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Peter Blanck:

We will reconvene.  And, boy, there is a lot more to be said.  I do think that we will continue to focus on dialogue and also on the business case, and hear from people from the business community around the table, and sitting with us.

We now move into, I think, an area that was very well set up by the discussion this morning.  That is, what is the state of the state in terms of on the ground case studies, on the ground statistics, and we have three good friends and very strong people in this regard.  We have Lisa Schur, who is at Rutgers, Doug Kruse, who many of you know from his writings, who is also at Rutgers in Economics, and Andy Imparato, who I think everybody should know.  He was the guy that insisted that everybody introduce themselves.

(Laughter)

I am just nagging you about it.

Andrew Imparato:
There you go.

Peter Blanck: 
So why do not we start with Professor Schur.  Then we will go to Doug Kruse, Andrew Imparato, brief remarks, and then my hope is that we engage with these guys and continue to focus as Terry Kassel charged us initially on the business case.

Douglas Kruse:
I am going to defer to Lisa for the remarks.  She is the more articulate among the two of us so ...

Peter Blanck:

Okay.  Well, you stay married a lot longer, you stay married a lot longer with those words of compliment.
(Laughter)

Lisa Schur:

Well, okay.  I just have about a, I do not know, five‑minute presentation so I will just jump into that.  We ran across a really interesting quote while we were doing research for our paper, and this is from John, who is a 58‑year‑old man who has paraplegia, and this is a quote from him.  He said, “when individuals with disabilities attempt to gain admittance to most organizational settings, it is as if a spaceship lands in the corporate boardroom and little green men from Mars ask to be employed.”  

So from this, you might think that John is a very bitter unemployed person who was not able to get a job.  That is not the case at all.  He is someone who is working.  He is done very well in his company.  His statement may or may not be a fair one, but what it does do is it illustrates the perception that many people with disabilities have about a lot of organizations.

Now, of course, there are many organizations that have demonstrated their willingness to hire people with disabilities, and also recognize that people with disabilities are an important potential market, and obviously they are well represented here.  But still, the ingrained attitudes within many organizations present roadblocks.  Now, we talked a lot about that 70% unemployment rate and that is over 10 years after the ADA was passed.  Now, there are a lot of reasons for that, and, you know, obviously other issues like education, training and disability income, those are all important.

But one factor that is really been under‑researched is the role played by corporate culture.  And that is often built on the assumption that employees are able‑bodied.  So what we do in our paper is we pull together the few strands of relevant research that are actually out there, and try and lay out a framework for addressing the topic more thoroughly.  Now Sandy, later, is going to talk about what we can learn from general diversity research.  But what we are really talking about in our paper is the workplace experiences of people with disabilities, what there is out there, our research on that.  So obviously I am not going to go through the whole paper, but I just want to draw a couple of quick points from that, to get really the discussion going.  And this afternoon hopefully we will talk some more about what existing research is out there and where we should go from here.  

So what exactly do we mean by "corporate culture"?  Well, as an academic, I have to, I guess, say a little bit about this.  Edgar Shine is really the grandfather of corporate culture research at MIT, and he says there are really three levels, okay?  There is the first level, which is the shared assumptions that guide an organization.  These are often unconscious.  The second level are the espoused values of an organization.  These are the stated strategies, goals, and philosophies.  These are the explicit values of an organization.  And the third level consists of the artifacts or manifestations of culture and these include things like the way physical space is organized, how people dress, how supervisors and employees interact with each other on a daily basis.

Now, very little empirical research has actually been done on corporate culture and disabilities.  There have only been a few studies that have looked at attitudes towards employees with disabilities, for example.  For example, there were 13 experiments on performance expectations, and 10 of them found evidence of negative bias towards employees with disabilities.  The evaluators were overly pessimistic about the future performance and promotion potential of employees with disabilities.  And obviously, if these kinds of attitudes are ingrained in a company, they can limit the employment prospects of people with disabilities.  And what is worse is that low expectations can actually turn into a self‑fulfilling prophecy.  Negative attitudes and treatment can keep people from applying for jobs in the first place, or they can depress people's performance once they become employed.  And also, negative attitudes can cause people with disabilities to try and hide their disabilities, even if accommodations would enhance their performance.  

