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Now in its 16th year, The Source 
Book of Multicultural Experts provides 
contact information for companies 
that are experts in multicultural 
marketing and diversity, owned by 
minorities or women or have exper-
tise in reaching them. Journalists find 
diverse sources and businesses find 
resources and partners to target multi-
cultural consumers within the pages of 
The Source Book of Multicultural Experts.  

What’s Inside?
This handbook of resources lists 

experts in a wide range of industries, 
reliable sources of information on mul-
ticultural marketing and the demo-
graphics of the new America. 

Now, search for experts on our web-
site http://multicultural.com/source-
book/sourcebook_companies by ethnic 
market, industry, location and more. 

How to Use the Source Book
For journalists, this guide offers 

a wealth of resources for Hispanic 
Heritage Month (September 15 - 
October 15), Black History Month 
(February), Women’s History Month 
(March), Asian Pacific American 
Heritage Month (May), Jewish 
American Heritage Month (May), 
Gay and Lesbian Pride Month (June) 
and National Disability Employment 
Awareness Month (October) as well as 
for year-round coverage of a diverse 
America. 

Marketers will find resources 
(including ad agencies, PR firms, 

research companies and ethnic media) 
to reach ethnic consumers, leads to new 
clients and contacts for possible busi-
ness alliances. Human resource and 
purchasing executives will find ven-
dors and suppliers that are women- or 
minority-owned. 

Here’s How it Works 
•	Journalists: Find a diverse source or 

an expert on marketing to ethnic and 
LGBT consumers or on diversity in 
the pages of this book and reach out 
directly to them. Just give us a call at 
212-242-3351 or email lisa@multi-
cultural.com and we’ll be glad to set 
up interviews for you. As an example, 
a news report we recently provided 
experts for was: Are the Coca-Cola 
and Volkwagen Super Bowl commer-
cials racist?

•	Marketing	 Executives: Need an 
ad agency to help you target mul-
ticultural consumers? A research 
firm to tell you why? Our Find an 
Expert search function is featured at 
http://multicultural.com/sourcebook/
experts_directory#search. Prefer a 
more personalized approach or to fine 
tune your preliminary selection? Call 
the MMR team at 212-242-3351, or 
e-mail lisa@multicultural.com. Recent 
searches include: for an NBA team – 
an ad agency; a major retailer – expe-
riential agency; ad agency – research 
firm; and for an insurance company 
– a speaker for an internal meeting. 
There is no charge for these match-

ing services.

how to use The source book of Multicultural experts
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The u.s. hispanic Market: 
powering your brand’s Growth

This section is sponsored by

PM Publicidad



Let’s get your brand’s conversation started.

Looking to reach Hispanics?

pmpublicidad.com

Entonces
qué

Qué tal

Hola

Aló

Qué onda

Eyy

Qué
más

Cómo
va

Cómo
vas

Qué pasa

Qué
cuentas

Qué hay
Qué
hubo

Q es
la que

Quiubo

Qué
dices

Buenas
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I     f you’re a marketer, want to reach 
U.S. Hispanics and are not using 

“3rd Screen” channels, then your 
efforts are destined to underper-
form.  Today and moving forward, 
mobile and hand-held devices will 
be a key means for connecting with 
U.S. Hispanics– especially younger 
consumers through a channel allow-
ing for measurable and targeted 
programs based on sub-demograph-
ics, lifestyle and geography.  

Let’s define “3rd Screens”: SMS/
MMS capable mobile phones, 
smartphones, tablets or other non-
PC devices that access the Internet. 
U.S. Hispanics broadly over-index 
for 3rd Screen device use, espe-
cially smartphones and accessing 
the Internet. (Maximo Report 2012, 
NGLC, Motivo Insights, and Tr3s; 
Experian) Many Hispanics have 
never owned a PC and primar-
ily access the Internet through 3rd 
screens.  Hispanics are also heavy 
text/SMS/MMS users and over-
index for use of social media. 

One in five Hispanic smartphone 
owners report primarily using their 
phone to access the Internet and 
every day young Hispanics spend an 
average of 87 minutes online vs. 79 
minutes for non-Hispanics (Source: 
IAB). Hispanics are connected!  

As for device use, heavy texting/
SMS/MMS, email, social media, and 
news. The top 10 online activities 
among young Hispanics: e-mail, 
games, instant messaging, maps/
GPS navigation, news, social net-
working (Scarborough Research). 
Games appeal strongly to younger 
Hispanic males; sports to all males; 
videos and social media to Latinas 
across the age spectrum.  (Source: 
Tr3s 2012 “Hispanic 18-34s Living 
The ‘Next Normal’”)

English, Español, or Spanglish?  It 
depends on if your target consumer 
skews younger (under 39) or older.  
Teenagers, Millennials and U.S. 
born Hispanics more effectively con-
nect in English or even Spanglish. 
Cultural relevancy and authenticity 
are key to successful messaging and 
creative. If your target consumer 
is more likely an immigrant then 
Spanish copy should deliver better 
results.  Again cultural relevancy is 
important while being more overt is 
acceptable. 

What’s important, however, is how to 

Eduardo Perez
President, PM Publicidad

building brand preference among  
u.s. hispanics through 3rd screen devices  
in the “post-pc” age

u.s. hispanics broadly  
over-index for 3rd screen device 
use, especially smartphones and 

accessing the internet.
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use the channel 
to make the cash 
register ring.  

Email is #1 with 
Hispanic 3rd 
Screen users and 
finding ways to 
get consumers 
to opt-in and 
receive your 
emails is a key to 
building a long-

term relationship and keeping your 
brand relevant.  Email, much like 
direct snail mail, is more effective 
with Hispanics because they receive 
less.  Less clutter means your mes-
sage stands out.  It’s not sexy but it 
works.

Look for ways to integrate your 
brand and offerings in an authen-
tic way into 3rd Screen channel 
platforms that are relevant to your 
target consumer. Develop a strat-

egy: do you want to build brand 
awareness, drive traffic online or to 
a brick and mortar store?  Choose 
a single tactic and channel to start 
with and run it like a direct response 
program (which it is).  Test, mea-
sure, optimize and scale. Use good 
analysis and leverage all the data 
you can find. You’ll learn as you go 
and with time you can expand your 
channels and tactics. 

If your brand is committed to the 
U.S. Hispanic market long-term, 
the 3rd Screen channel is crucial.  
Understand it, take your time 
understanding how to best con-
nect with your target consumer 
and build a strategy based on solid 
insights.  As with anything—it’s 
a process, which if done well will 
lead to increased brand preference 
among Hispanics, increased market 
share and the cash register ringing 
plenty. 

Eduardo Perez
President

Contact information:
PM Publicidad
1776 Peachtree St ., NW, Ste . 180 
Atlanta, GA 30309
Ph . 404-870-0099 
Fx . 404-870-0321
eperez@pmpublicidad .com 
www .pmpublicidad .com

look for ways 
to integrate 
your brand 

and offerings 
in an authentic 

way into 3rd 
screen channel 
platforms that 
are relevant 

to your target 
consumer.
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Multicultural Market research

Market experts and business leaders

This section is sponsored by

Interviewing Service of America (ISA)
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It was only a couple of years ago 
that I was touting the ease with 
which market research could 

be conducted among different eth-
nicities and nationalities in the US, 
while at the same time chiding com-
panies for ignoring the growing 
power of these groups. It was rela-
tively easy to target and interview 
almost all potential respondents via 
telephone, recruit them to a focus 
group or ask them to take part in 

a car clinic or in-
home ethnography. 
However, the cost of 
conducting research 
among these groups 
is always higher than 
for a general pop-
ulation study even 
with participation 
rates being slightly 
higher as compared 
to research among 
the general popu-
lation. Bi and mul-

tilingual interviewers, focus group 
moderators and market researchers 
are more accessible than ever. But 
what happens next?

Imagine a large food or consum-
er package goods manufacturer is 
looking to understand the shop-
ping behavior of Hispanic or Asian 

Americans. Traditionally, they 
would conduct research using one 
of the classic methodologies I men-
tioned above. But in the last one to 
two years some exciting, new modes 
of data collection have been getting 
market researchers excited. Modes 
such as online focus groups, mobile 
research (using SMS, URLs or Apps), 
text mining, surveys on social media 
research and in-person surveys 
through tablets and smart phones as 
well as neuroscience have created an 
amazing buzz. Of particular import 
for market researchers is the high 
degree of cell only households and 
the growing rate of smart phones 
among minorities. The Center for 
Disease Control’s ongoing  National 
Health Interview Survey reveals this 
tidbit from the July to December 
2010 data: Hispanic adults (38.4%) 
were more likely than non-Hispanic 
white adults (25.0%) or non-Hispan-
ic black adults (31.1%) to be living 
in households with only wireless 
telephones. 

There are exciting implications for 
these new technologies especially 
when collecting data among mul-
ticultural/multilingual populations. 
While focus groups and telephone 
interviewing may never go away, 
online and mobile communities can 

There are 
exciting 

implications 
for these new 
technologies 

especially 
when 

collecting 
data among 

multicultural/
multilingual 
populations.

Multicultural Market research:  
breaking out of the old  
Marketing research box

9

Michael Halberstam
President, Interviewing Service of America
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now be built for 
almost any group 
in almost any 
language. These 
can be used 
multiple times 
thereby keeping 
the overall costs 
of conducting 
research down. 
For example, a 
Chinese commu-
nity panel com-

prised of N=600 participants (150 
each on NY, SF, LA and 75 each in 
Houston and Chicago) can be used 
on a regular basis with only lim-
ited refreshing of the panel. Using 
mobile technology a pre-recruited 
group of Hispanic supermarket 
shoppers in LA and Houston can 
activate an App on their Smart 
phone that allows them to take pic-

tures of the products they buy, view 
and consider when they shop. Data 
is received by the client during the 
shopping experience. Set up prop-
erly, respondents can receive cou-
pons or communications on their 
device from the client during their 
visit. 

The constant improvements in 
technology will continue to lead to 
better, possibly more inexpensive, 
and timelier data for multicultur-
al agencies and clients. Marketers 
have little excuse not to conduct 
market research in these growing 
and important communities.

The constant 
improvements 
in technology 

will continue to 
lead to better, 
possibly more 

inexpensive, and 
more timely data 
for multicultural 

agencies and 
clients.

Michael Halberstam
President

Contact information:
15400 Sherman Way, 4th Fl .
Van Nuys, CA 91406
Ph . 800-289-1044
Fx . 818-756-7489
halberstam@isacorp .com
www .isacorp .com
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The disability Market

This section is sponsored by

EIN SOF Communications, Inc.
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Puzzled on how to activate the 
diverse and highly nuanced 
disability markets? Reaching 

these brand-loyal segments is 
challenging because some customers 
do not yet self-identify like other 
diversity segments.  Here are some 
essential puzzle pieces to help 
illuminate the big picture. 
Puzzle Piece # 1 – 
The Real “Disability Market”  

Disability markets are interlocking 
sub-segments overlapping the mature 

adult market.  Baby 
Boomers acquire 
disabilities (hearing, 
sight and mobility 
loss) that impact 
i n d e p e n d e n c e 
and affect lifestyle 
choices. Not a 
bad thing, just a 
different thing.  

After all, it’s better to be over the 
hill, than under it.

There’s no “one size fits all” so 
best to customize a blend of targeted, 
cause, guerilla, social media and 
disability-inclusive diversity general 
and specialty marketing and 
advertising.

• A University of Massachusetts 
Boston survey found 92% of 
consumers felt favorably toward 
companies hiring people with 
disabilities; 87% prefer to do business 
with such companies.

• Disability market boasts $220 
billion in purchasing power (plus 
brand-loyal family, friends and 
colleagues)—more than the coveted 
teen market.  
Puzzle Piece # 2 – Strategic Alliances 

Strategic alliances create mu- 
tually beneficial outcomes that 
increase market share, build brand 
loyalty and create more diversified 
workforces. Advisory committees like 
AT&T’s Advisory Panel on Access & 
Aging provide insights from thought 
leaders, key influencers and opinion-
makers, drive word-of-mouth, serve 
as specialized “focus groups” to 
design and market accessible/usable 
products & services and help craft 
successful marketing messages.

