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Foreword

Socially, professionally, and culturally, we all gravitate toward the people and the 
environments that fit who we are – those that make us feel healthy, secure, and 
welcomed. This fundamental need to belong plays a largely unheralded, yet 
pivotal role in guiding our choices. This includes the choices that we make in our 
careers. Of course, we want to learn and succeed in whatever path we choose, but 
we also want to feel like we are supported while doing so. I know from personal 
experience that it’s when you know you are supported that you are able to take on 
new challenges – to stretch out the limits of that comfort zone and grow in  
your purpose. 

For us at HEINEKEN USA, that purpose has always been centered around 
bringing people together – whether it be to celebrate togetherness over a beer 
or to collaborate on creating new and exciting innovations. It’s a passion we know 
that many talented individuals across the alcoholic beverage industry share and 
that we’ve seen front and center in our own research. Employees and leaders 
alike have made clear that they are striving to create a culture of belonging 
with workplaces and products that represent and support their values. They 
recognize that belonging is not just key to job performance – it is one of the core 
ingredients to overall business success and innovation. If we want these workplaces 
to appeal to talent prospects today and tomorrow, we must continue to become 
more inclusive.
 
As part of our Behind the Label journey, we have focused on exploring and 
celebrating the passion and people that fuel our amazing industry – all to 
better understand them and their needs. Step one in that endeavor is to identify 
and address the challenges at hand. In our first year, we interviewed women from 

across the industry to identify the progress made in promoting gender parity and 
the steps the industry can take to continuously improve. This is a topic that is near 
and dear to my heart, and it helped to start the conversation on broader issues that 
impact everyone. From recruitment to career advancement, we saw how crucial 
the role of mentorship can be to creating a sense of inclusion and ensuring 
more equitable outcomes for all employees. Allyship requires communication 
and trust, both of which can be derailed by seen and unseen bias.

We Must First Understand Bias to Improve Belonging

As with all industries, bias is present in the field of alcoholic beverage, and it 
impacts the overall sense of inclusion and belonging felt by employees. In 
our second year, we are expanding beyond gender parity to get to the heart of this 
crucial issue. Bias is certainly a complex topic, as everyone’s experience is unique. 
However, we thought it was important to collect information on it by conducting 
a full-scale survey with employees from across our industry. If we want to build 
and foster stronger cultures of belonging, we must learn how we can go beyond the 
basic principles of inclusion – to make people feel truly welcomed and celebrated. 

Over the next few pages, you will get a better understanding of how the 
respondents view the intersection of inclusion and career advancement, where 
they want to see more transparency from their leaders, and how those perspectives 
may vary from group to group. While it may take time to see the full impact of 
these changes, the past few years have shown us just how much change we can 
make when we set our minds to it. I am confident that we can keep learning and 
growing as an industry, as a company, and as individuals.
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Introduction
A strong culture of belonging in the 
workplace can lead to better collaboration, 
retention, and business performance. 

When people feel like they “belong” in their 
company, they feel more motivated and 
engaged in the work they do. They are also 
better prepared to tackle challenges head-
on and deal with stressful changes while 
maintaining their overall well-being. 
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One of the best ways to foster a strong culture of belonging in the workplace is to create and encourage connections between employees. People 
instinctively want close, trusting relationships in work and in life – to have others who know, accept, and support them just as they are. 

Having friends and allies at work can contribute to a thriving employee experience and better business outcomes. In fact, according to recent 
Gallup research , having a best friend at work has become more important since the start of the pandemic, even considering the dramatic increase 
in remote and hybrid work. This echoes our first-year findings on the importance of having strong ties and allies. As one female executive noted, “I 
have never felt that I have not been welcome, and that’s largely in part to the mentors that I have here.”

Belonging goes hand-in-hand with progress on issues of diversity, equity, and inclusion (DEI). While there are many factors that go into DEI efforts, 
this paper explores three key areas: 

A strong culture of belonging creates a happier, more resilient workforce.

