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Situational Analysis: 
In the United States the Hispanic/
Latino population is projected to
grow by 28% in the next 5-10 years.
In some states, like California,
they’re already 40% of the
population and growing. The need
for a new voice on who Hispanics/
Latinos are is needed since the
media focuses on criminals, tells
stories of immigration as a crisis,
and misses the mark for who
Hispanics/ latinos are.  

01
Sources: Pew Research Center, US Census 2021 



Amplify voices for Hispanics/Latinos in the
US
Dispel negative perceptions about
Hispanics/Latinos in the US
Identify consistent needs or pain points 
Write about mindsets that are constructive 

Goals &
Objectives  



TARGET
AUDIENCE

EDUCATORS- TEACHERS ARE
OFTEN IN THE "FRONT LINE"   IN
INTERACTING WITH LATINO
YOUTH 
EMPLOYERS-LATINOS ARE
BUSINESS OWNERS AND A
SIGNIFICANT LABOR FORCE.  
MILLENTIALS- THIS IS A LARGE
GROUP OF DREAMERS OR DACA
RECIPIENTS. NOW IN THE
WORKFORCE, COLLEGE OR EARLY
PROFESSIONALS.  



Key Messages



01

04

FAMILY CENTRIC

U.S. Latinos are often moving to
the U.S. and increasing their pace
of life. Through one on one
interviews, I will tell the story of
how coming from a family centric
background  has impacted their
new lifetsyle.  

COMUNITY BUILDERS

Given a better background
of who they are, a
combination of family
centric, opportunists, and
laborers is sure to contribute
value in their communities.  
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OPPORTUNISTS

U.S. Latinos are coming from
a variety of backgrounds.
With most coming from a
climate where opportunities
are unfair, they're seeking
and seizing opportunities
here. 

PROFESSIONALS

Once an opportunity is
obtained, they're working.
"Hispanics are projected to
account for 78% of net new
workers between 2020 and
2030," 



Strategy & Tactics
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INTERVIEWS 

Through one on one
interviews, I will ask each
person about their story and
write small articles that will
be compiled into a magazine
 

TACTICS PLAN
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MAGAZINE

Storytelling is one of 
the most powerful
communication tools. The
magazine will focus on stories of
real people who happen to be
Latino and how they're building a
bicultural identity. 

PRESS

Through a media list of
relevant outlets, and drafted
pitches, these stories or the
magazine on its own can be
sent to reporters for
potential coverage.  



For the feature articles, these will be written from one on one interviews. 
This campaign and recommendations are coming from scholars articles on
Immigrant/Latino perceptions, media perceptions,  clinical and social implications
bicultural identity balances. 
Public government census studies will aide in quantifying Hispanic/ Latino stories
and redefining who they are.  

RESEARCH METHODS 



02 Media Outlets 



Media
Outlets 

Chicas Poderosas
Audience Size: 137,506,715
Type: Online/Digital

Los Angeles Times en Espanol
Audience Size: 39,764,561
Type: Newspaper

La Opinión
Audience Size: 13,966,469
Type: Newspaper

 palabra.
Latin America News Dispatch
Remezcla
Univision
Telemundo

https://muckrack.com/media-outlet/ChicasPoderosas1
https://muckrack.com/media-outlet/latimesespanol
https://muckrack.com/media-outlet/laopinion
https://www.palabranahj.org/
https://latindispatch.com/
https://remezcla.com/
https://www.univision.com/noticias
https://www.telemundo.com/noticias


Budget



MAGAZINE 

Subscription for
design platform,
Canva and stock

images used in
magazine. 

$15

PRESS 

Because pitches
and articles are

being written, they
will be sent reports

for earned media
coverage. 

$0

PRINTING

Printing posters for
presentations and
magazine will cost
roughly this much. 

$10