Smart marketers realize people 
with disabilities are tech-savvy 
early adopters that drive crossover 
products into general market. 
Vibrating mobile devices and 
texting were creations of the Deaf 
community. Audio books for blind 
users are now popular with long-
distance commuters. Curb cuts for 
wheelchair-users provide access for 
delivery persons, strollers, rolling 
luggage and kids on skateboards

Strategic alliances are the 
hallmark of EIN SOF disability 
strategic marketing campaigns like 
Fox Searchlight’s THE SESSIONS, 
Sundance Channel’s PUSH GIRLS, 
MY LEFT FOOT; Mattel’s Becky 
(Barbie’s  wheelchair-user friend); 

disability Market –  
connecting the puzzle pieces

Tari Hartman Squire 
CEO, EIN SOF Communications, Inc.
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disability 
markets are 
interlocking 

sub-segments 
overlapping 
the mature 

adult market.  
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Tari Hartman Squire 
President & CEO

Contact Information:
EIN SOF Communications, Inc .
11601 Wilshire Boulevard, Suite 500
Los Angeles, CA 90025
Ph . 310-473-5954
Tari@EINSOFcommunications .com
www .EINSOFcommunications .com

Universal’s RAY DVD with DVS 
(descriptive video for blind 
audiences) and others. 
Puzzle Piece # 3 – 
Disability-Savvy Language

Paternalistic euphemisms like 
“special needs” are outdated. 
Disability-savvy marketers and 
advertisers want to ride the “disability 
power & pride” wave. Like other 
marginalized groups, people with 
disabilities choose language to define 
themselves—they are true experts, 
not well-intentioned, non-disabled 
parents or service providers.

Companies across sectors and 
agencies like FEMA deleted “special 
needs” from communications. 
Antiquated telethon/charity models 
are on a collision course with 
empowerment, independent living, 
disability power & pride.
Puzzle Piece # 4 – 
ERGs – More than Employment:

Disability Employee Resource 
Groups are dynamic corporate allies, 
early warning devices and keepers 
of the external engagement flame.  
PepsiCo’s EnABle created “Bob’s 

House” SuperBowl ad and AT&T’s 
IDEAL support external projects and 
are pipelines to recruit prospective 
employees. Disability ERGs are 
the new kid on the diversity block 
and EIN SOF can help fortify your 
success.
Puzzle Piece # 5 – 
Graft Disability onto Diversity & Inclusion

For higher ROI, graft disability 
onto specialty and general market 
campaigns.  Diversity is a goal, 
inclusion is a choice in ad copy, 
images and marketing messages: 
smart business to increase market 
share.

Having worked on successful 
disability casting for Toys “R” Us, 
Royal Caribbean, McDonald’s 
and other companies, we promise 
talent with disabilities is plentiful. 
Production budgets can absorb 
minimal one-time costs (sign 
language interpreters, Braille or 
DVD scripts, wheelchair-accessible 
photo shoots). As a result, your ads 
will reflect true diversity of your 
corporate culture and customer base 
and raise your bottom line.  

Everyone is touched by disability. 
Why not leverage that touchstone 
to expand visibility, enhance image 
and build brand-loyalty? Solve that 
puzzle to differentiate your brand 
and sharpen your competitive edge.

smart marketers realize people 
with disabilities are tech-savvy 

early adopters that drive crossover 
products into general market. 
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direct Marketing:  
Multicultural name 

identification

This section is sponsored by

Ethnic Technologies, LLC
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In 2010, the U.S. Census Bureau 
counted 50.4 Million Hispanics, 
38.9 Million African-Americans 

and 14.6 Million Asians. Here in 
2013, those numbers continue to 
climb, not as much through immi-
gration as in years past, but through 
new births. These populations rep-
resent the “New Majority”, and 
marketers in today’s world know 
the importance of building brand 
loyalty amongst these high-growth 

segments. Armed with that knowl-
edge, we then have to address the 
issue of how to be “culturally com-
petent”. 

The use of highly actionable data, 
utilizing intelligent research and 
analytics down to granular levels 
of Ethnicity, Language Preference, 
Hispanic Country of Origin, Gender 
and Assimilation will ensure that 
your marketing efforts are culturally 
relevant. It’s not enough to segment 
by racial categories such as Black, 
Caucasian, Asian or Hispanic. A bet-

ter approach is to see the diversity 
in America and to identify an indi-
vidual based on their true cultural 
identity. When properly utilized, 
a predictive name and geographic 
analysis is the key ingredient to 
success, and to always maintaining 
“cultural competence”.
When taking an in-depth look at the 
Hispanic population in the United 
States, we see individuals with strong 
affinity and ties to their country of ori-
gin. A person or family from Puerto 
Rico does not exhibit the same cul-
tural identity or buying habits as that 
of a family that has come here from 
Mexico. Marketers, Researchers and 
Advertising Agencies often approach 
the Hispanic population as a homo-
geneous group. Taking into account 
one’s country of origin will go a long 
way to building and maintaining 
brand loyalty.

These same issues arise, and some-
times in greater depth, when 
marketing to Asian populations. 
Asians are not “One Size Fits All”, 
and low response rates will reflect 
this mentality. With so many differ-
ent Asian countries of origin and 
languages being spoken now in the 
U.S., a smart marketer will embrace 
the technology available that allows 
them to identify each individual. 

Karen Sinisi
Director of Sales, Ethnic Technologies, LLC

When properly utilized, 
a predictive name and 

geographic analysis is the key 
ingredient to success, and to 
always maintaining “cultural 

competence”.

cultural competency  
and the importance of name research
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A Chinese American living in San 
Francisco should be spoken to 
and marketed to differently then a 
Korean American living in Fort Lee, 
NJ, or a Vietnamese American living 
in Houston, TX. 

Armed with this intelligence, 
marketers can and should add in 
different levels of Assimilation and 
Acculturation as well. When you put 
Assimilation into the mix, you really 
have drilled down to address spe-
cific buying habits, cultural customs 
and even language preferences that 
exist in our diverse populations. 
Perhaps certain components of your 
brand speak to one level, but not 
another. If you are armed with the 
market intelligence needed to make 
adjustments, once again you have 
achieved the “cultural competency” 
needed to succeed.
Many ethnic groups in the United 
States maintain a strong cultural 
identity, regardless of how deeply 
they have assimilated here or how 
long they have lived here. They 

are often attracted to communities 
in which many traditional cultural 
customs and habits are maintained. 
Because of this, it is of the utmost 
importance for marketers to 
fully understand the cultural dif-
ferences, language preferences, 
buying habits and other socio-eco-
nomic information of their current 
and future customers. Embracing 
the technology that will put them 
one step ahead of their competition 
is what every smart marketer can 
do now to ensure success with these 
important and fast-growing popula-
tions.

Karen Sinisi
Director of Sales

Contact information:
Ethnic Technologies, LLC
600 Huyler St .
S . Hackensack, NJ 07606
Ph . 866-333-8324,  ext . 117
Fx . 201-440-2168
karens@ethnictechnologies .com
www .ethnictechnologies .com

Many ethnic groups in the united 
states maintain a strong cultural 
identity, regardless of how deeply 
they have assimilated here or how 

long they have lived here.
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African American Market

advertising agency
Advantage Communications, Inc .
Améredia, Inc .
d expósito & Partners
Media Labs
Print Early LLC
República
Walton Isaacson

conferences & seminars
Aguilar Productions, Inc .

direct Mail/Marketing
Ethnic Technologies, LLC
Valassis

Marketing/communications firm
Multicultural Marketing Resources, Inc .
VanguardComm
XL Alliance

Market research firm
Campbell-Communications, Inc . 
Creative Consumer Research
New American Dimensions
Nielsen
Opinion Access Corp .
Phoenix Multicultural

professional/not-for-profit organization
National Association for Multi-ethnicity in 
Communications (NAMIC)
National Association of Black Journalists (NABJ)

Asian American Market

advertising agency
AAAZA
Améredia, Inc .
DAE
H & Y PLANNING, INC .
interTrend Communications
IW Group, Inc .
L3 Advertising, Inc .
Media Labs
MediaMorphosis
Print Early LLC

broadcasting
GlobeCast 

conferences & seminars
Aguilar Productions, Inc .

corporation
Comcast

direct Mail/Marketing 
Ethnic Technologies, LLC

Marketing/communications firm
Multicultural Marketing Resources, Inc .
Object Design & Communications, Inc .
VanguardComm

Market research firm
House of Marketing Research
Interviewing Service of America
New American Dimensions
Nielsen
Opinion Access Corp .
Phoenix Multicultural

Media-broadcast
NTD Television
Sing Tao Chinese Radio
Sing Tao TV

Media – online
INQUIRER .net

Media-print
Saigon Tex News
Sing Tao Daily

Media-Website
ChinaGate (wenxuecity .com)
U .S . City Post

professional/not-for-profit organization
National Association for Multi-ethnicity in 
Communications (NAMIC)

Hispanic Market

advertising agency
Acento
Advantage Communications, Inc .
Améredia, Inc .
Asterix Group, Inc .
Casanova Pendrill
d expósito & Partners
Grupo Gallegos
Lopez Negrete Communications, Inc .
Media Labs
PM Publicidad
Print Early LLC
Redbean Society
República
Walton Isaacson
Wing

conferences & seminars
Aguilar Productions, Inc .

consultant/consulting
Daniel Gonzalez & Associates

corporation
Comcast

direct Mail/Marketing
Ethnic Technologies, LLC
Valassis

Marketing/communications firm 
Latin2Latin Marketing + Communications, LLC
Marketing Werks
Multicultural Marketing Resources, Inc .
VanguardComm
XL Alliance

Market experts and business leaders
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Marketing/promotions
Cardenas Marketing Network, Inc .

Market research firm
Creative Consumer Research
GfK
House of Marketing Research
Ingenium Research Boutique
Interviewing Service of America
LatinoEyes, a division of C&R Research 
Nielsen
Opinion Access Corp .
Phoenix Multicultural

Media-broadcast
Adelante Media Group 

Media-digital
Mundial Sports Network

Media-print
People en Español
Mundia Sports Network

Media-Website
Hispanic Market Weekly

professional/not-for-profit organization
AHAA: The Voice of Hispanic Marketing
National Association for Multi-ethnicity in 
Communications (NAMIC)

public relations firm
Arcos Communications
RL Public Relations + Marketing

Multicultural Market

advertising agency
Acento
Advantage Communications, Inc .
Améredia, Inc .
Casanova Pendrill
d expósito & Partners
Gravity Media
Grupo Gallegos
H & Y PLANNING, INC .
L3 Advertising, Inc .
Media Labs
MediaMorphosis
Print Early LLC
Redbean Society
República
Russian-American Media, LLC
T .D . Wang Advertising Group, LLC
Walton Isaacson
Wing

broadcasting
GlobeCast 

corporation
Comcast

direct Mail/Marketing
Ethnic Technologies, LLC

Marketing/communications firm 
Interlex
Multicultural Marketing Resources, Inc .

Object Design & Communications, Inc .
VanguardComm
XL Alliance

Marketing/promotions
Cardenas Marketing Network, Inc .

Market research firm
Campbell-Communications, Inc .
GfK
Ingenium Research Boutique
Nielsen
Opinion Access Corp .

Media – broadcasting
Adelante Media Group 

Media – TV
MHz Networks 

Media-Website
Hispanic Market Weekly

professional/not-for-profit organization
ADCOLOR® 
National Association for Multi-ethnicity in 
Communications (NAMIC)

public relations firm
Arcos Communications
RL Public Relations + Marketing

Translation/interpretation 
Translations .CA

OTHER MARKETS 
Canadian

advertising agency
Media Labs
MediaMorphosis

broadcasting
GlobeCast

Translation/interpretation 
Translations .CA

Disability Market

advertising agency
Advantage Communications, Inc .
Print Early LLC

Marketing communications firm
EIN SOF Communications, Inc .
Marketing Werks

European Market

advertising agency
Améredia, Inc .
Print Early LLC
Russian-American Media, LLC

broadcasting
GlobeCast 

direct Mail/Marketing
Ethnic Technologies, LLC
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Filipino American Market

advertising agency
AAAZA
Améredia, Inc .
DAE
L3 Advertising, Inc .
Media Labs
MediaMorphosis
Print Early LLC

broadcasting
GlobeCast 

Media – online
INQUIRER .net

Gay/Lesbian Market

advertising agency
Advantage Communications, Inc .
Améredia, Inc .
Asterix Group, Inc .
interTrend Communications
Print Early LLC
Walton Isaacson

Market research firm
House of Marketing Research
New American Dimensions

professional/not-for-profit organization
National Association for Multi-ethnicity in 
Communications (NAMIC)

General Market

advertising agency
AAAZA
Acento
Advantage Communications, Inc .
Améredia, Inc .
d expósito & Partners
IW Group, Inc .
Media Labs
MediaMorphosis
Print Early LLC
República
Walton Isaacson
Young & Rubicam (Y&R)

direct Mail/Marketing
Ethnic Technologies, LLC
Valassis

Marketing/communications firm
Interlex
Marketing Werks
Multicultural Marketing Resources, Inc .
VanguardComm
XL Alliance

Marketing/promotions
Cardenas Marketing Network, Inc .

Market research firm
Creative Consumer Research
Interviewing Service of America
LatinoEyes®, a division of C&R Research 
Nielsen
Opinion Access Corp .

professional/not-for-profit organization
National Association for Multi-ethnicity in 
Communications (NAMIC)

public relations firm
Arcos Communications

Translation/interpretation 
Translations .CA

Jewish Market

advertising agency
Améredia, Inc .
Print Early LLC

broadcasting
GlobeCast 

Marketing/communications firm
Multicultural Marketing Resources, Inc .