So just one final point to get the discussion going.  Accommodations for employees and job applicants with disabilities raise a lot of issues.  Of course there is the issue of expense, but many accommodations require cooperation from other people in the work group, so coworker attitudes are very important, and how coworkers react or their attitudes towards accommodations may have a lot to do with corporate culture.  A bureaucratic culture, for example, that is based on impersonal rules that are applied equally to all the employees may actually put people with disabilities at a disadvantage because accommodations require exceptions to rigid rules.  And in contrast, supervisors and coworkers may be much more accepting of accommodations for employees with disabilities in an organization that is built on a culture of flexibility and personalized attention to the needs of all the employees.

So those are just a few comments to get the discussion going, and I am really eager to hear what you have to say and  . . .

Peter Blanck:

Thank you, Lisa.

Doug, who is a coworker of Lisa’s, is also her husband.  That is what I was referring to earlier.  Doug, by the way, as an aside, we can go there if you want as well, has done some very important economic research on the definition of disability, and what this 70% number really means, and what the employment trends have showed over the past 10 years.

Doug?

Andrew Imparato:
 I think he deferred.

Peter Blanck:

Okay.

Doug Kruse:

I deferred.  I mean I could go on about statistics and the trends and . . . 

Peter Blanck:

Okay.  And Andy, Andy, are you at a loss for words?  Did you want to defer?

Andrew Imparato:
No, no, not at all.

(Laughter)

But Lisa's comments actually address corporate culture and disability, which were the first two parts of our topic.  I am going to talk about the last part, which is market opportunity, and I am going to give three case studies, quickly, two of which I got at an ADA business connection breakfast in Boston from Ed Miller,  who is the Executive Director of what they call multicultural marketing at Verizon.  And Verizon, I think their multicultural marketing is similar to what Merrill Lynch has referred to as "inclusive growth."  That is their broad term that they use to describe what they are doing.  

But just to give a quick background, the organization that I run is a membership organization, so our mission is really to find people with disabilities and get them to join, so we do a lot of disability marketing in our full‑time job.  The mission is economic and political empowerment.  We work closely with the business community around things like HR strategies, universal design strategies, marketing, and public policy advocacy.

And just on a personal level, I drive a Passat.  That is because Volkswagen of America gave us over half a million dollars to do a torch relay.  I refinanced my house using the Digital Federal Union, which is the bank that my organization has an affiliation with.  I use a Verizon cell phone and spend way too much money on it.

(Laughter)

And I use an American Express card.  None of that is an accident.

I mean, I personally support those companies because they support not just my organization, but our community.  And I think again, it is a research question, but I think you will find, I can name two other people who bought Passats because of Volkswagen's sponsor ship of the torch relay, and I think you'll find that our community is very loyal from a brand perspective to brands that are out front supporting our community, particularly supporting the civil rights vision of the Americans with Disabilities Act.

Peter Blanck:

You may have some bankers approaching you after this meeting.

(Laughter)

Andrew Imparato:
And, you know, AAPD's membership has grown from 12,000 to 50,000 in the last three years.  I think we have learned how to market to our community but I still think there is a lot more to learn and I am hoping we can do that as a group.  

One thing I like that Verizon said is they said that multicultural marketing, which is definitely inclusive of disabilities, and I kind of like it that they think of disability as a culture.  To me, that is not a bad way to come at this issue.  They basically said that they do not see it as a "have to" or a "should do," but as a "need to do" based on good business sense and a revenue opportunity.  They have learned that their products and services for the mass market have a place in the multicultural market, so that there are things that you are already doing as a company that are going to work well for folks with disabilities.  And that they learned they do not need to develop specific products to the various segments of their multicultural market, but that in the disabilities market, they need what they call a twist or a flavor to adapt the marketing to the disabilities market.

So some of the things that they talked about is to engage the customer, which they call an icebreaker, using respect.  And the kinds of things that Verizon tries to emphasize when engaging this particular customer segment are respect for aspirations, things like independence and self‑actualization, self‑sufficiency.  Respect for lifestyle.  Issues of privacy and security.  They bring out under that context.  And respect for culture and within culture, they talk specifically about American Sign Language in the disability segment, Braille and large print, alternate formats, just various ways to communicate effectively with different segments of the disability market.  They try to engage the disabled customer based on aspiration for independence, recognizing the need for privacy, and providing access to materials in alternative formats.

