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At the USTA, we want the game of tennis and the 
tennis courts across this country to reflect the 
unique diversity that makes America great.  
Not only are we striving for diversity in ethnicity, 
but also in age, gender, sexual orientation, 
socioeconomic background, and all other 
reflections that contribute to the richness of our 
local communities and this nation.

At the USTA, we celebrate the open format — the idea that anyone from 

anywhere should be able to play and compete equally and fairly in a sport 

that is inclusive and welcoming to all. That’s the principle behind our 

signature tournament, the US Open. It’s also the driving force behind our 

Diversity & Inclusion Strategy, which is designed to grow and promote our 

sport to the next generation of fans, players and volunteers, and to make sure 

that the face of tennis reflects the face of our country. To do that, we are 

removing barriers and creating opportunities wherever we can, so that tennis 

becomes a true reflection of all of America.
Our mission is to position the USTA and the sport of tennis as the 

global model for diversity and inclusion in sports. And the first step in 

that mission starts right here with you.

This guide is designed to help you connect with a key segment vital to 

the growth of tennis: U.S. Hispanics. You’ll learn about U.S. Hispanic 

demographics, history with the sport, steps for engagement and success 

stories from others. With your help, we can make sure the game of tennis 

remains relevant, beloved and, most importantly, open to generations of 

players to come. This is only the beginning, a way to get the conversation 

started. Our hope is that with this information and insight in hand, you’ll 

be able to begin to engage with the Hispanic community in a meaningful 

and productive way. 

 

WE BELIEVE IN AN OPEN GAME
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•	 Despite tremendous population growth, participation rates have declined

•	 No current U.S. Hispanic professional stars

•	 No national Hispanic tennis organization

•	 Immigrants may have less cultural connection to tennis — not as 

accessible or as widespread of a sport in Latin America

•	 Often, higher-profile sports, like baseball, basketball and soccer, win out 

over tennis as the game of choice for young people to play

•	 Access to quality courts, equipment and consistent instruction in many 

diverse neighborhoods is still a challenge 

Hispanics are a rapidly growing population within the United States and one 

that will continue to have a dramatic influence on our politics, culture and 

society in the future. This is clear. What is far less clear is what influence U.S. 

Hispanics will have on the sport of tennis. Although there are many reasons 

for U.S. Hispanics to embrace the game, such as a growing consciousness 

about health and fitness, they are not as likely to participate than the general 

population despite tremendous population growth among U.S. Hispanics. This 

is why reaching out to the U.S. Hispanic community represents such a big 

opportunity for the growth of tennis. 

MAKING POINTS: WHY U.S. HISPANICS?
 

The Hispanic population is facing an unprecedented growth within the United 

States, with a population projected to reach more than 30 percent of the U.S. 

population by 2050. They also have tremendous buying power, estimated to reach 

$1.6 trillion by 2015, and are highly engaged, connecting with mobile devices, 

social media and the Internet. While most U.S. Hispanics speak Spanish at 

home, most school-age kids are fluent in English. All of this has created an 

exciting shift in the U.S., as marketers across the country have literally begun to 

adjust investments in order to invest more heavily in this segment.

THE PLAYERS: U.S. HISPANICS

INTO 
THE 
NET
BARRIERS TO 
U.S. HISPANICS

THE OPPORTUNITY

SOURCES
2011 Gfk MRI Doublebase

U.S. Census, American Community Survey 2011, 1 year
Coakley, Jay, Sports in Society: Issues and Controversies Tenth Edition. New York: McGraw Hill, 2009

U.S. Department of Health and Human Services Office of Minority Health; CDC, 2012. Health United States, 2011
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The following information shows current demographics for U.S. Hispanics, including population 
trends, geographic locations, age, income and education, as well as information on their social-
media habits.POWERFUL PRESENCE

ACROSS THE COUNTRY

U.S. BIRTHS ARE HISPANIC

AGE

IN THE U.S. IS HISPANIC

16.7%

1.	 Mexican — 65%
2.	 Puerto Rican — 9%
3.	 Salvadorian — 4%
4.	 Cuban — 4%
5.	 Dominican — 3%
6.	 Guatemalan — 2%
7.	 Other — 13%

While U.S. Hispanics have a powerful presence across the country, it’s important to understand 
the different cultural influences in your community.

