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PHASE ONE

PROJECT BACKGROUND

Since 2009, The BrandLab, a Midwest-based nonprofit, 
has been on a mission to change the face and voice of the 
marketing and advertising industry by empowering young 
talent from Indigenous, Black, Brown, AAPI and Hispanic/
Latinx backgrounds to launch sustainable careers in thriving 
workplaces of creativity, inclusivity and belonging. 

In service of their mission, The BrandLab releases a biennial 
State of the Industry (SOTI) report measuring demographic 
and attitudinal changes related to diversity, equity, inclusion 
and belonging (DEI&B) across the marketing and advertising 
industry.

In 2023, Fusion Hill partnered with The BrandLab on this, the 
fifth, SOTI report, providing 500+ hours of pro bono research, 
strategy and creative services, resulting in a highly engaging 
40-page report summarizing the current state of inclusion 
and opportunities for improvement. 

“WE INVITE ALL 
READERS TO LISTEN 
TO THE VOICES OF THE 
1,000+ RESPONDENTS 
WHO HAVE PROVIDED 
THEIR INSIGHTS.”
-Kelli Williams, CEO, TheBrandLab
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PHASE ONE:
CAMPAIGN CONCEPTING & COMMUNICATIONS PLANNING 

Our strategy and marketing team began by developing a 
comprehensive communications plan for The BrandLab team, 
outlining strategies for social media and email campaigns 
to encourage engagement with the survey itself and 
drive readership of the final report. The team crafted 30+ 
communications pieces across email, social media and the 
web, giving The BrandLab team a complete and organized 
content plan to utilize for years to come. 

Once the communications plan was finalized, our creative 
team designed a campaign look and feel for all digital assets 
for social media, the report landing webpage, a PowerPoint 
template and the final comprehensive report. The team 
blended The BrandLab’s current brand visuals with unique 
design elements to create a fresh yet familiar and cohesive 
campaign across all deliverables. 

NEXT PHASEBACK

LANDING PAGE

SOCIAL MEDIA TEMPLATES

Reminder! Our State of the Industry survey is open and we would love for 
you to participate. 

The BrandLab
1hr · 

+ Follow

Like Comment Repost Send

100 likes
the_brandlab Calling all marketing and advertising professionals! 
Our State of the Industry survey is here, and we would love... more

the_brandlab
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PHASE TWO:
SURVEY CREATION, DEPLOYMENT & ANALYSIS

Our research team crafted, programmed and deployed a 
55-question survey collecting both individual experiences 
and organizational information as a basis for our analysis. 
The survey was promoted via The BrandLab’s social media, 
email newsletter, website and one-to-one partner outreach, 
resulting in 1,000+ survey engagements and 700+ fully 
completed responses. Participation rates, especially from HR 
departments and individual BIPOC respondents, reached an 
all-time high compared to previous years.

After the survey closed, our research team analyzed the 
data qualitatively and quantitatively. We utilized a data 
visualization tool, Google Looker, to create an engaging 
dashboard for easier analysis and comparison of findings.  
Top takeaways from the data centered on stagnating diversity 
in the industry, divergent experiences for BIPOC and white 
employees, and a continuing gap between an organization’s 
positive intent and true impact. 

NEXT PHASEPREVIOUS PHASE

EMAIL COMMUNICATION

GOOGLE LOOKER

SOTI@THEBRANDLAB.ORG
Wednesday, May 23, 2023 at 1:01 PM

Show Details
The BrandLab
State of the Industry Survey 
Deadline June 2!

We’re following up to remind you to complete this year’s State of the 
Industry survey. This report is critical to helping us measure changes 
related to diversity, equity, inclusion, and belonging throughout the 
marketing and advertising industry. It should take about 10 minutes, and 
the resulting report is a critical data point to help us continue advancing 
our mission of changing the face and voice of the marketing and 
advertising industry.

https://lookerstudio.google.com/
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But are these programs making an impact? The 
answer often depends on whom we ask — with 
differences by race and seniority level. 