CREATING SPACE FOR 
AUTHENTICITY

INSPIRING WITH 
REPRESENTATION

DRIVING GREATER 
TRANSPARENCY
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Welcoming in the Workplace

Just because a workplace is diverse does not automatically mean that it 
has a strong culture of belonging. As diversity and inclusion expert and 
consultant Vernā Myers says, “Diversity is being invited to the party; 
inclusion is being asked to dance.” The key to that type of culture lies in 
whether different groups of people feel welcome to actively participate 
as who they truly are. Do they feel like they are able to show their whole, 
authentic selves to their colleagues and managers, or are they suppressing 
key parts of their identities in order to “fit in?”

By decoding the differences between those sentiments – and how different 
groups see them (see Methodology for breakdown) – we are able to see the 
impact that bias has on belonging.
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Inspiring 
Authenticity 
and Acceptance
Most of us have experienced bias in one form 
or another during our career. Whether it is 
intentional or a simple oversight doesn’t matter 
– it’s something that is noticed and noted by all 
levels. In fact, the majority (86%) of those we 
surveyed say they have experienced personal 
bias during their time in the industry. For some, 
it was a lingering feeling that their ideas weren’t 
being taken seriously, while others noted being 
passed over for promotions. 
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Employees Who Feel 
They Have Experienced 

Bias at Work 
by Industry Segment
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 Either way, these experiences are impacting how employees perceive 
their opportunities for growth within the industry. According to our 
survey, 85% feel their organization is not completely inclusive when 
making decisions for promotions or advancement. This is not an issue 
that we see just in the alcoholic beverage industry. Concerns about 
workplace fairness show up across all industries and workplaces. 
A 2021 Gartner survey  found that 82% of employees believe their 
working environment lacks fairness.

Those types of perceptions can undermine confidence, fuel imposter 
syndrome, and compel members of marginalized communities 
to resort to “code switching,” a survival practice that involves the 
conscious or unconscious adjustment of language, behavior, and 
appearance. In other words – people feel they must pretend to be 
someone they are not in order to belong. This not only takes away  
from the inclusive cultures that organizations want, but it can lead to 
losses of productivity and innovation from those who feel they cannot 
speak up. 

However, by understanding where these respondents are seeing 
progress, and where they are looking for more, we can begin to 
understand what actions might alleviate those code-switching 
pressures and generate a stronger sense of acceptance across  
the workforce. 

BELONGING IN ACTION 
Over the past two years, every one of HEINEKEN USA’s 
(HUSA) employees has been trained on how to mitigate 
the impact of bias in the workplace. This includes 
ongoing training focused on building inclusion, such 
as summer 2022’s Inclusive Hiring Learning series that 
82% of HUSA team members participated in.

Bias Experienced in the Alcoholic Beverage Industry
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Making Progress with  
Diverse Recruitment

Strong representation can help in creating a 
space for our authentic selves. When it comes to 
cultivating a culture of belonging, there is perhaps 
no task more consequential than hiring – both 
for current and prospective employees. Though 
most would agree that challenges remain (only 
48% of employees say their organizations have 
fostered fully inclusive environments), they also 
point to the positive actions being taken. Almost 
all (99%) of those surveyed say their company has 
taken steps to become more inclusive and diverse 
in their recruitment and hiring practices.
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“
70% 

of respondents are 
confident about their 
company’s ability to 

improve diversity  
and inclusion.
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Inspiring with 
Representation
One of the most encouraging – and perhaps 
surprising – findings from our survey is at what 
level respondents are seeing the most diversity 
growth within their organizations. When asked 
to rank which levels in the industry tend to 
be most diverse in terms of overall diversity 
(gender, race/ethnicity, sexual orientation, 
etc.), more than half (55%) chose the C-suite or 
Executive-level as one of the top two.
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While we cannot draw a specific conclusion about recruitment 
and hiring practices from that data point, it does indicate two 
important factors. First, people are paying close attention to how 
organizations “walk the talk” across different employee levels. 
And second, these organizations are demonstrating a top-down 
commitment to improving diversity in the field. After all, a number of 
studies have shown that having more women and people of diverse 
backgrounds on boards and in C-suites can drive more overall diversity 
in an organization.