 
    

28.5%
U.S.

13.2%
HISP

HISP.  49 % 
U.S.    24%

HISP.  73%  
U.S.    71%

51,939,916
HISP POPULATION

311,591,919
U.S. POPULATION

U.S. MEDIAN INCOME $50,502
HISP MEDIAN INCOME $39,589

63.2%
85.9%

HIGH SCHOOL GRADS

UNDER 10

UNDER 18

U.S.H U.S.H

19% 13%

34%
24%

132,792,000439,010,000
U.S. POPULATION

PROJECTED
2050 30.2%

SOCIAL MEDIA

 

BACHELOR’S DEGREE

CURRENT
2012

25% ENGLISH ONLY
75% LANGUAGE OTHER THAN ENGLISH
34% DON’T SPEAK ENGLISH WELL

LANGUAGE
ORIGIN

HISP POPULATION

U.S.
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1. New York City, NY — 2.37M

2. Los Angeles, CA — 1.85M

3. Houston, TX — 0.95M

4. San Antonio, TX — 0.85M

5. Chicago, IL — 0.79M

6. Phoenix, AZ — 0.59M

7. Dallas, TX — 0.54M

8. El Paso, TX — 0.53M

9. San Diego, CA — 0.40M

10. San Jose, CA — 0.32M

11. Austin, TX — 0.30M

12. Miami, FL — 0.29M

13. Fort Worth, TX — 0.27M

14. Santa Ana, CA — 0.26M

15. Albuquerque, NM — 0.26M

16. Fresno, CA — 0.24M

17. Tucson, AZ — 0.22M

18. Denver, CO — 0.20M

19. Philadelphia, PA — 0.19M

20. Long Beach, CA — 0.19M

21. Las Vegas, NV — 0.19M

22. Corpus Christi, TX — 0.19M

23. Anaheim, CA — 0.18M

24. Brownsville, TX — 0.17M

25. Bakersfield, CA — 0.16M

U.S. Cities with Hispanic population greater 
than 100K shown — excludes Puerto Rico

TOP 25 CITIES
OVERALL U.S. HISPANIC
CONCENTRATION 

TOP 25 CITIES OVERALL HISPANIC POPULATION 
Cities (population size — Hispanic or Latino) — excludes Puerto Rico

Sources:

U.S. Census, American Community Survey 2011, one year [Hispanic: Age, City Population, City Concentration, Population, Income, 

Education, Country of Origin]

Pew Hispanic Center, The Mexican-American Boom: Births Overtake Immigration, 2011 http://www.pewhispanic.org/2011/07/14/ii-mexican-

american-fertility-patterns/

The Multicultural Economy 2012, Selig Center for Economic Growth, Buying Power

BIGinsightTM, American PulseTM Survey, February 2012 #1, Social Media

Population Division, U.S. Census Bureau; Projections of the Population and Components of Change for the United States 2010–2050 (2008)

While we highlight the top 25 markets, 
it’s important for you to know your market. 
There may be a large U.S. Hispanic 
population in your area. 
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U.S. HISPANIC POPULATION GROWTH
U.S. Hispanic population is not limited solely to traditionally Hispanic states, like Texas, 

California and Florida. While the U.S. Hispanic population grew by 43 percent from 2000 to 2010, 

the population has doubled in many nontraditionally Hispanic states across the country from 2000 

to 2010, further demonstrating the important impact Hispanics are having on the country at large.
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1. Alabama

2. Arkansas

3. Kentucky

4. Maryland

5. Mississippi

6. North Carolina

7. South Carolina

8. Tennessee

9. South Dakota
Source: U.S. Census — 2010 Census Shows Nation’s Hispanic 

Population Growth Four Times Faster Than Total U.S. Population
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SUCCESS STORIES

You can learn a lot from watching what others have done. 

