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Key Concepts
• Latino Terminology. When referring to people 

with Latin American ancestry, the term Latino is 
generally preferred over Hispanic. Latino is prefer-
able to many because the word originated within 
the community.

• Latino Cultural Characteristics. To combat stereo-
types, business leaders must gain a better under-
standing of Latino cultural characteristics. These 
include collectivism, simpatía, respeto, personalismo, 
familism, machismo, and a more relaxed sense of 
time commitments. 

• Recruiting Latinos. Efforts to hire Latinos often fail 
because organizations do not invest in developing 
strong ties with the Latino community. In addition, a 
lack of understanding about Latino culture can lead 
to interactions that seem impersonal and lack person-
alismo. Rodriguez has developed 21 strategies to help 
companies develop stronger recruiting programs.

• Retaining Latinos. A variety of approaches can 
work for improving employee retention among 

Latinos. These include Latino employee resource 
groups; being sensitive to Latino cultural tenden-
cies around teamwork, relocation, language, and 
religion; and approaching evaluations from a La-
tino viewpoint.

• Developing Latino Leaders. Latino leadership de-
velopment programs often succeed when they in-
corporate 360-degree assessments, mentoring, ac-
tion learning, and executive-led learning.

• Using LATINO to Develop a Talent Management 
Vision. Rodriguez recommends using the acro-
nym LATINO when developing a talent manage-
ment vision. This stands for Listen, Acculturation, 
Talk, Inquiry, Nurture, and Observe.

Introduction
In the United States, the Latino community has a 
significant influence on society, as well as the work-
force. Companies must gain a better understanding 
of Latinos and their culture, since this demographic 
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group is an important customer segment, as well as 
a source of talent. In Latino Talent, Robert Rodriguez 
explores the workplace from a Latino viewpoint. His 
research and analysis provides companies with the 
foundation for building bridges of understanding 
with Latino employees. By focusing on the experience 
of Latinos in the workplace, employers can enhance 
their employment brands and develop environments 
where employees feel appreciated and accepted.

The Business Case for Latino Diversity 
As businesses look to the future, they recognize that 
Latinos will be an important source of intellectual 
capital. While the Baby Boomers are retiring from the 
workforce, the growth rate of the Latino labor force 
is greater than any other American demographic 
group. It is expected that in the near future, Latinos 
will account for almost 25 percent of the workforce. 
To maximize productivity and employee satisfaction, 
employers must embrace the cultural aspects that 
Latinos bring to the workplace. 

In addition to the role Latinos play in the workforce, 
this group also possesses significant purchasing 
power. In 2007, the Latino consumer market was esti-
mated at $800 billion. Companies that understand 
the Latino community will be better positioned to tap 
into this large, but diverse customer group. Business-
to-consumer marketers must understand that a single 
marketing approach will not work for all Latino 
customers. One way to better understand Latino cus-
tomers is to employ larger numbers of Latino workers.

Latino Demographics and Terminology
Gaining familiarity with Latino demographics is 
a good starting point for companies that want to 
become preferred employers for this growing labor 
pool. In the U.S. Latino community, there are six main 
subgroups: 

1. Cubans

2. Mexicans

3. Puerto Ricans

4. Spaniards

5. Central Americans

6. South Americans 

Further Information
Information about the author and subject: 

www.drradvisors.com
Information about this book and other business titles:

www.wiley.com
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Workforce Group 
By Louis E.V. Nevaer
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By Patricia Sowell Harris

There tend to be strong feelings about whether to refer 
to the overall demographic group as Hispanic or Latino. 
The ancient Romans named the Iberian Peninsula 
“Hispania” and over time, it became common to refer 
to people with Spanish heritage as “Hispanos.” Start-
ing in 1960, the U.S. Census Bureau decided to use the 
term “Hispanic” to refer to U.S. residents whose origin 
was Cuba, Central America, Mexico, Puerto Rico, the 
Spanish Caribbean, or South America. 

One reason that people do not like the term “His-
panic” is because it was created by English speakers. 
Another reason is that the term is gender neutral. In 
contrast, the term “Latino” is a Spanish word that 
refers to people with Latin American ancestry. It has 
gender connotations—a man is a Latino, a woman is 
a Latina, and Latinos refers to both men and women 
collectively. Many prefer the term “Latino” because 
it originated within the community. Rodriguez notes 
that people are less likely to offend others if they use 
the term “Latino.”