Market research firm
Opinion Access Corp .

Latin American Market

advertising agency
Acento
Advantage Communications, Inc .
Améredia, Inc .
Casanova Pendrill
Grupo Gallegos
PM Publicidad
Print Early LLC
Redbean Society
República 

broadcasting
GlobeCast 

consultant/consulting
Daniel Gonzalez & Associates

Market research firm
GfK
Ingenium Research Boutique
LatinoEyes®,  a division of C&R Research
Nielsen
Opinion Access Corp .

Media-digital
Mundial Sports Network

Media-print
Mundial Sports Network

public relations firm 
RL Public Relations + Marketing

MIddle Eastern Market

advertising agency
Améredia, Inc .
Media Labs
MediaMorphosis
Print Early LLC

Native American Market

advertising agency
Media Labs
Print Early LLC
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professional/not-for-profit organization
National Association for Multi-ethnicity in 
Communications (NAMIC)

Russian/Polish Market

advertising agency
Améredia, Inc .
Media Labs
MediaMorphosis
Print Early LLC
Russian-American Media, LLC

broadcasting
GlobeCast 

Marketing/communications firm
Multicultural Marketing Resources, Inc .

Market research firm
Opinion Access Corp .

Senior/50+ Market

advertising agency
d expósito & Partners
Media Labs
Print Early LLC
República

Marketing/communications firm
Interlex
Multicultural Marketing Resources, Inc .

Market research firm
Campbell-Communications, Inc .
Nielsen
Opinion Access Corp .

Media-broadcast
Sing Tao Chinese Radio
Sing Tao TV

Media-print
Sing Tao Daily

Media-Website
U .S . City Post

South Asian Market

advertising agency
Améredia, Inc .
DAE
IW Group, Inc .
Media Labs
MediaMorphosis
Print Early LLC

broadcasting
GlobeCast 

direct Mail/Marketing 
Ethnic Technologies, LLC

Marketing/communications firm
Object Design & Communications, Inc

Media-print
Saigon Tex News

U.S. Emerging African Market

advertising agency
Media Labs
MediaMorphosis
Print Early LLC

broadcasting
Globecast

conferences & seminars
Aguilar Productions, Inc

direct Mail/Marketing 
Ethnic Technologies, LLC

Urban Market

advertising agency
Advantage Communications, Inc .
Améredia, Inc .

Marketing/communications firm
VanguardComm
XL Alliance

Women in Business Market

advertising agency
Advantage Communications, Inc .
Améredia, Inc .
Asterix Group, Inc .
Print Early LLC
República 

Marketing/communications firm
Multicultural Marketing Resources, Inc .

professional/not-for-profit organization
National Association for Multi-ethnicity in 
Communications (NAMIC)

public relations firm 
RL Public Relations + Marketing

Vietnamese Market

Media-print
Saigon Tex News

Youth and Teen Market

advertising agency
Advantage Communications, Inc .
interTrend Communications
Print Early LLC

direct Marketing agency
Ethnic Technologies, LLC

Marketing/communications firm
Multicultural Marketing Resources, Inc .
VanguardComm

Media-broadcast
Adelante Media Group

Marketing research firm
Nielsen

public relations firm 
RL Public Relations + Marketing
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Apparel/Fashion

d expósito & Partners
Gravity Media
Lopez Negrete Communications, Inc.
Media Labs
Print Early LLC
República
RL Public Relations + Marketing 

Automotive 
Advantage Communications, Inc.
GfK
Gravity Media
H & Y PLANNING, INC.
Ingenium Research Boutique
interTrend Communications
Interviewing Service of America (ISA)
Lopez Negrete Communications, Inc.
Media Labs
Nielsen
NTD Television
PM Publicidad
Print Early LLC
RL Public Relations + Marketing 
Walton Isaacson
Young & Rubicam (Y&R)

Beer & Spirits
AAAZA, Inc.
Adelante Media Group
Arcos Communications
Asterix Group, Inc.
Campbell-Communications Inc.
Cardenas Marketing Network, Inc.
Creative Consumer Research
d expósito & Partners
Gravity Media
L3 Advertising, Inc.
LatinoEyes®, a division of C+R 

Research
Lopez Negrete Communications, Inc.
Nielsen
República
RL Public Relations + Marketing 
Walton Isaacson
XL Alliance

Beverages
Advantage Communications, Inc.
Améredia, Inc.
d expósito & Partners
Gravity Media
Ingenium Research Boutique
Lopez Negrete Communications, Inc.
New American Dimensions
Nielsen
República
RL Public Relations + Marketing 
XL Alliance

Cosmetics & Beauty
d expósito & Partners
Gravity Media
Ingenium Research Boutique
L3 Advertising, Inc.
Lopez Negrete Communications, Inc.
Media Labs
Nielsen

Print Early LLC
Redbean Society 
RL Public Relations + Marketing 
Translations.CA
Walton Isaacson
Wing
XL Alliance

Education
Advantage Communications, Inc.
Améredia, Inc.
EIN SOF Communications, Inc.
Ethnic Technologies, LLC
Gravity Media
Latin2Latin Marketing + 

Communications LLC
Lopez Negrete Communications, Inc.
National Association for Multi-

ethnicity in Communications 
(NAMIC Inc.)

National Association of Black 
Journalists (NABJ)

República

Entertainment/Music
AAAZA, Inc.
Adelante Media Group
Advantage Communications, Inc.
Aguilar Productions, Inc.
Améredia, Inc.
Cardenas Marketing Network, Inc.
Comcast
Gravity Media
Hispanic Market Weekly 
Ingenium Research Boutique
L3 Advertising, Inc.
LatinoEyes®, a division of C+R 

Research
Lopez Negrete Communications, Inc.
Media Labs
MHz Networks
Nielsen
NTD Television
People en Español 
PM Publicidad
Print Early LLC
República
RL Public Relations + Marketing 
Russian-American Media, LLC
T.D. Wang Advertising Group, LLC 
XL Alliance

Energy
República

Fast Food
d expósito & Partners
Gravity Media
Ingenium Research Boutique
LatinoEyes®, a division of C+R 

Research
Lopez Negrete Communications, Inc.
Media Labs
Print Early LLC
República
Saigon Tex News 
Valassis

Financial Services / Banking / 
Insurance

AAAZA, Inc.
Acento 
Advantage Communications, Inc.
Aguilar Productions, Inc.
Améredia, Inc.
Arcos Communications
Asterix Group, Inc.
Campbell-Communications Inc.
d expósito & Partners
DAE 
EIN SOF Communications, Inc.
Ethnic Technologies, LLC
GfK
Gravity Media
Ingenium Research Boutique
Interlex 
IW Group, Inc.
L3 Advertising, Inc.
Latin2Latin Marketing + 

Communications LLC
LatinoEyes®, a division of C+R 

Research
Lopez Negrete Communications, Inc.
Marketing Werks
Media Labs
MediaMorphosis 
New American Dimensions
Nielsen
Opinion Access Corp.
Phoenix Multicultural
PM Publicidad
Print Early LLC
Redbean Society 
República
RL Public Relations + Marketing 
Saigon Tex News 
T.D. Wang Advertising Group, LLC 
Valassis
Young & Rubicam (Y&R)

Government
Advantage Communications, Inc.
Améredia, Inc.
d expósito & Partners
EIN SOF Communications, Inc.
Gravity Media
Interlex 
República

Home/Shelter
Gravity Media
PM Publicidad
VanguardComm
República

Legal
Creative Consumer Research
Gravity Media
República

Non-Profit
Advantage Communications, Inc.
AHAA: The Voice of Hispanic 

Marketing
Améredia, Inc.
d expósito & Partners
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Daniel Gonzalez & Associates
EIN SOF Communications, Inc.
Gravity Media
Lopez Negrete Communications, Inc.
National Association for Multi-

ethnicity in Communications 
(NAMIC Inc.)

República

Online Media
ChinaGate (wenxuecity.com)
INQUIRER.net

OTT Solutions
GlobeCast

Packaged Goods
Acento 
Améredia, Inc.
Casanova Pendrill
d expósito & Partners
Gravity Media
Grupo Gallegos
H & Y PLANNING, INC.
Ingenium Research Boutique
L3 Advertising, Inc.
LatinoEyes,® a division of C+R 

Research
Lopez Negrete Communications, Inc.
Media Labs
New American Dimensions
Nielsen
Phoenix Multicultural
Print Early LLC
Redbean Society 
RL Public Relations + Marketing 
Translations.CA
VanguardComm
Wing
XL Alliance

Pharmaceutical/Healthcare
Advantage Communications, Inc.
Améredia, Inc.
Campbell-Communications Inc.
Casanova Pendrill
Creative Consumer Research
d expósito & Partners
DAE 
EIN SOF Communications, Inc.
Ethnic Technologies, LLC
Gravity Media
Ingenium Research Boutique
Interviewing Service of America (ISA)
L3 Advertising, Inc.
Latin2Latin Marketing + 

Communications LLC
Lopez Negrete Communications, Inc.
Marketing Werks
Media Labs
New American Dimensions
Nielsen
NTD Television
Opinion Access Corp.
Redbean Society 
República

RL Public Relations + Marketing 
VanguardComm
Wing
XL Alliance

Publishing
Daniel Gonzalez & Associates
Gravity Media
INQUIRER.net
Media Labs
Mundial Sports Network
Print Early LLC
República
Sing Tao Chinese Radio
Sing Tao Daily
Sing Tao TV
U.S. City Post

Real Estate
Advantage Communications, Inc.
Améredia, Inc.
Gravity Media
Lopez Negrete Communications, Inc.
República

Restaurant
Advantage Communications, Inc.
d expósito & Partners
Gravity Media
Lopez Negrete Communications, Inc.
República

Retail
Acento 
Advantage Communications, Inc.
Améredia, Inc.
Casanova Pendrill
d expósito & Partners
Grupo Gallegos
Ingenium Research Boutique
interTrend Communications
Interviewing Service of America (ISA)
L3 Advertising, Inc.
Lopez Negrete Communications, Inc.
Media Labs
New American Dimensions
Nielsen
PM Publicidad
Print Early LLC
Redbean Society 
República
RL Public Relations + Marketing 
Saigon Tex News 
Valassis
XL Alliance
Young & Rubicam (Y&R)

Satellite
GlobeCast

Sports
Adelante Media Group
Cardenas Marketing Network, Inc.
Mundial Sports Network

Technology
Améredia, Inc.
EIN SOF Communications, Inc.
Ethnic Technologies, LLC
GfK
GlobeCast
Gravity Media
H & Y PLANNING, INC.
Lopez Negrete Communications, Inc.
Media Labs
MediaMorphosis 
Print Early LLC
República
RL Public Relations + Marketing 

Telecommunications
Acento 
Améredia, Inc.
d expósito & Partners
GlobeCast
Gravity Media
Grupo Gallegos
Ingenium Research Boutique
Interlex 
interTrend Communications
IW Group, Inc.
L3 Advertising, Inc.
LatinoEyes®, a division of C+R 

Research
Lopez Negrete Communications, Inc.
Marketing Werks
Media Labs
MediaMorphosis 
MHz Networks
New American Dimensions
Nielsen
Object Design & Communications, 

Inc.
PM Publicidad
Print Early LLC
República
RL Public Relations + Marketing 
Russian-American Media, LLC
T.D. Wang Advertising Group, LLC 
VanguardComm

Translations
Translations.CA

Transportation/Travel/Tourism
Advantage Communications, Inc.
Améredia, Inc.
d expósito & Partners
DAE 
Ethnic Technologies, LLC
Gravity Media
Ingenium Research Boutique
L3 Advertising, Inc.
Lopez Negrete Communications, Inc.
Media Labs
New American Dimensions
Object Design & Communications, 

Inc.
Phoenix Multicultural
PM Publicidad
Print Early LLC
República
RL Public Relations + Marketing 
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aaaZa, inc..
3250 Wilshire Blvd .
Los Angeles . CA 90010
Ph . 213-380-8333
Fx . 213-380-5333
Info@aaaza .com
Jonathan .Tran@aaaza .com  
AAAZA .com
20 employees
Jay Kim, Managing Director

acento
2001 Wilshire Blvd .
Santa Monica, CA 90403
Ph . 310-943-8300
Fx . 424-238-4000
dbroxson@acento .com 
www .acento .com 
65 employees, 52% minority-owned
Donnie Broxson, Vice President, Client 
Leadership

Founded in 1983, Acento 
Advertising is an independent 
advertising agency specializing 
in Hispanic and Total Market 
communications . For 30 years, 

