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#LoveYourSkin
Diversity, Equity, Inclusion and Belonging (DEIB) has always been top of mind for 
Curology, and we believe we can do more to shatter systemic oppression.  After our 
#pulluporshutup post on Instagram back in June of 2020, we embarked on our own 
DEIB journey.  We want to be honest and authentic in how we challenge the status 
quo—so we must be transparent about not only the representation of our workforce, 
but also in how we strive to create a diverse, inclusive, and equitable culture where 
all talent belongs and thrives.

While Curology was founded on the values of inclusiveness and accessibility, we also 
want to acknowledge the memories of George Floyd, Breonna Taylor, and countless 
others. Their lives, as well as the mass action led by the Black Lives Matter movement 
in the wake of these losses, has spurred us to do more as a company.

DEIB is all about loving, embracing, and celebrating your skin and your shade, because  
everyone deserves to feel at home in their skin. As a skincare company, it is our 
responsibility to create spaces where people love their skin. 

We believe that being transparent will help keep us accountable moving forward. We 
wanted to share the current makeup of our workforce to shine a light on where our 
employee representation currently stands. 

This is our “look in the mirror” moment: our first-ever DEIB report. 

Before we get into the numbers, we want to thank you for holding us accountable. 
To us, DEIB is a lifelong journey, and we are fueled to cause change, internally and 
externally. That’s why our report strives to show the humanity behind our work-
force—beyond the numbers. 

Introduction
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Our data, explained
Our employment data was pulled in March 2021 via our HRIS System, Workday. It  
includes our 655 full time employees and excludes our contract or contingent workforce.

In our June 2020 Instagram post where we shared employee data, we reported our 
company representation was 6% Black or African American and 15% Latin(a/o/X)/
Hispanic—however, there was a data discrepancy for the LatinX community, which 
was actually 10%.

We also need to address data gaps. Our surveys did not have a 100% response rate—
which is typical for most surveys of this kind. To uphold the integrity of our data, 
we decided to compare the responses we did receive against the total employee 
population. In other words, the representation of employees from these marginalized 
groups may be greater.

We hope that as we continue to collect data, we learn more about the diverse makeup 
of our Curology family. We hope that through more operational mechanisms as well as 
strategy, these numbers will continue to rise. 
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Race and ethnicity data 
Includes exempt and non-exempt.

10.83% Hispanic or 
Latin(a,e,o,X)

7.93% Black or 
African American

6.41% Two or more races

0.9% Native Hawaiian  
or other Pacific Islander

6.4% No answer

39.84% White

27.63% Asian

Race/ 
Ethnicity

Race and ethnicity data by 
exempt versus non-exempt 
In order to be fully transparent, we wanted to share the breakdown 
of race/ethnicity across our exempt (salaried) and non-exempt  
(hourly) employees. Due to the sheer size of other communities 
(LGBTQIA*, veterans, persons with disabilities) we decided to focus  
strictly on race and ethnicity for this breakdown. 
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3.5% Hispanic or  
Latin(a,e,o,X)

4.3% Black or 
African American

4% Two or more races

0.9% Native Hawaiian  
or other Pacific Islander

2.8% No answer

7.9% Asian

7.5% Hispanic or  
Latin(a,e,o,X)

7.3% White

3.7% Black or 
African American

2.4% Two or more races

3.6% No answer

32.71% White

19.7% Asian

Race/ 
Ethnicity

Exempt Non-Exempt



Gender identity and sexual  
orientation data
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Gender 
Identity 1.37% *Transgender, gender queer, 

gender non-conforming, gender fluid, 
gender non-binary, other

Due to our survey response rates, we grouped  
all transgender & gender non-binary/fluid/queer/
non-conforming identifying employees. 

7.02% All LGBTQIA* employeesSexual 
Orientation

6.41% Persons with disabilitiesDisability

Disability status data 
Our employees across the organization include differently-abled 
individuals. We welcome individuals of all disability statuses  
at Curology. 

