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¢ Good afternoon, everyone. It’s an honor to address the Latino Hotel Association. It’s also great to
be back home in Texas, as | was born and raised in San Antonio.

¢ | still maintain a home in Austin and visit familia in San Anto, but life has taken me back to
Washington, DC, were | now live. And so it goes . ..

¢ Now, I’'m eager to talk to you about a number of items you might find useful in the hospitality
industry.

e But first, I'd like to say how much | admire that we have a Latino Hotel Association—imagine
that ... Latinos and friends in the hospitality industry getting together to share consejos, to share
strategies, and best practices. ..

¢ Hey, that’s so fitting for our Latino culture, right? Somos familia!

¢ Y’know, | really like that we can use our culture, our values and our life experiences as Latinos to
create new levels of excellence in whatever we do.

¢ Doing that creates unique contributions in ways that would otherwise never be possible.

¢ Your unique insights and ideas—motivated by nuestra cultura—produces success.

e Actually, it’s something that I’'m trying to do at the U.S. Census Bureau as director.

¢ I’'m bringing my whole self to the table as the leader of the largest federal statistical agency.

¢ That includes my statistical expertise, my life experiences, my values, and also my Latino culture.

e |'ve found that over a 40-year career it allows me to offer unique perspectives that can add value
to research, to scientific investigations, and especially to interpretations of results.

e It’s in this spirit that | offer a little cuentito for you to think about.
¢ Back in the late 1990s, | was already a seasoned statistician at a university-based research center.

¢ | was overseeing survey operations divisions, working on National Academies panels, and serving
on grant-giving review panels called study sections.

¢ One day, | happened to peruse a newsletter from NIH on the findings of some recently completed
research on health care delivery. It involved Latinos!

¢ A scientific study had been conducted with Spanish-speaking patients who visited clinics.

e Turns out that the statistical evidence clearly showed that when these patients were able to
interact with clinical staff who spoke even just a little Spanish, then their health outcomes were
better compared to Spanish speaking patients who only experienced English speaking health care
staff. Fijate!

*« OK, don’t laugh. Some of you might be thinking why anyone needs a research project to examine
such a predictable, obvious result.

¢ Well, honestly, that was my first reaction, but then an insight hit me like a ton of bricks.
¢ | saw something that maybe others hadn’t realized. Perhaps there’s another way to look at this.

¢ NIH had funded and was reporting on a bona fide research project to explore non-English health
care delivery.
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And as such, it signaled to me something rather profound: The nation’s health care industry was
acculturating to our increasingly diverse society.

People of color and their communities were being recognized as part of our diverse nation and
formal research efforts were emerging to provide more meaningful health care delivery.

Going a step further, it made me realize that as our nation becomes more diverse, society will
necessarily acculturate to us because—after all—we are part of society and becoming a larger part
with time.

It also made me realize the potential missed opportunity coming from a behavioral research focus.

Sure, patient outcomes flow from their behaviors—they are responsible for accessing health care
and adhering to prescribed therapies, for instance.

But health outcomes can also be seen as the net result of the interaction between two parties: the
health care provider—indeed the health care enterprise—and the person seeking health care.

If the medical provider doesn’t adequately acculturate to its diverse, growing clientele, it will
negatively affect health outcomes of the country’s population.

And in a sense, the same lessons apply in the hotel industry.

Not only do you need to understand your current customer base, you need to understand how our
population is evolving in the future.

Not just in language, race, and ethnicity . .. but also in gender, age, family and household
compositions, technology use, travel patterns, and more.

Well, guess what? The Census Bureau has stats for all that!
And the data show that our country is increasingly becoming more beautifully diverse.

There are not only more Latinos, Blacks, Asians, American Indians, and other persons of color in
our nation, there are multirace, multiethnic, and mixed-race ethnic people being born every day in
our great nation.

The Latino Hotel Association and you—its members—can leverage our data products to adapt to
our societal renaissance in population, culture, and technology.

In fact, you can to use your “whole selves”—your culture, your life experiences, and thus, your
unique perspectives—to meet our broader acculturation challenge.