Acento has delivered results for its cli-
ents through sound strategy and compelling 
messaging that connect with U .S . Latino, 
General Market and Latin American audi-
ences . Our full-service, in-house capabilities 
include Strategic Planning and Research, 
Creative, Media Planning and Buying, 
Digital, Production, Direct Marketing, 
PR, Promotions, Shopper Marketing and 
Entertainment . Acento Advertising is the 
largest Hispanic media biller on the West 
Coast, placing over $50 million per year 
in mass and non-traditional media, includ-
ing digital . Our direct branding approach 
to marketing is based on measureable, 
results-oriented creative supported by tar-
geted media . Unlike most agencies, we 
grew through the recession with steady 
organic and new business growth, and have 
averaged 30 percent growth each year for 
the past several years . Acento Advertising is 
headquartered in Los Angeles, with offices 
in Chicago and New York .

adcolor®

437 Madison Avenue, 9th Floor
New York, NY 10022
Ph . 212-415-3320
info@adcolor .org 
www .adcolor .org 
Tiffany R . Warren 

ADCOLOR® is a 
nonprofit 501(c) 
(6) organization 

whose mission is to celebrate and cham-
pion diversity in the advertising, marketing, 
media, and public relations industries . 
ADCOLOR® strives to create a network 
of outstanding diverse professionals and 
champions of diversity and inclusion by 
honoring their accomplishments and lever-
aging their stories as a road map for others 
to follow . By highlighting the achievements 
of African-American, American Indian/
Native American, Asian Pacific-American, 
Hispanic/Latino, LGBT and other diverse 
professionals, students, and diversity and 
inclusion champions, ADCOLOR® aims 
to inspire the next generation of diverse 
professionals . Now in its seventh year, 
ADCOLOR® continues to make impres-
sive strides towards the empowerment of 
diverse professionals at every stage of their 
careers with programs designed to arm 
them with what they need to excel in their 
respective industries . One of these programs 
is ADCOLOR® University, an intensive 
training program intended for agencies and 
individuals . The program’s mission is to 
promote continued professional growth at 
every level . The program teaches entry- and 
mid-level professionals to take control of 
their own career paths . In partnership with 
training powerhouse Global Novations®, 
ADCOLOR® University will offer three 
classes for two modules in 2013 entitled 
“Managing Inclusion™” and “Efficacy for 
Professionals™ .” In addition to the organi-
zation’s training program, 2013 will usher 
in a new FUTURES class . Launched in 
2012, ADCOLOR® FUTURES is a pro-
gram geared towards nurturing the industry 

alphabetical listing by company
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talent of tomorrow . In partnership with 
ADCOLOR® Diversity Summit (ADS) 
member organizations, the program offers 
alumni from recognized industry diversity 
programs the chance to attend—and receive 
an insider experience at—key ADCOLOR® 
events throughout the weekend and year . 
ADCOLOR® FUTURES is a prime reflec-
tion of our motto and a poignant reminder 
to all that as we rise up, we must reach 
back . The ADCOLOR® Awards & Industry 
Conference will be held September 19th-
21st 2013 at The Beverly Hilton in Los 
Angeles, CA . In the interest of continuing 
to fuel inspiration and retention amongst 
professionals at all levels, we are pleased to 
announce the return of two key programs 
launched last year: ADCOLOR® University, 
an extensive training program for agencies 
and individuals, as well as the ADCOLOR® 
Futures Program, in which alumni of 
industry diversity programs will be given 
a chance to attend and receive an insider 
experience at the ADCOLOR®Awards & 
Industry Conference at no cost to them . 
The 2013 ADCOLOR Awards & Industry 
Conference is brought to you by Omnicom 
Group, Pepsico, The Advertising Club of 
NY, Draftfcb and sponsored by BBDO, 
DAS Global, Deutsch, DIAGEO, TBWA . 
Additional support provided by ADWEEK, 
4A’s, American Advertising Federation, 
OmnicomMediaGroup and Publicis 
Groupe .  

adelante Media Group
500 Media Place
Sacramento, CA 95815
Ph . 916-283-9652
Fx . 916-283-9616
abalderas@AdelanteMediaGroup .com 
www .adelanteMediaGroup .com 
150 employees
Angie Balderas, V .P . Director of Sales

advantage communications, inc.
502 South Broadway, Suite 402
Little Rock, AR 72201
Ph . 501-374-2220
Fx . 501 -374-3643
msteele@advantageci .com 
www .advantageci .com 
15 employees, 100% minority-owned
Michael Steele, Founder and CEO

A d v a n t a g e 
Communications, 
Inc . (ACI) is the 
fastest-growing, 

multi-cultural, marketing, advertising 
and public relations agency in the Mid-
South . Founded by former Coca-Cola 
Company Marketing Executive, Michael 
Steele, Advantage Communications, Inc . 
prides itself in being leading-edge, innova-
tive thinkers . Advantage Communications, 
Inc . was built on the premise of “Creating 
Economic Value” for its clients and is an 
advocate of sound business strategies com-
bined with superior marketing skills .
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aguilar productions, inc.
204 Emerson Ave . E .
St . Paul, MN 55118
Ph . 651-665-0633
Fx . 651-665-0129
richardaguilar@qwestoffice.net 
www .aguilarproductions .com 
2 employees, 100% minority-owned
Rick Aguilar, Pres ./CEO

ahaa: The Voice of hispanic 
Marketing

8400 Westpark Dr ., 2nd Fl .
McLean, VA 22102
Ph . 703-610-9014
Fx . 703-610-0227
info@ahaa .org 
www .ahaa .org 
10 employees
Horacio Gavilán, Executive Director

AHAA: The Voice of 
Hispanic Marketing 
represents the best 
minds and resources 

dedicated to Hispanic-specialized market-
ing . Over the last two decades, AHAA has 
been a long-standing champion for corpo-
rate investment in Hispanic marketing and, 
since its inception in 1996, has increased 
Hispanic budget allocations by 12-fold .  
Organizations trying to reach and connect 
with Hispanic consumers turn to AHAA 
members for unmatched cultural expertise 
and knowledge . Companies like General 
Mills, Procter & Gamble, McDonalds, Wal-
Mart, Target, JC Penney, Domino’s Pizza 
and Allstate are tapping into the Hispanic 
market potential and rely on Hispanic-
specialized agencies to deliver bottom-line 
profits even during the recession. As the 
voice of the Hispanic-specialized marketing 
industry, AHAA demonstrates the value of 
targeting Hispanics, showcases the impact 
of using AHAA member agencies, and 
provides forums for the discussion and 
dialogue between advertisers and industry 
professionals .

améredia, inc.
550 Montgomery St, Suite 750
San Francisco, CA 94111
Ph . 415-788-5100 
Fx . 415-449-3411
contact@ameredia .com
http://www .ameredia .com
25 employees, 100% Minority owned
Pawan Mehra, Founder & Principal

Your marketing com-
munications should 
reflect the face of 
Amer ica—diverse  . 

Establish your brand affinity across diverse 
groups with one agency partner . Améredia 
connects with diverse demographics based 
on unique nuances and commonalities . 
Strategize your brand growth with us across 
diverse market segments and build strate-
gic brand value with our insights driven 
Total Market approach . Team Améredia 
constitutes some of the most creative and 
forward-thinking minds from all over the 
world, enriching the agency’s cultural 
knowledge and collectively offering global 
insights . We offer dedicated expertise within 
the growing and affluent Hispanic, African 
American, Asian American, European, 
Middle Eastern and LGBT communities . The 
future of advertising is diversity focused . 
Ask us how we built seamless brand equity 
across diverse cultural segments for global 
brands like Comcast and how we can 
do it for you . Our recognitions like “Top 
Diverse Business in America”, “Supplier of 
the Year”, “Fast 50 Company”, “Diversity 
Role Model”, “Change Agent” and “Next 
Generation Leader” speak well on our 
vision . Take the next step today . Connect 
with Team Ameredia online at: ameredia .
com | twitter .com/ameredia | facebook .com/
ameredia | linkedin .com/company/ameredia 
| ameredia .com/red | améredian .com

arcos communications
341 E. 38th Street, 12th floor
New York, NY 10018
Ph . 212-807-1337
Fx . 212-807-8857
rcosme@arcos-ny .com
www .arcos-ny .com
5-10 employees, 100% minority owned
Roy Cosme, President
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Succeeding in Latino and multicultural PR 
and marketing for the last 16 years, Arcos 
Communications has rebranded and relo-
cated to midtown NYC offices, positioning 
the agency for continued growth . Experts 
in health care communications, yet serving 
a wide range of clients, the agency offers 
proprietary integrated marketing platforms 
and services .

asterix Group inc.
156 2nd street
San Francisco, CA 94105
Ph . 415-261-7808
Brand@asterixgroup .com
www .asterixgroup .com
12 employees, 100% Woman Owned
Christine Lehtonen, President

Asterix Group is a leading brand strategy 
and creative agency . We build brands for 
today¹s diverse consumers to inspire and 
enhance their lives .  Our marketing exper-
tise includes: LGBT, Latino and Women .

campbell-communications inc.
140 Debs Pl ., 17th . Fl .
New York, NY 10475
Ph . 718-671-6989
Fx . 718-671-0359
ron@campbell-communications .com 
www .campbell-communications .com 
2 employees, 100% minority-owned
Ron Campbell, President

Our primary goal 
is to deliver profes-
sionally conducted 
research with insight-
ful outcomes . Based 

on our decades of practical experience 
we also provide sound strategy develop-
ment .  Our services represent a wide range 
of methodologies including: moderating, 
ethnography, storytelling, on-premise/
environmental interviews, plus IDIs and 
executive interviews . We’ve used these 
approaches as tools for the development of 
effective marketing and advertising strate-
gies, to indentify prime audiences with 
crystal clarity, concept evaluation for new 
products, and the assessment of advertising 
communications through its various stages 

of development . Our mission is to help our 
clients identify new business opportunities, 
provide recommendations and offer guid-
ance for B2C and B2B communications 
that resonate and achieve the established 
communications objectives . Our profession-
ally performed services are what distinguish 
Campbell Communications from our com-
petition . Our experience and unique ability 
to customize traditional approaches to meet 
a specific challenge is a key foundation 
component of our core principles .

cardenas Marketing network, inc.
1459 W . Hubbard Street
Chicago, IL 60642
Ph . 312-492-6424
Fx . 312-492-6404
elena@cmnevents .com 
www .cmnevents .com 
62 employees, 100% minority-owned
Elena Sotomayor, Vice President,  
Event Marketing

Founded in 2003, 
CMN is the leading 
multicultural event 
marketing and sponsor-
ship agency in the U .S . 

CMN engages consumers through award-
winning campaigns featuring music, sports 
and other interactive experiences .

casanova pendrill
275 A McCormick Ave ., Suite 100
Costa Mesa, CA 92626
Ph . 714-918-8200
Fx . 714-918-8295
ingrid .smart@casanova .com 
www .casanova .com 
92 employees
Ingrid Smart, President / CEO

chinaGate (wenxuecity.com)
2734 Bayview Drive
Fremont, CA 94538
Ph . 408-892-2789
Fx . 408-877-1887
margarety@chinagate .com 
Margaret_Yip@yahoo .com
www .wenxuecity .com 
10 employees, 100% minority-owned
Margaret Yip, Director of Sales
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comcast
3055 Comcast Place
Livermore, CA 94551
Ph . 925-424-0237
Fx . 925-424-0215
Stephanie_Martin@cable .comcast .com 
Stephanie Martin, Multicultural 
Marketing

creative consumer research
3945 Greenbriar Drive
Stafford, TX 77477
Ph . 281-240-9646 
Fx . 281-240-3497
ppratt@ccrsurveys .com 
www .ccrsurveys .com
30 employees , 51% woman owned
Patricia Pratt, President

With offices located in 
Houston and Phoenix, CCR 
offers complete field service 
covering Texas, Arizona and 
the surrounding areas . Large 

conference-style focus group rooms with 
one-way mirrors and large client viewing 
rooms . Taste tests, telephone interviewing, 
executive surveys, mall intercepts, door-to 
door interviewing, mystery shops, store 
audits, and computer capabilities avail-
able . Bilingual interviewing, moderators, 
and translators are available . CCR also 
offers project management for multiple city 
projects . 

dae advertising
71 Stevenson St ., Ste . 750
San Francisco, CA 94105
Ph . 415-341-1280
Fx . 415-296-8378
Hello@dao .com 
www .dae .com 
30 employees
Vicky Wong, President/CEO

Inform Amuse Divert 
Educate Influence Sell. 
From the first generation 

of Asian immigrants of new consumers to 
upcoming movers and shakers and over-
achievers—From Stockton Street, a densely 
packed hub of San Francisco’s Chinatown, 
to the tony suburbs of San Marino in 
Southern California—From a China Terra 

