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METHODOLOGY

The following research is based on a survey, Insights In-Depth®
sessions (a proprietary web-based tool used to conduct voice-facilitated
virtual focus groups) involving more than fifty people from our Task
Force organizations, and one-on-one interviews with forty-one men
and women.

National survey data comes from two large-scale samples of
respondents between the ages of twenty-one and sixty-four currently
employed full-time in certain white-collar occupations, with at least

a bachelor’s degree. Survey 1 was conducted online in March 2012
among 3,929 respondents (1,975 men and 1,954 women with 438
Hispanic and 2,454 non-Hispanic white respondents). Data from
Survey 1 were weighted to be representative of the US population of
university graduates on key demographics (age, sex, race/ethnicity,
and region). Survey 2 was conducted online in June 2014 among 3,298
respondents (1,578 men and 1,720 women with 468 Hispanic and 1,655

non-Hispanic white respondents). Data from Survey 2 were weighted to
be representative of the US population on key demographics (age, sex,
race/ethnicity, region, education, and income). For data collected in this
report, Latinos are those who identify as being of Latino or Hispanic
descent. The base used for statistical testing was the effective base.

The survey was conducted by Knowledge Networks under the auspices
of the Center for Talent Innovation, a nonprofit research organization.
Knowledge Networks was responsible for the data collection, while the
Center for Talent Innovation conducted the analysis.

In the charts, percentages may not always add up to 100 because
of computer rounding or the acceptance of multiple responses
from respondents.
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FROM OUR FOUNDER

Latinos will account for 80% of US workforce growth through 2022.*

If I learned anything from my training as an economist, it’s that numbers speak volumes. And this number’s message is
crystal clear: corporate leaders need to build workplaces that attract, engage, and retain top Latino talent, or they will
miss out on a great deal of value.

As you'll discover in this report, the status quo leaves much to be desired. Too many Latinos who should be on track for
leadership roles instead stall out and languish. We find that those who expend enormous energy repressing aspects

of their personas are the ones who progress into management, which leads to further alienation and disengagement.
So when top Latino talent looks up, they don’t see anyone like themselves—a situation that erodes the engagement and
impedes the recruitment of other Latinos.

That's a problem, because the Latino market is exploding. Companies need to take advantage of opportunities to tap
this growing segment. And as our research on innovation shows, companies with diverse leadership are more likely to
improve market share and capture new markets.

Success will depend on leaders and managers getting “culture smart” about Latino talent. Culture-smart leaders
understand the tremendous diversity within the Latino demographic; they’re sensitive to the stereotypes Latinos contend
with; and they’re intent on embracing new leadership styles and sponsoring Latinos so they can rise to leadership. With
culture smarts, leaders can create the kinds of workplaces in which diverse talent thrives and insights into critical
markets get expressed.

—Sylvia Ann Hewlett, Founder and CEO, Center for Talent Innovation
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WHY THIS STUDY

In 2010, Clorox announced the results of a new study the company had
commissioned to better understand the “housekeeping lessons and
cleaning routines” of Latinas.

The findings, published on Clorox’s website, included observations
such as “cleaning is a rite of passage, taught by [Hispanic] mothers and
grandmothers” and “cleaning is a labor of love that inspires a sense of
pride.”?

Reception of the study in the Latino community vacillated from outrage to
bemusement. “Clorox sounds like somebody told them that the point of a
Quinceafiera is so your foremothers can teach you how to clean. Pretty
soon they’ll be branding them as ‘Cloroxafieras,”” one Latina commented.
Another quipped sarcastically, “Clorox: Brown people, make things
whiter!”? As Jezebel contributor Anna North summed up the fiasco, “Who

at the cleaning conglomerate thought this was a good idea? Was nobody
worried about playing into stereotypes about Latinas as maids and cleaning
ladies? Did nobody think that trying to position Clorox products as part of
some kind of Latina matrilineal tradition was kind of cynical and insulting?™

Multinational companies based in the US are desperate to unlock this
growth market. The key? More insight from those who represent it.