We at the Census Bureau will keep providing you the population and economic data you need.
And the rest will be up to you.

Now let’s turn to a topic that greatly inspires me—the significance of mid September to mid
October.

Please join me in celebrating our Hispanic Heritage Month.
| have been reflecting on my journey of self-identity and have something to say about this.

All of us—Latinx or otherwise—have stories that need telling so that we can better understand one
another.

As | said earlier, bringing one’s whole self to your career helps you become better at whatever you
do.

In my case, it makes me a better statistician, mentor, and leader.
My search for ethnic identity has spanned more than half a century, and it continues to this day.

My journey commenced before | was born, with my abuelos. Like many families in their generation,
my grandparents fled Northern Mexico to avoid the violence of the Mexican Revolution in 1910.

They came to San Antonio by simply crossing the Texas-Mexico border sin papeles.
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They were refugees. Both of my parents were second-generation immigrants, born in San Antonio,
which makes me a third-generation immigrant.

Why talk about immigrant generations?

They represent the starting point of an immigrant family’s acculturation after arriving in a new
country.

Results from Pew Research Center’s Survey of Latinos research indicate what you may already
suspect, and this has relevance in the hospitality industry:

o The percentage of households speaking Spanish at home declines with successive generations.

Their survey suggests that virtually all first-generation Latino households speak Spanish at home,
but the numbers drop to about half by the third generation.

Similarly, American Community Survey data between 2009 and 2019 suggest that native-born
Hispanics—myself included—increasingly speak only English at home now, at about 42 percent in
2019.

True to form, there was a bit of Spanish spoken in my second-generation home when | was
growing up.

But my third-generation family—my wife, kids and |—exclusively spoke English at home.

This language loss that led to personal conflict in my journey of identity:

o How could | call myself a Latinx or Mexican American if | am a monolingual English speaker?
Interestingly, my thinking on self-identity has evolved over the course of my life and career.

| believe that if we are to be a society that embraces human dignity and human rights, we should
celebrate people in the entirety of their varied cultural makeup.

Moreover, we should recognize and value diversity within groups . . . including within Latino
groups. We are not monolithic in our identity.

Sure, Latinos can be Mexican, Cuban, Puerto-Rican, Afro-Caribbean, and so on. But, Hispanics
can also be Catholic or Evangelical or Muslim; male, female, or some other gender; impoverished,
middle income, even wealthy; and, yes, monolingual, bilingual, or multilingual.

I love that about us.
Everywhere | look, there are many other Latino voices to be heard and appreciated.

The future of Latino identity will be defined by those who are under the age of 40, who form the
majority of the Latino population today.

These folks and their families make up your customer base.

So, during Hispanic Heritage Month, please join me in celebrating the rich diversity and culture of
the many Latino populations that have been bestowed upon our nation.

| believe our collective diversity—Latino or otherwise—makes our nation stronger and more
special.

Let’s all take our own journeys of identity and grow from the paths we have chosen.
We’'ll all be better professionals and better human beings for it.
Next, let me tell you a little about how | am leading the Bureau.

First, | think my roots as a statistician, a policy researcher, a fellow stakeholder, and a Latino offer
me a unigue perspective in leading the Census Bureau.

I’'m a leader who champions diversity, equity, and inclusion. | call these principles, DEI.

I’ve lived them over a 40-year career and seen firsthand that innovation and excellence are
advanced by embracing DEI principles.
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e An important part of our DEI effort includes seeking out and listening to diverse voices.
e That certainly includes listening to our partners and stakeholders, which of course includes you.

¢ Now, | believe that we promote excellence by embracing DEI in our workforce, in our policies and
practices, as well as in how we engage stakeholders.

¢ We’re committed to producing data that reflects an accurate portrait of America.
¢ The Census Bureau is the leading provider of quality data about the nation’s people and economy.

¢ We provide a wealth of population data by age, disability, race, ethnicity, sex, income, veteran
status, and other key demographic variables to help measure equity.