Cotta Warrior to chic styles of Jason Wu—
From a cash register ringing silken tofu of 
a major food retailer or just a new way to 
fly high via Marco Polo Class. As the Asian 
populations surge and rise—we know Asian 
Americans . We at DAE are deeply connect-
ed in the Asian communities and possess a 
deeper understanding of the global Asian 
market . And if we still have your attention 
here, we should talk. 

daniel Gonzalez & associates
939 8th Ave ., Ste . 300
New York, NY 10019
Ph . 212-682-0333
Fx . 212-682-9833
gonzalezDA@aol .com 
3 employees, 100% minority-owned
Daniel Gonzalez, President

Strategic, Creative, Copywriting, Graphic 
and Editorial Services for US Hispanic and 
Latin American markets, specializing in 
publishing (magazines, books, continuities) 
and nonprofits. Original Direct Mail copy 
and design (Spanish and bilingual); creative 
adaptations; collection and fulfillment mate-
rial; list analysis . Formats include traditional 
direct mail efforts, magalogs, bookalogs, 
inserts and TV commercials . Over 35 years 
of direct marketing and publishing experi-
ence, 28 years specializing in US Hispanic 
and Latin American markets . 

d expósito & partners
875 Avenue of the Americas, 25th Floor 
New York, NY 10001
Ph . 646-747-8800 
newamericanagency .com
omilian@dex-p .com 
100% Minority owned, 95 % Woman 
owned
Orlando Milian,  Partner

dexpósito & 
Partners is an 
 integrated, 

full-service communications agency, with 
a fresh business model designed to help 
clients win multicultural consumers and 
optimize ROI .  We are a minority, small, 
women-owned organization with unpar-
alleled experience in the U .S . Hispanic 
Market . Our executive management is com-
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prised of industry trailblazers that created 
the Hispanic agency blueprint and have 
built several leading US Hispanic creative, 
CRM, digital and media agencies . Our sea-
soned management, combined with young, 
dynamic, next-generation talent as a driving 
force, reinvigorates our Hispanic agency 
model for marketing in today’s America . 
We’re The New American AgencyTM by 
offering our clients a fresh, critical way of 
looking at today’s consumer landscape, 
providing strategic excellence in marketing, 
while utilizing our expertise in culture to 
creatively leverage insights for total market 
solutions . Proven team experience across 
categories, including automotive, Pharma/
healthcare, banking, beer and spirits, gov-
ernment, media and entertainment, CPG, 
telecommunications, retail and QSR .    

ein sof communications, inc.
11601 Wilshire Blvd ., Ste . 500
Los Angeles, CA 90025
Ph . 310-473-5954, 310-650-0595
Tari@EINSOFcommunications .com 
www .einsofcommunications .com 
Tari Hartman Squire, CEO

Tari Hartman Squire’s EIN 
SOF Communications is a  
federal contractor, woman- 
owned strategic market-

ing, PR, accessible events and employment 
consultation firm specializing in disability-
inclusive diversity and public policy . It 
launched disability-niche marketing with 
My Left Foot and helped develop cam-
paigns for Fox Searchlight’s The Sessions, 
Sundance Channel’s Push Girls, AT&T, 
Bank of America, Macy’s, Mattel/Toys “R 
Us launch of Becky®, Barbie® friend who 
uses a wheelchair, Microsoft, Nickelodeon, 
Universal’s DVS® DVD of Ray for blind 
audiences, UCLA Anderson School of 
Management’s Leadership Institute for 
Managers with Disabilities . EIN SOF’s 
“Disability Community Market Research 
Initiative” was featured in Adweek and 
Fortune Small Business . Squire serves on the 
Television Academy’s Diversity Committee, 
is fluent in American Sign Language, 

advised AP Stylebook on disability-savvy 
semantics, is a member of Women in Film 
and NAWBO .  EIN SOF means business 
25/7, supporting businesses to tap this brand 
loyal and oft-ignored $220 billion market 
segment and laborforce .

ethnic Technologies, llc
600 Huyler Street
S . Hackensack, NJ 07606
Ph . 866-333-8324
Fx . 201-440-2168
info@ethnictechnologies .com 
www .ethnictechnologies .com 
22 employees, 70% minority-owned
Karen Sinisi, Director Sales

Ethnic Technologies, 
LLC is the Global 
Leader in Multicultural 
Marketing, Research, 

database enhancements and modeling . The 
EthniCenter® from Ethnic Technologies is 
the result of over 40 years of continuous 
ethnic, religious and language preference 
research . Our software segments databases 
by Ethnicity, Religion, Language Preference, 
Assimilation Index, Hispanic Country of 
Origin and Gender more accurately and 
comprehensively than any other approach . 
Our analytics and modeling team supports 
clients with ethnic, language, assimilation, 
religion and gender data appending services, 
thus providing marketing professionals with 
an overview of emerging and existing oppor-
tunities . Marketing professionals can also 
acquire ethnic mailing, telemarketing and 
email lists for the United States and Canada . 
With Our “Challenge Guarantee” E-TECH 
is the Platinum Standard for all Ethnic 
Marketing and targeting programs . E-TECH’s 
Premium Product is Hispanic and Asian 
Assimilation Indexes, which distinguishes 
individuals based on their level of assimila-
tion within American culture . E-Tech® and 
The EthniCenter® are registered trademarks 
of Ethnic Technologies, LLC . 
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Gfk
200 Liberty Street 
New York, NY 10281
Ph . 212- 240-5300
Fx . 212- 240-5353
Us@GfK .com
www .GfK .com
1000 + employees
Carlos Garcia, Senior Vice President, 
Multicultural Research

Globecast
10 East 40th Street
New York, NY 10016
Ph . 212-373-5156
Fx . 212-373-5155
Susan .caputo@globecast .com
www .globecastwtv .com
92 employees
Susan Caputo , Director of Marketing, 
Americas

GlobeCast is one 
of the world’s 
leading broad-

cast service companies, providing global 
content management and multi-screen dis-
tribution to broadcasters and content 
creators on five continents. With offices in 
15 countries around the world and access 
to thousands of channels, it’s also a leading 
distributor of international content . In the 
Americas, GlobeCast delivers content to 
major payTV platforms like Verizon FiOS 
and operates two of its own consumer plat-
forms, WorldTV (a DTH satellite platform) 
and MyGlobeTV (a broadband-delivered 
OTT platform) . The company functions 
seamlessly across five continents to bring 
content to any type of platform or screen 
anywhere in the world . Finally, GlobeCast 
offers managed technical services for broad-
casters such as playout and origination and 
satellite and fiber delivery. Wherever you 
are and whatever the destination of your 
content, GlobeCast has a location nearby, 
with technical teams that have extensive 
knowledge of local and targeted markets . 
GlobeCast takes content further .

Gravity Media
114 West 26th Street, 8th Floor 
New York, NY 10001
Ph . 646-486-0000 
Fx . 646-486-0030
info@mediagravity .com
www .MediaGravity .com 
Yuriy Boykiv, CEO 

Gravity is a full 
service advertising 
agency with mul-

ticultural capabilities . Our team consists 
of international marketing professionals of 
Asian, African, Hispanic, European and 
Middle Eastern descent with different expe-
riences and backgrounds, ranging from 
financial, to travel & tourism to com-
munications, entertainment & sports and 
everything in between . This variety of mul-
ticultural talent helps us grasp trends in 
many niche markets and industries and use 
it to the advantage of our clients . The result 
is the right strategy, approach and execu-
tion . We help Caesars Entertainment, DISH, 
IDT Telecommunications, U .S . Army, 
CenterLight Healthcare and NBA integrate 
into various diverse cultures . Gravity has 
been named by AdAge as the fastest grow-
ing multicultural ad agency in the country 
in 2011 and 2012 .

Grupo Gallegos
300 Pacific Coast Hwy, Suite 200
Huntington Beach, CA 92648
Ph . 714-794-6400
Fx . 714-794-6420
jgallegos@grupogallegos .com
www .grupogallegos .com
80 employees, 100% minority owned
John Gallegos, President & CEO
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h & y planninG, inc.
2461 W . 208 St ., Ste . 203
Torrance, CA 90501
Ph . 310-320-7132 
Fx . 310-320-9560
info@H-Yplanning .com
www .H-Yplanning .com 
100% minority owned
Rin Ueno, President 

Established 1986, H&Y Planning has con-
tinuously tailored innovative marketing 
strategies with cutting edge creative assets 
for clients such as Mazda, Ajinomoto, 
Calpis and Zojirushi in the Asian American 
market . 

hispanic Market Weekly 
2332 Galiano Street 
Coral Gables, FL 33134
Ph . 305-448-5838
Fx . 305-728-7001 
avillar@hispanicmarketweekly .com 
www .hispanicmarketweekly .com 
10 employees, 100% minority-owned
Arturo Villar, Publisher

Hispanic Market Weekly, 
an online business-to-
business publication, is 
the leading authority on 

news and events moving the U .S . Hispanic 
market . No other source has Hispanic 
Market Weekly’s unparalleled expertise and 
the power of the Internet to bring its readers 
in-depth coverage of the people, companies 
and trends that influence the U.S. Latino 
market .  For the past 16 years, Hispanic 
Market Weekly has offered professionals 
exclusive information, research and analysis 
while providing them with a clearer picture 
of market behavior . That’s why today’s 
leaders make Hispanic Market Weekly 
their publication of choice .  Target 10,000 
Hispanic Decision Makers, companies and 
professionals who trust Hispanic Market 
Weekly to inform them on what’s making 
news in the business world in which they 
live . Hispanic Market Weekly offers adver-
tisers unrivaled value and reach for their 
marketing dollars . No other publication 
affords you direct access to these key play-
ers to maximize your return on investment .

house of Marketing research
2555 E . Colorado Blvd ., Ste . 205
Pasadena, CA 91107
Ph . 626-486-1400
Fx . 626-486-1404
amy@hmr-research .com
www .hmr-research .com
Amy Siadak, President / CEO

Many com-
panies hope 
t h e y ’ r e 

reaching their target audiences, but don’t 
really know for sure . House of Marketing 
Research (“HMR”) is the one they turn to, 
to find out. HMR is one of LA’s Premiere 
Focus Group facilities . Specializing in 
both quantitative and qualitative research, 
HMR’s capabilities include in-house recruit-
ing, massive national database, intercept 
interviewing, national project management, 
online discussion board groups, online 
and offline surveys, online focus groups 
and usability labs with Morae software . 
Our staff of trained moderators (QRCA 
members) with capabilities in English, 
Spanish, Mandarin, Cantonese, Korean, 
Vietnamese, Japanese and Tagalog, obtain 
quality insights to help our clients make 
better business decisions . HMR’s proac-
tive researchers offer expertise in a wide 
variety of segments, including healthcare, 
consumer goods, business-to-business, and 
ethnic markets including African American, 
Asian and Hispanic . Our top rated focus 
group facility is equipped with live video 
streaming for remote observation and par-
ticipation, translation equipment, digital 
audio and video . 
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ingenium research boutique
8057 Solitaire Ct .
Orlando, FL 32836
Ph . 407-309-2742
mlparra@ingeniumresearch .com
www .ingeniumresearch .com
3 employees, 100% minority owned, 
Woman owned
Maria Parra, CEO/ Hispanic Research 
Consultant

With more than 15 years 
of experience in the 
U .S . and Latin America, 

Ingenium Research Boutique is a company 
that specializes in qualitative marketing 
research .  We perform focus groups, eth-
nographic interviews, in-depth interviews, 
shop-alongs, and many other qualitative 
techniques in the U .S . and also in Latin 
America . Since 2012 we started doing 
online groups and interviews, which is a 
cost effective alternative for ad testing . Our 
mission is to help our partners understand 
and win with their shoppers and consum-
ers . Our insights and recommendations 
enable our partners to grow their business . 
Our clients feel very pleased to work with 
us because we offer a personalized service 
with the same quality and level of profes-
sionalism that global research companies 
can offer, at a very reasonable cost . We are 
good at identifying key insights and how 
they impact your business . We are more 
than researchers, we are partners .

inQuirer.neT 
355 Gellert Blvd ., Ste . 255
Daly City, CA 94015
Ph . 650-991-5699
Fx . 650-991-5698
Esther .Chavez@INQUIRERINC .NET 
WWW .INQUIRER .NET 
60 employees, 100% minority owned
Woman Owned
Esther Misa Chavez, Vice President – 
Sales, North Americas

I N Q U I R E R  . n e t , 
the online site of 

Philippine Daily Inquirer runs 24/7 with 
the latest stories uploaded as it happens . 
Viewed from mutliple devices  and plat-
forms, Inquirer .net remains the number 
one news site for Filipinos worldwide at 

55 million pageviews a month from 15 .2 
Million visitors . It features multi-media 
technologies, geo-targeting and third party 
ad-racking . Inquirer .net is into social media 
through its Twitter and Facebook accounts .