And then the first case study is what they called Verizon Freedom, which is a version of their product that has unlimited long distance.  And they found that unlimited long distance benefits all customers, but it was especially useful for particular customers with disabilities. And they pointed to the fact that customers who use text telephones, or TTYs, usually take four times longer to place a call.  So if you have got unlimited long distance and you market appropriately, that is a market segment that is going to respond to that particular feature that you are trying to market.

They also have marketed using Braille materials, or direct marketing.  They did a Braille direct marketing approach to a list that they got from one of their partners in the blindness community.  And they have had point of sales flyers in offices of professionals who serve people with disabilities, like speech therapists, gerontologists and audiologists' offices.  And the direct mail approach in the first week achieved their goals of what they were hoping to accomplish from that approach, so in terms of the responsiveness, it was very positive.

The second case study that they used was what they called talking caller ID.  A lot of people have caller ID on the phone.  This is what they call, you know, something like a couch potato caller ID, where you could be sitting on the couch and the phone rings and it tells you who it is, so you know whether you need to get up.

(Laughter)

And, you know, the audible technology is something that any customer might like.  I am sure a lot of people here would appreciate that technology.  But it was especially helpful to customers who were visually impaired or mobility impaired.  You may not be able to get to the phone in time to be able to see the readout of the caller ID.  So they marketed this particular product in a bill insert in monthly bills and at retail stores and again they got a very good response.

So in terms of making their business case, we have heard the statistics earlier.   Out of the 54 million, which is one of the figures that gets used, I appreciated Rob saying 50 to 60 million, which is probably more accurate.  We do not know the exact number.  But out of the 54 million, Verizon determined that about 4.9 million customers in Verizon territory have a disability.  And what they have learned is that customers with disabilities spend more, about five dollars a month more, on average, than customers without disabilities.  They learned that by proactively marketing to the community, they have grown their customer base 50% in less than a year.  And, again, this is Verizon's statistics.  I am repeating what we heard at the business connection meeting.  They found that they provided services, when they think about people with disabilities, their services have more value in general to Verizon customers, and thereby add revenue to Verizon across their market segments.

And then the last thing that Ed said that I think is worth quoting is a quote from Fred Faye, who is a Verizon customer and a former AAPD board member.  Fred said, "I could do anything from my home through technology.  I have access to the internet, six ISDN lines and four computers.  I have been confined to my bed for over 16 years, yet most of the people I interact with on a daily basis do not know I have a disability.  Verizon products and services make this possible."  And obviously if Ed is using Fred’s quote in the marketing of Verizon, you know, Fred's okay with that, but from my perspective, those are the kinds of testimonials you all want, Merrill Lynch should have testimonials like that from their customers with disabilities, that they can share with others.

The other just quick case study I wanted to share is the Digital Federal Credit Union.  AAPD, for the last year, has had a partnership with a national bank called the Digital Federal Credit Union, where our members, by virtue of being AAPD members, can join the credit union.  When we launched the partnership, the credit union launched a new loan product called Mobility Loans.  Pretty straightforward.  It is loans to finance things that increase your mobility.  So the typical things would be adaptive‑equipped vehicles or scooters or other types of mobility‑enhancing devices.  They have made, in the time that this partnership has been in place, which is just about a year, they have made over $13 million in loans to AAPD members.  About 550 AAPD members have gotten loans from the credit union.  This is an entirely new loan program, and because they have had so much success with it, they are now launching another line of loans which they are calling Access Loans which, again, is used to finance anything that would enhance personal access.  So now it is not just mobility.  Any type of assistive technology or whatever you might need.  And again, it is not just for adults with disabilities, but it is for parents of children with disabilities, and AAPD's membership is open to parents, and we have tried to affirmatively reach out to and make sure that parents feel welcome within the organization.

So, you know, I throw out those case studies just to really underscore that there is a business case that can be made.  I really appreciate Ralph bringing Verizon to the table to share what they have learned.  I think if brought AOL Time‑Warner or Microsoft or some of these other companies that have affirmatively reached out to our community, you'll see over and over and over again the business case.

We have just one last example.  We partner with American Express.  They had a new credit card that was designed specifically for small business owners.  And one of the unique features of the card is as a cardholder, small business owner,  you could designate a micro‑lender that was making loans to small business owners with your particular interest, so you could have a percentage of what you spent on the card could go to loans to women‑owned businesses and loans to Hispanic‑owned businesses and one of them was the Ability Fund, which makes loans to people with disabilities.  They partnered with AAPD and did a mailing, promoted that card to our entire mailing database, and they found that the take-up from their mailing they did with us was better than the take-up on any other segment that they partnered with to try to promote the card.