The following stories highlight some of the great work 

being done by other local community tennis associations to 

get you excited about the power you have to help others find 

themselves in the game.
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WHO:

Pilsen Junior Tennis Camp

Chicago, Ill.

pilsenportal.org/directory/526

CHALLENGE:

In the Pilsen neighborhood, a highly Hispanic neighborhood in Chicago, tennis courts 

were going unused. Pilsen Junior Tennis Camp wanted to provide tennis lessons at 

these courts to encourage more kids to play. However, in addition to tennis not being a 

particularly popular sport within the community, many were discouraged from playing 

simply because of the cost.

APPROACH:

PJTC decided to get out in the community and invite parents and kids to a five-week 

tennis class and, in order to remove any economic barrier, they decided to make it 

completely free.

RESULTS:

In just four weeks, the camp had more than 100 people sign up for year one. Year two 

saw 200 kids. And it continues to grow, with more than 300 kids signing up in year 

three. This amazing outpour of interest shows the incredible potential for growth with 

tennis in the Hispanic community.

KEY LESSONS:

•	 The Hispanic culture is not as familiar with tennis. It’s often relegated to private clubs in Latin 

America, with limited access to public courts

•	 Focus on inviting parents and then kids

•	 While parents may need Spanish-language materials, kids speak English, so there is no need for 

Spanish-speaking instructors

•	 To reach Spanish-speaking parents, use bilingual materials/flyers and post them in key 

community areas, like restaurants and cafés in Hispanic neighborhoods, to help spread the word

•	 Eliminate any financial barriers, if possible

•	 Get volunteers to teach

One of the most common misconceptions I hear from beginning 
volunteer instructors is that they think going in that they need to speak 
Spanish in order to teach Hispanic kids how to play tennis. Actually, 
I’ve very rarely ever had to speak in Spanish when teaching our kids; 
remember, these same kids are speaking English every day in school.”

— Mark Revermann, Pilsen Junior Tennis Camp

FREE TO LEARN “ 
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CHALLENGE:

Northside Sports Group wanted to reach out to a broad cross section of the Norfolk 

community and bring them all together under one roof.

APPROACH:

NSG didn’t want diversity for diversity’s sake — an environment where all types of 

people come to play but still are playing with people most like them. NSG wanted all 

these people playing together, to truly become a diverse organization. To do so, they 

made tennis one part of a wide variety of services available to the entire community 

of Norfolk. RESULTS:

RESULTS:

In six years, NSG has created a truly diverse organization, with everyone coming 

together to help each other. As a by-product, they’ve had more than 30 kids attend 

college (some even playing college tennis), a majority on academic scholarship. 

They’ve also started a travel tennis team that plays all around the mid-Altantic — 

allowing kids to travel who otherwise would not have the opportunity.

WHO:
Northside Sports Group

Norfolk, Va.

KEY LESSONS:

•	 Get public schools involved

•	 Get educators and parents excited first; they’ll help change the kids’ attitudes toward tennis

•	 Foster a culture of shared responsibilities and rewards

My organization is not diverse until our white people, 
our green people, our red people, our purple people, our 
rich people, our poor people all sit down together … not 
just as members of the organization but to actually come 
together as one community.”

— William Jaume, Northside Sports Group

DIVERSITY 
THROUGH UNITY

“ 
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WHO:

San Antonio Tennis Association

San Antonio, Texas

satennis.com

CHALLENGE:

To create a school outreach program to teach tennis in public schools around San Antonio — a 

community with many diverse populations. This is no easy task when you consider how difficult it 

can be to navigate the public school system, to persuade P.E. teachers to change, and to maintain 

all the equipment.

APPROACH:

SATA developed a six-week-long tennis program that could fit within public schools’ after-school 

curriculum. Doing so encouraged school P.E. departments to want tennis involved in their field days 

and classes.