Huge and Growing

The Latino Market:

Latino buying power, currently at $1 trillion,
is projected to reach $1.7 trillion within the
next four years. Were it a country, the US
Latino market would be the twelfth largest
economy in the world.®

The Latino Workforce:

Latinos will account for 80% of US workforce
growth between 2012 and 2022.¢ The pool of
highly qualified Latino talent is on the rise

as well.

Currently, over

hold bachelor’s degrees or higher.’

By 2020, Latino college enrollment
is projected to grow by 8
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LATINO TALENT IS THE KEY TO UNLOCKING THE LATINO MARKET

Prior Center for Talent Innovation (CTI) research demonstrates that teams with one or more members who represent the culture of the team’s
target end user are 158% more likely to understand that end user, increasing the likelihood of successfully innovating for that audience.®

Clorox, for example, might have picked up on the problems with their press release long before it went viral,
had their PR team included a Latino who felt empowered to share market insights.

N

More than three out of four (76%) Latinos expend energy repressing parts of their personas
in the workplace. They are covering or downplaying who they are, modifying their appearance,
their body language, their communication style, and their leadership presence.
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...AND LATINOS WHO
REPRESS, SUCCEED

IMPACTING BOTH THE IDEA
AND TALENT PIPELINES

LATINOS WHO RISE TO LEADERSHIP OFTEN CHECK
THEIR HERITAGE AT THE DOOR.

Latinos who expend a great deal of energy repressing
aspects of their personas at work are nearly three
times as likely as those who expend less energy to
strongly agree that they are being promoted quickly.

DIVERSE TALENT CAN UNLEASH INNOVATION WHEN THEY FEEL:

@ Welcome and included
Q Free to share their ideas and opinions

@ Confident their ideas are heard and valued

The majority of Latinos (63%), however, do not feel welcome and included,
do not feel invited to share their ideas, and/or do not feel confident their
ideas are heard and valued.* They’re not contributing their insights, limiting
the innovative potential of their employers.

Even when Latinos do share their ideas and opinions, companies may

lose out on innovation with the power to unlock growth markets because
management may itself not be diverse enough to greenlight those ideas

for further development. The majority of employees (56%) say that leaders
at their companies fail to see value in ideas for which they don’t personally
see a need.’ So if leaders are not Latino or lack inclusive leadership skills,
they’re not likely to get behind ideas from Latinos that identify unmet needs
or solve for critical business problems.

Repression undermines an organization’s ability to diversify its
leadership and talent pipeline. Latinos are the future of the US workforce.
When Latinos “bleach” themselves in order to rise into management,
incoming or up-and-coming Latino talent is motivated to look elsewhere
for employment.
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“You start to worry that because you are different,
they start looking for the negative things about

you instead of openly appreciating you.”

I Assimilation, Acceleration

When Ruben Sanchez started at a nationally known public accounting

firm, he worried he might not fit in. He had entered college on a baseball
scholarship, intent on going pro. When that career path looked as though

it wouldn’t pan out, he focused on establishing himself in a professional
career and majored in accounting. But the white-collar world he entered
after college was wholly unfamiliar. “I’d never even worn a full suit,” says
Sanchez, reflecting on his first day. “I was terrified, with no idea how to act.”

Yet when he presented the results of an audit to the firm’s CEO and CFO, he
realized that accounting was, after all, a game he knew how to play. “Based
on their questions, | realized that in some cases, | knew more than they did,”
he says. “It was a huge eye-opener for me.” Intent on winning the game,
Sanchez devoted his energy to looking, sounding, and acting like his
superiors. When a former manager (from a previous employer) pulled him
aside and said, “You want to be successful here? Get rid of the goatee,”
Sanchez shaved it off the next day.

