Assault on Diversity:
America’s Quandary with
Equality

This research document chronicles the assault on diversity in specific industries, including
automotive, advertising, corporate boards and overall employment in America. Information
contained within was compiled using reputable media sources, as well as reports and unbiased
studies from some of America's most trusted names, including the Bureau of Labor Statistics, Center
for American Progress, the National Association of Minority Automobile Dealers and many others.
At a time when the minority population in America is increasing at a historic pace, one might
conclude that advancements in diversity would keep pace with this societal shift. It hasn't. Indeed,
while research reveals some headway has been made in the ongoing battle for inclusion and equality,
the distance that remains to reach the level playing field people of color strive for is extensive.
Part of that battle involves blacks recouping the crippling economic loss-of-ground courtesy of the
Great Recession that ravaged the country in general, and blacks and other people of color in
particular. The auto industry, for example, has served as blacks' gateway into middle-class-America
prosperity for four generations, and its near-collapse during the recession had a disproportionate
effect on blacks. As the industry continues to rebound, what remains is an imbalanced industry
relative to blacks' participation in it—or lack thereof. Specifically, black-owned automobile
dealerships perhaps felt the greatest pinch of all and have yet to fully recover as a whole. And with
the many decades it took for blacks to reach the pre-recession heights in the industry, the time it will
now take to ascend back to that pinnacle is anyone's guess.
Additionally, the advertising industry has been a bastion of white male dominance since its
inception. To its credit, the industry has acknowledged and put forth efforts to improve upon
numbers that include only one percent of the 78,000 Americans working as advertising and
promotion managers identifying as black, with salaries, on average, 20 percent less than white
employees. Those efforts up to this point, however, appear in need of an overhaul. These are
peculiar findings, though, especially when one considers the ballooning buying power of blacks,
which studies show will top $1.1 trillion by 2014—a 246 percent increase since 1990. It'd be a
logical decision, one would suspect, for the advertising industry as a whole to have more blacks in
positions to help create relevant value propositions aimed at cultivating relationships with a group of
people who wield considerable power in the economic sustainability of America.
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Introduction

Diversity is about recognizing, respecting and valuing differences based on ethnicity, gender, color,
age, race, religion, disability, national origin and sexual orientation. These practices are becoming
increasingly necessary in a country where, in particular, one in three people is a person of color, and
where 85 percent of U.S. population growth will come from nonwhite ethnic groups.1
The concept of diversity was birthed as America's concept of "doing the right thing" relative to
ensuring the underrepresented populace in the country was given a fair shake. This type of
approach engendered the notion of diversity being exclusively a moral imperative or societal goal.
But with the eventual understanding that America would no longer be a homogenous society in the
near future, focus shifted more toward the idea of diversity being "the smart and necessary thing to
do," which culminates into a competitive advantage and solid business opportunity.
It's perhaps natural for the layperson to limit thoughts of diversity in the country to the American
workforce. That is a big part of the overall process—and will be discussed in this document later—
but there are components beyond the employees. Vendors, affiliates, suppliers and other third
parties influence a company's outlook as well. Efforts to do business with other organizations that
represent—and promote—diversity can have some of the same benefits that internal diversity
delivers.2
But in time, corporate America must learn and apply the principles and skills for attracting,
developing and retaining a more diverse mix of talented employees. Additionally, it must pay closer
attention to supply-line stakeholders (suppliers, distributors, dealers) and customers. Inclusion
strategies addressing these issues must be identified, internalized and practiced by businesses and
organizations throughout the U.S. Companies and/or industries that fail to do this may find
themselves at a strategic disadvantage in the markets for talent and customers.3

1

www.catalyst.org; Center for Work-Life Policy; The Battle for Female Talent in Emerging Markets. 2009.
Deloitte. Diversity and Inclusion: Driving Business Performance. 2011.
3
Robinson, Marcus; Pfeffer Charles; Buccigrossi, Joan. Business Case For Inclusion and Engagement. Pg. 2-10.
2001.
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Black-Owned Automobile Dealerships

