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Executive Summary

T here is a growing list of actions a brand 
must take to walk truthfully and authen-
tically into the work of social respon-
sibility. The externally facing actions 
are what the public sees, but working 
behind the scenes to realize these actions 

are multifaceted employees who give the majori-
ty of their waking lives to help the brand achieve 
its promise.

Problem Statement: It is not enough for an 
employer to say, “We treat our employees fairly” 
and “We offer excellent benefits” on a human 
resources job posting. The reality of our world 
clearly paints a different picture. Systemically, 
this is our truth: we have massive income in-
equality in this country, longstanding wage gaps 
between BIPOC workers and white workers, a 
woman’s earning .70 cents to a man’s $1, high 
poverty, crippling student loans and medical 
debt, and a lack of access to adequate healthcare 
coverage for families across the nation. Words 
and promises from brands on how they treat 
their employees are obviously not adequate. We 
need structural change. 

To empower a company from within, a critical 
step a brand must take is to support their em-
ployees in forming a union and bargaining a fair 
and equitable contract with them. No matter the 
industry, all workers deserve to make ends meet, 
plan for the future, and have safety protections 
in place at work.

A 2018 PBS News Hour poll found that interest 
in joining unions was at a four-decade high. Re-
sults of “nearly 4,000 surveyed respondents show 
that 48 percent – nearly half of all nonunionized 
workers – would join a union if given the oppor-
tunity to do so.”1

In this white paper, I outline the reasons it is in a 
responsible brand’s best interest to be pro-union. 
Some key highlights include: 
 

Unions are a solution to social and racial 
injustice, by closing the wage gap between 
Black and white workers through a common 
salary schedule, ensuring safety protections 
on the job for high-risk jobs (which are held 
in large margin by Black workers) and of-
fering strong anti-discrimination language 
in the contract to protect women, people of 
color and LGBTQ workers. 

Millennials and Gen Zers are notably pro-
union. Support for unions is actually highest 
among younger generations over every other 
age bracket (66 percent of people ages 18 to 
34 approve of labor unions.

COVID-19 has exacerbated the need for 
organized labor. Now, more than ever, we 
need strong labor laws to protect working 
people from the health and economic im-
pacts of the pandemic. 

Finally, I offer recommendations for brands in 
elevating their commitment to the labor move-
ment. The hope is that we can empower workers 
to form unions in their workplaces without fear 
of intimidation from their employer, and that 
these companies can elevate the fight for work-
place equality through their external messaging 
and internal practices. It’s time to do the right 
thing, brands, and start from within.
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Introduction 

A carbon-neutral business model. A 
self-reflective commitment to racial 
justice work. Empathetic leadership. 
Diversity in advertising. Transparency 
when the company makes an eventual 
misstep. There are so many actions a 

brand must take to walk truthfully and authen-
tically into the work of social responsibility. The 
collective importance of all of these actions – 
some little, some extreme – cannot be overstated. 

This year, the 2021 cohort of the Master of 
Advertising and Brand Responsibility (MABR) 
program at the University of Oregon peeled back 
the layers of these actions, thinking critically 
about how they each contribute to an overall 
strategy around brand responsibility. We had 
thoughts, disagreements, personal experiences 
and recommendations for helping brands discov-
er what it means to be responsible. 

For the most part, the actions we discussed are 
an external facing sign of what the brand cares 
about. But working behind the scenes to realize 
these actions are employees who give the ma-
jority of their waking lives to help the brand 
achieve its promise. They are not just employees 
but people. People with children, aging parents, 
home loans, health issues, student debt, monthly 
bills to pay – and hopes and dreams for a secure 
and bright future. Multifaceted working people 
who are the reason the brand can thrive at all, 
and who merit a fair shot at a balanced life that’s 
equitable with the next employee in that compa-
ny, no matter their race, gender, sexual orienta-
tion or ability. 

They are people who need and deserve a labor 
union, and we must remember them when we 
talk about brand responsibility.