In fact, assimilating to white-male standards of executive presence has
consistently accelerated his career: Sanchez is now VP of operations at
Freddie Mac. “While | stayed true to my Hispanic culture at home, | focused
on maintaining a conservative approach to my work by not sharing much
about my culture or background on the job. | wonder if | would have been
as successful back then if | had,” he says.

The sacrifice hasn’t come without cost, however. Sanchez recalls how
alienated he felt during that brief conversation about his goatee. “You
wonder, how do these guys perceive me? Are they viewing me as, ‘Wow,
he’s a talented guy, he’s got analytical skills, he thinks strategically’?
Or is it, ‘Wait a second, he’s not like one of us...””

—Ruben Sanchez, VP of Operations, Freddie Mac
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I Rising Stars Lose Role Models

Raul,* a team leader at a Silicon Valley tech firm, co-founded a
company-wide Latino employee resource group. He met regularly with
stakeholders to lobby for support and secure funding. He developed a
reputation as a leader devoted to diversity and became executive
sponsor of the ERG (employee resource group).

Three years later, he stopped going to meetings. He dropped his fundraising
efforts. Stakeholder support lapsed. “We figured someone had pulled him
aside and told him that in order to move up, he had to get away from this
Latino stuff,” recalled one of the ERG’s active members.

Sure enough, within a few months of scaling back his involvement,
Raul was promoted.’? When he was promoted again a year later, the
ERG leaders asked him to step down so they might replace him with
someone more openly and actively committed to their mission.

Today, Raul is the firm’s Chief Information Officer. But for up-and-coming
Latinos, he is no longer a role model. As one ERG member put it,
“Not all of us can downplay like Raul did—there’s just no way for me

to erase my accent.”

“I look up, see no one like myself, and have
to wonder if there is a future here for me.”

—Latino ERG member

*Indicates here and throughout the text that interviewee’s name has been
changed to ensure anonymity.

TO MAXIMIZE THE POTENTIAL OF THIS
CRITICAL TALENT COHORT, LEADERS
AND TALENT SPECIALISTS NEED TO:

Q Appreciate the vast diversity within the Latino community
@ Understand and address the obstacles that Latinos confront

Q Recognize and honor the values that Latinos prioritize

Culture-smart leaders create a workplace where Latino
professionals feel they can be true to themselves, contribute their
insights and opinions, and lead in an authentic way. When Latino
talent thrives, organizations are more likely to meet their goals of
diversifying leadership, attracting and retaining top talent—and
tapping into the enormous Latino market opportunity.

A

11
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I Time, Inc. Captures the Latino Market

When she was working for Time, Inc., Lisa Garcia Quiroz was asked to
become the founding publisher of People en Espafiol. She was thrilled at
the prospect of bringing together her acumen as a seasoned publisher and
her heritage as a Latina. “It was a great combination of my head and my
heart,” she recalls. When she read the business plan for the magazine, she
realized she had a real challenge ahead.

Eager to keep editorial costs low, and unsure of their ability to bring
advertisers on board, her predecessors had proposed simply translating
People into Spanish. Garcia Quiroz knew that strategy wouldn’t set the
publication up for success. Like herself, many Latinos are bilingual,

and could get all of that translated content from the English-language
publication. Plus, those Latinos who speak only Spanish follow different
celebrities than the Hollywood crowd featured in the English-language
edition of the magazine.

So Garcia Quiroz pushed back: People en Espafiol, she argued, needed to
have a differentiated Latino voice, featuring celebrities who spoke directly
to the magazine’s readers and stories that reflected their lives. “I would
never just go in to the CEO and say, ‘This is what my mother wants, so this
is what we need to make,”” Garcia Quiroz says. “l used my business acumen
to really test and prove the opportunity with market research.”