Knowing that their organizations are not just talking about diversity, 
but acting on representation, is an important factor in fostering 
belonging. Especially considering that more than half (56%) of 
employees still feel like diversity in the workforce is not a top priority. 
Among the advancements these respondents say they are seeing, 46% 
say their companies have developed more inclusive company policies 
and benefits, and nearly as many (45%) say their company is working 
with recruitment agencies to attract a diverse talent pipeline. 

Levels Where Employees Believe 
There is the Most Diversity

Top Rankings
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Transparency Engenders Trust

If making employees feel welcome with diverse 
representation is part of creating a culture of 
belonging, ensuring equity in advancement 
opportunities is also part of securing its ongoing 
existence. Employees will quickly measure the 
sincerity of an organization’s statements on the 
growth paths they see – or don’t see – for themselves 
and others.

The chance to participate in projects, to get a 
promotion, and, of course, to feel fairly compensated 
– all of it contributes to how an employee feels their 
true self is valued. The clearer that an organization 
can be on how these factors are determined, the more 
secure employees can be in their belonging. And, the 
more they can trust their leaders.
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Demonstrating 
Trust with 
Transparency
Trust – an important component to 
maintaining a culture of belonging – is, at 
its core, a conversation between employees 
and employers. Employers need to trust that 
employees will take the tools they are given 
to produce efficient and effective work. And 
employees need to trust that their employers 
will fairly recognize and compensate that 
work based on its merit. That’s why so many 
of those we surveyed continue to seek out 
guidance on how they can best succeed at  
their organizations. 
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More than a third (38%) ranked clear benchmarks for advancement 
as one of the top two most important factors for ensuring success. 
Not only does having clear goals put people on a path for growth, but 
they can also help to level the playing field for teams. In fact, 38% of 
employees also pointed to clearer paths of advancement as one of the 
top three changes they would like to see the industry make moving 
forward. This was followed closely by greater pay transparency, which 
37% included in their top three changes. 

We do see some slight differences in how employees view pay 
equality across the alcoholic beverage industry. While 54% of all 
respondents say there is a lack of pay equality in their workplace, the 
percentages are higher for women (60%) and Hispanic employees 
(58%). Notably, older respondents saw the greatest challenge, with 61% 

of employees 40 and older saying that their workplace does not provide 
equal pay for similar roles. What’s more – leaders share concerns 
about potential issues. Senior executives (68%) are much more likely 
to note that their company does not pay equally than those at the mid-
level or lower (44%). 

To dispel some of these negative perceptions – as well as shine a 
light on where improvements can or are being made – it’s important 
for the industry to consider offering not just greater pay equity 
transparency, but overall transparency. When we looked at what 
employees ranked in the top changes they would like to see in the 
industry, greater transparency played a role in several – from hiring to 
promotion to pay.
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Driving Belonging Through Inclusion Action
If we want to create workplaces where employees feel like they can be their authentic selves, we must take actions that are focused on fostering 
belonging. Particularly in the areas that have the most impact on employees’ day-to-day work experiences, as that is where they are most likely to 
feel the need to code switch. While broad commitments to advancing diversity and inclusion have their place, enacting updates to work and review 
processes is more likely to have a noticeable impact. As this research has shown, it is these types of actions that will allow people to feel, and not just 
hear, that they belong. 

BELONGING IN ACTION 
Today, HEINEKEN USA has employee resource groups 
focused on issues related to women (Women’s 
Leadership Forum), as well as Black (BERG) and Hispanic 
(HOLA!) people. These spaces – open to all who wish to 
learn – have been an important tool for breaking down 
boundaries. Forty-two percent of all HUSA employees 
are members of WLF, while 24% have joined HOLA, and 
18% have joined BERG.
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CREATING SPACE FOR 
AUTHENTICITY:

Building Connections Beyond  
Day-to-Day Work

INSPIRING WITH 
REPRESENTATION:

Encouraging a Culture of  
Diverse Mentorship

DRIVING GREATER 
TRANSPARENCY:

Providing Clear Benchmarks  
for Advancement 

While employees placed a major emphasis 
on factors tied to advancement, they 
also placed importance on organizations 
providing more time and space for 
inclusion. Forty percent of all respondents 
surveyed say that Employee Resource 
Groups (ERGs) with diverse representation 
encouraged them to stay in the field. 
The percentage is even higher for Black 
employees – of which 43% said the same. 
These groups offer participating employees 
the chance to talk and learn about inclusion 
issues that go beyond their immediate work. 
By encouraging employees to build such 
spaces, you can help them to break down  
the boundaries between groups and form 
new connections.