So, again, from my perspective, there is a huge market here that is largely under‑tapped and I think particularly if you find the right partners, you can reach this market very quickly and get quick return on investment which will help the quick wins that were talked about earlier, which will help result in more investment in this market.

Peter Blanck:

Thank you, guys.  Very interesting.

Let us open it up for dialogue.  Chris Sullivan, you were cut off before and now you have the floor.

Christopher Sullivan: Okay.  Thank you.

I want to follow-up one point that Susan of Just One Break had made just before the break earlier.  And of course what Andy has said recently about the importance of educating the business community about the strong points or the advantages that people with disabilities can bring into the workplace as well as to the marketplace.  I wish that Charlie had invited one more person, to this room and that is the President of Human Resources Society of America, because I think that person would appreciate what everyone here in this room has to say about the disconnect between human resources in various companies, large and small, and the large corporations as well as the people with disabilities.

Susan, Just One Break can really avail themselves to educate HR people about not being afraid of hiring people with disabilities because as we have all learned and seen and heard that there is so much potential in that group.  They are loyal, they work hard and they sometimes are more efficient than able‑bodied employees as well.  So we need to get the word out clearly, directly to the HR people, and that way we can create chemistry between HR and the nonprofit sectors because the nonprofit sectors really have tremendous resources, Rehab especially, that can convey to these people about the potential of people with disabilities.

So next time you have your meeting, Charlie, please bring in someone from the HR community of America and that will really close the gap.

Charlie Hammerman: Okay.

Peter Blanck:

Thank you, Chris.

Marjorie Bynum from the Information Technology Association of America.

Marjorie Bynum:
Thank you.  I just wanted to make a couple of points.  I thought the presentation that you just made was very insightful and a couple of ideas and issues came to mind.  For those of you who may not know about who my organization is, we are ITAA, we are an IT industry association.  Our members are high‑tech firms.  We have about 500 companies across the United States, many of which have been discussed this morning.

There is a couple of things that I just wanted to raise because I think this issue is very important and it has been an issue of importance at ITAA.  Our workforce department that I head is looking at solely how do we grow the pipeline of skilled IT people in the U.S.  And that includes a huge focus and emphasis on diversity.  We just did a report, for example, this year that we will release at our National IT Workforce Conference on Diversity and for those of you who are not familiar with what is going on in our industry, the tech industry has taken a real beating over the last year or so, which is no surprise to many of you.  

But of particular importance, irrespective of that, is that there is an ongoing need from hiring managers that we interview in our research for skilled and qualified people.  But for the IT industry, it is even more of a conundrum because there does appear to be a lack not just of individuals with disabilities, but also African‑Americans, Hispanic Americans, women, and older workers, so it is constantly an issue that is in front of our face.  But at the same time, our department at ITAA, we are working with our member companies to really highlight the next issue, which I think is important, which is best practices, which is what I have heard is an overriding theme today.  And I am pleased that ITAA is working with Peter and the University of Iowa on our IT Works Project, where we are trying as an association, and I think you are right, Chris, that intermediary organizations are critical to reaching the business community, and we are happy to play that role in reaching some of our member companies.

We recently honored three companies for their work in supporting the needs of individuals with disabilities.  Microsoft, Xerox, and IBM.  We gave them an award, and they are happy to share what they are doing in the areas of recruitment and hiring, accommodations, and the development of accessible IT products and services.  But this is just an example of the kinds of things that we need to promote even more aggressively, and in many cases, employers are happy to share what they are doing.  I know that the findings of the paper suggested that there were negative attitudes from employers, but quite frankly, I think it is just really there just needs to be an aggressive education and awareness to particularly, in my case, IT employers, about the issues and needs around it, and highlighting companies like the Microsofts and Xeroxes and IBMs of the world helps to really break down some of those barriers and misperceptions about hiring people with disabilities.  So I just wanted to make that point that from a diversity angle, I think that that is very important.  

I know Bob and I were talking earlier about the issue of data.  ITAA produces annual workforce studies on employment trends within the high‑tech sector, in terms of what hiring managers are saying about demand for different IT jobs, the skill requirements, not just from a technical side but also the non-technical side, and loyalty is an issue, is a competency that hiring managers have told us in past studies that is very important.  And I think there is ways that we can connect data that we already have about trends, at least in the high‑tech industry, with data that has just been phenomenal this morning about what is going on in the disability community.

