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I figured the best way to begin a booklet on Hispanic Marketing 

would be to start with the definition of marketing. Marketing is the 

process of communicating the value of a product or service to the 

“general market,” for the purpose of selling that product or service.  

Marketing is a science of market analysis as well as understanding 

consumer buying behavior.   

 

However, think about this. If the demographics and psychographics 

of the “general market” have changed, then it would be logical that 

your marketing must change as well.  In case you haven’t noticed, 

the Lehigh Valley general market has changed dramatically. In fact, 

Hispanics are the “new” general market in Allentown at nearly 50% 

of the population.  Hispanics are a new economy driving growth all 

over the Lehigh Valley.  

 

Thousands and thousands of local and national businesses have 

already developed multi-level marketing techniques to capture    

the emerging Hispanic market and gain market share before their    

competition even knows what happened.  Ironically, the top 10  

Hispanic advertisers in the United States are some companies you 

use and enjoy everyday like Proctor and Gamble, McDonalds, Ford 

Motor Corp, AT&T, Dish Network, Nationwide Insurance and  

L’Oreal Cosmetics.  

 

This booklet will give you unique insights on how to connect with 

Lehigh Valley Hispanic consumers, build strong brands, deliver and 

communicate value, and develop effective Hispanic marketing 

strategies and plans. Then, it’s as simple as inviting them in.  

      …………………………......................................................... 
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$10.8 
Billion 

Over 100, 000 Hispanics now live in the Lehigh Valley. For many, 

this one statistic is a wake-up call about a radical change in Lehigh 

Valley demographics that is here to stay. Ironically, most of the 

recent data and statistics in this booklet was predicted a decade 

ago by the Census Bureau, researchers, and independent studies. 

So why haven’t you attempted to effectively communicate with 

this growing and extremely valuable market?  

 

Many businesses have already recognized that Hispanics are    

essential for their future success.  This includes your competition.   

Many marketers and businesses know they should target Hispanic 

market but it is not something they are putting real time, money, 

and effort into. Tapping into the Hispanic market is essential for 

any strategy or marketing plan to be successful. In this booklet, 

you will learn effective strategies to reach the Hispanic market 

and gain an understanding of their distinctive cultural elements 

which will lead the way to a sizeable and growing impact on your 

company’s market share.   
 

If you have not developed a 

strategy to reach the Hispanic 

market, then you’re missing a 

big piece of the puzzle in your 

current marketing plan. Once 

you understand the intrinsic 

differences of the Hispanic 

culture and the secrets to  

marketing to them, developing 

an effective strategy is easy. 



$10.8 
Billion 

+46% 
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Let’s be honest. We all know that the largest and fastest growing 

segment of the population in the Lehigh Valley is Hispanics. These 

facts are supported by an enormous amount of data.  If you want    

to see the scope of Hispanic growth in the Lehigh Valley, visit the 

website http://projects.nytimes.com/census/2010/explorer. This 

website uses US Census Data to show percentages of ethnic groups 

anywhere in the U.S.  Just type in Allentown, PA and watch as the 

Hispanic population surges to as high as 65% in some zip codes. 
 

 

 

 

 

 

 

 

 

 
 

Simply put, ignoring the growing Hispanic market means ignoring  

the best chance for your business to succeed further. Hispanics are   

a fundamental component to your success and not a passing niche.  

Hispanics are very big business now. Locally, Hispanics have amassed 

significant buying power despite perceptions to the contrary.  It is 

important to challenge commonly held misconceptions about the 

Hispanic market that undermine their size, uniqueness and value.   

 

The Hispanic market’s sheer 
size and buying power in the 
Lehigh Valley requires a 
thoughtful understanding          
of  what they mean to your        
company’s bottom line. 

$ 
      …………………………......................................................... 
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$10.8 
Billion 

+46% 

The term “Hispanic” is merely a translation of the Old World word 

“Hispania” or “Hispano” which means Spanish. In the U.S., the     

term “Hispanic” gained acceptance after it was picked up by the             

government and used by the Census Bureau to identify people with 

Spanish heritage. It is the preferred term used in local and federal 

employment, mass media, academia, and business market research. 

Hispanic is not a race, but an ethnic distinction. Hispanics can       

originate from all races and physical traits. The term “Latino” is used 

to classify those individuals from Latin America.  This classification 

refers to their geographic origins.  People from Latin America are all 

Latin but not all are Hispanics. Brazilians speak Portuguese, which 

makes them Latin but not Hispanic. 