Automobile dealerships, during good economic times, have proven to be solid business enterprises
for discerning black entrepreneurs. During troubling economic times, they have proven to be the
industry's expendable assets with seemingly no shot of resuscitation. But it's been that potential for
a solid business venture that has helped attract shrewd black businesspeople to the industry.
Consequently, the number of black-owned dealerships increased significantly between 1980 and
2006. This was due in large measure to the demographic changes in the country and the efforts
made by the American automobile manufacturers (and subsequent foreign automobile
manufacturers) to increase the number of minority-owned dealerships.4
These efforts included automakers developing and implementing comprehensive dealership
development programs—programs that assisted black entrepreneurs with their readiness in
becoming thriving businesspeople. The result was an incremental increase in the number of blackowned auto dealerships nationwide. The 244 black-owned dealerships that existed in 1980
multiplied more than three-fold by 2005 to 751—the most ever.5 Not coincidentally, 2005 marked
the third-best sales year in history, as 17.4 million vehicles were sold that year.6
Once the economy began to slip, so, too did black dealerships' grasp on the sustainability of their
business. From the apex of 751 black-owned dealerships in 2005, these businesses started receding
at an alarming rate; in 2006, the number dropped an astounding 47 percent—from 738 to 391 blackowned dealerships. From that point forward, those figures have tumbled; so much so that now, the
260 black-owned dealerships that existed at the end of 2012 match totals unseen in America since
the 1980s.7
Indeed, the Great Recession left countless businesses and industries in its wake; everybody felt its
wrath. These black-owned businesses receded through no fault of their own. It was, among other
things, a convergence of unprecedented circumstances that led to the demise of these enterprises.
But what makes the sustained decline of these once-thriving black businesses so noteworthy is that
white-owned, Hispanic-owned, Asian-owned and Native American-owned dealerships have begun
to rebound in correlation with the industry rebounding. Total dealerships grew about 12 percent
from 2011 to 2012, and minority-owned dealerships increased 20 percent from 2011 to 2012. Blacks
were the only group to lose ground—going from 263 dealers in 2011 to 261 in 2012.8

4

Sonfield, Matthew. Black-Owned Automobile Dealerships and the Current Economic Recession. Hofstra
University. Pg. 6. 2010.
5
National Association of Minority Automobile Dealers. NAMAD Rooftops Statistical Data. June 2013.
6
Ward’s Auto. http://wardsauto.com/keydata/historical/UsaSa01summary.
7
National Association of Minority Automobile Dealers. NAMAD Rooftops Statistical Data. June 2013.
8
Ibid.
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Black-Owned Automobile Dealerships

The recession is behind us and the auto industry is finding its footing once again. Analysts have
even adjusted their estimates for 2013 vehicle sales, with the estimate now at 15.5 million.9 That
total would be the most since 2007 and represent a 47 percent improvement over 2009, when the
industry saw the fewest vehicle sales since 1982.
If economic conditions are such that all other groups are experiencing growth in the industry, why
has growth eluded blacks? One glaring reason is the change in focus of the Minority Dealer
Development Programs. These programs, offered by several of the car manufacturers, served many
years ago as the entree to many aspiring black professionals looking to cut their entrepreneurial teeth
in the auto industry. According to the National Association of Minority Automobile Dealers
(NAMAD), these programs are now mostly financing initiatives with a completely different structure
than before, which has made the process of owning an automobile dealership a much more
financially daunting task.
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www.edmonds.com. edmunds.com/about/press/edmundscom-raises-2013-auto-sales-forecast-to-15-5-million-newcars.html.
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Black-Owned Automotive Suppliers

The Rainbow Push Automotive Project put forth a comprehensive chronology during the 2011
Summit titled Salvaging Our Legacy: How The Automotive Project Helped Black Automotive Suppliers. This
definitive document outlined the precarious situation most—if not all—black-owned automotive
suppliers endured during the recession of 2007-2009 and how Rev. Jesse Jackson Sr. and the
Automotive Project mobilized to save them.
It was a time of unprecedented decline in automotive sales. A global financial meltdown, coupled
with numerous domestic issues, precipitated a historic drop in business for these black enterprises.
In order for these black-owned businesses to outlast the recession, many had to completely overhaul
the way in which they did business. They had to slash costs at the same time their revenue was cut.
Most found it difficult to keep up with the breakneck pace of their revenue decline, however, and
ultimately found themselves in the red. Many could not recover and eventually closed their doors.
The Automotive Project believed that any large-scale loss of black automotive suppliers would have
been catastrophic. It has taken blacks several generations to ascent to the level we currently occupy
within the automotive industry, and losing that kind of ground at that time—or at ANY time—
would have been a huge blow in the continuing struggle for inclusion and equal opportunity.
The big dilemma then, as it remains today, is there are few, if any, small, black-owned automotive
suppliers on the horizon that are growing and preparing to succeed today’s businesses. That is why
it was so vital to maintain those black businesses during the downturn. It proved difficult for the
Automotive Project to help seasoned entrepreneurs navigate the rugged terrain of an industry in the
midst of a financial meltdown, but the alternative would have been unspeakably difficult.
Where does the industry stand today? Is it opening its arms and preparing for the possibility of new
black-owned auto suppliers? Only by identifying and nurturing and assisting new black-owned
entities can the industry truly tout and experience growth in its supplier diversity outreach initiatives.
Is that its goal? That remains to be seen.
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Advertising