1.67% VeteranMilitary Status

Veteran and military service data 
Some of our employees have served in the military prior to joining 
Curology, and we welcome those individuals to our community. 

We understand that identity is complex and 
people are multi-faceted. Gender isn’t binary, but 
unique to our individual identities. So we created 
a gender identity questionnaire to give employees  
the opportunity to share how they identify. The 
above may not reflect the biological sex assigned 
at birth and may include transgender employees.

28.7% Male

71.29% Female

Sex
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Our company leadership
When analyzing our data for leadership, we included both people 
managers as well as individual contributor managers who fell 
within certain leveling guidelines. Because of the size of Curology 
and our small but mighty teams, we created groupings titles “corpo-
rate,” “technical,” and “medical and operations,” so that we could  
further breakdown the representation of our larger teams in terms  
of race/ethnicity. 
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9.37% Hispanic or 
Latin(a,e,o,X)

8.59% Black or 
African American

4.68% Two or more races

0.78% Native Hawaiian  
or other Pacific Islander

4.68% No answer

40.62% White

31.25% Asian

Race/ 
Ethnicity

35.15% Male

64.84% Female

Sex

6.25% All LGBTQIA*  
in leadership roles

Sexual  
Orientation
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Teams data
Our teams are made up of remarkable individuals who contribute 
their talent and experience every day to help Curology better serve 
all of our members. As of present day, these individuals who make 
up our Curology teams self-identify as the following ethnicities. We 
will continue to update this data over the coming months and years.

9% Black or 
African American

7.65% Two or more races

7.2% Hispanic or 
Latin(a,e,o,X)

0.9% Native Hawaiian  
or other Pacific Islander

4.1% No answer

35.55% Asian

35.13% White

Race/Ethnicity

Corporate team

15.43% Hispanic or  
Latin(a,e,o,X)

8.01% Black or 
African American

8.01% No answer

1.18% Native Hawaiian  
or other Pacific Islander

5.93% Two or more races

40.35% White

21.06% Asian

Race/Ethnicity

Medical and operations

40.8% Woman or other
Gender

In addition, we also wanted to show the diversity, in terms of gender, for our technical organization. When 
looking at our engineering and product organization, 40.8% of employees identify as a woman. If focused 
on just engineering, roughly 35.5% of our engineering team identifies as a woman. The reason we are showing 
the gender breakdown for our tech org versus all orgs is historically, from an industry perspective, this is the 
function where women are typically severely underrepresented. Being that we are female/women dominant 
company, wanted to shed light on whether this is the case or not for our technical organization.

48.38% White

5.37% Black or 
African American

32.25% Asian

5.37% Two or more races

5.37% No answer

3.33% Hispanic or  
Latin(a,e,o,X)

Race/Ethnicity

Tech team
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Belonging beyond  
the numbers

DEIB
We understand that DEIB is not a quick fix, but a lifelong investment that will continu-
ously be woven into all we do. We also understand that it is not enough to simply believe 
in this cause—concrete action must be taken.

So far, we’ve committed over $1 million dollars over the course of 3 years to help foster 
the development of a DEIB team as well as provide resources to scale our strategic DEIB 
roadmap and programs. As a part of our overarching DEIB Strategy, we have defined our 
DEIB Team’s mission and vision. 

We’ve woven a fingerprint into our original C icon. Just as each fingerprint is unique to 
each individual, so is the intersectionality of our identities, stories and experiences.  
Likewise, this uniqueness is woven into our identity as a company. We wanted to 
create a logo that celebrates our employees’ diverse identities as a part of who we 
are as a company.  

Our mission
Our mission is to attract, develop and empower diverse talent while simultaneously 
creating an inclusive and equitable culture where all Curology employees thrive. 

Our vision 
Our vision is to create a diverse and inclusive workplace where underrepresented 
communities thrive by mitigating bias and removing barriers to entry, being innova-
tive and pushing boundaries, and architecting programs that bridge systemic gaps 
and provide access.