$7.4 
Billion 

Relating to, characteristic of, or derived from 
Spain or Spanish-speaking countries 

A person who is from Latin America 
 

A language, or to define a person 
from Spain 



Source: U.S. Census Bureau Population Projections 2010 – 2040. 

Source: Nielsen Pop-Facts, PA Hispanic Population Percentage Growth 2000 - 2010  
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$10.8 
Billion 

Pennsylvania's Hispanic population grew an astounding 82.6% from 

2000 to 2010, which is one of the largest increases in any state's   

Hispanic population. More importantly, Lehigh and Northampton 

Counties showed the highest percent Hispanic growth in all of PA.  
   

50% - 99.7% 

16.3% - 49.9% 

2.5% - 16.2% 

0.0% - 2.4% 

Hispanics represent the fastest growing ethnic segment of the United 

States. The Hispanic population is expected to grow 167% over the 

next 40 years compared to just a dismal 1% of White Non-Hispanics. 

White          Black                          Asian               Hispanic 



Source: U.S. Census Bureau 2010.  Lehigh & Northampton 

PA. County Hispanic Population Percentages. 

The explosive Hispanic growth in the Lehigh Valley was mainly due      

to immigration from Puerto Rico, Dominican Republic and Mexico,    

and large numbers of Hispanics relocating from New York and New 

Jersey seeking more affordable living.  The majority of Hispanics       

reside in the Lehigh Valley’s metropolitan areas. However, an            

increasingly large number of Hispanics are moving to rural areas         

for improved school districts and better employment opportunities. 

Lehigh Valley Hispanic Population Percentages 

20.3% 

LEHIGH COUNTY 

8       …………………………......................................................... 

 

24.4% 

19.9% 

11.3% 

NORTHAMPTON 

The most recent 2010 Census showed 
dramatic growth in areas where              
Hispanics were recently unknown. 

CITY OF 

EASTON 

CITY OF 

BETHLEHEM 

42.8% 

CITY OF 

ALLENTOWN 



It’s not a prophecy; it’s mathematics. 
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Hispanics are gaining prominence in the Lehigh Valley and are     

becoming a strong influence on the mainstream economy.  With an 

impressive annual spending power of 2.5 billion dollars in the Lehigh 

Valley, Hispanics are no longer a sub-segment of the local economy  

but instead, a prominent player.  
 

Hispanics are impacting every aspect of the landscape including 

popular culture, the workforce, consumerism, politics and the     

Lehigh Valley identity.  The current size of the Lehigh Valley Hispanic 

market, accompanied by their rapid wealth creation and high       

consumerism are currently being neglected by many businesses. 

Hispanics are fast becoming trend setters in the marketplace and 

the preeminent drivers of growth. Forecasts show that the growth 

of the Hispanic population and their share of retail spending power 

is considerably greater than that of non-Hispanics.  Pennsylvania’s 

Hispanic buying power grew dramatically between 2004 and 2009 

and the trend is expected to continue for decades.  

 

+46% 

$7.4 
Billion 

$10.8 
Billion 

+46% 

Source: Selig Center’s Study, Multicultural Economy 2010 

Pennsylvania Hispanic Buying Power  

 



Lehigh Valley Hispanic Countries of Origin 

 

 

Puerto  
Rico 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

Dominican 
Republic 
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The most important segmentation factor among U.S. Hispanics may    

be their country of origin. The biggest mistake companies can make      

is viewing the Hispanic Market as homogeneous. Hispanics living in    

the Lehigh Valley have cultural roots from over 20 different Latin  

American countries. In addition to diverse countries of origin,             

Hispanics also  maintain different levels of acculturation, language    

preferences, and have distinctive traditions. For example, Puerto      

Ricans and Mexicans do not share the same cultural characteristics, 

therefore creating unique sub-groups within the culture.   

 

Source: U.S. Census Bureau 2010.  Lehigh & Northampton 

PA. County Hispanic Country of Origin. 

