
The United States is emerging from more than a decade of war in Iraq and Afghanistan.  
An estimated 300,000 men and women in the U.S. military have been deployed in the two campaigns. Tens of thousands 
either have or will soon return home, having sacrificed greatly for their country. And as with all returning heroes before 
them, the transition from wartime to peacetime presents enormous challenges, from difficulties reconnecting with families to         
adjusting to life without the intense physical and psychological demands of combat.

Today’s veterans are also coming home to a long, hard job search. 
According to the U.S. Chamber of Commerce, the unemployment rate for post-9/11 veterans is 12.1% versus 9% overall. The rate 
spikes to a shocking 29% for post-9/11 veterans under the age of 25. And for African American veterans in that age group, the 
jobless rate is even higher. 

The unemployment rate for military spouses is also high, hovering at 26%. 
Behind these figures are lives on hold; men and women who’ve been put to the test in ways most of their job market com-
petitors can scarcely imagine. Moreover, a military background would seem to provide an edge. Think of the employee attri-
butes most businesses routinely look for—“a highly disciplined self-starter,” someone with “finely honed professional skills,”  
“a team player,” “a problem solver,” someone “proficient in new and emerging technologies,” someone with “an ability to lead.”

Heroes For Hire
The men and women who are keeping America safe have what it takes

 to keep our industries thriving, if given the chance.
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F
or all of the aforementioned, few words should resonate more 

with hiring managers than Army, Navy, Air Force, and Marines. 

Yet, over the past decade, the experiences of too many veterans 

and their spouses have been marked by rejection and disap-

pointment. A still-struggling economy is partly to blame. Many vets hail 

from rural and urban areas hit hard by the recession and are returning home 

to find jobs scarce. 

But the issues at work go deeper than the economy and veterans know it. 

Some cite an unspoken bias against veterans as “damaged” individuals, 

but perhaps a more widespread culprit is a pervasive lack of understanding 

about what vets offer employers.

Unfair bias, misperception, limited awareness of what a particular popula-

tion brings to the table—these are challenges familiar to experienced diver-

sity officers, hiring managers, and recruiters who work to expand workforce 

diversity across various industries. Traditionally they have focused on race, 

gender, and workers with disabilities. Opening opportunities for the nation’s 

veterans cuts across all these areas and is taking on increased importance 

nationally and at the local level.

Certainly one of the driving forces behind this effort
 is the federal government.
In 2011, the Obama Administration, through the U.S. Chamber of Commerce, 

launched Hiring Our Heroes, a national campaign to help veterans and mili-

tary spouses find meaningful employment. In its first 12 months, Hiring Our 

Heroes hosted 134 job fairs in 45 states and the District of Columbia, helping 

more than 9,000 veterans and military spouses land jobs.

 

The campaign’s goals have been significantly expanded in 2012 with hiring 

fairs in 400 communities, large and small, across the country and the estab-

lishment of a stand-alone campaign for military spouses spearheaded by 

First Lady Michelle Obama and Dr. Jill Biden. Perhaps the most critical aspect 

of the campaign—and potentially the most impactful in the long term—is a 

sustained effort to enlist businesses nationwide to commit to hiring veterans 

and military spouses.

Dubbed the “Hiring 500,000 Heroes” initiative, the National Chamber 

Foundation is collaborating with Capital One to galvanize the small busi-

ness community to hire 500,000 veterans and military spouses by 2014. The 

initiative squarely focuses on the skills and attributes veterans bring to the 

workforce. An online pledge directed at business owners touts hiring vets 

as “the smart thing to do.”

“These Americans have years of the best training and possess extraordi-

nary skills,” the pledge reads. “They show up early, leave late, know how 

to work in teams, how to manage people and materials, and they can adapt 

to ever-changing environments under demanding pressures.” The premise 

behind the pledge is that veterans have a multitude of job skills that are 

directly transferable to private sector industries. Of course, the question is 

which industries? Where will skill compatibility and job growth coexist as the 

economy recovers and more veterans strive to establish worthwhile careers?