Our values 
Up until December 2020, Curology had 3 core values: humility, team-first attitude 
and getting stuff done. Our values are an extension of what we believe in, look for in 
talent, and what we value: diverse perspectives and experiences. The diversity of our 
workforce is what makes us innovative. So, we decided to add a 4th value rooted in 
DEIB: inclusive mentality.

How we foster an inclusive mentality 
We champion inclusivity in everything we do—from building strong teams to crafting  
human-centered products. Here are some of the concrete actions and changes 
we’ve made over the past year to champion our newest core value.
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Building community through ERG
Employee resource groups (ERGs) create community and provide 
resources for our underrepresented employees. Our ERGs bring 
diverse perspectives into rooms, at tables and in virtual spaces 
where key decisions are being made. Our ERGs are volunteer-led 
employee community groups rooted in protected class identifiers,  
or similar categories whose core purpose is to drive community 
and provide support for our diverse populations. Currently, we 
have 6 ERGs—and the community is growing!
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Melanin Rich
Melanin Rich is a collective of Curology employees and allies that aims to provide 
a safe, stimulating space for Black employees to build community, host events, and 
promote a culture of diversity and inclusion at Curology and beyond.

Queerology
Queerology aims to foster a safe space for people who identify with the LGBTQIA* 
community—empowering individuals of all identities to nurture community and 
execute on initiatives about which they feel passionate—from hosting guest lectures, 
panels, and happy hours, to philanthropic ventures, book clubs, and beyond.

Mental Health
For those navigating mental health conditions or neurodiversity, MHA is here to encour-
age allyship, connect caregivers & resources, and foster a community that takes mental 
healthcare as seriously as we take skincare. MHA aims to destigmatize mental health-
care by spearheading education initiatives on the challenges of emotional, social, & 
psychological conditions and encouraging a dialogue of self-love/self-care.

Veterans and Family
This group will serve as a collective resource base for individuals with immediate 
ties to the military (Veterans, Reservists, National Guard members, ROTC members, 
spouses/ partners/family of military members) in an effort to foster conversation, 
community, and collaboration on shared interests and causes. Thanks to our veter-
ans—at Curology and beyond—for your service and sacrifice.

PAVE — Pan Asian Voices for Excellence
PAVE was established to ensure that support for Pan-Asianism is incorporated into 
Curology’s ever-growing efforts to cultivate a diverse and equitable workplace 
for all. By driving Pan-Asian inclusion across all facets of decision-making, product 
development, recruiting, and workplace culture, PAVE strives to elevate Asian voices 
at Curology and beyond.

Women @ Curology
This group empowers the women at Curology in their professional and personal lives 
by creating a strong, diverse, and inclusive network of women who come together to 
make a positive impact.

Each ERG leader is compensated for their contributions. In 2020, we paid out a small 
bonus, and we are working on a more permanent plan to ensure payment for these 
essential roles. In addition, we’re writing an ERG handbook: a one-stop shop to 
educate employees on all things related to ERGs. 
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The many forms of DEIB
SAFE book club
Our strengthening advocates for equality (SAFE) book club provides a space for 
employees to unpack, discuss, and process the racial challenges and systemic 
inequality we are overcoming. Our book club meets on a quarterly basis and holds 
intimately facilitated discussions around books such as Me and White Supremacy, 
The New Jim Crow, and We Want to Do More Than Survive. 

On this day
In our “On this day” initiative, we spotlight historical events (both positive and 
negative) that have significantly affected marginalized groups, such as the day Dr. 
Mae C. Jemison flew into space. With this initiative, our goal is to persistently bring 
awareness to the systemic issues that persist today. The end goal is to foster external 
change by educating our employees about these systemic issues, with hopes that 
they carry on conversations both within Curology and beyond.