When asked if their organization has goals and 
measurements in place to track progress on 
DEI&B, lower-level employees are less likely 
to strongly agree. This may be due to a lack of 
communication, and companies may need to do 
a better job of telling all staff, not just those at 
director level and above, about DEI&B goals and 
how process is tracked.

ORGANIZATIONAL PROGRESS

86%

29%

32%

39%

44%

41%

73%
76%

All respondents

BIPOC respondents

Percent of respondents who strongly or 
somewhat agree that, in general, their 
organization has taken action to be diverse, 
inclusive, and equitable

About 3 in 4 respondents say their workplaces have policies to expand 
diversity and have a dedicated individual or team who works on DEI&B. 

of respondents strongly or 
somewhat agree that they can 
identify shifts their organization 
has made to reflect an increased 
commitment to DEI&B practices.

DEI is discussed on a regular basis and evolves in how we approach work, hiring, and ensuring 
everyone has a voice. The biggest thing for me is that it has become a norm in our workplace, so 
conversations around DEI are more natural and don’t feel forced or awkward.”

—BIPOC participant (Senior level)

Entry level

Senior level

Executive level/C-suite

Mid-level

Director level

DEMOGRAPHICS 
THE IMPORTANCE OF BEING SEEN
While we are, of course, energized to see an increase in BIPOC participation in the 
survey, the data shows that representation within the marketing and advertising 
industry itself hasn’t improved much. Over the last six years, there’s been only 
minor growth in the percentage of BIPOC employees. In fact, representation 
remains 8%–10% lower than that of the employable population.

DIVERSE VOICES
Respondents presented a wide range of race, gender, and sexual orientation 
identities and current positions (entry level to C-suite). For more details on 
the respondent breakdown, please check out page 32.

25% of respondents 
self-reported as BIPOC, a 
79% increase over 2020. 
That percentage aligns 
with the organizational 
composition reported by 
HR representatives. 

The 2023 survey 
marked a high 
point in BIPOC 
representation.

25%

+79%

RECOMMENDATIONS/ 
REFLECTIONS
The BrandLab aims to elevate the voices of people who don’t always feel safe 
sharing their truths. We ask that you listen, reflect, and believe the experiences 
shared in this report. We encourage individuals and organizations to reflect, 
discuss, live in discomfort, and plan forward with optimism.   

TABLE OF CONTENTS
THE STATE OF THE INDUSTRY REPORT 
Equity serves as the foundation of our work, and we know 
just how important it is to have benchmarks so we can track 
progress over time. The State of the Industry report is designed 
to help establish those benchmarks, measuring demographic 
and attitudinal changes related to diversity, equity, inclusion, and 
belonging across the marketing and advertising industry. 

This report gathers data via the State of the Industry survey 
primarily within the Midwest, focusing on the Twin Cities, 
Kansas City, and Milwaukee. For the report’s fourth iteration 
in nine years, our partners at Fusion Hill analyzed the data to 
uncover insights and collaborated with The BrandLab in creating 
this report.

ABOUT THE BRANDLAB
The BrandLab introduces, guides, and prepares 
young people of color (ages 15–25) for 
successful careers in marketing and advertising. 

Our mission is to change the face and voice of 
the marketing and advertising industry. This 
mission comes to life through our four pillars: 
equity, exposure, access, and opportunity. We 
use these pillars as building blocks to support 
the marketing and advertising profession and 
the youth we serve. 

GLOSSARY
DEI&B — Diversity, equity, inclusion & belonging.
BIPOC — Black, Indigenous, People of Color.  
For this report, BIPOC includes individuals 
who self-identify as Black, Indigenous, Brown, 
AAPI (Asian American Pacific Islander), and 
Hispanic/Latinx.
The industry — People working in and around 
the marketing and advertising profession, 
either in advertising agencies or corporate 
marketing departments.
White — For this report, “White” includes 
individuals who self-identified in the survey 
only as White.