The "Browning of America" has been a phenomenon bantered about to one degree or another since
it became known that the country was in the midst of a historic population shift. Whatever
euphemism is assigned to this transformation, studies show that by 2040, half the population in
America will be made up of groups now considered minority.10 Together, these groups (blacks,
Hispanics, Asians, Native Americans) will boast $3.17 trillion in spending power by 2014.11
Spending power is essentially the ability of a consumer to use liquid assets to purchase the desired
quantity and quality of products that will meet current wants and needs. What better way for
companies to showcase their quality products than by advertising to prospective consumers?
Advertising serves as the conduit between consumer products and consumers. It is the process by
which companies forge relationships by encouraging or persuading consumers to take action—in
most cases, to buy a product or service. To do so effectively, the advertising messages must be
conveyed in a way that is relevant to the consumer. Unfortunately for black consumers, there aren't
many blacks in the advertising industry to help construct messages that suit them. According to a
report issued in August 2011 by the Labor Department's Bureau of Labor Statistics, of the 78,000
Americans working as advertising and promotion managers, 9.6 percent were Hispanic, 2.3 percent
were Asian and fewer than one percent were black. Of the 959,000 marketing and sales managers in
the U.S., 5.9 percent were black, 5.1 percent were Hispanic and 5 percent were Asian.12 Additionally,
a study in 2008 revealed this $31 billion industry overall was eight percent Hispanic, 5.3 percent
black and three percent Asian.13

10

Chubb Group of Insurance Companies. Business Case For Diversity.
http://www.chubbcom/diversity/chubb4450.html.
11
Deloitte. Diversity and Inclusion: Driving Business Performance. 2011.
12
Vega, Tanzina. With Diversity Still Lacking, Industry Focuses on Retention. The New York Times. Sept. 3, 2012.
13
Ibid.
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Advertising

To put the disparity of blacks in the industry in more context, consider the following:
• Black college graduates working in advertising earn 80 cents for every dollar earned by their equally-qualified white
counterparts. Blacks would need to be paid 25 percent more to earn what whites earn with the same qualifications.
This racial pay gap is more than twice as large in advertising as in the overall labor market.
• Data from the U.S. Census Bureau and U.S. Equal Employment Opportunity Commission says blacks’ representation as advertising managers and professionals should be at 9.6 percent. The current 5.3 percent representation
reaches only 55 percent of that benchmark, and eliminating this shortfall would require hiring or promoting 7,200
additional black advertising professionals and managers.
• Stereotype-based perceptions by industry managers that blacks have only race-related expertise continue to limit
their work assignments largely to those targeting black consumers. Blacks are often excluded from “general market”
agencies and find work only in agencies specializing in “ethnic markets.” About 16 percent of large establishments in
the industry employ no black managers or professionals, a rate 60 percent higher than in the overall labor market.
• Blacks are only 62 percent as likely as their white counterparts to work in ad agencies’ powerful creative and client
contact functions, and only 10 percent as likely to hold a position paying $100,000 or more per year. Such occupational segregation currently affects 3,500 (40 percent) black professionals and managers employed in the industry.
Source: Madison Avenue Project; Ending Racial Discrimination in America’s Advertising Industry.