If we’re asking brands to be authentic in their 
commitment to social good, we have to also ac-
knowledge that authenticity grows from the in-
side out. To empower a company from within, 
I would argue that the single most important 
step a brand can take is to support their em-
ployees in forming a union and bargaining a 
fair contract with them. No matter the industry 
(from retail associates to commercial fishermen 
to UX designers), all workers (including those in 
the private sector) deserve to make ends meet, 

Problem Statement: It is not 
enough for an employer to say, 
“We treat our employees fairly” 
and “We offer excellent benefits” 
on a human resources webpage 
or job posting. The reality of our 
world clearly paints a different pic-
ture. Systemically, this is our truth: 
massive income inequality in this 
country, longstanding wage gaps 
between BIPOC workers and white 
workers, a woman’s earning .70 
cents to a man’s $1, high poverty, 
crippling student loans and medical 
debt, and the lack of access to ade-
quate healthcare coverage for fam-
ilies across the nation. Words and 
promises from brands on how they 
treat their employees are obviously 
not adequate. We need structural 
change. 
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plan for the future, and have safety protections 
in place at work. Beyond these issues, employees 
should be empowered to voice their concerns 
when their employer’s actions feel out of line 
with the mission of the brand.  

A union affords a worker the chance to hold 
their employers accountable for their actions 
without total fear of retaliation, and we saw 
this come to a head in January of 2021, when 
230 employees at Google announced they were 
unionizing with the Communications Workers 
of America (the size of the union has now grown 
to around 600 employees). The workers had a 
lofty agenda beyond pay equity in forming their 
union. “Our goal with the union is to ensure 
that tech companies use their technology to 
make the world a better place,” said Alan Mo-
rales, a Google engineer and an organizer with 
the Alphabet Workers Union (Google employees’ 
CWA affiliate), in an article on Marketplace.2 

The vote to form this small union was the 
culmination of major walkouts by employees to 
protest Google’s technology design that has been 
used for corrupt (and sometimes deadly) purpos-
es. Employee walkouts have been spurred on by 
Google’s face recognition software used by ICE, 
its work with the Pentagon on targeted drone 
strikes, a censored search engine for China, and 
Google’s payoff of a former executive to the tune 
of $90 million after he was credibly accused of 
sexual harassment in the workplace.1 In forming 
their union, these employees were demanding 
more social responsibility of their employer.

Currently, only 10.7 of America’s workforce 
belongs to a union – approximately half as many 
as in 1983. However, it’s not for lack of want. 
PBS News Hour conducted a poll in 2018 with 
the National Opinion Research Corporation, 

and found that interest in joining unions was 
at a four-decade high. Results of “nearly 4,000 
surveyed respondents show that 48 percent – 
nearly half of all nonunionized workers – would 
join a union if given the opportunity to do so.”3 
The scale of this change indicates that 58 million 
American workers would join a union if they 
could, quadrupling the number of current union 
members, according to the PBS News report. 

Brands should take note: let your 
people lead the way.

10.7%
of the American workforce 
belong to a union

48%
of all nonunionized workers 
would join a union if given the 
opportunity
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Background and Situation Analysis

A brief lesson in labor history (as excerpt-
ed from my final project for the MABR 
program) can help set the stage for 
making this argument. Since its begin-
nings, the Labor Movement has been 
the principal 

institution fighting 
for economic fairness, 
social justice, and the 
rights of the average 
middle-class worker. 
Between World War 
II and the mid-1970s, 
union membership 
ballooned to nearly 35 
percent, and by 1960, 
union membership had 
spread across all public 
sector employee groups 
nationwide.4 In turn, 
during this period the 
United States wel-
comed a highly pro-
lific, profitable, and 
shared vision of pros-
perity. 

Over the next four de-
cades, however, unions 
have been on a slow and steady descent in power 
and prominence. The downward trajectory was 
spurred on in the 1980s and 1990s by industrial 
and political forces at play.