DEMOGRAPHICS
THE IMPORTANCE OF BEING SEEN08
PERSONAL EXPERIENCE
THE IMPORTANCE OF BEING HEARD11
ORGANIZATIONAL PROGRESS
THE IMPORTANCE OF CONSTANT RECOMMITMENT17
RECOMMENDATIONS/REFLECTIONS25
METHODOLOGY30
APPENDIX34
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EXECUTIVE SUMMARY07
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ORGANIZATIONAL PROGRESS

INITIATIVES VARY IN SOPHISTICATION 
The most commonly selected examples 
of DEI&B initiatives include DEI trainings, 
employee resource groups (ERGs), and 
unbiased hiring practices.  

The least commonly selected examples tend 
to require more organizational change and 
financial commitment, such as including 
DEI&B activities as part of performance 
reviews and supporting wage equity.  

Every month during our town halls, we 
have an ‘inclusion contact’ — this gives 

someone the platform to speak about 
DEI topics. This generally ties to monthly 

themes (Black History Month, Asian 
Pacific Islander Month, Pride, etc.), but 

each one is great. They are personal 
experiences from employees. They share 
stories that are vulnerable, authentic, and 

eye-opening. I really love that we do this 
as it helps build connections with those 

who come from different backgrounds or 
have varying experiences.” 

—BIPOC participant (Mid-level)

The biggest challenge is 
putting teeth behind the 
policies and establishing 

measurable goals.” 
—BIPOC participant  

(Executive level/C-suite)

Our leadership has been  
much more transparent about things 

like salary administration, diverse 
candidate hiring practices, staff 
promotion planning process, etc. 

These have all been good additions.” 
—White participant  

(Executive level/C-suite)

I do think the actions don’t back 
up the words. It’s still very difficult 

to get budget committed to the 
promises made. Very minimal pro/
low bono work focused on BIPOC 

businesses/community organizations, 
have to scramble for any training or 

development budget, etc.” 
—BIPOC participant (Mid-level)

9

Percent of employees who identify as BIPOC

Percent of total population that identifies as BIPOC

Advertising and marketing1

1. U.S. Census Bureau. Quarterly Workforce Indicators: Beginning of Quarter Employment Counts (Q3 2022).
2. U.S. Census Bureau data via datausa.io. 2021. Region: Minneapolis-St. Paul-Bloomington. 
3. U.S. Census Bureau data via datausa.io. 2021. Region: Milwaukee-Waukesha-West Allis.
4. U.S. Census Bureau. July 2022. Region: Kansas City, Missouri.

Note on data sources:
The above employment data (blue and red visual above) was pulled from the national Department of 

Employment and Economic Development (DEED) 2022 data set. The specific geographies for each market’s 
DEED data are as follows: Minneapolis-St. Paul, Milwaukee-Waukesha, and Kansas City (Missouri only). The 
total population demographic data (orange visuals above) utilized 2021 and 2022 U.S. Census Bureau data 

from datausa.io aggregator tool to mirror the specific geographies of the national DEED data.

All industries1

11.9% 10.5% 10.2%

26%2

19.5% 20.3% 19.8%

11.4% 9.2% 8.6%

2022 2020

17% 18.9% 18.8%

34.3%3 40%4

TWIN CITIES MILWAUKEE KANSAS CITY

DEMOGRAPHICS

+0.5%

+2.5% +1.4% +1%

+1.3% +1.6%

METHODOLOGY

For this report, we sought participation from professionals and stakeholders 
across the industry. While more than 1,000 people responded, we have 
included data from only those who completed the entire survey.

730
COMPLETE 

RESPONSES

53

677

HR respondents who 
completed a set of additional 
firmographic questions

Non-HR respondents

394

189

59 88

Minnesota Kansas/Missouri Wisconsin Other locations

31
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INTRODUCTION

What the 2023 State of the Industry report shows us 
is that there is still a gap between intent and impact. 
There is still significant room for improvement 
in creating an industry that is as diverse as the 
population it markets to and creating organizations 
where leadership represents the staff. Because, as 
we know, policy and decisions that shape culture and 
progress are positioned at the top.