Melanin meals 
We’ve launched a new initiative in which we support Black, Brown, and other under-
represented minority-owned businesses, specifically in San Diego (as many of our 
amazing team members in SD have been working from the office). Once a month, 
our office supports Black and Brown-owned restaurants by ordering lunches from 
these businesses for all our San Diego-based employees. Many of the restaurants we 
support come from employee recommendations and suggestions!

Donations to entities 
We’ve donated more than $25,000 to four organizations we’re honored to support: the 
ACLU, NAACP Legal Defense and Educational Fund, Minnesota Freedom Fund, and 
Campaign Zero. By June 2021, we’ll donate an additional $75,000 to key organizations 
and individuals that support racial equity. In addition, we have created a crisis man-
agement fund that allows us to react to and support external entities that are aimed at 
combating acts of hate and supporting diverse communities through trying times.

In addition to the amounts mentioned above, we’ve launched an employee donation 
matching program, with the capability of matching up to $500 per employee. In 2020, 
we donated over $130,000 to organizations aimed at shattering systemic oppression 
and causing deep rooted social change, such as the ACLU and NAACP. This program 
will renew every calendar year and will be shared with every new hire as a key benefit 
of employment with Curology.

We know financial support makes a difference, and we similarly want to support our 
employees in donating to organizations that support their values. We designed this 
program to encourage employees to contribute to causes they care about most by 
doubling the impact of their charitable donations to eligible U.S. 501(c)(3) nonprofits. 
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Project BLM
Within our Marketing organization we are striving to address underrepresented communities in 
all aspects of our advertising, both internally and externally, through groundbreaking creative that 
addresses culturally relevant topics.

We’ll start by sharing our team’s ongoing internal efforts to address diversity, equity, and inclusion. 

• In June, we set the goal of increasing representation in our advertising and content to  
include 30% BIPOC and have been delivering on this goal consistently across our assets. 

• Marketing leaders have hosted 6 training sessions in the last 6 months, all of which 
were led by our full-time employees, influencers, and outside experts who we hired 
for their expertise. Topics included colorism, how to better amplify Black voices, how  
to avoid tokenism and cultural appropriation in advertising, skincare for people of all 
backgrounds, ableism and inclusive design, and social media algorithm biases.

• Our Influencer Marketing team has conducted an audit of their vetting process for 
selecting new influencers to mitigate bias in the way this is done. Concurrently, the 
team has partnered with 13 Black-owned agencies to source and partner with a more 
representative group of influencers.

• As a team we have built internal resources to help our teams understand how to think 
about representation through the full creative process starting with insights, ideation, 
casting, styling, color correction and editing. 
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Our first of many expressions externally was based on our belief that, regardless of race, gender, 
creed, geography, or socioeconomic status, everyone deserves access to the resources and support 
they need to thrive—in their skin and in their lives. Everyone deserves to feel deeply and individually  
valued, understood, and free to be their most authentic selves. At Curology, we want to create a world  
where everyone feels seen. So we wanted to celebrate Black History Month with our campaign, “In 
Support of Black Joy.”

• We partnered with 43 Black creators to create content across all mediums from 
video, editorial, virtual shows and social amplification.

• Our ability to draw consumers into the dialogue was shown through a significant lift in 
our video view rate which exceeded the industry baseline by 3x as we noted 43% of 
consumers watched the teaser video for more than 30 seconds. 

• Additionally, we saw a 3x lift in engagement per reach from content created by the 
creators we partnered with published in their channel.  

• We saw resoundingly positive sentiment across the Black community and those who 
interacted with the campaign. 

• The campaign was solidified by our partnership with Xavier University to provide a 
scholarship for 10 medical professionals to address underrepresentation within the 
medical field. 

As a company we are committed to continuing this dialogue annually to highlight the stories often 
untold and address barriers for the underrepresented communities. 
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Where  
we started  
and where  
we're going

#BelongInYourSkin 
Prior to hiring a Head of DEIB, we conducted an internal survey to 
better understand how our employees feel around DEIB related 
topics, including belonging. 