interlex communications inc.
4005 Broadway, Suite B, 
San Antonio, TX 78209
Ph . 210-930-3339 
info@interlexusa .com
www .interlexusa .com 
30 employees, 100% minority owned
Rodolfo Ruiz, Chief Operations Officer

Interlex Communi-
cations, Inc ., a 
SBA-certified small 

disadvantaged business concern, has over 
fifteen (15) years of experience as a full-
service advertising, marketing, and PR firm 
with multicultural capabilities . Interlex 
has been consistently ranked as a, “Top 
US Agency Brand Across All Disciplines,” 
by the industry trade publication ‘Ad Age 
Magazine’ and “Top 20 Hispanic Agency,” 
by ‘Hispanic Business Magazine .’ Recently, 
Interlex has also earned a position on the 
2010 Inc . 500, Inc . magazine’s annual 
ranking of the fastest-growing private com-
panies in America . Our work has received 
numerous Telly, Davey and Addy Awards . 
Employing more than 30 employees (the 
majority of our staff is fully bilingual in 
English and Spanish), we draw on a team 
of highly qualified full-time employees with 
experiences specifically in advertisement, 
strategic planning, creative design, digital, 
social media, public relations, partnership 
development and integrated marketing . 
Our experience ranges from large corpo-
rate clients like American Express, Western 
Union, Wyndham Worldwide and Tracfone 
Wireless to public sector clients like the 
Department of Homeland Security, Texas 
Department of State Health Services, Texas 
Economic Development and Tourism board, 
Pan American Development Foundation 
and National Education Association . 
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interTrend communications
555 East Ocean Blvd . 9th Fl .
Long Beach, CA 90802
Ph . 562-733-1888
Fx . 562-733-1889
info@intertrend .com 
www .intertrend,com 
65 employees, 100% minority-owned
Jane Nakagawa, V .P ., Strategy

interTrend Communications is a women/
minority owned, award-winning commu-
nication agency that specializes in targeting 
the Asian American and LGBT segments . As 
a full service agency, we provide integrated 
marketing solutions that include: creative 
development, digital/mobile marketing, 
PR, events, promotions, strategic planning, 
research, and account management . 

interviewing service of america 
(isa)

15400 Sherman Way, Ste . 400
Van Nuys, CA 91406
Ph . 818-756-7300
Fx . 818-782-1309
Psherman@isacorp .com 
www .isacorp .com 
750 employees
Paul Sherman, SVP, Sales and Marketing

ISA is one of 
America’s largest 
marketing research 
data collection and 

data processing companies . ISA has 300 
CATI positions in the US . We are the indus-
try leader in multicultural data collection 
having conducted interviews in 67 languag-
es since 1983 . On-line interviewing, IVR 
interviewing and complete data processing, 
including coding, programming and transla-
tions are available . Through our Q-insights 
division we offer in-person, focus groups 
and ethnographic research on a national 
basis . ISA extensive experience in reach-
ing hard to reach ethnic groups such as 
Hispanic and Asian Americans . Qi has two 
focus group facilities in Southern California 
and nationwide recruiting capabilities . 

iW Group, inc.
8687 Melrose Ave., 5th floor, Ste. G540
West Hollywood, CA 90069
Ph . 310-289-5500
Fx . 310-289-5501
nita .song@iwgroupinc .com
www .iwgroupinc .com
60 employees, 51% minority owned
Nita Song, President

Consistently ranked among the top U .S . 
Asian marketing firms, IW Group is best 
known for creative approaches, strategic 
solutions and solid results . We offer a full 
range of services including advertising, PR, 
digital, research and experiental . 

l3 advertising, inc.
115 Bowery, 3rd Floor
New York, NY 10002
Ph . 212-966-7050
Fx . 212-431-1282
info@L3Advertising .com
www .L3Advertising .com
25 employees, 100% minority owned
Joe Lam, President 

Fo u n d e d  i n 
1984, America’s 

oldest and most highly respected Asian 
advertising agency has been the pioneer of 
integrated marketing to Asian Americans .  
With a keen insight into the unique nature 
of Asian American communities, L3 has 
developed marketing tools that strategi-
cally appeal to Asians’ immigrant mindset 
and close-knit community networks .  L3 
is the industry leader in Asian American 
marketing for financial services, distilled 
spirits and casino gambling . L3 is the only 
Asian American marketing services firm that 
offers extensive experience in below-the-
line disciplines in event marketing, public 
relations, promotions and retail merchan-
dising .  At L3, we know that advertising 
is never the only answer to our clients’ 
business needs . At L3, we believe in rela-
tionships that deliver .  Long before the term 
“Relationship Marketing” existed, L3 was 
helping clients to build brands by embrac-
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ing this simple principle: Advertising is 
fleeting.  Relationships endure. At L3, we 
deliver ground-breaking communications 
that create and nurture lasting relationships 
between our clients and Asian American 
consumers .

latin2latin Marketing + 
communications llc

333 N . New River Dr . East, Suite 1200
Fort Lauderdale, FL 33301
Ph . 954-376-4800
Arminda@latin2latin .com 
www .Latin2Latin .com 
6 employees, 100% minority-owned
Arminda Figueroa, President & CEO

latinoeyes®, a division of c+r 
research

500 N . Michigan Ave ., Ste . 1100
Chicago, Il 60611
Ph . 312-828-9200 
jorgem@crresearch .com
www .crresearch .com 
Jorge Martinez, Director, LatinoEyes® 

LatinoEyes® is the research 
consultancy division of C+R 
Research specializing in 
the U .S . Hispanic and Latin 
American markets . The 
LatinoEyes® team is made up 

of knowledgeable researchers with over 20 
years of experience who have a deep under-
standing of both U .S . and Latino cultures, 
and advanced quantitative and qualitative 
skills . With expertise in a wide variety of 
markets spanning from consumer pack-
aged goods to banking and retail, they offer 
cutting-edge technologies, as well as the 
best methods for researching and gaining 
insights into the U .S . Hispanic market .

lopez negrete communications, 
inc.

3336 Richmond Ave ., Ste . 200, 
Houston, TX 77098
Ph . 713-877-8777 
Fx . 713-877-8796
www .lopeznegrete .com
info@lopeznegrete .com 
192 employees, 51 % minority owned
Alex López Negrete, President and CEO 

Lopez Negrete Commu- 
nications, Inc . special-
izes in the Hispanic 
marketplace and 
stands as the largest 
Hispanic, indepen-

dently owned-and-operated, full-service 
agency in the United States . Founded in 
1985 by Alex and Cathy López Negrete, the 
agency offers thought leadership and a full 
range of marketing, advertising and com-
munications services, including strategic 
planning, research and consumer insights, 
media planning and buying, creative, brand 
leadership, digital, public relations, direct 
and consumer relationship marketing, and 
promotions .  Award winning throughout a 
rich, 28-year history, Lopez Negrete counts 
as clients some of the nation’s largest cor-
porations and their prestigious brands, 
including Bank of America, Wal-Mart Stores, 
Microsoft, Shell Oil, NBC Universal Motion 
Pictures Group, Dr Pepper Snapple Group, 
Kraft Foods, Hulu Latino, AARP, Pernod 
Ricard, and Verizon Communications .  
With national headquarters in Houston, 
Texas, and a second office in Los Angeles, 
Calif ., Lopez Negrete employs nearly 200 
employees, who keep clients at the forefront 
of a burgeoning, Hispanic market . 

Marketing Werks
130 East Randolph Street, Suite 2400
Chicago, IL 60601
Ph . 312 .228 .0800
www .marketingwerks .com 
jlenstrom@marketingwerks .com 
200 employees
Jay Lenstrom, Chief Marketing Officer

We are consumer engagement experts .
We believe in ROI for the client .  AND for 
the consumer .
We create the most persuasive, the most 
personal marketing out there .
We know people .
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Media labs
821 Prospect Avenue, Ste . 1 
Westbury, NY 11581
Ph .718-915-7368 
Fx . 718-247-5615
http://medialabsinc .com
Info@MediaLabsInc .com 
10 employees, 100% Woman Owned, 
100% minority owned
Ms . Shagufta Faroqui, Founder/CEO

Media Labs, a New 
York City full scale mul-
ticultural advertising 
agency with 33 years of 
combined experience 

and is dedicated to creating multicultural 
advertising solutions for North American 
and Canadian markets . We specialize in 
the South Asian, Middle Eastern as wells 
as Eastern European and Hispanic mar-
kets and we have developed advertising 
strategies designed to assist in the launch 
or expansion of brands in a variety of 
industries in these diverse world markets . 
We are the only ethnic NYC advertising 
agency that has the capability of provid-
ing comprehensive and all-in-one solutions 
that are developed in-house and under one 
roof . Media Labs has the ability to create a 
plan of action that addresses every phase 
of a client project lifecycle, from concept 
and creation to implementation and deliv-
ery . With our impressive client retention 
rate of almost 98%, we have served as a 
bridge among the mainstream ad agen-
cies and brands and ethnic markets and 
developed a funneled marketing approach 
which is delivering great ROI .  Currently, 
we operate out of a 6,000 square foot facil-
ity in the New York Metro area and our 
services include: Market Research, Media 
Buying and Placement, Public Relations, 
Direct Marketing, Online Marketing and 
Advertising, Multimedia Production, 
Website Design and Development, Graphic 
Design and Printing Services and Event 
Planning and Management .

MediaMorphosis inc.
39-15, 29th . Street, 
Long Island City, NY 11101
Ph . 718-472-3700 
www .mediamorphosisinc .com
daniel@mediamorphosisinc .com 
11 employees, 100% minority owned
Daniel Ocner, Director, Strategic 
Marketing & Development

MediaMorphosis is a lead-
ing multicultural advertising 
and marketing agency with 
offices in the US, Canada, 
UK and India . They are 
specialists in creating cus-
tomized response-oriented 

marketing campaigns which allow clients 
to target ethnic markets more effectively . By 
integrating research, cultural insights and 
technological innovation, MediaMorphosis 
provides clients with a thorough under-
standing of desired segments and their 
overall projected response capture rate . 
Services include: Ethnic creative servic-
es; Ethnic media planning and buying; 
Online targeting, which includes social 
media and search initiatives with the use 
of their proprietary advertising network, 
“Ethnic Online Network”; BTL solutions 
such as ethnic events, ground marketing 
and promotions . Clients continue to turn 
to MediaMorphosis for their multicultural 
needs, whether they are looking to reach 
the South Asian, Middle Eastern, or Eastern 
European markets, as well as any emerging 
ethnic group no matter how large or small 
the budget .
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Mhz networks
8101 A Lee Hwy .
Falls Church, VA 22042
Ph . 703-770-7100
Fx . 703-770-7112
fthomas@mhznetworks .org 
www .mhznetworks .org 
30 employees
Frederick Thomas, Chief Executive  
and Founder

MHz Networks is an inde-
pendent, non-commercial 
television network broad-
casting premier international 
programming to U .S . audi-
ences .  MHz Networks 

brings viewers diverse perspectives 
through international news, entertainment 
and more, via broadcast, cable, satellite, 
telco, broadband and home entertainment . 
MHz Worldview, MHz Networks national 
channel, delivers international content, 
direct-from-the source, in English .  

Multicultural Marketing resources, 
inc.

150 West 28th St ., Ste . 1501
New York, NY 10001
Ph .212-242-3351
Fx .212-691-5969
lisa@multicultural .com 
www .multicultural .com 
Lisa Skriloff, President

M u l t i c u l t u r a l 
Marketing Resources, 
(MMR) is a public 
relations agency, 

marketing firm, publishing company and 
consulting firm. We help corporations by 
supplying information on multicultural mar-
keting and diversity tailored to their specific 
needs; providing referrals to multicultural 
communications firms (ad agencies, research 
firms etc.) and helping them publicize mul-
ticultural programs and diversity initiatives . 
We represent the nation’s leading firms with 
expertise in marketing to Hispanic, Asian 
American, African American, American 
Muslim, LGBT, People with Disabilities 
and other niche markets helping them gain 
visibility leading to new business for their 
companies . We also represent minority- and 

women-owned businesses and specialize in 
disseminating multicultural marketing news 
and advertorials . We connect journalists to 
diverse sources and experts in multicultural 
marketing and diversity to interview . Lisa 
Skriloff, President of Multicultural Marketing 
Resources, Inc . founded the company in 
1994 . MMR publishes Multicultural 
Marketing News, the multicultural news-
letter, the annual directory, The Source 
Book of Multicultural Experts, a Calendar of 
Recommended Multicultural and Diversity 
Events and has established the Multicultural 
Marketing Resources Reference Library/
Knowledge Center, open to communica-
tions professionals . We offer consulting 
services to start up and advanced multicul-
tural marketers and, via our Multicultural 
Speakers Showcase, bring educational 
programs to corporations, universities and 
conferences .