G.I. Jobs, an online employment resource for veterans, recently highlighted 

several promising fields, starting with energy. Job growth projections in 

the energy industry are stellar, due to a high percentage of energy workers 

approaching retirement. Many veterans come to the field highly equipped 

for positions expected to be in demand, such as engineers, plant operators, 

and technicians.

Transportation is another field moving in the right direction.  According to 

the U.S. Bureau of Labor Statistics, more than 390,000 transportation jobs 

will be added through 2018.  Again, looming retirements combined with high 

demand is creating opportunity on America’s railroads and airlines, as well 

as in the trucking industry.

Telecommunications technology is another strong fit for veterans and the 

industry is adding jobs. Tech management, scientific, and technical consult-

ing service jobs are expected to climb 83% by 2018, according to the BLS.

Many lament the loss of manufacturing jobs in the U.S. to overseas markets, 

but manufacturing has, in fact, added 289,000 jobs to the U.S. economy 

since December 2009, according to the BLS. Veterans with technical skills and 

experience have what it takes to be highly competitive here as well, and 

recruiters are starting to take notice.

“These Americans have years 
of the best training and possess 

extraordinary skills”



There are other industries with much to gain from veteran experience 

and training, such as healthcare, which will account for more than a 

quarter of new jobs created in the U.S. over the next five years. Leader-

ship skills and adaptability honed by military service are coming to be 

viewed as highly applicable to positions in management, development, 

and sales in the health industry.  These same skills are equally transfer-

able to the financial services industry.

Fittingly, the private sector is taking the initiative in closing the        

employment gap for the nation’s heroes, both in partnership with 

government and on its own. J.P. Morgan, AT&T, Universal Health Ser-

vices, and Cisco Systems are among the 10 co-founders of the 100,000 

Jobs Mission, an ambitious recruiting effort highlighting the value of 

hiring veterans. In addition to hiring commitments, member firms are 

sharing best practices and have launched a website to help veterans 

match their skills to employer needs.

Large corporations and small businesses alike are getting the message 

that veterans are able and willing, and have much to offer. They need 

to be viewed not as a cause but as an extraordinary resource. They’ve 

fought to keep America safe. Now they are ready for their next mis-

sion—to keep American industry competitive.             —Chris Atwell

The Coca-Cola Company is the world’s largest producer, distributor and mar-

keter of non-alcoholic beverages. At The Coca-Cola Company, we recognize 

the crucial role diversity plays in our relationships with customers, employees 

and suppliers. Our corporate strategy is built on a foundation of Diversity and 

Inclusion and, we fully believe that our ability to grow our business and in-

crease our competitive advantage in the North American marketplace is and 

will continue to be fueled by providing diverse businesses with equal access 

to procurement opportunities.

In support of our desire to better serve our customers and grow our busi-

ness in North America, The Coca-Cola Company acquired Coca-Cola Enterprises’ 

North American business. By combining the strength and scale of the major-

ity of the Coca-Cola system in North America and leveraging the power of our 

brands, we plan to create the most effective and efficient beverage operation in 

North America. 

As one integrated North 

American business, our sup-

plier diversity team is now 

fully embedded into every team and is an active part of every sourcing event….

ensuring that diverse suppliers have a full shot at every piece of business that 

goes to market. Our goal is to deliver a sustainable and global competitive 

advantage across the entire value chain by leveraging spend, minimizing total 

cost of ownership and managing risk. Through our procurement transformation 

initiative we are methodically evaluating data and pursuing opportunities in a 

series of prioritized projects which cut across all of the products and services that 

we buy. The Coca-Cola Company will continue to successfully cultivate diverse 

businesses and ensure their sustainability within our global supply chain.   

In late 2010, The Coca-Cola Company’s publically announced our commitment 

to economically empower 5 million women across our entire business by 2020. 

 5 BY 20 is our investment in women entrepreneurs to spur economic growth and 

foster sustainable development.                                               .