Fifteen key Latino statistics, or the L15, are presented 
to familiarize readers with the Latino community:

L1: Population. Latinos represent the fastest growing 
demographic group in the United States. In 2006, the 
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Pew Hispanic Center estimated that the Latino popu-
lation was 44.7 million. By the year 2015, Latinos will 
be close to one-quarter of the U.S. population, accord-
ing to the U.S. Census Bureau. 

L2: Place of Origin. Almost two-
thirds (63%) of American Latinos 
claim Mexico as their place of 
origin. The next largest Latino 
subgroup is Puerto Ricans at 10%.

L3: Average Age. The average age of American Latinos 
is 27 years old. This is one possible reason why there 
are not many Latinos in senior management posi-
tions. Greater focus on management and leadership 
development programs could be very beneficial.

L4: Place of Birth. Over half of American Latinos 
(59.8%) were born in the United States. This has impli-
cations for language proficiency, immigration status, 
and education levels. 

L5: Place of Residence. Almost half (48.7%) of U.S. Lati-
nos live in California and Texas. These are promising 
places to recruit Latino professionals and to engage in 
marketing targeted at Latino customers.

L6: Birth Rates. Birth rates among Latino immigrants 
are twice as high as non-Latinos. In the future, popu-
lation growth in this group will come from second 
generation Latinos.

L7: Generation. At least four generations of Latinos 
live in the United States. At work, many behave in 

The war for top Latino talent is already intensifying as busi-
nesses across the United States are aggressively seeking Latino 
professionals to staff key positions.

About the Author
Robert Rodriguez, Ph.D., is the chairman of 
the board of directors of the Hispanic Alliance 
for Career Enhancement (HACE), a leading 
national nonprofit dedicated to building Latino 
careers through leadership and development of 
Latino students and experienced professionals. 
He is currently a consultant and a professor at 
Kaplan University, where he leads the school’s 
Latino leadership development programs.

ways they believe are consistent with their new cul-
ture, while at home many behave as they would in 
their home countries.

L8: Language Preference. Among Latinos, almost half 
(47%) speak mostly Spanish, around one quarter 
(28%) are bilingual, and one quarter (25%) are English 
dominant. Language preferences have major implica-
tions for how companies recruit and advertise their 
products and services. 

L9: Educational Attainment. In comparison with other 
American demographic groups, Latinos rank at the 
bottom when it comes to educational attainment. 
Around 12% of Latinos in the United States have a 
bachelor’s degree. 

L10: Industries. More than 51% of Latinos work in the 
service, construction, and production industries.

L11: Annual Earnings. Low educational attainment is 
the primary reason why Latinos have lower earnings 
than Anglos. 

L12: Entrepreneurship. There are more than 2 million 
Latino business owners in the United States,generating 
$300 billion in sales. This number is expected to grow 
55% between 2008 and 2014. The majority of Latino-
owned businesses (70%) are located in California, 
Texas, Florida, and New York, and Latinas are the 
fastest growing U.S. entrepreneurial sector.

L13: Politics. Latinos tend to vote Democratic. How-
ever, Latinos are underrepresented in elected 
office—representing only 1% of elected officials. 

L14: Religious Preferences. The majority of Latinos 
(70%) are Catholic. 

L15: Purchasing Power. The U.S. Latino consumer 
market is estimated at $800 billion and it is expected 
to reach $1 trillion by 2010.

Latino Cultural Aspects
More than half of Latinos have experienced increases 
in discrimination. They are also the target of negative 
stereotypes. To combat these stereotypes, business 
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leaders must gain a better understanding of Latino 
cultural characteristics. 

• Collectivism. Latinos often put the needs of the 
group before their individual needs. The collectiv-
ist outlook results in greater cooperation and col-
laboration.

• Simpatía. This is a Spanish word that refers to an 
avoidance of conflict and confrontation. If a co-
worker or manager does not express simpatía, it can 
weaken the relationship.

• Respeto. Latinos tend to respect and defer to au-
thority. As a result, they rarely criticize their man-
agers. Non-Latinos may view this as being passive. 

• Personalismo. Latinos expect managers to be 
friendly and to take an interest in their personal 
lives. Supervisors should have one-on-one conver-
sations with employees and get to know them as 
individuals.