Mundial sports network
167 Madison Avenue, Ste . 603
New York, NY 10016
Ph . 212-213-1400
Fx . 212-213-1411
felix@mundialgroup .net
www .mundialgroup .net
100% minority owned
Felix Sencion, Founder/CEO

Mundial Sports 
Network is a 
leading Latino 

sports media company based in New York . 
Founded in 1999 by entrepreneur Felix 
Sención, voted by Crain’s as one of their 
“40 under 40” to watch, Mundial offers 
advertisers direct access to the highly cov-
eted U .S . Hispanic male sports fan . The 
Mundial Sports Network is #1 in reaching 
US Hispanics online with an audience 
larger than ESPN Deportes, Terra Sports and 
Fox Deportes combined – reaching over 3 .3 
million unique visitors per month, accord-
ing to the April 2013 comScore Media 
Metrix report .  (Ranking based on Mundial 
Sports Network’s custom-defined ranking 
based on comScore data .) As the largest 
digital sports network in the U .S Hispanic 
marketplace, the company’s commitment 
to continuous innovation is reaching new 
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heights with its growing digital, online and 
mobile platforms .  Coupled with its print 
magazines, Futbol Mundial and Beisbol 
Mundial, and a massive, highly-engaged 
social media audience, Mundial Sports 
Network’s ability to reach and engage U .S . 
Hispanic male sports fans uniquely posi-
tions the company to deliver incredible 
value on behalf of its advertiser partners .

national association for Multi-
ethnicity in communications 
(naMic, inc.)

320 W . 37th St ., 8th Fl .
New York, NY 10018
Ph . 212-594-5985
Fx . 212-594-8391
info@namic .com 
www .namic .com
Lindsay Boroush, Senior Director

Founded in 1980, the 
National Association 
for Multi-Ethnicity 
in Communications 
(NAMIC) is the pre-

mier organization that educates, advocates 
and empowers for multi-ethnic diversity in 
the communications industry . Our success 
lies in our ability to cultivate individual 
careers as well as partnering with our coun-
try’s leading media companies committed 
to leveraging diversity as a business impera-
tive . NAMIC helps facilitate the personal 
and professional development of individu-
als from entry-level to the C-Suite, and every 
level in between . The membership roster 
comprises more than 2,100 professionals 
from both the business and creative sides 
of the industry who come from a broad 
range of disciplines, and represent cable 
telecommunications, broadcast, digital, film 
and print media . For over three decades, 
NAMIC has been shaping critical thinkers, 
advancing careers and empowering indi-
viduals and companies alike, to optimize 
the strategic opportunities inherent in both 
workforce and consumer diversity . Through 
our educational offerings and industry-wide 
initiatives, NAMIC continues to broaden its 
impact as demographic shifts, globalization 
and technology rapidly change the way we 
do business .

national association of black 
Journalists (nabJ)

1100 Knight Hall, Suite 3100
College Park, MD 20742
Ph . 301-405-0248
mfoster@nabj .org
www .nabj .org
100 % minority-owned
Maurice Foster, Esq ., Executive Director

The role of the 
National Association 

of Black Journalists (NABJ) has never been 
more important than it is today . We sensi-
tize all media to the importance of balanced 
coverage and fairness in the workplace, 
encourage black journalists to become 
entrepreneurs, and provide professional 
development and competitive training 
services to benefit members worldwide.  
Founded in 1975, NABJ provides empow-
erment and support to its members through 
many services, including: Professional devel-
opment forums; Special interest Committees 
and Task Forces; Fellowships, Internships & 
Scholarships; Special Honors Awards; an 
Online job bank; Annual Convention online 
& Career Fair; NABJ Journal (a quarterly 
magazine) & E-newsletters . NABJ provides 
leadership and groundbreaking educational 
opportunities to keep our members in the 
vanguard in today’s competitive workplace .  
NABJ advances careers, nurtures leaders, 
and shapes news . 

new american dimensions
6955 La Tijera Blvd ., Ste . B, 
Los Angeles, CA 90045
Ph . 310-670-6800 
www .newamericandimensions .com
david@newamericandimensions .com 
25 employees, 100% minority owned
David Morse, President/CEO 

A multicultural 
research firm, 
that offers servic-

es in qualitative, quantitative and consulting 
services . In addition we have developed a 
proprietary approach to segmentation and 
have norms for the U .S . Hispanic . 

38
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nielsen 
150 N . Martingale Road, 12th Floor 
Schaumburg, IL 60173 
Ph . 847-605-5028
eva .gonzalez@nielsen .com 
www .nielsen .com 
Eva Gonzalez, Executive Director, 
Diverse Consumer Insights

Whether you’ve 
established your 
m u l t i c u l t u r a l 
marketing strat-
egy or are just 

beginning to investigate the impact of 
changing demographics, Nielsen’s knowl-
edge of what consumers watch and buy 
will move you forward . Whether focused 
on African Americans, Asian Americans 
or Hispanics, our insights, offerings and 
reports on multicultural consumers give you 
the most complete view of these diverse 
consumers’ trends and habits . Your future 
success with these increasingly important 
consumer segments rests on the right con-
sumer insights today and tomorrow . To 
find out where they are, and where they’re 
going, give Nielsen a call . We’ll bring our 
insights to your business and help you 
grow .

nTd Television
229 West 28th Street, Level 7
New York, NY 10001
Ph . 212-378-6798
Fx . 212-736-8536
ruby .wong@ntdtv .com
www .ntdtv .com (ch)
www .ntdtv .org (eng)
1200 employees, 100% minority owned
Ruby Wong, VP Strategic Partnerships & 
Chinese Market

NTD Television is the largest Chinese TV 
network in the US with 24/7 cable and 
digital-over-the-air broadcast in 6 DMAs  . 
Also NTD broadcasts globally to a 100 mil-
lion potential audience .

 

object design & communications, 
inc.

8212-A Old Courthouse Rd .
Vienna, VA 22182
Ph . 703-917-0023
Fx .703-917-0022
info@objectdc .com 
www .objectdc .com 
Nawaf Soliman, President

ObjectDC has the 
recipe for effective 
multicultural market-

ing: 1 . In-depth understanding of values, 
languages, family and community dynam-
ics . 2 . Sophisticated ability to craft relevant 
messages that go beyond stereotypes and 
make a connection with the individual . 3 . 
Wide network of established contacts with-
in ethnic media and local organizations . 4 . 
Proven success in reaching Asian, South 
Asian, Middle Eastern, Hispanic, Filipino, 
Persian, Polish, Greek, Turkish communi-
ties in North America . With over 15 years 
of expertise, and a diverse team that under-
stands the pulse of this versatile market, we 
are an asset for any marketer who aspires 
to reach the growing ethnic communities 
in North America and abroad . Our clients 
rave about ObjectDC’s commitment to 
providing a higher level of service by being 
responsive, reliable, and results-driven . We 
offer 360-degree marketing services: Market 
Research, Creative, Production, Brand 
Development/Management, In-Language 
Communications, Media Planning/Buying, 
Online/New Media, and Community 
Engagement . 

opinion access corp.
47-10 32nd Place
Long Island City, NY 11101
Ph . 718-729-2622
Fx . 718-729-2444
jrafael@opinionaccess .com 
www .opinionaccess .com 
200 employees, 100% minority-owned
Joe Rafael, Chairman

Opinion Access Corp . is 
the one-stop-shop for mar-
ket research data collection 
and the industry expert in 

bilingual English/Spanish . OAC has built an 
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exceptional reputation at managing com-
plex projects using various methods of data 
collection . Our core business of telephone 
interviewing expanded to online, in-per-
son, and other forms of field interviewing. 
OAC leads the way in diverse data col-
lection options for our culturally diverse 
community . Cultural expertise in bilingual 
English/Spanish and multi-languages, utiliz-
ing our Metro New York facility and our 
offshore center in the Dominican Republic . 
Areas of expertise include Political Projects, 
Tracking Projects, Multi-Mode Surveys and 
Data Processing . Our methods are Online 
Surveys, CATI and CATI over Web and 
Global Field Management .

people en español, Time inc.
1271 Ave . of the Americas, 27th Fl .
New York, NY 10020
Ph . 212-522-7884
Fx . 212-467-4845
iliana_carlo@peoplemag .com
www .peopleenespanol .com
150 employees
Iliana Carlo, Marketing Director

People en Español is the most trusted voice 
in Hispanic culture—a window into the 
lives, hearts and style of celebrities and peo-
ple that matter to today’s Hispanic woman . 
With intimate stories and an open dialogue 
with our audience, we understand, unite 
and celebrate the fastest growing market in 
the U .S .

phoenix Multicultural international
7745 SW 138th Terrace
Miami, FL 33158
Ph . 305-971-1437
Fx . 305-971-1067
Raul .Lopez@phoenixmi .com 
www .phoenixmi .com 
Raul Lopez, President, Multicultural 
Practice

pM publicidad
1776 Peachtree Street NW, Ste . 180
Atlanta, GA 30309
Ph . 404-870-0099
Fx . 404-870-0321
info@pmpublicidad .com 
www .pmpublicidad .com 
37 employees, 100% minority owned
Eduardo Perez, President

PM Publicidad 
helps clients gain 
customers by 
building brand 

preference among Hispanics. From offices 
in Atlanta and Los Angeles, we are a full-ser-
vice agency with a focus on using research 
and data to help clients build understanding 
of the U .S . Hispanic segment and how to 
access the tremendous growth opportunities 
it represents . Then we create programs that 
use marketing, advertising and “operational 
readiness” initiatives to build long-term rela-
tionships with Hispanics .  Ergo: the process 
of building brand preference . Our commu-
nications development processes The PM 
Way® and eQuest®, identify key emotional 
touch-points between brand and consumer, 
insights we use to create emotional bonds 
between Hispanic consumers and a client’s 
brand . PM Publicidad has especially deep 
expertise in verticals including Aftermarket 
Automotive, Telecommunications, Enter-
tainment, and Sports Marketing; as well as 
services such Experiential Marketing, Direct 
Response Marketing, and Long-format 
Video Production .

print early llc
76 N Broadway, Ste . 4004 
Hicksville, NY 11801
Ph . 516-719-4111
Fx . 718-247-5615
contact@printearly .com 
http://www .printearly .com
15 employees, 100% minority owned
Mohamad Faroqui, Founder/CEO

Print Early LLC is 
the leader in the 
online printing 

field and the solution for all of your print-
ing needs . We provide our clients with 
exceptional quality printing, using revolu-
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tionary technology to reduce turn-around 
time . www .printearly .com offers the easiest 
and most comprehensive on-line ordering 
tools including instant price quotes, an 
ability to upload files online, a state of the 
art shopping cart and other technological 
advances designed to provide our clients 
with faster and simpler printing solutions . 
The e-commerce ordering system also pro-
vides with accurate estimates of shipping 
costs . Our clients include mainstream and 
ethnic ad agencies that use our services 
for any printing and publishing needs such 
as presentation folders, media kits, in store 
signage, large format printing of banners, 
retractable stands, magazines and catalogs, 
annual reports, and coffee table books . 
Client roster also includes Fortune 500 
companies from the retail, fast food, tele-
communications, money transfer and cable 
industries, among others . In addition to our 
printing capabilities, we also specialize in 
direct mailing and offer data that match your 
specific requirements. Print Early, based out 
of Queens, NY with a 10,000 square foot 
printing facility, is Green Certified and offers 
state-of-the-art recycled paper choices, soy-
based inks, and high-fidelity color. 

redbean society, llc
349 Fifth Ave . Suite 305 
New York, NY 10016
Ph . 646-561-8494
jackie@redbeansociety .com
www .redbeansociety .com
100% minority-owned 
Jackie Bird, CEO & Chief Insights Officer

Our approach is to help marketers achieve 
their fair share of the US Hispanic market 
opportunity through Cultural LinkingSM, our 
proprietary tool that allows us to under-
stand, inspire and empower Latina women 
to brand choice .

república
2153 Coral Way, 5th floor, 
Miami, FL 33145
Ph . 786-347-4700 
Fx . 305-443-1631
info@republica .net 
www .republica .net
100% minority owned
Jorge A . Plasencia, Chairman & CEO 

Founded in 2006, 
República is one 
of America’s 

fastest-growing, cross-cultural marketing, 
digital and communications companies pro-
viding advertising, branding, promotions, 
interactive and communications services . 
Founders, Jorge A . Plasencia and Luis 
Casamayor, have turned decades of experi-
ence in media, advertising and marketing 
into a company that lives by ethics, trust, 
loyalty and responsibility — and an agency 
that fosters creativity as well as results . 
República has created award-winning 
advertising, digital and public relations 
campaigns for numerous brands, including: 
Aetna, Goya Foods, Nielsen, ABSOLUT, 
Universal Orlando Resort, Sedano’s 
Supermarkets, the Bill and Melinda Gates 
Foundation, Chivas Regal, Google and 
Univision Networks, among others . The 
República story is also one of caring for 
community, and its volunteer and probono 
efforts are central to its success and inherent 
in its culture . República—a minority-certi-
fied company—is headquartered in Miami, 
with satellite offices in New York, Orlando, 
Cleveland, Washington, D .C . and San Juan .
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rl public relations and Marketing 
(rlpr)