The share of workers covered by a collective bar-
gaining agreement has dropped from 27 percent 
to 11.6 percent between 1979 and 2019, mean-
ing union membership is less than half of what it 
was 40 years ago.5 At the same time, we now live 
in a staggeringly unjust global economy in which 
just eight men own as much wealth as half of the 
world’s population,4 while the average American 

family struggles to get from one paycheck to the 
next.  Working people are now losing a com-
bined $200 billion per year as a result of the ero-
sion of unions since the 1970s,4 with that money 
being redistributed upward to the wealthy and 

contributing to vast eco-
nomic inequalities in the 
United States.  

Not surprisingly, wom-
en and BIPOC workers 
have been hardest hit by 
the erosion of unions.  
Black workers are more 
likely than white workers 
to be represented by a 
union, and Black work-
ers in unions receive 
a larger boost to their 
wages from being in a 
union that White work-
ers. Boil it down and you 
have this unfortunate 
reality: the decline of 
unionization has played 
a significant role in the 
expansion of the Black/
White wage gap over the 
last four decades.6

Disappointingly, many well-respected brands 
have played a role in this dismantling effort. 
Collectively, employers spend $340 million per 
year on union avoidance consultants, who guide 
them in exploiting the weaknesses of federal 
labor law to scare workers out of exercising their 
legal right to collective bargaining.7 In his book 
Ruined by Design, designer and author Mike 
Monteiro asks his readers: “If organizing workers 
were so ineffective, why would so many compa-
nies work so hard to keep you from doing it?”8 
(Monteiro, 184).

If organizing 
workers were so 
ineffective, why 
would so many 
companies work so 
hard to keep you 
from doing it?
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We know the story of how this plays out because 
we saw it happen in real-time this year with the 
uprising of a group of Amazon workers in Besse-
mer, Alabama, who were fed up with the inhu-
mane conditions in which they were forced to 
work. Workers sought to form a union, the first 
of its kind for Amazon employees in the United 
States. And yet, the vote to form the union failed 
by a large margin – nearly 1800 to 738 votes – 
and can be largely traced to the power Amazon 
had in its anti-union messaging and fear tactics 
(as well as some fatal mistakes made by pro-
union organizers to move forward with a vote 
before they had secured widespread support).9 
Under our current broken National Labor Rela-
tions Board election system, employees in work-

places can be legally threatened with losing their 
jobs if they vote to form a union and can be 
coerced into hearing one-sided anti-union propa-
ganda with no right to question the viewpoint 
or hear from a pro-union perspective.6 Amazon’s 
(disturbingly legal) scare tactics had devastating 
consequences on the pro-union organizing effort 
– even amidst widespread media coverage lead-
ing up to the vote. How might a small company, 
whose employees want to unionize, have handled 
this same situation without being in the national 
spotlight? What will history have to say about 
the movement of working people to fight for 
their rights in the workplace, and how does a 
brand ensure it’s on the right side of that story?

What will history have to say about the 
movement of working people to fight for 
their rights in the workplace, and how 
does a brand ensure it’s on the right side 
of that story?
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Unions are a Solution  
to Racial Injustice
The vote not to unionize the Alabama Amazon 
warehouse had the most devastating impact on 
Black workers, who are overrepresented in risky 
essential job categories. Black workers comprise 
27 percent of Amazon’s total workforce (and 
represent 85 percent of workers at the Bessemer 
warehouse). Amazon’s dispropor-
tionately Black workforce has risked 
their lives during the COVID-19 
pandemic, and yet the company has 
shared little of its massive prof-
its with them. In 2020, Amazon 
earned an additional $9.7 billion in 
profit – up a staggering 84 percent 
compared to profits of 2019.10  