*« We also provide a treasure trove of economic data on our businesses, capturing production, sales
and services, industry, number of employees, and so on.

*« Much of these data are provided by geography, which makes it especially useful for economic
development.

¢ Businesses can leverage these data to develop effective business solutions on things like:

o Where to locate warehouses or franchises, quality of customer bases in different areas, local
supply chains, competition risks, and so forth.

* We have so much data that can be useful to you.

¢ On top of our standard reports, we’ve combined our population and economic data to develop
special tools to help businesses.

¢ Here are a few examples:

o First, there’s the Census Business Builder. |t’s a suite of services that combine demographic and
economic data that helps give you information to develop a business plan to create a business
or expand an existing establishment.

o Another tool is our Business Dynamics Statistics Explorer, which we call the BDS. It features an
intuitive dashboard to construct tables or charts for comparing and ranking businesses by attri-
butes like industry, age of firm, job creation and destruction, and firm births and deaths. So you
could look at job creation by establishment age across counties, or rank establishment entry
rates across NAICS industry groups.

o And then there’s the My Community Explorer dashboard. It provides demographic, business,
and resilience information for states, counties, and communities. The visualization offers one-
stop shopping in a cool interactive tool combining data from the American Community Survey,
the Community Resilience Estimates, the County Business Patterns, and the Nonemployer
Statistics. The data are presented in maps, interactive dashboards, and tables.

o Lastly, let me tell you about our Annual Business Survey. It gathers economic and demographic
characteristics for businesses that have employees, by owner sex, ethnicity, race, and veteran
status. It’s a great resource for understanding businesses in a specific industry.

= Using ABS data, for instance, there were just under 350,000 (346,836) Hispanic-owned
businesses in the United States in 2019.

¢ So that’s a little taste of what our data offers you. | hope you get a chance to use it for your own
businesses.

¢ Now let’s talk partnerships.
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¢ One reason I’'m here today is to continue and strengthen a continuous partnership with the
National Latino Hotel Association ... one that features true mutual benefit.

¢ I've talked about the data that can help you succeed in your business ventures.

e As a valued partner, we seek two-way communication to help understand and fulfill your data
needs.

« After all, relevant data is a key component of data quality.
* But data quality is also directly related to participation our censuses and surveys.
¢ So we are hoping that you can encourage participation in the business community.

¢ Specifically, please help us promote the 2022 Economic Census among your businesses and
chambers of commerce.

¢ Unfortunately, hotels are an historically undercounted sector of our economy.
e In fact, we target hotels during our Economic Census outreach activities.
¢ The main mailing for the Economic Census will begin in January 2023.

¢ As trusted voices in your communities, one of the best things you can do is to spread the word to
your fellow hotel owners that the Economic Census is coming soon.

¢ Please let them know that their response is important to understanding our nation’s economy as
well as their local community, and their business and industry.

¢ Participation ensures that your businesses have quality, timely data about this industry.

* Now, I'll close by telling you about our planning of the 2030 Census. And | did mean to use the
word our.

¢ In August, we issued a Federal Register notice seeking public comment on the 2030 Census.

* We really want to know your ideas and input on planning the 2030 Census, and to get it early in
the decade.

« We want to hear from as many people and communities as possible.

e We are looking for input on all aspects of planning for the next census ... no idea is too
creative ... no technology is out of the question.

¢ This outreach is a first for us.
¢ But we need it now ... the deadline is November 15.

¢ Once we have an operational design—in 2024—we will dedicate our efforts to building and
procuring the infrastructure to support, test, and refine it.

« We’re especially interested in learning what we can improve for 2030—and ways we can boost
participation in communities of color, rural communities, and tribal lands.

¢ You can find more information on the Federal Register notice, including information on how to
respond, on Census.gov/2030Census.

¢ Thank you again for having me, and for helping to get information on the 2022 Economic Census
out to your members.

¢ Your participation and cooperation are really important in helping us to maintain the excellent
data quality that we provide.

¢ We at the Census Bureau stand ready to help you access our wealth of data in any way we can.
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