The CoCA-ColA CompAny
Terrez M. ThoMpSon
Vice President 
Global suPPlier diVersity 
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Minority-owned enterprises can register to become suppliers at: www.apple.com/supplierdiversity
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Freddie mAC: expAnding Business opporTuniTies
 wiTh supplier diversiTy

Freddie Mac is committed to a strong supplier diversity program that helps the com-

pany fulfill its public mission to support the nation’s housing recovery. Diverse firms—

and the unique perspectives they bring to the table—make a valuable contribution 

to Freddie Mac’s work and  bottom line. Every year, the company generates millions 

of dollars in contracts with diverse suppliers and looks for new avenues to do more.  

“We continue to expand our outreach to diverse suppliers. These firms have 

unique and innovative insights and expertise that are critical to the vital role Freddie 

Mac is playing to serve the nation,” explains Dwight Robinson, Freddie Mac’s Senior 

Vice President of Outreach, Diversity and Inclusion, and Chief Diversity Officer.

Freddie Mac’s Supplier Diversity program focuses on identifying diverse sup-

pliers who maintain high-quality standards, are cost competitive and place a 

premium on customer service. Our out-

reach leverages sourcing opportunities in 

the expanded diverse communities which 

include minority-owned, women-owned, 

disabled-owned, service disabled veteran-

owned and GLBT-owned businesses.

The program and relationship with Freddie Mac has made a real difference to 

VRM, a real estate asset management company and minority-owned business.  

“Having Freddie Mac as my first client gave me the ability to have a nationwide 

impact from the start,” says Keith Murray, VRM’s President and CEO.  

CastleOak Securities, a minority-owned, boutique investment bank, is the first 

minority-owned company to place Freddie Mac Multifamily mortgage-backed 

securities.  “What is unique about Freddie Mac’s Supplier Diversity program is the 

incredible access it provides to key decision makers across the company,” says 

CastleOak Securities CEO David Jones. “We feel like we are treated as a trusted 

advisor and not just another supplier.” 

To learn more about Freddie Mac’s Supplier Diversity program or to submit 

an online Vendor Information Questionnaire, visit the Vendors and Suppliers 

page at Freddiemac.com. 

Freddie mAC
L-R: JAY InoUYe
SAMAnThA CALDoW
BUnnI WheeLer-YoUnG,
AND ToMAneCI WALLer
suPPlier diVersity teaM

how does sAve-A-loT help enTrepreneurs 
enTer The groCery Business?

Save-A-Lot is one of the nations’ leading hard discount grocery chains offer-

ing customers a carefully selected assortment of products.  We operate more 

than 1,300 stores in all types of neighborhoods-urban, rural and suburban.  

Save-A-Lot delivers terrific savings—up to 40% compared to conventional 

grocery stores-for its customers.

Independent licensed retailers own and operate about 75% of our locations 

and are the primary drivers of Save-A-Lot’s continued growth.  Save-A-Lot 

 recently announced plans to double the size of the chain over the next five 

years through development of new licensees and corporate store develop-

ment.  This is the most aggressive expansion plan in our company’s history.  

Save-A-Lot offers entrepreneurs the ability to compete effectively in  

today’s ever-changing grocery industry with a proven hard discount, care-

fully selected-assortment business model. I believe we have a special niche 

in the marketplace that is rather difficult for other retailers to duplicate.

To encourage new development, Save-A-Lot is offering a financial incen-

tive program to new and existing licensees. 

Under specific terms and qualifications, 

eligible licensees can qualify for a minimum 

of $200,000 towards cash back or rebate  

options. The response to this incentive offer 

has been tremendous.

As everyone knows, the supermarket industry is extremely competitive 

and cyclical. Value is the trend today, which makes it very difficult for tra-

ditional and independent supermarket operators to compete on price and 

remain profitable. You are seeing conventional grocers undergoing SKU ratio-

nalization, expanding private label brands and seeking to reduce the size of 

their buildings, Save-A-Lot has already perfected these initiatives.

sAve-A-loT
rACheL A. BUrSe
Minority business 
deVeloPMent ManaGer
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Partners in the Promise

“�e Coca-Cola Company exists to bene�t and
re�esh everyone who is touched by our business.”