The report also shows us that we have an opportunity 
as an industry to reevaluate and recommit to DEI&B 
initiatives and goals that fundamentally shift the 
experience of BIPOC employees and translate to 
authentic diversification. 

In this report, you’ll hear the voice of the new majority. 
We hope the report serves as a tool to help you make 
not just movement, but progress. And we hope the 
2025 State of the Industry report reflects that impact.

THERE IS 
STILL A GAP 
BETWEEN 
INTENT AND 
IMPACT.

IN
TE

NT

IM
PA

CT

IN THIS REPORT, YOU’LL HEAR 
THE VOICE OF THE NEW MAJORITY.

23

ORGANIZATIONAL PROGRESS

MIXED PERCEPTIONS OF MANAGEMENT’S COMMITMENT TO DEI&B
Are the leaders of organizations truly committed to advancing 
DEI&B at their workplaces? Again, the answers break down along 
racial and job-level lines.

39% 55%
74%

94%

BIPOC White Entry level Executive level/C-suite

Part of the disconnect by seniority may be attributed to poor communication 
practices and a lack of transparency on behalf of leadership teams. When 
asked if their organization shares information with its employees about internal 
progress made on DEI&B practices and procedures, employees lower in 
seniority exhibit a lower percentage of “Agree” responses.

69%Entry level

70%Mid-level

72%Senior level

78%Director level

77%Executive level/C-suite

12

PERSONAL EXPERIENCE

NOT FEELING VALUED AND SUPPORTED
While the numbers may be an important place to 
start, any discussion of DEI&B must go far beyond 
demographics and consider lived experiences. Overall, 
BIPOC respondents feel less supported and valued than 
their White colleagues do.

The impact of feeling less valued — and even held  
back — by their identity has made many BIPOC 
respondents hesitant to bring their authentic selves to 
work. Not feeling valued can also silence BIPOC voices.

18% 3%

43% 57%

42%

52%

BIPOC White

Across seniority levels, BIPOC 
respondents are more likely to 
feel their race, ethnicity, and 
socioeconomic background have 
prevented them from thriving in 
their organization.

BIPOC respondents are also less 
likely to feel their unique skills, 
perspectives, and talents are  
valued or utilized in the workplace.

Strongly agree that they feel comfortable being their whole 
selves at work and authentically voicing their opinions and 
sharing their perspectives

Being ‘the only’ person of color on a team can bring 
certain challenges, so it’s not always easy to bring your 
whole self to work when that whole self looks and feels 
so different than everyone around you.”

—BIPOC participant (Mid-level)

METHODOLOGY

SURVEY PARTICIPANT DEMOGRAPHICS*

168**

Race/Ethnicity

Leadership
level

511

29

3
44

52

40Hispanic/
Latinx

Native 
American/
Indigenous

Multi-racial***

African/Black

Asian/Pacific 
Islander

BIPOC 
Representation

18
78

197 127 166
93

32

Intern Entry level Mid-level Senior level Director level Executive level/ 
C-suite

Owner/ 
founder

*Because some respondents chose not to answer these questions, the numbers shown do not total 730. 
**Respondents who selected any category other than or in addition to “White.”
***Respondents who selected “Multi-racial,” or multiple categories, including “White” plus another category.

White

BIPOC

32

As part of the overall analysis, in addition to race, ethnicity, and leadership level, we 
also captured gender and sexual orientation demographic information. We did not use 
these demographic categories within the report analysis but share the categorization 
results, as these are essential self-identification factors.

PERSONAL  
EXPERIENCE
THE IMPORTANCE OF 
BEING HEARD

40

Minneapolis skyline:
Photo by Kevin Nalty on Unsplash

Kansas City skyline:
Photo by Colton Sturgeon on Unsplash

Milwaukee skyline: 
Photo by Matthew Schultz on Unsplash

© 2023 The BrandLab. All rights reserved.