Of the 193 responses:

• 93% of Employees feel respected at Curology 

• 90% of employees believed that people of all cultures and back-
grounds are respected and valued at Curology 

• 90% of employees feel comfortable going to their managers if they 
have concerns around diversity and inclusion issues 

• 88% of employees believe that Curology is authentic in our commit-
ment to diversity and inclusion 

In addition, there are four statements for the Trust Index survey via Great Places to 
Work that measure social justice. These questions are as follows:

• People here are treated fairly regardless of their age.

• People here are treated fairly regardless of their race.

• People here are treated fairly regardless of their gender.

• People here are treated fairly regardless of their sexual orientation.

• If I am unfairly treated, I believe I’ll be given a fair shake if I appeal.

Curology scored, in aggregate of the 5 questions, a 96/100! Our goal is to maintain 
if not increase the employee experience in regards to all things Diversity, Equity, 
Inclusion and Belonging. 
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#RepresentYourSkin
Our aspirational inclusion recruiting goals reflect the eligible 
labor force nationwide (not just California or the tech industry). 
Unlike other companies, we are focused on inclusion recruiting, 
rather than just diversity recruiting. This is because we believe 
using a hiring process that aligns with our employee-first mindset 
by being both equitable and inclusive. 

In many cases, “diversity recruiting” communicates “we are hiring you because you 
are diverse.” On the other hand, inclusion recruiting is all about viewing talent as 
exactly that: talent. So a strategy focused on equity and inclusion not only refrains 
from quotas and focuses on representation at each stage of the interview process, 
but it is designed to mitigate bias and ensure that our pipeline accurately reflects 
the eligible workforce. In our opinion, quotas can perpetuate tokenism and lead 
candidates to feel like we're focused on everything but their experience, skills and 
perspectives. Instead, we use aspirational goals that operate as a realistic reminder 
of what needs to be done in order to move the needle and create a more equitable 
and diverse Curology.

For 2021, our aspirational goals are as follows:

We understand these numbers may be perceived as quotas, however, these numbers 
represent a facet of a deliberate strategy to create change. Our broader goal is to 
create a process where we mitigate bias, remove barriers of entry, and ensure our pipe-
lines mirror the eligible workforce. It’s not about setting the bar, it’s about redefining it.

8%
Black/African American representation

(2% increase from 6% reported in June)

12%
Latin(a/o/X)/Hispanic representation

(increase 2% from 10% to 12%)
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45%
of our Tech/Eng/Product  

employees identify as  
Female or a Woman,  

Asian, IPOC, LGBTQIA*,  
Veteran and People  

with Disabilities

25% 
of our leadership team 

(MGR+) identify as 
Black/African American 

and/or Latin(a, o, X)/
Hispanic

3-5%
of our leadership  

team (MGR+) identify  
as a Veteran

7-10%
of our leadership 

team (MGR+) identify 
as a member of the 

LGBTQIA* Community

5-10%
of our leadership  

team (MGR+) identify  
as Southeast Asian

5-10%
of our leadership team 

(MGR+) identify as  
People with Disabilities

40%
of our employees  

identify as Black/African 
American, Latin(a, o, X)/

Hispanic, Southeast  
Asian, IPOC, LGBTQIA*, 

Veteran and People  
with Disabilities

10-12%
of our employees  
identify as Black/ 
African American

17-18%
of our employees identify  
as Latin(a, o, X)/Hispanic

In addition to our plans for 2021, we have a 7 year plan that gets us closer and closer 
to national workforce market representation parity—a workforce that represents the 
skin tones in which we seek to serve. These aspirational goals are as follows:
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We are the  
S.K.I.N. company Now, with these aspirational goals comes the need for a robust 

strategy that gets us there. This is where S.K.I.N. comes into play.

S: Source 
How we source our talent matters. The Source Pillar is the DEIB strategy focused on 
attracting and hiring diverse talent. These programs and strategies require a robust 
partnership with recruiting and hiring teams. 