Furthermore, more than 106 million people watched the Super Bowl on television in 2010, including
12.5 million blacks. Part of the attraction every year is the commercials aired during the big football
game. Advertisers pay millions of dollars for 30 second spots, and 2010 was no exception. But of
the 60 or so commercials aired that year, not one of them was captained by a minority creative
director.14 Also, only four featured a person of color in the lead role, and all were male.15 The
playing field in the industry is not level and has never been level. At the current rate of
improvement, there won't be equal representation of blacks for another 70 years or so.16
Based on this homogenous industry, there should be little surprise that advertising messages in main
stream media outlets aren't aimed for and targeted at minorities. The advertising culture is so
skewed toward the majority culture that true reflections of the real world are, by and large, absent.
Blacks and other minorities, as the spending power suggests, are major players in moving the
economic needle in America, and having more advertising messages aimed at them in a relevant way
would seem to be the prudent thing to do. But based on countless studies, that would require the
advertising industry as a whole to change its current course of action relative to minority
representation.

14

Bush, Michael. Sorry State of Diversity in Advertising Is Also A Culture Problem. Advertising Age.
http://adage.com/article/news/lack-diversity-advertising-hiring/148565/. January 31, 2011.
15
www.blackenterprise.com/news/report-criticizes-lack-of-diversity-in-super-bowl-ads/
16
Elliott, Stuart. A Lawyer’s Call For A Greater Black Presence In Agencies. The New York Times. January 8,
2009.
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Corporate Boardrooms

The dynamic forces of globalization, technology and a changing American populace have converged
to dramatically alter the world of business. As a result, the importance of corporate boards in the
American business structure has increased significantly. Corporate boards are vital entities that
oversee the function of the organization and ensure that it continues to operate in the best interests
of all stakeholders. Given the complexity of today’s organizations, that is no simple or
straightforward task.
What seems to be an easier task is trying to ensure the make-up of corporate boards reflects the
world in which they reside. But the facts spell out a condition that makes it seem as if it is a more
daunting task than any rational-thinking person would conclude, as corporate boards have
historically been enclaves of white males. In a 2010 study, it was revealed that 70 percent of Fortune
100 board seats were occupied by white men. The same study revealed that Fortune 100 corporate
boards are made up of 7.3 percent black males and 2.1 percent black women. The news is even
more unpleasant when it comes to other minorities: Hispanic men make up 3.1 percent of Fortune
100 boards, and Hispanic women 0.7 percent; Asian men: 1.7 percent; Asian women: 0.5 percent.17
The picture is no less shameful when attention is turned to Fortune 500 companies. White men
make up 74.5 percent of board seats in that group, while black men's participation falls to 5.7
percent and black women to 1.9 percent. Hispanic men constitute 2.3 percent of Fortune 500 board
seats and Hispanic women 0.7 percent; Asian men 1.8 percent, Asian women 0.3 percent.18 This
overall lack of diversity, experts say, will hurt companies as they expand into overseas markets and as
the ethnic makeup in the U.S. continues to change. These same experts say that companies
apparently understand the importance of diversifying in order to gain global market share but often
overlook diversity when it comes to their own governance.19

17

Alliance For Board Diversity. Missing Pieces: Women and Minorities on Fortune 500 Boards. 2010 Alliance For
Board Diversity Census. Pg. 3. 2010.
18
Ibid. Pg. 5.
19
White, Martha C. Top Boardrooms: No-Go Areas For Women, Minorities. www.nbcnews.com.
http://www.nbcnews.com/business/top-boardrooms-no-go-areas-women-minorities-6C10936005. August 16, 2013.
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Corporate Boardrooms

There are any number of downsides to having such an ethnically disproportioned corporate board—
not the least of which is the inevitable "group think" mentality whereby few opposing viewpoints are
offered. Having dissenting voices can generate better dialogue, more ideas and a more dynamic
corporate culture.20 Even though there are more qualified diverse candidates for corporate board
seats than ever before, fewer of these candidates are being chosen for corporate board seats. And
even in a time of historic and transformational population changes in the U.S., the corporate
boardroom is proving resistant to change.
Perhaps much of the blame, besides an archaic way of thinking by many companies, is the fact that
many boards have no term limits. This creates slow turnover, thus slowing down potential
opportunities for blacks and other people of color. In addition to the term limit issue, most board
positions are not widely advertised. Instead, informal networks ("Old Boys Club") are usually used
to fill available seats. This coming at a time when 93 percent of Fortune 500 companies say that
diversity is an important business drive.21 Is that lip service, or an expression of their true belief?
One thing is for certain: unless these troubling trends are reversed and American companies begin
to reflect their shareholders and consumer bases, they will fail to reach maximum potential as leaders
in a global economy.