“The right to a union is a racial 
justice issue, as well as an economic 
justice issue,” said Celine McNich-
olas, Director of Government Affairs 
for the Economic Policy Institute. “Unions help 
shrink the Black–white wage gap, due to the 
dual facts that Black workers are more likely 
than white workers to be represented by a union, 
and Black workers who are in unions get a larger 
boost to wages from being in a union than white 
workers do. Unions also provide a crucial voice 
to workers in which they can address issues of 
discrimination and inequities at their work-
place.”11 Lastly labor unions are the preeminent 
force fighting for the rights and dignities of 
LGBTQ workers. In 28 states, queer and trans 
workers can still be fired because of their sexu-
al orientation or gender identity – but a strong 
union contract is often the only legally binding 
workplace protection available to these workers 
in fighting employment discrimination.12

Unionization has helped bring living wages to 
low-wage jobs in industries across the board, and 
has been key in closing racial wage gaps. Unions 
have led the fight for a $15 national minimum 
wage and partnered with the Black Lives Mat-
ter movement in order to win economic dig-

nity for African American workers (Lafer and 
Loustaunau, 2020). 

A brand that externally stands in support of the 
Black Lives Matter movement with its public 
persona, but internally blocks its Black employ-
ees from unionizing is doing nothing to actually 
support Black lives. 

Millenials and GenZ are  
Notably Pro-Union
Brands that actively support their employees’ 
efforts to unionize are a key factor for younger 
generations in deciding where to work. The major-
ity of people who joined labor unions in 2017 (to 
the tune of 75 percent of all new hires) were under 
the age of 35, according to the U.S. Bureau of La-
bor Statistics, representing a significant shift from 
union hiring data of past years, which found that 
younger workers were less likely to join unions 
than older members.13 A 2018 Gallop poll shows 
that support for unions is actually highest among 
younger generations (Millenials and Gen Z) over 
every other age bracket (66 percent of people ages 
18 to 34 approve of labor unions, compared to 60 
percent of people ages 35 to 54 and 62 percent 
among people 55 and older).

An article from Rewire journalism suggests that 
there’s been an increase in younger members join-
ing unions, as way a more active way to participate 
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in democracy.14 To this point, in March of 2019, 
the editorial staff at Gimlet Media voted to union-
ize with the Writers Guild of America, becoming 
the country’s first unionized podcasting company 
(the vote came just a month after Gimlet had been 
acquired by Spotify for $230 million).14

“Some may think that unions are a thing of the 
past, but as reports pile up on how young work-
ers are going to need to work themselves into 
exhaustion just to put food on the table, joining 
a union remains the best way for millennials to 
reap the kind of economic security their parents 
and grandparents had,” Alexandra Catsoulis 
wrote for the California Labor Federation, as 
quoted in the Rewire article.

A report by the Pew Research Center noted that 
among Gen Zers and Milennials, 68 percent of 
adults age 18-29 hold a favorable view of unions, 
while only 46 percent hold a favorable view of 
corporations.15 These statistics can be attribut-
ed to growing interest in social activism by our 
youngest workforce generation, coupled with 
dissatisfaction of low wages (especially in com-
parison to the sky-high costs of higher education 
and student loan payments). We’ve seen union-
ization efforts among graduate students gain 
momentum on college campuses (even here in 
Oregon), “as well as sectors of the economy that 
haven’t traditionally been associated with unions, 
including digital media, nonprofits and coffee 
shops.”(UAW, 2021).

COVID-19 Has Exacerbated 
the Need for Unions
Over the last year, thousands of nonunion 
workers have walked off their jobs to demand 
personal protective equipment, hazard pay, and 
access to sick leave in light of the COVID-19 
pandemic.6 These employees have realized that 
many of these issues can be won through col-
lective action, paving the way forward for many 
workers who seek to unionize in order to protect 
themselves and their families.

“Now, more than ever, we need strong labor 
laws to protect working people from the health 
and economic impacts of the Coronavirus pan-
demic,” said Lynn Rhinehart, a Senior Fellow at 
the Economic Policy Institute. “We need poli-
cymakers to use their power to halt and reverse 
the four-decades-old trend of rising inequality, 
while also creating meaningful reforms that help 
workers organize unions.”16

At a time when workers across the country are 
walking out of Amazon warehouses, meat pro-
cessing plants, offices and countless other jobs to 
demand their right to safety and respect, aggres-
sive fear-based tactics used by employers have be-
come a dangerous impediment to social progress.  