Other  
Uruguay 
Paraguay 

Spain 
Bolivia 

Costa Rica 
Nicaragua  

Chile 
Guatemala 
Argentina 
Honduras 

Peru 
Cuba 

Ecuador 
 

El Salvador  

 
Panama 

 

 
Venezuela 

 
 
 

Columbia 
 
 
 
 
 

Mexico 
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The secret to marketing effectively to the Hispanic community is 

understanding their unifying cultural characteristics. The Hispanic 

culture is usually associated with things such as food and music but 

there are other tangible and intangible characteristics of life passed 

down from generation to generation.  If you were to ask a group of 

Hispanics, no matter their country of origin, they would all agree on 

four basic unifying cultural characteristics: family, faith, respect, 

and language. 

FAITH 

LANGUAGE 

RESPECT 

FAMILY 

All Hispanics share these cultural characteristics, and that’s what 

makes them a targetable audience. Let’s examine each of these 

characteristics individually. 
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This is the most important unifying cultural characteristic when   

referring to the Hispanic community.  In deep contrast to the current 

state of most families in the U.S., many Hispanics grew up in very 

tight knit households where family comes first and decisions are 

based largely on pleasing the family.  Regardless of country of origin, 

most Hispanics share this cultural characteristic of family first and 

possess a value system different from traditional American families. 
 

 

 

 

 

 

 

 

 

 

 

 

 
 

Hispanic family members are interdependent and feel a sense of 

obligation to help each other.  This is an inherent form of social 

structure within the household in which the needs of the family      

are more important than the needs of any individual.  This includes  

a commitment to financially and emotionally supporting family 

members.  A strong emphasis is placed on the family as the major 

source of one’s identity and protection against the hardships of life.  

The family unit is morally obligated to support each other in any 

situation. This sense of family belonging is intense and limited to 

family and close friends. People who are not family or close friends 

are often slow to be trusted.  

      …………………………......................................................... 



Source: (1)2011 Neilson Universe estimates 
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+46% 

The Hispanic family model is an extended one; grandparents, aunts, 

cousins, and even people who are not biologically related may be     

considered part of the immediate family. Hispanic families tend to be 

highly group-oriented. The decisions and behavior of each individual  

are based largely on pleasing the family; decisions are not made by    

the individual without consulting the family. To gain the trust and     

confidence of Hispanics, it is important to allow ample time for the  

extended family to discuss important decisions.   
 

Additionally, Hispanic households are larger and younger than non-

Hispanic.  Your business can establish top-of-mind-awareness and 

brand loyalty earlier in the buying cycle.  

 

 

 

 

 

 

 

 

 

 

 

 

 

The “family first” aspect of the Hispanic culture is important to           

consider when developing the creative elements of your marketing 

campaign.  Without being too tacky or stereotypical, your business 

must demonstrate how your product or service benefits not just the 

individual consumer, but their children, parents and extended family.  

This will appeal to the Hispanic consumers’ emotions and will be     

more effective at influencing action. 

      …………………………......................................................... 

Hispanics believe the number one way 
they contribute to American society is 
through their commitment to family. 
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It’s crucial to understand the importance of religious beliefs when 

marketing to Hispanics.  Faith among Hispanics means that they     

believe in a higher power controlling their lives and that they don’t 

necessarily have control over their future or environment.  Hispanics 

see religion as a way of life.  It strengthens their values, and provides 

the foundation for their love of celebrating and following rituals.   

Religion has played a very important role among Hispanics for many 

years, shaping and guiding their views and way of living. Their faith is 

heavy influenced by Catholicism.   

 

Source: Hispanic America. Faith, Values, and Priorities, 2012 

 
 
It is rare to find someone among     
the Hispanic community who sees  
his or her faith as something on the 
sidelines. More than four out of  five 
Hispanics (84%) describe themselves 
as part of  a Christian faith. 



HAVE 
READ 
THE  
BIBLE 

15       …………………………......................................................... 

Hispanics often have a strong belief that uncertainty is inherent in 

life and each day should be taken as it comes. Hispanics are more 

accepting of certain levels of chaos and don’t always expect orderly 

processes. This mindset manifests itself in many of their behaviors 

in significant ways.  When faced with a moral or ethical choice,  

Hispanics will make decisions based on the principles or standards 

most commonly defined by the Bible.  The majority of Hispanics say 

the Bible also influences their views on political and social issues. 

This area of marketing to Hispanics poses a few challenges. You 

don’t want to offend anyone or create a preconceived notion      

before they walk in the door.  If applicable, imply the aspects of  

faith in your message without being overly demonstrative. You     

can win patronage with Hispanics by saying your business is aligned 

with similar values  and there is a certain set of standards by which 

your business adheres to.  Take into account Hispanics attitudes 

towards life and the after-life.   