The last thing I just wanted to point out was when we talk about diversity, and we have found this in our diversity report released this year, is that, yes, there is a disconnect between the HR department and individuals that want to get into the high‑tech industry, but what we also found is that you have got to go way past the HR department.  You have got to go to hiring managers within these business units to really get them more educated about it, because I think Terry made the point earlier that HR is a support mechanism but really where the hiring is done within the business units, and that is why in our own reports, we talked to hiring managers, we do not talk to HR people, because the people on the ground who know the technology and know what they are looking for in some cases are really what is important.

So I just am kind of all over the map here, but just speaking from the high‑tech community, there is interest from our member companies to share what they are doing and ITAA can certainly, is certainly happy to play a role in highlighting what companies like, you know, Microsoft, Xerox, and IBM are doing, because they do have good stories to tell.  But I think unless we do that, we are never really going to find out what is really going on within corporate culture or hiring practices or what have you, so we really have to push that message home.

Peter Blanck:

Thanks, Marjorie.

And in line with what Marjorie has just said, thanks to funds from the U.S. Department of Education, our Center is tracking on‑line all 500 members of ITAA, in terms of employees hired, accommodation costs, both direct and indirect, and a whole range of demographic information on what I think will be the largest study of its kind in the information technology industry, and we are going to be doing that over a five‑year period, and periodically putting out data reports that I hope will be helpful to the community.

Jennifer, you were next.  Jennifer Sheehy.

Jennifer Sheehy:
Yes, I ‑‑

(Applause)

(Laughter)

Peter Blanck:

From your boss, that is pretty good.

Female Participant:
Run, Jennifer, run.

Jennifer Sheehy:
I am hoping that one of the things we are leading to with this conversation is, we are looking at a research agenda and possibly research that could quantify the people with disabilities market and a friends and family market.  I came to the disability advocacy role from a marketing perspective.  I had nine years in marketing experience before I got my MBA in marketing and had my spinal cord injury.   But I want to give you two examples of one of the things that marketers do not talk about when the marketers that do not market to people with disabilities, and that is actually fear of alienating their core market group, by showing people with disabilities in advertising or having a very public marketing initiative for people with disabilities.

I used to work for Anheuser‑Busch, and back in the '80s, Anheuser‑Busch, just like every one of the beer companies, used sex in advertising, and, you know, the babes in the Budweiser suits and all of this.  Well, there was a very large outcry by women's groups that this was perpetuating bad stereotypes.  Anheuser‑Busch was the first company to take sex out of beer advertising.  You might remember the lizards and frogs . . .

(Laughter)

advertising campaign.  Well, believe it or not, it paid.

(Laughter)

Peter Blanck:

If you are from Mars, I guess.

Jennifer Sheehy:
Believe it or not, that was a huge struggle within the company to move away, because they felt, you know, one percentage of market share in the beer industry is equivalent to a billion dollars.  They felt they were going to lose their core market of males between 18 and 35, and what happened, of course, was that they moved into the lizards and frogs campaign.  They also started advertising light beers to women and gained huge, you know, 10 percentage points in market share, went from 41 to 51% of the beer market.  And that is a great success story.

Absolute vodka did the same thing with the gay and lesbian market.  In the very early '80s, they started realizing the power, the marketing power of the dual‑income gay community, and started marketing to the gay and lesbian community.  Well, when AIDS hit, most companies that had said, okay, we want a part of this market too, pulled away because of the stigma associated with gay and lesbian community, or gay community, except for Absolute.  And because they were loyal to that market, they have a brand loyalty from that market that is not shared by any other company.

So these are the good examples and we are talking about corporate guinea pigs,  basically, right now and trying to share good examples of the success stories, but part of doing that is quantifying the market and showing that it is not, in fact, they do have some studies, they are very limited, that show if you have people with disabilities in advertising, show them in advertising, that households that do not have any relationship with disability favor that company's products by twice the number of companies that do not show advertising with people with disabilities.

But advertisers and marketers need numbers, because everything is evaluated.  You cannot do a marketing campaign without knowing at the tail end of it that you are going to be tested and to show the success rate.

So if we have better numbers in research, then I think that will help too.
Peter Blanck:

Thank you, Jennifer.  I would like to move to us our next speaker.  
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