RESULTS:

In the first year, SATA reached more than 600 kids in five schools and is on track to reach more than 

500 kids in year two.

• Create point people to spearhead efforts

• Support P.E. teachers/after-school coordinators personally each day throughout the program

• Be persistent

• Focus on younger kids in elementary grades

• Collaborate with nonprofits focused on kids

SCHOOLING PEOPLE ON TENNIS

— Janel Woerner, San Antonio Tennis Association

KEY LESSONS:

You pick up the phone and call. Might take 10 calls to get to 

the right person and 10 weeks to finally reach someone. But the 

more you get out there, the more it kind of snowballs.”

“
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A MORE WELL-ROUNDED GAME

WHO:

Northern Virginia Family Enrichment Program

Alexandria, Va.

CHALLENGE:

Northern Virginia is a diverse military community with families of varied 

cultures, socioeconomic levels and even countries of origin. Although there 

are a variety of activities and cultural events in the area, many of the kids 

and families living there don’t have access or the means to take advantage of 

them. The NOVA-FEP uses tennis as a means to build their skills, broaden their 

horizons, and show them a more expansive view of what life has to offer them.

APPROACH:

NOVA-FEP made tennis a key part of a larger program designed to develop 

well-rounded children and families. In addition to tennis, the program offered 

chess, Toastmasters, foreign-language classes, computer training and other 

cultural experiences. And to make parents and children more comfortable, the 

organization actively went into the community to introduce themselves and 

personally invite people to join the program, with events such as tennis block 

parties and summer tennis programs. In the past few years, NOVA-FEP has also 

focused on the development of after-school programs in their local elementary 

and middle schools.

RESULTS:

In 2009, NOVA-FEP was recognized as the USTA Mid-Atlantic/Virginia Organization of 

the Year. In recent years, NOVA-FEP has featured summer programs, with more than 

140 kids, and after-school programs, with more than 800 kids. Along the way, the 

program has exposed children and families to the fun and benefits of tennis through 

trips to prestigious camps around the country and even professional events such as the 

US Open. The kids and families served by the program don’t just excel at tennis — 

many go on to excel in other areas of life as well.

KEY LESSONS:

•	 Go out into the community where the kids/families are

•	 Involve the parents as co-coaches, chaperones, and/or have them play along with 

their kids

•	 Work to give opportunities to travel/experience other things by getting support from 

local businesses/partners

•	 Strive to build tennis programs in the schools

— Anthony T. Dean, Chief Operating Officer, NOVA Family Enrichment Program

When you take them to see professional tennis live, where the crowd is loud and the 

music blaring, you see the kids light up. They are cheering and dancing and seeing 

the pros executing the techniques they are learning every day. They see that tennis can 

take you places; that this game is so much greater than they ever thought it could be; 

and those moments, are something that will change a kid’s life.”

“
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Creating a bridge into the U.S. Hispanic community might not happen 

overnight. But if you stick with it, success can and will happen. Here are 

a few points to keep in mind as you put your plans into place.

Tennis is your “passport” into any new community

While it is always important to know as much as you can about U.S. 

Hispanics, you don’t need to be an expert on Hispanic culture. You are 

already an expert in tennis — and that should be your entry point into 

any new community. 

You already know enough to get started

The materials and the stories shared here are enough to help you make 

your first call or set up your first meeting.

One call will snowball

The very first call or visit with any organization may be your biggest 

hurdle. After that, your contacts and opportunities will snowball. Kids 

will tell kids. Kids will tell parents. Parents will tell parents, and before 

you know it, you will have made a huge impact in a new community!

GETTING STARTED 
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PUTTING YOUR PLAN IN PLACE
Here are five simple steps to follow as you kick off your plan.

Step 1: Find an idea you are passionate about

Now that you are inspired and motivated to reach out to the U.S. Hispanic community, find 

an idea that you and your CTA can get excited about and commit to.

For example, you may know of unused courts in a U.S. Hispanic community and want to get 

the neighborhood kids out playing.