PHASE THREE:
CONTENT CREATION & DESIGN 

With the survey data analyzed, our strategy team then 
determined which data points and respondent quotes would 
best represent the survey feedback. They outlined the 
report’s narrative and, in collaboration with The BrandLab’s 
leadership team, fine-tuned their approach for contextualizing 
the survey results. Our copywriting team transformed 
that outline into a rich introduction, statistics, quotes and 
summaries, creating an engaging and easily readable report 
on DEI&B across the marketing and advertising industry.

Our creative team designed the final 40-page document, 
bringing the survey data to life through charts, graphs and 
quotations. The resulting document is a more digestible, 
visually appealing report than that of previous years. Our 
goal was to marry the written content with striking visuals, 
so readers could easily pick out important information and 
statistics. 

While the visual cues boost the overall reading experience, 
we also wanted to elevate the navigation experience. We 
programmed the table of contents so readers can jump to 
any section, with home buttons on each page to return to 
the table effortlessly. Direct links to email The BrandLab are 
also sprinkled throughout so readers can share their insights 
without losing their train of thought.

PREVIOUS PHASE CONCLUSION

Click a page 
to zoom in

https://www.thebrandlab.org/soti/
https://www.bizjournals.com/twincities/news/2023/09/25/brandlab-state-of-the-industry-report.html
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CONCLUSION

The final SOTI report has sparked industry conversation, engaged 
existing and new donors, and even inspired the 2024 BrandLab 
conference theme: Moving from positive intent to real impact. 
Fusion Hill’s partnership on this critical industry report showcases 
not only our methodological rigor and creative prowess but also 
our commitment to social responsibility. We are proud to continue 
playing a role in creating a more diverse, equitable and inclusive 
marketing industry. 

PREVIOUS PHASE
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ABOUT FUSION HILL
Fusion Hill is a women-owned research, strategy, and creative agency located 
in Minneapolis, Minnesota, with expertise in healthcare, financial services, 
consumer packaged goods, and technology.

Fusion Hill has been a longtime participant in and advocate for The BrandLab’s 
student programming and Fearless Conference, and a financial supporter of 
their mission to diversify the marketing and advertising agency. Partnering on 
the State of the Industry report has been a unique and inspiring process and has 
continued to fuel their passion for furthering their internal DEI&B progress and 
impact the larger industry.

APPENDIX


	Phase 1
	Phase 2
	Phase 3

	Get Started: 
	Phase 1: 
	Next 1: 
	Back: 
	Next 2: 
	Prev 1: 
	Cover: 
	Personal 2: 
	Demo: 
	Recs: 
	TOC: 
	Personal 3: 
	Demo 1: 
	Recs 1: 
	Intro: 
	Personal 4: 
	Personal 1: 
	Recs 2: 
	Personal: 
	Back Cover: 
	Prev 2: 
	Landing Page: 
	Press Release: 
	Conclusion: 
	Overlay: 
	EXIT: 
	Personal 4 Z: 
	Cover Z: 
	TOC Z: 
	Intro Z: 
	Demo Z: 
	Personal 3 Z: 
	Demo 1 Z: 
	Personal Z: 
	Personal 1 Z: 
	Personal 2 Z: 
	Recs Z: 
	Recs 1 Z: 
	Recs 2 Z: 
	Back Cover Z: 
	To TOC: 
	Back to Cover: 
	To Intro: 
	Back TOC: 
	To Demo: 
	Back Intro: 
	To Demo 1: 
	Back Demo: 
	To Personal: 
	Back Demo 1: 
	To Personal 1: 
	Back Personal: 
	To Personal 2: 
	Back Personal 1: 
	To Personal 3: 
	Back Personal 2: 
	To Personal 4: 
	Back Personal 3: 
	To Recs: 
	Back Personal 4: 
	To Recs 1: 
	Back Recs: 
	To Recs 2: 
	Back Recs 1: 
	To Back Cover: 
	Back Recs 2: 
	Prev 3: 