• Familism. The family is the most important social 
institution for Latinos. Many view jobs as impor-
tant only because they are a way to provide sup-
port for the family. Work-life balance is a high pri-
ority for many Latinos.

• Machismo. This refers to positive qualities, such as 
courage, honor, and respect for others. For Latinos, 
machismo is associated with efforts to ensure fam-
ily pride and respect. In the workplace, machismo 
often results in the desire to maintain the health 
and happiness of direct reports. 

• Time. Latinos view time as something that should 
be savored and they focus on being engaged in 
the present moment. Time commitments may be 
viewed as a guideline, rather than a firm commit-
ment. 

In the workplace, many Latinos feel conflicted about 
how to fit in with American culture while maintaining 
a connection with their Latino heritage. Acculturation 
occurs when people adopt some aspects of American 
culture while retaining aspects of their Latino back-

grounds. Assimilation occurs when people embrace 
American customs and abandon their Latino heri-
tage. Some Latinos feel pressure to assimilate based 
on their employment status. 

Recruiting Latino Employees
Tapping into Latino talent is difficult for a few rea-
sons. First, the demand for top Latino talent is greater 
than the supply. Second, traditional approaches to 
recruiting often do not speak to Latino candidates. 
Rodriguez has identified four common problems 
related to Latino recruiting efforts:

1. Poor selection in Latino job fairs. When participating 
in job fairs, it is important to consider the reputa-
tion of the sponsoring organization. Latino job 
seekers often boycott events if organizers do not 
have ties to the Latino community.

2. Narrow and short-term focus. A good way to strength-
en an organization’s employment brand is for it to 
participate in events designed to nurture Latinos 
along the career life cycle. This builds trust with 
the Latino community. 

3. The one-shot approach. Rather than devoting the en-
tire recruiting budget for Latino talent to one large 
recruiting program per year, it is better to partici-
pate in several events throughout the year.

4. Lack of personalismo. If recruiters have an overly 
direct manner and do not try to connect with 
candidates, Latino applicants will likely have a 
negative impression. 

The best way to succeed in recruiting Latino talent 
is to develop a solid employment brand that con-
veys the image “Latinos who are like me work at this 
company.” Companies that want to enhance their 

employment brands should con-
sider pursuing these strategies:

Educate recruiters and hiring man-
agers. When recruiters and hiring 
managers have insight into Latino 

heritage, it gives organizations an advantage over 
their competitors.

Tailor recruiting messages. Since Latinos are a diverse 
demographic group, it is a good idea to customize 
recruiting messages.

Employers who wish to attract Latino talent must be prepared 
to take a long-term approach, one that gradually establishes a 
solid word-of-mouth reputation and employment brand.
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Leverage Latino employee affinity groups. These groups 
are often good sources of employee referrals and can 
publicize job opportunities in the Latino community.

Seek out Latino community leaders. Becoming familiar 
with Latino community issues helps companies posi-
tion themselves to better serve Latinos.

Partner with the company community affairs group. Spon-
soring events geared toward the Latino community, 
such as events that recognize and reward Latino lead-
ers, can attract new employees.

Partner with universities with large Latino student popu-
lations. These relationships can increase the likelihood 
that Latino students will consider employment with 
partner organizations post-graduation.

Consider affinity job boards. Niche job boards that target 
Latinos are a better bet than mainstream job boards. 
In addition, many Latino non-profits allow compa-
nies to post jobs on their web sites.

Feature high ranking Latinos. When talented Latinos 
hold upper-level positions in an organization, it sends 
a positive message to Latino job 
seekers.

Hold a company open house. This 
type of event, targeted at the 
Latino community, can increase 
an organization’s name recognition and serve as a 
way to identify Latino talent. 

Create a presence on college campuses. This can be done 
through leadership training programs, as well as 
honors, awards, and scholarships for Latino students.

Hire Inroads interns. Inroads is a non-profit that trains 
talented minority youth for careers in business.

Advertise in Latino publications. Given the Latino read-
ership base, these publications are a good place for 
employment advertisements.

Participate in Latino career fairs. As part of a compre-
hensive Latino recruiting strategy, organizations 
should participate in Latino-focused career fairs.

