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Understanding DEI

Defining diversity
Having a range of people with 
different backgrounds, experiences, 
and perspectives.

Defining equity
Ensuring fair treatment, equality of 
opportunity, and fairness in access 
to information and resources for all.

Defining inclusion

Creating a culture that embraces, 
respects, and values differences.

Key principle: 
Representation

Actively seeking diversity in visitors 
through marketing.



Dimensions of Diversity

Ethnicity and Race

It’s Easy to Forget All the Ways We are Diverse

Gender Identity and 
Expression

Sexual Orientation Age Ability and Disability

Religion Socioeconomic Status Cultural Background Veteran status Neurodiversity



Diversity in the US

Growing Hispanic population
The Hispanic population has grown from
14.6 mil l ion in 1980 to 59.9 mil l ion in 2019, 

making up 18% of the total population.

Increasing Asian population
The Asian population has grown from 3.5 mill ion 
in 1980 to 22.9 mil l ion in 2019, making up 7% of 

the total population.

Aging baby boomers
Baby boomers (born 1946-1964) make up 
over 20% of the population. As they age, 

their needs and preferences change.

The US is becoming more racially and ethnically diverse, wi th  growing minori ty groups.



According to the U.S. Census Bureau (2020), the racial composition of New 
York State is diverse, wi th approximately:
•White: 55.4%
•Black or African American: 15.8%
•Hispanic or Latino: 19.2%
•Asian: 9.1%
•Other races: 0.5%
•Two or more races: 3.9% New York State has a significant LGBTQ+ population. According to the 

Williams Institute at UCLA, an estimated 4.1% of adults in New York 
identify as LGBTQ+.

According to Pew Research Center (2014), religious demographics in 
the state include: Christian: 58% (including Protestant and Catholic 
denominations)
•Jewish: 8%
•Muslim: 3%
•Hindu: 1%
•Other religions: 1%
•Unaffiliated: 30%

Around 20% of adults in New York State have a disability, according to 
the Centers for Disease Control and Prevention (CDC). This includes 
physical disabilities, mental  health conditions, and other impairments.

• The population in New York State spans different age groups: Youth 
(under 18): Approximately 21%
•Working-age adults (18-64): Approximately 63%
•Older adults (65 and above): Approximately 16%

Diversity in New York



Why DEI Matters

As recently as 2019, the ANA found that while mult icultural consumers made up almost 40 percent 
of the total U.S. population, only 5.2 percent of total advertising and market ing spending was 

directed toward these audiences.

Impact on Brand 
Perception:
• According to a survey by Adobe 
(2021), 62% of consumers expect 
brands to be more diverse and 
inclusive in their advertising.
• 71% of consumers surveyed by 
Edelman (2020) stated that they 
are more likely to trust a brand that 
showcases diversity in its 
advertising.
• 42% of consumers in a Kantar 
study (2021) said they would switch 
brands if they felt the ads were not 
diverse enough.

Social Media Response:
• 45% of consumers in a 
Kantar study said they would 
share an ad on social media if 
i t  featured diverse 
representation.
• 35% of consumers in the 
same study said they would 
advocate for a brand that 
promotes diversity and 
inclusion in its advertising.

Impact of 
Representation: When 
audiences see themselves 
authentically represented in 
advertising, they are more likely 
to connect emotionally wi th the 
brand and feel a sense of 
belonging. This emotional 
connection leads to increased 
brand loyalty and advocacy.



Market Growth and Expansion:
Diverse audiences represent significant market 
segments wi th  purchasing power. According to 
Nielsen, mult icultural consumers in the United States 
have a buying power of over $4 trill ion annually.
Marketing to these demographics can help businesses 
tap into new revenue streams and expand their market 
share.

Dollars

Bottom Line:
Your destination’s growth 
depends on reaching new 

audiences and growing your 
groups and leisure travelers to 

people wi th spending power. Your 
destination can’t afford not to 

market to mult icultural audiences.



Key to Inclusive Marketing: Know Your Audience
Segment your audience

Divide your audience into groups wi th common attributes 
to tailor market ing and product development.