We plan on implementing tools that enhance how we recruit and attract talent. 
Diversity is a global concept, yet there’s no universal definition. What diversity might 
mean for one team, function, or office may differ from another. That’s why we’re using 
team-based diversity plans to customize our approach.

We launched a robust set of voluntary questions so applicants and employees can 
let us know how they self-identify. This helps us track our progress, identify our areas 
of opportunities and gaps, and build strategies that ensure we continue to grow and 
scale an inclusive and equitable Curology. 

We believe that engagement outside of the workplace is vitally important to the 
attraction of diverse talent. We plan on building out an external partnership strategy 
in addition to hosting digital events that provides access to hiring teams as well as 
experiencing our culture live. 
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K: Keep 
Sourcing talent is merely the first step of inclusive hiring. The Keep Pillar is the DEIB 
strategy focused on retention and employee engagement programs that foster com-
munity and ensure an equitable, transparent career growth trajectory for diverse talent.

Like we mentioned earlier, our employee resource groups create community and 
belonging for all employees. Going forward, we will continue to enhance the overall 
ERG Leadership teams and their members’ experience. 

Creating and designing programs that foster community and expose the Curology 
workforce to diverse narratives is vitally important. We are dedicated to launching 
a DEIB Speaker series, quarterly DEIB fireside chats, as well as continuing to invest in 
our SAFE book club, as well as our On This Day Initiative. 
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I: Invest 
Because diversity, equity, and inclusion is about a culture of belonging, the Invest 
Pillar is focused on developing leaders and bridging educational gaps through robust 
development programs—ultimately investing in our people. 

We are developing a foundational curriculum to enhance DEIB fluency and enhance  
allyship. We’ve partnered with outside consulting agencies like Catalyst, Dr. Tiffany Reed  
& Inclusive Design Group (IDG) to create custom content specific to our evolving needs. 

Having an inclusive and equitable lens ensures that promotions and growth oppor-
tunities are accessible to all our employees. Decision makers at our company will be 
trained to mitigate bias as they promote employee growth.  
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N: Nurture 
The Nurture Pillar is the DEIB strategy focused on social impact and supporting 
external entities that promote diversity and inclusion or create opportunities for 
underserved communities. 

Being a skincare company, we have a unique opportunity to cause change and impact 
within the world of medicine. In order to bridge representation gaps within dermatol-
ogy, we are partnering with Xavier University to create a $50,000 Curology Scholar 
Award for Black students in their PA-C program. 

In addition, in order for us to respond effectively and quickly to acts of hate exter-
nally, we have created a corporate funded budget inline with crisis management that 
allows us to do just that. Creating this budget allows us to tap into these funds so that 
we can effectively and impactfully support external communities in times of uncer-
tainty, pain, and loss. 

The path to education and skill development isn’t as defined as it once was. This gives 
us the unique opportunity to evaluate how we approach talent: by either considering  
an apprenticeship-like program or supporting a local bootcamp with mentorship 
from our senior engineering talent. To kick off this initiative in 2021, we have partnered 
with Ada to sponsor an engineering student from an underrepresented community 
by paying for their education as well as ensuring they have an internship opportunity 
at Curology. 
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We're just getting started
We know that this is just the beginning—there is so much work to be done. We are 
excited about the opportunity to reevaluate our product offerings and work through 
our patient care process, as well as our branding approach with DEIB naturally woven 
in. We are committed to making immediate as well as long term structural changes to 
ensure that our employees feel included, valued and respected. Our end goal is that 
all employees experience recurring, consistent moments of belonging and that their 
perspective has a seat at every table where a decision is being made. 

We are in this together, and we are actively seeking champions of inclusion and 
belonging architects. We’re always hiring, so if you are ready to truly belong, check 
out our careers. You can also reach out to our DEIB team at inclusion@curology.com  
with any questions you might have about Diversity, Equity, and Belonging at Curology.

We see you. 
All of you. Are 
you ready to 
belong? Join us!