20

White, Martha C. Top Boardrooms: No-Go Areas For Women, Minorities. www.nbcnews.com.
http://www.nbcnews.com/business/top-boardrooms-no-go-areas-women-minorities-6C10936005. August 16, 2013.
21
Tudor, P.: Adding Value with Diversity: What Business Leaders Need to Know. American Institute for Managing
Diversity. 2007.
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Employment

The U.S. workforce has indeed become more diverse. As of June 2012, Hispanics make up 16
percent of the workforce, with blacks 12 percent and Asian 5 percent.22 The proportion of people
of color participating in the workforce will only increase as the U.S. becomes a more racially and
ethnically diverse country. Interestingly, though, more Hispanic men and black women are in the
labor force than Hispanic women and black men. Of Hispanics in the labor force, 58 percent are
men and 42 percent are women. Of blacks in the labor force, 53 percent are women and 47 percent
are men.23 Distilling these figures down even more, one realizes that black men's participation rate
in the workplace has declined over the past several decades. From a 71.1 percent participation rate
in 1990, to a 65 percent participation rate in 2010, black men have experienced one of the biggest
decreases of any subgroup during that time.24
Mercer, a global human resources consulting firm, provides an interesting timeline for America's
tolerance for workplace diversity. From 1964 to 1988, the focus was mainly on compliance with
anti-discrimination laws. From 1989 to 1995, there was a shift to things such as tolerance and
sensitivity training. From 1996 to the present, more of a business case has been made for diversity.25
The popular conclusion is companies have acknowledged the importance and necessity of a diverse
workforce and have put forth the appropriate actions to ensure such a workforce exists. While that
may have merit, what seems to get the least amount of attention is the lack of diversity and inclusion
at the upper rungs of the corporate ladder.
Looking specifically at Fortune 500 CEOs, only 21—a mere 4.2 percent—are people of color,
including nine Asians (1.8 percent), six Hispanics (1.2 percent) and four blacks (0.8 percent). What's
more, only four women of color have ascended to the top of a Fortune 500 company.26

22

Barton, Kimberly. Burns, Crosby. Kerby, Sophia. The State of Diversity in Today’s Workforce. Center For
American Progress. Pg. 2. July, 2012.
23
Ibid.
24
Bureau of Labor Statistics. www.bls.gov/emp/ep_table_303.htm.
25
Barton, Kimberly. Burns, Crosby. Kerby, Sophia. The State of Diversity in Today’s Workforce. Center For
American Progress. Pg. 5. July, 2012
26
Ibid.
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Employment

Nonprofits have also proven to be a sector devoid of much discernable diversity. Eighty-two
percent of employees at nonprofits are white, with 18 percent people of color (10 percent black, 5
percent Hispanics and 3 percent other).27 With a diversity of experience, expertise and perspectives,
a nonprofit is in a stronger position to face opportunities and challenges.
Nonprofit Boards & Diversity
• When a nonprofit’s board reflects the diversity of the community served, the organization will be better able to build
bridges to potential donors or policy makers in the community.
• A diverse board will improve the nonprofit’s ability to access resources in the community and to respond to external
influences that are changing the environment in which it is working, or those served.
• When a nonprofit board is facing a major decision, diverse perspectives on the board can help identify the opportunities and the risks.
• Boards that are not diverse will be chasing their tails: if all the board members travel in the same social circle, identifying and cultivating new board members will be a challenge.
Source: National Council of Nonprofits

Again, while companies talk about the importance of workplace diversity, equality and inclusion,
corporate America has to start investigating and ultimately implementing ways that are
commensurate with the words it spouts.

27
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Business Case For Diversity