11835 West Olympic Boulevard,  
Suite 1155E
Los Angeles, CA 90064
Ph . 310-473-4422 
Fx . 310-473-5833
Roxana .lissa@rlpublicrelations .com  
http://www .rlpublicrelations .com 
100% minority owned
Roxana Lissa, CEO

RL Public Relations (RLPR) 
is the premiere, indepen-
dent bicoastal Hispanic PR 
agency in the U .S . Founded 
in 1996, RLPR has been pro-
viding stellar client service 

and delivering breakthrough PR campaigns 
for leading companies in the U .S for over 
a decade . RLPR places core values and 
cultural insights at the heart of public rela-
tions campaigns . RLPR is an award-winning 
Hispanic PR firm that fully integrates and 
employs strategies and tactics in its commu-
nications programs that effectively capture 
the attention of the Latino audience and 
inspire them into action. With offices in Los 
Angeles and New York, RLPR has carved 
out a niche in the industry for creativity, 
service, strategy and results . We specialize 
in helping brands relevantly connect with 
the diverse Hispanic population in the U .S 
and beyond through media relations and 
community outreach that is rooted in strat-
egy and insight .

russian-american Media, llc
Ph . 201-966-9859
russianamericanmedia@gmail .com 
facebook .com/russianamericanmedia
Svetlana Ivanova, Founder

saigon Tex news 
535 West 20th Street
Houston, TX 77008
Ph . 713-626-2600
Fx . 281-974-1799
warner@saigontexnews .com 
www .saigontexnews .com 
6 employees, 100% minority-owned
Barry Warner, Owner

Saigon Tex News is Houston’s only bilin-
gual Vietnamese newspaper serving one 
of the nation’s fast growing communities . 
Publication targets Gen 1 .5 and 2 .0 allow-
ing national advertisers like McDonald’s, 
Macy’s, and Wells Fargo to reach this seg-
ment .

sing Tao chinese radio
5000 Shoreline Court, Ste . 300
South San Francisco,CA 94080
Ph .650-808-8888 
Fx . 650-808-8889
advertising@singtaousa .com 
www .chineseradio .com
Julia Tung; Director of Advertising and 
Marketing

sing Tao daily
5000 Shoreline Court, Ste 300 
South San Francisco, CA 94080
Ph . 650-808-8888 
Fx . 650-808-8889
advertising@singtaousa .com 
singtaousa .com
100 employees, 100% minority owned 
Julia Tung, Director of Advertising and 
Marketing 

Founded in Hong Kong in 1938, Sing Tao 
Daily is the largest Chinese language daily 
newspaper worldwide . Since 1975, Sing 
Tao has established offices in San Francisco, 
New York City, Los Angeles, Vancouver, 
Toronto, London,  and Sydney and totaled 
16 offices globally. Over the years, Sing 
Tao Daily has won numerous awards in 
news reporting internationally; thus ensured 
Sing Tao’s pioneering achievement as the 
first truly international Chinese language 
newspaper.As the first international office 
of Sing Tao Daily opened in San Francisco 
in 1975, Sing Tao Daily Western Edition 
maintains its heritage of leadership and 
serves the San Francisco Bay Area Chinese 
American community tirelessly . With her 
sister organization Sing Tao Chinese Radio, 
US City Post, and Sing Tao TV; Sing Tao is 
the leader in the Chinese media in Northern 
California .  
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sing Tao TV
5000 Shoreline Court, Ste 300, 
South San Francisco, CA 94080
Ph . 650-808-8888 
Fx . 650-808-8889
advertising@singtaousa .com 
www .singtao .tv
Julia Tung, Director of Advertising and 
Marketing 

T.d. Wang advertising Group, llc
409 Maynard Avenue South, Ste . 208
Seattle, WA 98104
Ph . 206-623-6888
Fx . 206-623-6889
info@tdwang .com 
www .tdwang .com 
12 employees, 100% minority-owned
Tim Wang, Founder & Principal

T .D . Wang Advertising Group is a cer-
tified and minority-owned full-service 
multicultural marketing and advertising 
agency dedicated to championing brands 
within diverse ethnic communities through-
out North America .

Translations. ca
25 Rockcastle Drive
Toronto, Ontario M9R 2V2
Ph . 416-248-5648
info@traslations .ca
http://www .translations .CA
Kim Pines, President
10 employees, 100% minority owned

us city post
5000 Shoreline Court, Ste 300, 
South San Francisco, CA 94080
Ph . 650-808-8888 
Fx . 650-808-8889
advertising@singtaousa .com 
www .uscitypost .com
Julia Tung; Director of Advertising and 
Marketing

Valassis
19975 Victor Parkway
Livonia, MI 48152
Ph . 734-591-7304
Fx . 734-632-6180
bergl@valassis .com 
www .valassis .com 
7000 employees
Larry Berg, VP & GM of Valassis 
Solutions, Direct Response, In-store, 
Neighborhood Targeted & Rapid 
Response

Vanguardcomm
2 Disbrow Court, 3rd Fl .
East Brunswick, NJ 08816
Ph . 732-246-0405
info@vanguardcomm .com 
www .vanguardcomm .com 
10 employees, 100% minority-owned
Esther Novak, Founder/CEO

VanguardComm is 
your single source 
for addressing 

multicultural audiences . Whether you are 
assessing opportunity or want to refresh 
your existing efforts, we can help . We have 
extensive experience helping corporate and 
nonprofit organizations assess the opportu-
nity in the African American, Hispanic and 
Asian American markets - one segment at a 
time or all segments . When the assessment 
is completed, we develop effective and 
efficient market entry strategies and tactics. 
We use multiple channels - grassroots, 
events and sponsorships, digital and cause 
marketing, advertising and public relations, 
among others . VanguardComm offers the 
Experience of a senior team and the agility 
of an independent agency; the Efficiency 
of “one stop” shopping for all segments; 
proven Effectiveness in reaching these audi-
ences; and the Energy to hit the ground 
running and produce results .

Walton isaacson
4250 Wilshire Blvd, 2nd Floor 
Los Angeles, CA 90010
Ph . 323-456-1100 
pr@waltonisaacson .com 
www .waltonisaacson .com
60% minority owned
Kopper Overton, Public Relations

Founded in 2006, 
industry leaders Aaron 
Walton and Cory 
Isaacson set out to 
reinvent the traditional 

advertising agency model and create the 
“Planet’s Most Interesting Agency .” Founded 
in 2006, industry leaders Aaron Walton and 
Cory Isaacson set out to reinvent the tradi-
tional advertising agency model and create 
the “Planet’s Most Interesting Agency .”  With 
offices in Los Angeles, New York, Chicago 
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and Tokyo, Walton Isaacson also includes 
a third partner, legendary NBA all-star and 
iconic business mogul, Earvin “Magic” 
Johnson .  WI is an independently held, 
certified minority-owned full service agen-
cy, being allparts brand-building agency, 
design shop and venture capital firm.  With 
an expertise in leveraging entertainment and 
pop-culture, as well as cultural expertise in 
African American, Hispanic and Lesbian, 
Gay, Bisexual and Transgender consumer 
segments, the agency can achieve bottom-
line focused corporate marketing objectives .  
Some of its partners include Lexus, Caesars 
Entertainment, ONE .org, Avion, Jim Beam, 
Unilever, and White Memorial Hospital . 

WinG
200 Fifth Ave .
New York, NY 10010
Ph . 212-500-9400
Fx . 212-500-9483
info@insidewing .com 
www .insidewing .com
Daniel Gergely, Director of Business 
Development

xl alliance
234 West 39th Street, 4th floor
New York, NY 10018
Ph . 646-461-6167
Fx . 646-358-4915
Info@xlalliance .com
www .xlalliance .com
100 % minority owned
Enrique Arbelaez, Managing Partner

Focused on helping its cli-
ents ‘turn cultural trends 
into profits,’ XL Alliance is 
a multicultural marketing 
and strategy firm special-
izing in through-the-line 

solutions that include strategic planning, 
retail and shopper marketing, digital and 
social media and advertising . With over 
50 professionals in Denver, New York, Los 
Angeles and Colombia; the company was 
cofounded by a unique management team 
of 100% former corporate clients now serv-
ing clients . Its unique partner team includes 
shopper marketing expert Manny Fields, for-

mer Supervalu executive Armando Martin, 
digital guru and former Johnson & Johnson 
executive Enrique Arbelaez and World 
Economic Forum Young Global Leader 
and award-winning executive Liliana Gil 
Valletta . XL  offers a full range of winning 
cross-cultural solutions to clients like Kroger 
Co ., Valeant Pharmaceuticals, Diageo, 
L’Oreal, Post Foods, among others . XL is 
a privately held company and a Certified 
Minority Owned Business .

young & rubicam 
3 Columbus Circle
New York, NY 10019
Ph . 212-210-3000
tasha .gilroy@yrgrp .com 
www .yr .com
5980 employees
Tasha Gilroy, Training & Diversity 
Program Manager 

Y&R is one of the 
leading global mar- 
keting communica-
tions companies . It 

is made up of the iconic Y&R Advertising 
agency and VML, one of the most highly 
regarded and fastest-growing digital agen-
cies in the world, as well as iconmobile, 
a premier mobile marketing company . 
Y&R also includes specialized companies 
in every region, such as Bravo, Kang & 
Lee, SicolaMartin, to name just a few, as 
well as global marketing practices, such 
as Tech .YR and Y&R Sports Group . Y&R 
Advertising has 186 offices in 90 coun-
tries around the world, with clients that 
include, Campbell’s Soup Company, 
Colgate-Palmolive, Dell, Danone, Virgin 
Atlantic, Xerox, Revlon, GAP, Land Rover, 
LG and Telefonica, among many oth-
ers .  Y&R continues to build relationships 
in order to expand our diversity efforts, 
read here an article about Y&R’s work  
with CCNY .
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Ideas need diversity.

Resist the usual.

In the last 6 months, there have been:

32 commercials featuring popular indie tracks.

56 commercials featuring precocious kids.

70 commercials featuring devious animatronic animals.

15 commercials featuring time-lapse sunsets.

4 commercials featuring Michael Bolton.
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Lisa G . Skriloff
President
Contact Information:
Multicultural Marketing Resources, Inc . 
150 West 28th Street, Ste . 1501
New York, NY 10001
Ph . 212-242-3351
Fx: 212-691-5969
lisa@multicultural .com
www .multicultural .com

Established by Lisa 
 Skriloff, founder and 

president, in 1994, 
Multicultural Marketing 
Resources, Inc. is a pub-
lic relations and mar-
keting company repre-
senting multicultural 
newsmakers and is 

also a consulting firm for corpora-
tions. We work with the nation’s lead-
ing experts in marketing to Hispanic, 
Asian American, African American, 
LGBT consumers, people with dis-
abilities and other niche markets, cor-
porations with diversity initiatives, as 
well as businesses owned by women 
and minorities.  

Our products and services include:
•  The	Source	Book	of	Multicultural	

Experts —Through our Source 
Book of Multicultural Experts, MMR 
connects journalists on deadline 
with sources and helps corpora-
tions connect with ad agencies and 
other experts who target niche 
markets.

•	MMRNews—Multicultural Market-
ing News features information on 
marketing to multicultural markets, 
announcements as well as upcoming 
multicultural and diversity confer-

ences. For a free subscription visit  
http://multicultural.com/mail_list_
sign_up. Companies can send press 
releases via MMRNews to our Press 
List (1,500) or our list of 8,500 
Multicultural Industry Influentials 
(corporate and agency executives)

•	The	 Multicultural	 Marketing	
Resources	 Library/Consulting	
Services—MMR’s Library is a resource 
for new and experienced marketers 
whose companies target niche markets 
and have diversity initiatives. We sup-
ply information to corporations and 
communications firms tailored to their 
precise needs, in the form of reports 
or presentations. We also ghost-write 
internal presentations that make the 
business case for multicultural market-
ing.  

•	Multicultural	 Speakers	 Showcase—
located at www.multicultural.com/
speakers, our speakers showcase fea-
tures experts who are available to 
speak on a wide range of multicultur-
al topics at conferences, symposiums 
and events around the world.

•	Public	 Relations—through out-
reach and via our distribution service 
via MMRNews, we help companies 
publicize their diversity initiatives, 
appointments and multicultural mar-
keting news. 

about Multicultural Marketing resources, inc. 

Lisa Skriloff, 
President, 
Multicultural 
Marketing 
Resources, Inc.

Connect With Us: 
Facebook: 
https://www.facebook.com/ 
multiculturalmarketingresources
LinkedIn: 
Multicultural Marketing Experts
Twitter:  
@Multicultural50