“The coronavirus has laid bare just how far we’ve 
gotten from protecting our working families,” 
said Lonnie R. Stephenson, President of the 
IBEW electrical workers union.  “No one should 
have to choose between getting sick – or getting 
their family members sick – and getting a pay-
check. We need to do better.”  

From a racial equity lens, we know that the chal-
lenges of the COVID-19 pandemic have been 
felt broadly, but not equally. Throughout the 
pandemic, Black, Latinx, and Asian American/
Pacific Islander (AAPI) communities have experi-
enced much greater job loss than white workers. 
and, at the intersection of race and gender, “un-
employment rates peaked at incredibly high rates 
for women of color: 17.3% for Black non-His-
panic women, 20.5% for Hispanic women, and 
16.1% for AAPI women.”15

Recommended Reading to Inspire Thinking: 

  Does this Company Need a Union? — a Har-
vard Business Review study 
  Why unions are good for workers—especially 
in a crisis like COVID-19 – an EPI Report
  Fear at Work: An inside account of how em-
ployers threaten, intimidate, and harass workers 
to stop them from collective bargaining — an 
EPI Report

https://hbr.org/1998/05/does-this-company-need-a-union
https://www.epi.org/publication/fear-at-work-how-employers-scare-workers-out-of-unionizing/
https://www.epi.org/publication/fear-at-work-how-employers-scare-workers-out-of-unionizing/
https://www.epi.org/publication/fear-at-work-how-employers-scare-workers-out-of-unionizing/
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T he statistics here paint a pretty clear pic-
ture: unions are good (necessary even) at 
building toward social progress on many 
fronts – racial and gender equity being 
key. But on a more tactical level, unions 
are good for employers, too. 

According to the nonprofit organization Jobs 
With Justice (JWJ), unionized organizations see 
a considerable bump in overall employee produc-
tivity, partly as a fringe benefit of reduced work-
er turnover. “The most experienced workers stay 
on the job and avoid newbie mistakes that lower 
productivity.” (JWJ, 2020). For example, JWJ 
found that union organization in the hospital 
sector led to a 16 percent productivity increase, 
while unionized manufacturing plants saw a 19 
to 24 percent improvement, and construction 
sector productivity increased 17 to 38 percent.17

Another key benefit for employers is safer work-
places; unions typically fight to keep workers 
healthy on the job and injury-free. This leads to 
a lower rate of injury, absenteeism and worker’s 
compensation claims – particularly in high-
risk industries like construction and machinery 
operation. The Guardian reported that some 
union workplaces have a 50 percent lower in-
jury rate than industry norms. Employers win 
on this front by avoiding fines and lawsuits and 
improving their reputation around worker safety 
protocols. 

If employees are ready to unionize, then brand 
executives must be, too. Admittedly, I am not a 
labor lawyer, and can’t provide explicit guidance 
on how to form a union, from either the employ-
ee or employer side. However, I can offer some 
guiding principles to brands that will support 
the rights of their workers in their fight for eco-
nomic fairness. 

Recommendations for Brands

“Employees shall have the right to self-organiza-
tion, to form, join, or assist labor organizations, to 
bargain collectively through representatives of their 
own choosing, and to engage in other concerted 
activities for the purpose of collective bargaining or 
other mutual aid or protection...”  
— Section 7, National Labor Relations Act 

1. Stand against management-led 
workplace bullying 
In its report “Fear at Work,” the Economic Policy 
Institute cited a national survey that asked work-
ers who had been through an election to name 
“the most important reason people voted against 
union representation.” The single most common 
response was management pressure, including 
fear of job loss.6 Brands can make a commitment 
to its employees by rebuking any effort that 
would intimidate the workforce.