Booth staff at career fairs. Career fair staff should always 
include Latino employees.

Develop strategic partnerships with Latino organiza-
tions. Developing long-term, strategic relationships 

with Latino associations can build an organization’s 
employment brand.

Highlight Latino diversity on the web site. Job seekers 
will look beyond job postings to find information 
related to Latino diversity.

Connect with Latino student associations. Consider 
sponsoring an association program or ask employees 
to serve as mentors for students. 

Use company alumni and college alumni associations. 
These organizations can be valuable sources of Latino 
employee referrals. 

Consider diversity recruiting organizations. Executive 
search firms can be helpful when looking for execu-
tives to fill positions in the top tier of management

Use Latino online community web sites. These are another 
way to tap into the Latino talent pool. 

Recruit recognized Latino leaders. When looking for 
prospects, consider reviewing public lists of Latinos 
who have received leadership recognition. 

Retaining Latino Employees
Without employee retention strategies in place, 
organizations risk losing talented Latino employees. 
Companies that allow Latino employees to retain 
behaviors unique to their Latino heritage tend to 
also succeed in employee retention. Rodriguez rec-
ommends the following approaches for improving 
employee retention:

• Supervisor awareness. Organizational leaders should 
be educated about how Latino employees differ 
from Anglo employees. Latinos are looking for 
work environments where their ethnic needs are 
accepted. Yet, they also want their performances to 
be the only criteria for recognition.

• Latino employee resource groups. Employee resource 
groups (ERGs) are usually started by employees 
with similar interests and common backgrounds. 
These groups work best when they align their 
goals with the organization’s business objectives. 

Without a deliberate strategy in place to focus on the retention 
elements needed for Latino employees, employers run a high 
risk of losing talented individuals to the competition.
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ERGs often offer employees self-assessment tools, 
career planning support, and leadership develop-
ment. It is very helpful for companies to assign 
a member of senior management to sponsor the 
group. An executive sponsor can help the ERG cre-
ate a strategy, and ensure the priorities are aligned 
with those of the organization. 

• Teamwork. Since Latinos place high value on be-
longing to a group, making them valuable team 
members can improve employee retention. Com-
panies may want to develop reward systems that 
focus on group performance. 

• Employee relocation. High potential Latino employ-
ees may refuse job opportunities that require relo-
cation away from family members. Organizations 
should identify Latinos who have had successful 
relocations and ask them to serve as a resource for 
Latinos considering a relocation assignment. Pro-
active organizations must look for ways to create 
additional support for relocating Latino employees. 

• Language. Organizations should create inclusive 
environments that celebrate differences, includ-
ing language differences. If situations arise where 
speaking Spanish is problematic, leaders should 
hold meetings to resolve the issue.

• Religion. Employers may want to consider a stron-
ger level of accommodation for Latino employee 
religious obligations. Greater workplace flexibility 
that enables Latinos to meet religious obligations 
is often rewarded with a strong sense of employee 
loyalty.

• Performance evaluations. Latinos may view evalua-
tions as putting them in the uncomfortable posi-
tion of being judged. Managers should focus on 
being descriptive, rather than evaluative. It can be 
helpful to position feedback as ideas that should be 
used to improve future performance, rather than 
as a criticism of past performance. 

Leadership Development for Latinos 
Since Latino employees have a different workplace 
experience from their non-Latino peers, they have 
different leadership development needs. Latino man-
agers tend to lead differently from Anglo managers. 
They focus on the needs of the group and emphasize 

teamwork. They really want to get 
to know their employees, and they 
feel a sense of duty to give back 
and support others. Latino lead-
ers can benefit from the following 
developmental approaches:

• 360-degree assessments. These 
tools tend to provide clear, direct, 

and honest feedback.

• Technology-based solutions. For organizations where 
Latino employees are distributed geographically, an 
online Latino community of practice can be beneficial. 

• Mentoring. When high potential Latinos are paired 
with senior executives, they experience new per-
spectives. It is not always possible to have a Latino 
mentor, but when that can be arranged, it usually 
results in greater rapport since both parties iden-
tify with the Latino experience. Non-Latino men-
tors may need training to raise their awareness of 
Latino culture. 

• Action learning. These projects enable team mem-
bers to work on solving key business issues. They 
can give young Latino leaders experience with 
leadership responsibilities. 