Step 2: Find a local partner

If you are not familiar enough with the U.S. Hispanic community, team up with a partner or 

cultural guide to reach out to this community. 

•	 Start by talking to your USTA contacts. Tell them your plan. Have them connect you to 

other USTA people or resources

•	 Next, reach out to existing, Hispanic-focused CTAs — find out what programs worked and 

what solutions they found to any barriers 

•	 Finally, partner up with an organization within the community where you want to work

The “Partner Up” diagram on the next page walks you through this process and gives you 

ideas for helping to identify partners in your community.

For example, you may partner up with a kid-focused charity serving the U.S. Hispanic 

community. Tell them your plans. Get their advice on how best to approach the community. 

They may help you determine when translations are needed. Many young U.S. Hispanic kids 

are fluent in English, but reaching parents may require bilingual materials. 

Step 3: Formalize your plan and develop activation elements for 
your launch

Now that you have your plan and your partner, time to formalize everything.

•	 Create a budget

•	 Define your milestones

•	 Determine ways to track your success 

•	 Design and distribute your activation elements

For example, talk with your partner about how best to distribute your flyers. They may help you 

distribute them directly or may recommend key public bulletin boards at local restaurants, cafés 

or Hispanic-frequented businesses in U.S. Hispanic communities. Or you can ask them to be an 

ambassador for you.  

Step 4: Execute and have fun!

The main goal is to make it happen. Remember that there is trial and error. As long as you are 

playing tennis and having fun, that’s all that matters.

Step 5: Track, monitor, course correct and share

As you build your program, keep track of your successes and your learnings. Sharing all your 

learnings with other CTAs is important. The more we all learn about what works, the better we 

can all become at spreading the love of tennis.
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PARTNER UP: REACH OUT TO THE COMMUNITY

PARTNER UP 
Having a partner in the community in order to get started is an important 

first step. Start internally and work your way out and you’ll be well on 

your way to becoming an important part of the community yourself.

M
ov

e O
ut:

 Talk to experienced CTAs

Start Internally:
Talk to your USTA 

contacts

SCHOOLS

CIVIC 
GROUPS

LOCAL 
FESTIVALS 
& FAIRS

LOCAL PAPERS,
CAFÉS & 

RESTAURANTS

NON-
PROFITS

CITY 
COUNCIL

AFTER-SCHOOL 
PROGRAMS

Many local restaurants in U.S. Hispanic 
neighborhoods have bulletin boards 
where you can post flyers. Bilingual 
materials could be helpful here. 

Have a presence in the
community by partnering
up with local festival 
or fair organizers to have a
booth or access point at Hispanic-
dominant events. Bilingual materials 
could be helpful here. 

Public schools are a great way to 
reach U.S. Hispanic kids; go and 
connect with school administrators.

Find other U.S. Hispanic kid- or 
family-oriented nonprofits in
your area. Chances are 
they reach a diverse
cross section.

Partner up with the city or
local council representatives who 
have large Hispanic constituents. 

In communities with a large 
Hispanic population, look 
into after-school programs.

Religious venues are an important 
cultural gathering place and 
information sharing-point in the 
U.S. Hispanic community. These 
are primarily Catholic churches 
with Spanish and English services. 
Reach out to the religious venues 
administrators and youth groups.

Connect with Boys & Girls Clubs, Girl 
Scouts, Boy Scouts, the YMCA and YWCA, 
and local community centers. 

RELIGIOUS
VENUES
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Parents want what’s best for their kids

That sentiment is universal. There’s no hard-and-fast rule about whether to engage kids 

or parents first. Do what feels natural for your setting. But do try to engage parents 

where you can. They may know less about tennis than their kids, so the more they know, 

the more they will want to support you and the program. When engaging U.S. Hispanic 

parents, you may need to translate your materials. While most school-age kids speak 

English, their parents may not.