2. Value a common set of  
standards 
In Ruined by Design, author Mike Monteiro ar-
gues for the need for a professional union of de-
signers as a way of addressing the ethics of design 
and technology. “No one knows the plight of a 
worker better than another worker. A union is a 
collection of workers who share a common goal, 
resources, and who act in a collective interest,” 
he writes. “A common set of standards is the first 
step to acting collectively and harnessing our 
power. Is this hard to do? Of course, but since 
every other profession worth their salt has fig-
ured this out, we also know it’s not impossible.” 
(Monteiro, 185).
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3. Let the employees lead the way 
If you’re a business owner or brand executive, 
you likely won’t be on the frontlines leading your 
employees to a union vote (though wouldn’t it 
be revolutionary if you were?) But, you can still 
be a fair partner in the progress toward unioniz-
ing your brand or industry if that’s the direction 
your employees seek to go. Learn from existing 
unions who have strong partnerships between 
staff and management about what makes the 
relationship work. Take those lessons and scale 
them for your business. 

4. Commit to a collaborative  
worker-management relationship 
Forming a union doesn’t have to equate to a frac-
tured relationship between worker and employer 
(no matter how many times anti-union propa-
ganda tells you otherwise). A steady leadership 
team committed to collaborative labor-man-
agement issues can ensure healthy workplace 
relationships at every level of the organization. 
Overland Resource Group has some guiding 
principles for doing this the right way,18 which 
include that brands:  

1. Articulate Leadership Commitment: Build 
your vision for the brand around collabora-
tion being the expectation, not the exception 

2. Evolve your Labor-Relations Practices: 
Regularly catalogue potentially divisive issues 
and sort out a proactive approach for resolu-
tion 

3. Consistently provide training and 
skill-building for your employees. Invest in 
their success 

4. Build out a framework for collaborative 
teams that helps institutionalize the practice 
of working together (think steering commit-
tees to guide new policies and mentor pro-
grams for new employees) 

5. When goals and measurable outcomes are 
set, make sure they’re done so collaboratively 
with employee input

5. Elevate other union campaigns 
and worker fights for fair  
contracts 
Whether or not a company’s employees vote 
to unionize, that brand can still be a voice for 
workers everywhere by supporting the labor 
movement systemically. This includes being 
vocal about the value unions bring to economic 
justice; elevating worker opinions and experi-
ences in their fight for fair contracts (Google, 
Amazon, Walmart and more), being clear about 
where the brand stands when other major cor-
porations resort to bullying and harassment of 
employees as a way of stalling labor negotiations. 
(Brands will need to ensure that their stance on 
this issue is not hypocritical, or they will be cer-
tainly called out on their actions.) The tenants 
of being a responsible brand necessitate courage, 
authenticity and resilience, which means brands 
can no longer hide in the shadows of this conver-
sation about the labor movement – especially at 
the expense of systemically marginalized commu-
nities.

6. Honor your employees as people 
outside of the workplace. 
Take interest in their lives, offer flexibility to 
support their families, ensure your business pro-
tocols underscore the values and lived experienc-
es your employees bring to their profession every 
day. Don’t take advantage of them.
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L ong hours, a grueling pace of work, burn-
out and high turnover, a troubling lack of 
diversity and inclusion, a ‘do not disclose’ 
approach to salary placement… the ad 
industry is notorious for this type of 
unhealthy workplace culture. The impacts 

of these concerns are real— and startling. Ac-
cording to a recent Digiday survey of ad agency 
employees:19

  32 percent are worried about their mental 
health

  33 percent say they have been harassed on 
the job

  39 percent have been discriminated against, 
skewed toward women

  54 percent have experienced ageism. 

Is it time to right these wrongs, and move to-
ward a unionized ad agency landscape? Looking 
at sister industries, we’ll see that the effort has 
become popular among digital media staff in 
recent years (Vox and Buzzfeed staff have joined 
the ranks of unionized workers). On their union 
page, the Buzzfeed News Union cites legitimate 
grievances about unfair pay disparities, misman-
aged layoffs, weak benefits, skyrocketing health 
insurance costs and more that incentivized the 
union vote. Staff chose to take these issues into 
their own hands, stating they’d be forming a 
union of US news employees with the News-
Guild of New York (which represents other out-
lets including the New York Times and Reuters). 

