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What practical
changes can we
make today to

have a more
inclusive design
practice?
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Introduction

Kevin Bickham

Associate Design Director,
London
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What's the right Who is the right person What practically needs How do you measure
problem when it comes to solve it? to change in your and sustain the impact?
to racial inequity? design practice?
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What’s the

right problem
when it comes

to racial
inequity?
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7 racial equity pillars
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Who is the
right person
to solve 1t?
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Empathy

the ability to understand and
share the feelings of another
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Privilege

a special right, advantage,
or immunity granted or
available only to a particular
person or group
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Discomfort

causing or feeling unease
or awkwardness
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Ally

a person who uses their power
intentionally, positively, and
with care to build an equitable
and just world for all people
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Marginalization is the process where
something or someone is pushed to
Y the edge of a group and is treated as
insigniticant or peripheral.

Y Designers should question their own
work when collaborating with
marginalized people, to ensure that
they are not trying to profit off the
their experience, and to ensure that
the collaborators actually benefit
from the experience.
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How do you
practically do
it and measure
impact?



Set goals and key
performance

indicators (KPIs)
aligned to racial equity
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Case study:
10 Actions

We are committing
to doing more to
accelerate our
existing programs
and to add new
actions as we expand
our efforts to deliver
change within our
Firm, and to play our
part in combating
racism across the
world

The time for high level themes, letters, posts,
and memos is over. The focus now is on
action.

We are committing to an initial set of 10
actions to anchor global efforts in favor of
racial justice and inclusion for all.

Our commitment to racial justice and equity

1

Double our Black leadership and hiring of Black colleagues in our
firm over the next four years

2

Engage our 32,000 colleagues in an anti-racism and inclusion

program in addition to our existing training on unconscious bias. We

will make these materials available publicly for others to use in
their own organizations

3

Create a firmwide day of service dedicated to understanding racial

injustice and giving back to our communities. On that day, we will
recognize those who exemplify anti-racism and inclusion

4

Bring to bear the best available expertise to help us ensure our
processes are free from bias and to support the attraction,
development, advancement and retention of Black and diverse
colleagues

5

Create a dedicated McKinsey Academy virtual leadership
program and make it available at no cost to our clients to support
rising Black executives. We will also broaden and expand our
student internship programs across our firm to help grow more
Black leaders

6

Building upon the McKinsey Global Institute and our related
longstanding research on racial inequities, we will found a Black
economic institute to translate insights into practical tools to
enable our clients to advance Black economic empowerment and
racial equity in the U.S. and beyond

%

Double our spending with diverse suppliers within three years

8

Contribute $2 million in cash to Generation to launch new
programs in the U.S. to train and place Black learners in small
and medium-sized Black-owned businesses. Globally, we will
double our support for Generation to train and place 40,000
learners in 14 countries, predominantly from under-represented
groups

9

Commit $200 million over the next 10 years in pro bono
work globally to advance racial equity and economic
empowerment among Black communities

10

Donate a total of $5 million in cash this year to nonprofits
working to create educational opportunities and combat racism.
The majority of this gift will be directed to organizations to be
selected by our McKinsey Black Network colleagues
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Continuously track
and review rigorously

McKinsey & Company 23



Case study:
Diversity
Wins Report



Case study:

Companies need a systematic, business-led approach to
inclusion and diversity, as well as bolder action on inclusion.

1 Systematic, business-led approach to

including and diversity (I&D)

; \_g
Increase diverse
representation,

particularly in leadership
and critical roles

O [ <

Ly

Strengthen leadership
and accountability for
delivering on I&D
goals

Enable equality of
opportunity through

fairness and
transparency

2 Bold steps to strengthen inclusion

O &

Promote openness, Foster belonging
tackling bias and through support for
discrimination multivariate diversity
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Case study:
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Shift from
human-centred
to community-
centred design
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Case study:
Racial equity
in public
sector
services

Addressing racial inequities in customer experience can increase the
effectiveness of public services where they are needed most

Public sector journey
design impacts
outcomes

Every day Americans access
thousands of government services
— from local public transportation, to
state professional licensing, to filing
federal taxes

