclusion Business Council?

I serve alongside our CEO, Jeff Gennette, as 
the Co-Chair of the Diversity & Inclusion Business 
Council, which is a group of cross-functional lead-
ers throughout the organization who ensure our 
D&I strategy and work are integrated into our over-
all business practices. The DIBC’s mission is to pro-
pel Macy’s to best-in-class in the D&I space. 

What do you see as the impact of having 
a diverse and inclusive workforce on business 
outcomes?

D&I is so important and so connected to our 
business success. Studies show that there is a direct 
correlation between diverse and inclusive work-
place environments and strong business outcomes. 
As America’s department store, having a strong 
group of leaders from diverse backgrounds injects 
creativity and an innovative vision into our busi-
ness. We’re able to best serve our customers when 

our workforce refl ects its diversity. Diversity and 
inclusion are key ingredients in propelling Macy’s 
on its path to growth. 

How critical is diversity and inclusion 
in attracting talent and how do you engage 
Macy’s employees in its diversity efforts?

Research shows that companies whose col-
leagues feel accepted by their employer and peers 
will be more successful. Employee Resource 
Groups are an integral piece of our diversity and 
inclusion practice at Macy’s. Our ERGs are strategic 
business drivers, as they help develop future lead-
ers, foster colleague engagement, build alli-
ances across differences in the workplace, drive 
innovation, and cultivate an inclusive culture. We 
are proud to have built a culture of inclusivity and 
have found it to be one of our strongest attributes 
in attracting talent. Macy’s is a place the best and 
brightest want to work and stay because they feel 
nurtured and challenged. 

Are there opportunities for women at 
senior levels in the industry and what advice 
do you offer young women interested in retail?

Across the Macy’s, Inc. workforce, women 
represent more than 70 percent of the company 
and more than 60 percent of those at or above the 
manager level. Helping our colleagues thrive and 
creating rewarding and challenging opportunities 
at every stage of their career is part of our culture 
and how we operate. My advice for young career 
women is to create meaningful alliances that can 
help you along your journey, always advocate for 
yourself, and do not put limits on what it is that 
you can achieve.

You joined Macy’s in 2006 and have held 
a number of leadership roles within the com-
pany. Does it feel as if you have had the oppor-
tunity to have a number of different careers 
within the same company?

Over the past 13 years at Macy’s, I’ve had sev-
eral opportunities to meaningfully contribute to our 
success as we’ve journeyed on our path to growth. 
The different roles I’ve held have been both chal-
lenging and exciting and have kept things fresh 
and new. I recognize that leading several business 
functions during my tenure has well prepared me 
to address the needs of our diverse workforce.

In my fi rst months on the job as Chief Diversity 
Offi cer, I had an opportunity to attend a few D&I 
conferences, meet several D&I leaders, and dig into 
some of the very impressive work being done at 
home and in the fi eld. I came away inspired and 
energized by the opportunity to lead Macy’s efforts 
in becoming best-in-class.•

Shawn Outler
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