Upholding a culture of belonging 
happens not just in the processes that an 
organization sets for inclusion, but in the 
individual interactions that drive day-
to-day sentiments about the workplace. 
Encouraging those day-to-day interactions 
can be crucial for retaining strong talent and 
ensuring diverse representation. Nearly half 
(43%) of the employees said that a greater 
focus on mentorship or advancement 
opportunities has encouraged them to stay 
in the industry. Considering what a powerful 
retention tool it is, mentorship across a 
diversity of employees should be something 
that we’re all striving to have more of in our 
organizations. Whether that means formal 
programs or making space for employees 
to offer guidance is up to you. The key is to 
create more opportunities for employees to 
feel seen.

Considering the growing trust that both 
employees and consumers place in 
business,iii it should be no surprise that 
transparency plays a key role in this year’s 
findings – especially around benchmarks 
for advancement. We must tell teams 
when they are succeeding, when they are 
falling behind, and where to focus their 
time to advance their goals. We must also 
show employees how these benchmarks 
connect to compensation. As we saw with 
the findings, pay equity transparency may 
be the best next frontier for inclusion 
progress and addressing bias concerns. By 
providing a specific and measurable list 
from the onset, along with regular feedback, 
employees and employers can align on  
what progress looks like, and dispel any 
potential misperceptions.

Driving Belonging Through Inclusion Action
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Key Takeaways
Overall, survey respondents agree that progress is being made across the industry. They recognize 
the differences that efforts are making around the edges. To build on those changes and ensure an 
even greater sense of belonging for all employees, we should look at their day-to-day workplace 
experiences. This means demonstrating to employees just how their individual identities and insights 
contribute to and are valued in the execution of work. Rather than asking individuals to change 
themselves to fit in, companies want them to bring more of their authentic selves to their work.

By creating a space that is welcoming to everyone and productive for all, our industry will attract an 
even higher caliber of talent, maintain a more consistent and knowledgeable workforce, and achieve 
new levels of greatness that we simply cannot imagine now. 

As we’ve noted before, it will take time to see the impact of these changes. We’re committed to 
continuing this exploration of the industry, with “Fostering Belonging & Inclusion in the Alcoholic 
Beverage Industry” being the latest entry in our ongoing Behind the Label program.  

To keep up with the latest on our ongoing efforts to look “Behind the Label” at all aspects of our 
industry, visit HEINEKENUSA.com. Here, you can also get an inside look at how the HUSA Employee 
Resource Groups are helping to shape our future. 
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Methodology
On behalf of HEINEKEN USA (HUSA), in August 2022 Wakefield Research surveyed more than 500 US-based adults 
employed by alcoholic beverage manufacturers, with oversamples for 200 female, 100 Hispanic/Latino and 100 Black/
African-American employees. The data has been weighted and the results of any sample are subject to sampling variation. 

For the interviews conducted, the chances are 95 in 100 that a survey result does not vary, plus or minus, by more than 4.4 
percentage points in the main sample, 6.9 percentage points in the female oversample, and 9.8 percentage points among 
Hispanic/Latino and Black/African-American employees from the result that would be obtained if interviews had been 
conducted with all persons in the universe represented by the sample. 

In addition to the survey findings, the team synthesized research from several third-party resources, including Gallup, 
Gartner, Edelman and EY.

  i  Gallup, The Increasing Importance of Best Friend at Work, August 2022
  ii Gartner, 2021 Reimagine HR Employee Survey
  iii 2022 Edelman Trust Barometer