Each of these experiences may be
comprised of numerous steps, forms,
applications, touchpoints with
government employees, even visits to
government offices

How these processes play out
impacts not just trust in
government, but the greater
outcomes these services are meant
to achieve

@ We have to combat bias @ Our data-driven transformation

in journey design approach

Minorities disproportionately leverage @ Use journey experience data to uncover
public services, yet we know the gaps in experiences of people of color
experience of Black people with versus the broader population, as well as
government services dramatically differences in the importance of the drivers
lags behind that of white people of those experiences

due to processes and systems

designed with implicit and sometimes @ Apply inclusive design thinking and

draw on a diverse toolkit of interventions

explicit bias
during re-design of journeys prioritized as

Black outcomes across economic, having the largest equity gaps and the
criminal justice, and education largest potential to drive impact for
systems lag outcomes for white communities of color
people

® Leverage large-scale transformation
Government services are a critical frameworks and tools to manage and
component of the experience and monitor interventions on hundreds of
outcome in each of these areas customer journeys cutting across numerous

agencies and organizations

McKinsey & Company
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Case study:

All

The customer journey lens reveals specific pain points and drivers
of racial equity gaps, focusing transformation efforts

Illustrative

E Job services journe
J y

fie =l 181 -

Learning about the
program

Preparing to apply Finding employment Entering / re-entering
the workforce

‘ 90% ’ X ‘ 85% > X 70% ’ X { 90% > — ‘ 85% »
respondents

eondents ‘ 80% ) X ( 85% ’ X 45% X 40@ — 60%

Journey

Touchpoint satisfaction satisfaction
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Case study:

Survey data for one State reveals differences in
experience by race

Overall performance vs. derived importance QO Allrespondents
@ Black respondents
S 70
o Significantly
2 6.9 .
g worse experience Similar experience
> 68 but greater
ol Jobs services . g
5 67 importance
% 6.6 Public transportaﬁ“
o
6.5
6.4
6.3 OAffordabIe housing assistance
6.2 \.
‘@

6.0

0% 1% 2% 3% 4% 5% 6% 7% 8% 9% 10% 11% 12% 13% 14% 15% 16% 17% 18% 19%

Importance (% /100)

Source: 201

8 State Pulse Survey; N = 1,702

Survey data from a
sample state illustrates
how different groups
experience and value
State services

Analyses like these
illustrate critical
experience gaps
between groups, and
highlight the services
that are most
important to groups
that may be historically
underserved by
government

McKinsey & Company
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Case study:

Data deep-dives on specific journeys will
highlight the critical sub-journeys and drivers

Job services sub-journeys

Performance (Average /10)
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Bad experience, significantly more
important to Black people

55 Y/
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Learning about the program
Preparing to apply
Finding employment

(> IOIOIS)

Entering / re-entering the
workforce

Job services drivers

Performance (Average /10)

7.2

7.0

6.8

6.6

6.4
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eAII respondents

Black respondents

6.0 Y
2% '6% 8% 10% 12% 14% 16% 18% 20% 22%

(> IOIOIQ)

Reliability
Easy to navigate
Quick

Courteous
employees

Importance (% /100)
(5) Efficient
@ Knowledgeable
employees

@ Transparent
9 Useful information

Source: 2018 State Pulse Survey; N = 339

Transformation efforts
should prioritize
journeys and sub-
journeys with the
greatest racial bias
and the most
importance to
communities of color

Within each journey,
interventions can be
targeted to address
the bias uncovered by
the data

McKinsey & Company

McKinsey & Company 31



Actively build
inclusion into your
day-to-day work
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Case study: Divesiy
Behaviour Nodges
change at

scale:

Inclusive

Microhabits

that matter
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Case study:

Inclusion o o o
nudges ~307 >80” 607
Nearly 10k colleagues Say nudges have Of all partners and
of the Firm signed up prompted behaviour equivalents signed up

change



Use inclusive
design principles
and systems

in your work
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Lessons
learned can be
applied to other
marginalised
groups...



Come to our
workshop!

3 4 Also, find us at:

unbiased_design@mckinsey.com




McKinsey
Design

Thank you