Research your target audience
Conduct market research to understand the demographics, values, 

interests, and needs of diverse communit ies you want  to reach.

Feature diverse voices + faces
Showcase a variety of people f rom different backgrounds, races, 

ethnicities, abilities, etc. in your campaigns.

Avoid stereotypes
Avoid representations that perpetuate stereotypes or marginalize 

underrepresented groups.

.
Use inclusive language

Avoid gendered, racial, ethnic, or ability-assuming language. Use words 
like 'everyone', 'people', 'they'.

Highlight accessibility
Show wheelchair users, captioned videos, braille signage to signal 

accessibility.

Celebrate culture
Share holiday traditions, foods, dress, music f rom different cultures.

Listen to Feedback
Get feedback from diverse groups and adjust ads accordingly.



Easy Ways to be Inclusive in Your Advertising

Diverse Faces +Voices Accessible hotel rooms Multilingual brochure



Leverage Multicultural/Diverse Micro Influencers

Collaborate wi th  the r ight diverse local influencers to create & distribute genuine destination content.



• Plan you activation calendar and channel selection carefully for op t imum effectiveness (align wi th cultural events/holidays)

• Avoid pandering and research what you’re posting. Make sure it’s sensitive, appropriate and meaningful to the audience you’re 

speaking to.

Activate Diverse Audiences wi th  Organic Social Media



Great Inclusive Travel Brands

VisitBritain
VisitBritain's inclusive tourism ad featuring people 

wi th  disabilities.

Airbnb
Airbnb's ad campaign featuring same-sex 

couples.

Marriott
Marriott's campaign featuring people of diverse 

ethnic backgrounds.



Tourism Examples



Welcoming and Inviting Diverse Groups



• Increase Latine visitation beyond core traditional 
market of Mexico.

PRIMARY GOAL:

OBJECTIVES:
• Engage and connect wi th  U.S. Spanish speaking 

audiences.

• Increase traffic and use of Vamos-a-Tucson, Visit 
Tucson’s Spanish focused website.



Hispanic/Latine Travelers Take
2 More Trips Per Year Than Non-Hispanics

Hispanic/Latine Typically Travel in Larger 
Groups (Increasing Visitors & Revenue)

60% of Hispanic/Latine Travel Decisions are Influenced 
by their Children

Audience Research:



Keywords in Spanish

• Take t ime to understand cultural 
nuances and travel practices

• Ensure creative (visuals and 
message) plus landing pages are 
consistent and genuinely 
representative

• Leverage Hispanic owned media 
publishers to increase targeted 
reach and improve engagement

• And DON’T rely on Google 
Translate

Hispanic 
Advertising 

Tactics



Spring-Summer 2023 
Media Campaign



Spring-Summer 2023 
Media Campaign

Music is Vital in Connecting wi th  Latine 
Audiences



Spring-Summer 2023 
Media Campaign



CASE STUDY

Digital Advertising Success wi th 
Multicultural Hispanic Audiences

We successfully targeted a Spanish speaking 
audience using data selected digital advertising 
channels. The objective was to increase visitation 
to the "Vamos a Tucson" website and genuinely 
connect wi th  key Hispanic audiences. Through 
authentic messaging, resonating creative, and 
insights-supported ad channels, we drove 
measurable results that exceeded Visit Tucson’s 
expectations.

For more 
details on 
this case

study:

CLIENT

Visit Tucson
Digital Advertising Success 
wi th Multicultural Hispanic 

Audiences

THE RESULTS:

500%
Increased Web 

Traffic

OVER

13,700
Ad Clicks 
Delivered



Key Takeaways

• Embrace diversity of all kinds

• Involve members of your target audience in the planning process. This will help you to 

ensure that your advertising is relevant and culturally appropriate.

• Be sensitive to cultural differences. Avoid stereotypes + tokenization.

• Be Authentic.

• Test your advertising before you launch it.

• Evaluate your results. This will help you to learn what worked and what didn't so that 

you can improve your advertising campaigns in the future.

In summary, DEI should matter  to everyone because it enhances innovation, market relevance, 
engagement, social responsibility, fosters learning and growth, and financially benefits your 
region, all of which contribute to individual and collective success.
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