�e Coca-Cola Company always welcomes
new partners. For more information about 

becoming a quali�ed supplier, please contact
our O�ce of Supplier Diversity.

http://supplierdiversity.coke.com

©2012 The Coca-Cola Company. “Coca-Cola,” the Dynamic Ribbon and the Contour Bottle design are registered trademarks of The Coca-Cola Company.
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Delta Air Lines, Inc. serves more than 160 million customers each year. With 

an unsurpassed global network, Delta and the Delta Connection carriers offer 

service to more than 340 destinations in nearly 60 countries on six continents.

Under the leadership and commitment of C.E.O. Richard Anderson, Delta 

Air Lines recognizes the critical role of small, minority, and women-owned 

businesses in the overall strength of the U.S. economy and ultimately to 

Delta stakeholders. To maximize returns to Delta customers, shareholders, 

employees, and the communities in which we operate, Delta seeks to uti-

lize the products and services of 

qualified small, minority, and 

women-owned businesses. 

Our mission is to deliver value by developing partnerships with qualified 

diverse suppliers. The key element of success lies in our ability to estab-

lish relationships with diverse suppliers that can provide quality products,  

services and value in a competitive and global environment. Therefore we 

are committed to proactively identifying, developing, on-boarding competi-

tive and innovative minority, small and woman -owned business enterprises 

and we encourage our 1st tier suppliers to do the same. Our diverse suppliers’ 

unique skills, fresh ideas, and work ethic help us deliver world-class products 

and services that are relevant to our richly diverse customer base.

 We look forward to forging new supplier relations and expanding upon 

our current relationships with MWBEs and our industry affiliates. To register 

in our supplier diversity database, sign up for our Newsletter and stay up-to-

date with our events please visit www.delta.com/supplierdiversity.

delTA
KAMeTrIA DUnhAM BUrTon
General ManaGer
suPPlier diVersity

Diversity and Inclusion is an inherent part of our culture at Sodexo. The use of 

diverse vendors and partners throughout the organization brings better value 

to our customers, clientele and the communities in which we live, work, and 

serve. Not only is it part of our “DNA,” Sodexo realizes that a strong supplier 

diversity program helps grow our business.

Currently Sodexo has nearly 1,400 diverse vendors throughout the country. 

Our vendors include those that directly service our operations as well as those 

that provide services or products to our regional support staff or at our corpo-

rate headquarters.

Expanding our supplier base is good for our vendors, good for our local econ-

omy, and good for our customers. Products and services from a diverse supplier 

base provide us with the finest products for our menus and high-quality goods, 

making our offerings to our customers stronger and more competitive.

We believe that quality of life plays 

an important role in organizational 

performance. Based on that convic-

tion, Sodexo strategically partners with 

companies and institutions that place a premium on employee performance and 

well-being. Operating in 80 countries around the world, Sodexo’s 413,000 em-

ployees design, manage and deliver an unrivaled array of On-site Service Solu-

tions, Motivation Solutions, and Personal and In-home Solutions.

As an organization, we strive to provide products and services that deliver on 

Sodexo’s Better Tomorrow Plan, our global roadmap for sustainability. Support-

ing local community development is among the commitments outlined in that 

plan. We contribute to local community development by providing services and 

employment opportunities, encouraging a diverse workplace and supply chain, 

and offering capacity-building opportunities.

Sodexo is always seeking certified diverse vendor partners who can bring 

competitive pricing, value and service to Sodexo. If you provide products or ser-

vices Sodexo utilizes, please register on our website to be considered for future 

opportunities at: www.sodexo.cvmsolutions.com.

sodexo
Ann oKA
senior Vice President
suPPly ManaGeMent
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