Beyond social or moral reasons, there are several arguments why companies and organizations
should embrace and integrate diversity and inclusion into their everyday way of doing business.
Diversity has slowly morphed into a business imperative and not simply a business option. The
growing influence and buying power of people of color make it so; for in an era in which
technology, globalization and consolidation are key, businesses that view diversity primarily as a
compliance issue are positioning themselves for long-term failure. Changing demographics,
emerging markets and new buying trends all point to the need for more diverse workforces,
suppliers and markets. No business decision should be made without the input of diverse
perspectives, or without serious consideration of how it will affect diverse constituencies.
The long-term viability of organizations today will rely heavily on them fully embracing and
promoting diversity while realizing its benefits. Organizations that have actively done so have
reported such benefits as:
• Increased Adaptability - Employees from diverse backgrounds bring individual talents and experiences in suggesting ideas that are flexible in adapting to fluctuating markets and customer demands
• Broader Service Range - A diverse collection of skills and experiences (languages, cultural understanding) allows a
company to provide service to customers on a global basis
• Variety of Viewpoints - A diverse workforce that feels comfortable communicating varying points of view provides
a larger pool of ideas and experiences
• More Effective Execution - Companies that encourage diversity in the workplace inspire all of their employees to
perform to their highest ability
Source: www.diversity.sdce.edu/content/diversity-workplace-benefits-challenges-and-solutions
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Business Case For Diversity

• Diversity initiatives have proven to have a direct impact on business revenues. Successful businesses
that understand the economic impact of changing demographics have developed products to fit the needs of a
changing population.
• Diversity initiatives and successful results help organizations in attracting high-caliber talent with
diverse skills and perspectives. These organizations realize that high-quality talent resides in all population
groups, thus, attracting this talent improves the quality of the organization’s workforce and competitive advantage while increasing the ROI for shareholders, investors and stakeholders.
• Customer bases are more diverse than workforces. Organizations whose workforce composition reflects
their customer base allows those organizations to identify and understand their needs.
• Diversity ensures survivability. Effectively managing a diverse workforce offers training opportunities and
the ability to handle change more effectively by adapting to new situations and people who are different than
us.
Source: Hyman Albritton at Genesis Consulting, Susan Schubert at Diversity Matters; Business Case for Diversity and Inclusion; 2006.

In addition to these initiatives, CEOs can help ensure their management team's commitment to
diversity goals by actions such as providing training and education on diversity issues; aligning
attainment of diversity goals with compensation and bonuses; and requiring participation in
employee affinity groups, mentoring programs and diversity councils.28 In order for this process to
work, it must not be a one-time affair; it must be a sustained effort whereby everybody has bought
into the notion of full inclusion and diversity. Anything short of that will have unwelcomed
outcomes.
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Concluding Summary

Someone recently coined the phrase "post-racial America" as a way of identifying a "new" America
whereby prejudice, discrimination and overall racial intolerance are no longer. A peculiar label to be
sure, especially considering many of the findings outlined in the preceding pages. Corporate
America often toots the horn of diversity when the lights and cameras are on—how the virtues of a
fully inclusive environment are good for business; how a diverse set of people can inherently bring
forth a diverse set of solutions to problems; how diversity opens up the doors of possibilities for all.
Those claims are often contradicted by such beliefs as those uncovered by the Conference Board, a
business membership and research organization. After the financial crisis hit in 2008, the
Conference Board asked senior executives how the downturn was changing their priorities. Among
the several challenges they deemed less pressing was achieving diversity…in the workforce.29 Those
kinds of unfiltered analyses shine a light on the sort of mentality that is often behind the process of
Corporate America not fully embracing diversity and inclusion initiatives.
Some may point to what's called "diversity fatigue," a phenomenon that is associated with being
tired and overwhelmed by the mental and emotional effort required to have a diverse environment.
While some may say that diversity fatigue is not necessarily a direct disapproval of diversity, one has
to be mindful of the natural reaction people have to something they have grown tired of: they
probably ignore it, hope it goes away, expects someone else to take care of it, or that somehow it's
someone else's problem. If I don't give it the attention that others are expecting me to give, some may
theorize, maybe it'll just go away. Diversity appears to be background noise to some—that annoying
tumult they'd just assume ignore altogether.
But it has been that annoying tumult that has helped us advance to the level we have reached thus
far. And yes, we have advanced. Overt Jim Crow is no more. Sitting in the back of the bus is a
thing of the past. And ascending to the highest political office in the land IS attainable for black
boys—AND girls. But while the progress we have made has placed us in position to continue along
our journey toward diversity, equality and inclusion, there remains a long, long way to go.

About the author: Damon Autry is a Detroit-based corporate communications consultant. This is his
third research document for the Automotive Project. He also does works for the United Auto Workers,
Ford Motor Company, Bridgewater Interiors, ChemicoMays and others.
Learn more at www.autrymediagroup.com.
29
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York Times. May 27, 2013
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