While Garcia Quiroz helmed the magazine’s creation and launch, she
credits company leaders for having the culture smarts to not only get

Under Garcia Quiroz’s leadership,
People en Espafiol became the best-selling

publication for the US Hispanic market:

4.2 million

consumers reached
each month

behind her idea, but allocate the resources necessary to ensure its
success. “The company took my lead in understanding what Latino
consumers really wanted—and how eager advertisers were to serve that
need,” she says. Time, Inc. developed a robust marketing plan—press
conferences, Garcia Quiroz’s presence at the White House Correspondents’
dinner and at the Emmy Awards—to signal the prestige it accorded People
en Espafiol.

The new business strategy worked. People en Espafiol became the
best-selling publication for the US Hispanic market, reaching more than
4.2 million consumers each month. Under Garcia Quiroz’s leadership,
the magazine topped Adweek’s “10 Under 50 Magazine” Hot List for three
consecutive years in recognition of its outstanding advertising sales and
circulation growth.

Garcia Quiroz had succeeded in bringing to light the contributions and
achievements of the Hispanic community. “The decision to go with People en
Espafiol was a deeply personal one,” she told the Hispanic Scholarship
Foundation, whose Hall of Fame inducted her. “Hispanics needed a
magazine that they could call their own... It’s important to give a voice to
this community so that the business world, and America at large, can
understand its value and its worth.”

Topped Adweek’s “10 Under 50
Magazine” Hot List for three
consecutive years
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A DEMOGRAPHIC THAT
DEFIES STEREOTYPE

Getting smart about Latino talent means appreciating that there is no single
Latino identity.

Some Latinos born in the US come from families rooted in the States

for generations; others may have arrived as children, college students,

or sought-after professionals. Some have emigrated from their countries as
refugees; others have immigrated to the US for its educational, professional,
or social-mobility opportunities.

A RAINBOW ETHNICITY

“l didn’'t speak Spanish [growing up]. I'm ninth generation. | mean, I'm as
American as apple pie. I'm very proud of my heritage. But | remember
moving to LA and auditioning and not being Latin enough for certain
roles. Some white male casting director was dictating what it meant
to be Latin. He decided | needed an accent. He decided | should [have]
darker-colored skin. The gatekeepers are not usually people of color,
so they don’t understand you should be looking for way more colors of
the rainbow within that one ethnicity.”

—Eva Longoria, actor/director/producer,
as told to The New York Times®®

No other talent cohort spans a wider
range of cultural, linguistic, economic,
and racial differences.*

LATINOS HAIL FROM:

countries and of Latinos identify as
territories® two or more races?®

LANGUAGES SPOKEN:
Portuguese, French, Creole, Dutch,
Mayan, and Quechua, to name just a few!’

24%

are bilingual speak English
(English/Spanish):® primarily®®

income in 2010 for a quarter of
Latino households?°
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I Assimilation and Multiculturalism

Making corporate culture more inclusive means understanding not only
the diversity of Latino backgrounds, but also the variability in how Latinos
relate to their backgrounds.

Latinos inherit a complicated history of identity politics. In post-war
America, many Latino families sought to assimilate into US culture—and
thwart discrimination—Dby stifling signs of their heritage.?! Many parents
avoided speaking Spanish inside the home, to prevent their children from
having an accent outside.

By the 1990s, many families had adopted a more “tossed salad” approach,
favoring multiculturalism in lieu of assimilation—a trend documented by
Harvard sociologist Nathan Glazer in 1993.22 Parents taught their children
to embrace their “Latino-ness” and assert it with pride, precisely because it
distinguished them.

Today, the workplace includes Latinos of all generations, some of whom will
assert their cultural heritage with pride and others who persist in

seeing themselves as Americans first. As Millennials replace Baby
Boomers and Gen Xers in the workforce, however, there is undeniably a
tendency among Latinos to assert their roots. (“For this group,” as one
talent specialist observed, “authenticity and self-expression are of

utmost importance”). Meanwhile, Latinos of earlier generations may find
themselves under pressure to acknowledge and celebrate a cultural
heritage they disavowed or never knew growing up.

Depending on their upbringing,
Latinos may be more inclined to
play up or play down their heritage.























































































