• Executive-led learning. When Latino executives 
facilitate leadership development sessions and 
workshops, it brings credibility to the develop-
ment process. 

The most effective Latino leadership programs 
include time for networking and explore traditional 
development topics, such as change management and 
team building from a Latino point of view. It is also 
recommended to incorporate an overview of Latino 
history in the United States. 

Looking to the Future 
By leveraging Latino talent, business leaders and 
human resource professionals can help ensure the 
success of their organizations. Looking to the future, 

A Latino leadership development program helps Latinos who 
feel isolated tap into their community for strength and reju-
venation. Latinos are thus connected to a peer group who can 
provide support and guidance on how to navigate the political 
agendas and other roadblocks in the workplace.
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companies should consider what role they can play 
in improving Latino educational attainment. Promis-
ing initiatives include sponsoring parent education 
programs that cover topics like 529 college savings 
plans, scholarship information, and student prepara-
tion techniques for college entrance exams. Sending 
Latino professionals to high schools and colleges to 
discuss career options and their personal experiences 
can also be powerful. 

As organizations develop a vision for the future 
related to Latino talent management, Rodriguez rec-
ommends using the acronym LATINO as a starting 
point:

• Listen. Organizations should strive to hear the 
voices of all Latino employees.

• Acculturation. Organizations should try to create 
work environments where Latino employees can 
fit in without being forced to assimilate.

• Talk. An important goal is to include greater num-
bers of Latino voices in conversations about Latino 
talent management practices.

• Inquiry. One way to master the art of inquiry is to 
ask powerful questions.

• Nurture. An ongoing goal should be to identify the 
conditions that nurture equality in the workplace.

• Observe. It is essential to observe and celebrate the 
diversity that Latinos bring to the workplace. 

Rodriquez offers fellow Latinos 10 tips that are designed 
to help them succeed in the workplace and in life:

1. Commit to lifelong learning. Regardless of what de-
grees people have earned, they should maintain 
a passion for acquiring more knowledge—both 
about the world and about themselves.

2. Leverage your strengths. People are more likely to 
grow if they leverage their strengths, rather than 
trying to fix their weaknesses. 

3. Learn about Latino history and culture. It is helpful to 
look at how Latino heritage and culture affects the 
work world. Feel comfortable inviting non-Latinos 
to look at the culture as well.

4. Deliver results. People want to be rewarded based 
on their performances. It is essential, therefore, to 
deliver results and to perform at a high level.

5. Be bilingual. Speaking Spanish helps Latinos com-
municate with more people and is a good way to 
remain connected to their ethnic heritage. 

6. Network. Having a strong network of both Latino 
and non-Latino professionals can be powerful. 
People should be careful to be sincere when net-
working and to view it as a way to build relation-
ships. 

7. Give back to your community. By giving back, it is 
possible to strengthen the community and develop 
the next generation of Latino leaders. Ways to give 
back include mentoring Latino students, serving 
on the board of a Latino non-profit, or volunteer-
ing at a Latino educational event.

8. Vote. Voting is the only way that Latinos will be 
represented in government at all levels. 

9. Choose employers with care. When selecting a new 
employer, ask about their Latino talent manage-
ment activities and ask to speak with other Latinos 
in the organization.

10.  Become financially savvy. It is important to learn 
how money can work for you. Financial services 
products like 401K plans, IRAs, and other invest-
ments are examples of ways people can get the 
most out of their financial resources.

g  g  g  g

Features of the Book
Estimated Reading Time: 5–6 hours, 218 pages

Latino Talent provides valuable information for orga-
nizations that want to recruit, retain, and develop 
Latino professionals. Dr. Robert Rodriguez offers 
background information about Latino culture and 
analyzes how this cultural heritage affects Latinos in 
the workplace. He offers actionable recommendations 
for improving organizations’ employment brands. 
Many chapters include brief case studies with corpo-
rate best practices related to Latino talent acquisition 
and management. 

Latino Talent is of interest to business leaders, human 
resource executives, diversity practitioners, and man-
agers who are tasked with creating inclusive work 
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environments and developing Latino talent manage-
ment initiatives. Each chapter connects to the next, so 
the book should be read in order. At the end of the 
book, there is an appendix with Latino organizations 
and publications, as well as end notes and an index 
for reference.
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