SPECIAL REPORT 
What This Could Mean for Ad Agencies
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“Our goals: to protect each other, reach 
a collective bargaining agreement, and 
make this company stronger. We will 
fight like hell for a fair deal while 
striving for a positive relationship 
with management — get you a union 
who can do both.”  
                       —Buzzfeed News Union20

The challenges faced by agencies will vary, but 
they’re not dissimilar from those faced by oth-
er creative industries where unions are more 
common. The pro-union argument says that 
collective bargaining could help solve workplace 
problems for agency employees, giving owner-
ship to employees in helping create the type of 
work environment they want and need to thrive. 

 “Advertising is an industry that hasn’t been 
unionized traditionally, unlike journalism, so 
that might be a reason it’s taken so long,” says 
Hamilton Nolan, a senior writer who formed a 
union at Gawker four years ago. “You look at 
the structure of agency and it’s not that different 
from the structure of a media company. There’s 
creatives, there’s writers, there’s graphics people, 
there’s business people, there’s tech people. It’s 
very comparable. There’s really absolutely no rea-
son that it couldn’t be done except that nobody’s 
done it yet.”18

To be transparent - there are definitely structural 
components of ad agencies that could compli-
cate a unionization effort. Many agencies use 
freelancers in a number of capacities, and free-
lancers are not protected by the National Labor 
Relations Act. The practical effect of unionizing 
a labor force that is in constant flux would need 
further examination. There’s also the need to 
look at how unionization would impact client 
and agency relationships, particularly if a rela-
tionship between worker and employer begins to 
go south. It could potentially be a detriment to 
agencies and their clients.21 

There are concerns to explore and risks to take. 
But ultimately, the endeavor is deeply worth it. 
Creative professionals are just as deserving of the 
right to a union as any other industry. 

As the Buzzfeed News Union members state: 

“The economics of labor don’t vanish simply 
because we make content for the internet. We are 
reporters, producers, artists, designers, admin-
istrators, and editors. Professionals need to live 
and provide for their families. The real risk to 
BuzzFeed News would be failing to evolve, and 
failing to meet the needs of its grown-up work-
force.”

ultimately, the endeavor is deeply worth 
it. Creative professionals are just as 
deserving of the right to a union as any 
other industry. 



13

 Works Cited

1  Kochan, T. (2018, September 3). A growing number of Americans want to join a union. PBS News Hour. https://
www.pbs.org/newshour/nation/a-growing-number-of-americans-want-to-join-a-union 

2  Nguyen, J. (2021, January 8). How much can a union help Google workers push for social justice? Marketplace. 
https://www.marketplace.org/2021/01/08/union-help-google-workers-push-social-justice/  

3  Kochan, T. (2018, September 3). A growing number of Americans want to join a union. PBS News Hour. https://
www.pbs.org/newshour/nation/a-growing-number-of-americans-want-to-join-a-union 

4  Gupta, S., Lerner, S., McCartin, J. (2019, June 6). “Why the Labor Movement Has Failed – and How to Fix It.” 
Democracy’s Promise Project. The Boston Review.

5  Shierholz, H. (2020, Jan. 27). Weakened labor movement leads to rising economic inequality. Economic Policy Insti-
tute.

6  Bucknor, Cherrie. (2016, August 29). Black Workers, Unions, and Inequality. Center for Economic and Policy Re-
search. https://www.cepr.net/report/black-workers-unions-and-inequality/#four 

7  Lafer, G. and Loustaunau, L. “Fear at work: An inside account of how employers threaten, intimidate, and harass 
workers to stop them from exercising their right to collective bargaining.” Economic Policy Institute. 23 July 2020. 
https://www.epi.org/publication/fear-at-work-how-employers-scare-workers-out-of-unionizing/

8  Monteiro, M. (2019). Ruined by Design: How Designers Destroyed the World, and What We Can Do to Fix It. 
Mule Design.

9  Rosenberg, E. & Greene, J. “The union’s defeat at Amazon is shaking up the labor movement and exposing a rift 
between organizers.” The Washington Post. 18 April 2021.