Kids aren’t the only ones looking to learn

Kids are always an easy entry point into any new community, since they are always 

looking for a good time. But adults want to have fun, too. You can get parents involved 

with volunteering and playing in games. There’s no better role model for future 

generations than parents who play.

Inspiration from the stars

Being inspired by someone you can relate to is another powerful way to get motivated.

Making sure kids know about current and up-and-coming Hispanic stars is important. 

It’s OK to say “I don’t know”

Authenticity is key to any true connection. If you ever feel unsure about something, just 

say you don’t know. 

Remember there will be trial and error

This is all about having fun and spreading the love of tennis. Don’t be afraid to swing 

and miss. Just keep sharing your love of the sport and before you know it, you will have 

touched many lives.

“Open” doesn’t necessarily mean “inviting”

Make your invitation known. Many communities unfamiliar with tennis need a warm, direct 

invitation to play. Just being open to their joining your program if they find you on their own 

may not be enough.

Meet the community where they are

Inviting folks to your courts is one approach, but going into their community is another 

great way to get people involved. It’s a welcoming way to bring them into your tennis world.

Reflect the community

Having a diverse volunteer staff is always a powerful way to make diverse audiences feel 

welcome and a part of your organization. The more you get parents involved, the more you 

can reflect diversity.

Schools today are diverse

Your easiest entry point may just be your local school. Schools today reflect the 

multicultural diversity of tomorrow’s players. It may just be as simple as that. Just be aware 

that U.S. Hispanic kids may have less cultural context to tennis. So you may be their first 

introduction to the sport.

Don’t forget social media

Having a digital presence can be another great way for the U.S. Hispanic community to 

learn more about your organization and what you are trying to do. Also, having a meaningful 

social-communications strategy can be an easy way to stay connected.

As you move through the process, keep a few key cultural cues in mind.

CULTURAL CUES
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Sources 
2011 Gfk MRI Doublebase
U.S. Census, American Community Survey 2011, 1 year
Coakley, Jay, Sports in Society: Issues and Controversies Tenth Edition. New York: McGraw Hill, 2009
U.S. Department of Health and Human Services Office of Minority Health; CDC, 2012. Health United States, 2011
History — The Black Mecca — americantennisassociation.org 

CONNECTING: ADDITIONAL CONTACTS
Looking for more ways to connect with the U.S. Hispanic segment? 
There are probably many organizations/groups you can reach out to right in 
your own community. The following are just a few worth considering. 

COMMUNITY CONTACTS

• Local Media/Publications (Specific to U.S. Hispanics)

• Schools (P.E. and After-school Programs)

• Civic Organizations (i.e., YMCA, Girl Scouts, Boy Scouts, Boys & Girls Clubs)

• Government (City Council)

• Community Events/Festivals

• Churches

• Iconic Local Cafés or Restaurants

• Local Tennis Coaching Professionals

• Private Club Owners and Operators

USTA CONTACTS

• Section Executive Directors

• District Executive Directors

• Section Diversity and Inclusion Representative

• Diversity and Inclusion Subcommittees

• CTA Donors

• CTA Staff and Volunteers 

NATIONAL ORGANIZATIONS — These can be good resources to find local chapters serving your area.

Association of Hispanic Advertising Agencies

Association of Latino Professionals in Finance and Accounting

Committee for Hispanic Families and Children

Congressional Hispanic Caucus

Hispanic Association of Colleges and Universities

Hispanic Association on Corporate Responsibility

Hispanic National Bar Association

Mexican American Legal Defense and Education Fund

National Association of Hispanic Journalists

National Association of Latino Elected and Appointed Officials

National Council of La Raza

National Hispanic Corporate Council

National Hispanic Institute

National Hispanic Medical Association

National Institute for Latino Policy

ahaa.org

alpfa.org 

chcfinc.org 

chci.org 

hacu.net 

hacr.org 

hnba.com 

maldef.org 

nahj12.com 

naleo.org 

nclr.org 

nhcchq.org 

nhi-net.org 

nhmamd.org 

nilpnetwork.org