10  Perry, A., Kinder, M., Stateler, L, and Romer, C. (2021, March 16). Amazon’s union battle in Bessemer, Alabama is 
about dignity, racial justice, and the future of the American worker. Brookings: The Avenue. https://www.brookings.
edu/blog/the-avenue 

11  Union workers are paid 11.2% more and have greater access to health insurance and paid sick days than their non-
union counterparts. (2020, August 25). Economic Policy Institute [press release]. https://www.epi.org/press 

12  Kim, K. (2019, June 7). How LGBT Union Activists Transformed the Labor Movement. Teen Vogue.

13  Alvarez, B. (2020, February 18). Millennials: A Pro-Union Generation. NEA Today. https://www.nea.org/advocat-
ing-for-change/new-from-nea/millennials-pro-union-generation 

14  Burgess, J.L. (2019, June 25). Why young workers are embracing labor unions. Our Future, Rewire Journalism.  

15  Millenials and Unions. (2019, January 24). The International Union, United Automobile, Aerospace and Agricultural 
Implement Workers of America (UAW). https://uaw.org/millennials-and-unions/ 

16  McNicholas, C., Rhinehart, L., Poydock, M., Shierholz, H., and Perez, D. (2020, August 25). Why unions are good 
for workers—especially in a crisis like COVID-19. Economic Policy Institute. https://www.epi.org.

17  Saroken, D. (2020, July 27). The Advantages of Labor Unions for an Organization. Small Business Chronicle. https://
smallbusiness.chron.com/

18  Wright, C. (2014, June 30). 5 Keys to Build and Sustain Successful Labor-Management Collaboration. Overland 
Resource Group blog. https://www.orginc.com/blog/

19  Monllos, K. (2019, June 13). ‘The advertising industry is a day-to-day unrelenting grind’: Why agencies should 
unionize. Digiday. https://digiday.com/ 

20  Buzzfeed News Union homepage. (Retrieved 2020, May 30). https://www.buzzfeednewsunion.com/

21  Swinton, L. The People, United: Is Now the Time to Unionise the Ad Industry? Little Black Book. https://www.
lbbonline.com/news/the-people-united-is-now-the-time-to-unionise-the-ad-industry 

https://www.pbs.org/newshour/nation/a-growing-number-of-americans-want-to-join-a-union
https://www.pbs.org/newshour/nation/a-growing-number-of-americans-want-to-join-a-union
https://www.marketplace.org/2021/01/08/union-help-google-workers-push-social-justice/
https://www.pbs.org/newshour/nation/a-growing-number-of-americans-want-to-join-a-union
https://www.pbs.org/newshour/nation/a-growing-number-of-americans-want-to-join-a-union
https://www.cepr.net/report/black-workers-unions-and-inequality/#four
https://www.epi.org/publication/fear-at-work-how-employers-scare-workers-out-of-unionizing/
https://www.brookings.edu/blog/the-avenue
https://www.brookings.edu/blog/the-avenue
https://www.epi.org/press
https://www.nea.org/advocating-for-change/new-from-nea/millennials-pro-union-generation
https://www.nea.org/advocating-for-change/new-from-nea/millennials-pro-union-generation
https://uaw.org/millennials-and-unions/
https://www.epi.org
https://www.orginc.com/blog/
https://digiday.com/
https://www.buzzfeednewsunion.com/
https://www.lbbonline.com/news/the-people-united-is-now-the-time-to-unionise-the-ad-industry
https://www.lbbonline.com/news/the-people-united-is-now-the-time-to-unionise-the-ad-industry