Source: Hispanic America. Faith, Values, and Priorities, 2012 

HAVE 
RECEIVED 

HOLY 
COMMUNION 

 

HAVE 
PRAYED 
THE 

ROSARY 
 

HAVE 
SHARED 

IN A  
CHRISTIAN 
GROUP 
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Communicating your message in Spanish is paramount. The Spanish 

language still remains an essential unifying element and is likely to 

remain the language of preference among U.S. Hispanics. Nine out  

of ten Hispanic parents want their children to be able to speak   

Spanish.  In the Lehigh Valley, nearly 90% of Hispanics speak Spanish 

to some extent at home. Many younger and acculturated Hispanics 

mix languages into a form of "Spanglish," in which they speak English 

combined with Spanish. But when it comes to advertising and      

marketing, all studies showed that Hispanic adults respond best to 

commercials when they are presented in Spanish.  

 
When asked about advertising   

effectiveness, a Nielson Study    

concluded that 70% of Hispanics 

surveyed found English ads less 

effective in terms of persuasion.     

 

In addition, commercials in       

Spanish increase recall by as     

much as 30%.  This equates to 

Spanish ads having more than three 

times greater  impact on Hispanic 

consumers. More importantly,  

Hispanics recalled advertising    

campaigns much better than     

non-Hispanics.  40% of Hispanics 

recalled commercials in Spanish 

compared to 12% of non-Hispanics 

recalling English commercials.  

 

Hispanic 
Ads on 
Hispanic 

English Ads on  
English Media 
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Ironically, using Spanish in your advertising campaigns is also the 

easiest cultural element to misuse.  Too often, advertising agencies 

and will “translate” their English creative into Spanish. This is almost 

always a recipe for failure. For the record, if you use internet        

websites to translate your English creative into Spanish, you will 

most certainly make mistakes.  Those tools should only be used      

for single words or small phrases. Your creative copy should be 

“interpreted” into Spanish by professionals, rather than translated.  

Direct translations and general market strategies will miss the        

emotional and culturally relevant elements.   

Hispanics are 143% more likely to buy   
products that are advertised in Spanish. 

Here is a real life example of how important it is to interpret your 

creative instead of a simple translation.  After the success of the  

“Got Milk” campaign in the U.S., the Dairy Board decided to run the 

ads in Mexico. Unfortunately, the literal “translation” of “Got 

Milk” [Tiene Leche] carries a maternal “interpretation” and actually 

meant “Are You Lactating?”   
 

It’s important to realize that speaking, reading, and comprehension 

of the English language are all separate competencies.  The English 

language uses many metaphors that do not directly translate into 

Spanish.  Casual use of the English language by Hispanics does not 

guarantee that a Hispanic consumer possesses the deeper linguistic 

skills needed for complex business transactions like the purchase of  

a car.  Therefore, once you have developed your message content,   

it is time to utilize the unifying cultural elements that will resonate 

with Hispanics and interpret them into the Spanish language. 
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Respect is another cultural element that most Hispanics share. This 

includes a reverence for tradition and older relatives.  This also   

dictates appropriate behavior towards others based on their age, 

sex, social position, economic status, and authority.  Hispanics place 

a high value on demonstrating respect in interactions with others. 

Respect means that each person is expected to defer to those who 

are in a position of authority because of age, gender, social position, 

title, and economic status and relationship with the individual.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

Hispanics have great admiration and respect for their elders. 

Younger family members constantly seek the advice of elder        

relatives. Hispanic elders also pass on the language and culture to 

the next generation and often share in the responsibilities of rearing 

younger family members. Most elders feel they have a vested     

interest in helping youth develop into good, productive citizens.  

      …………………………......................................................... 
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Today, the majority of marketing directors and advertising agencies 

use a “general market” approach when reaching out to the Hispanic 

consumer. This may actually backfire. Depending on the Hispanic   

audience you are trying to reach, respect will play a varying role. 

When reaching a younger Hispanic audience, do not assume that a 

young Hispanic has the authority to make major decisions. Again, the 

goal is to respect tradition and the hierarchy of the decision making 

process within the Hispanic family.  Being Hispanic incorporates both 

traditional and contemporary aspects culture into their design. In 

some cases, you should create a fusion of both traditional and         

contemporary elements.   

Respect is also expected on a reciprocal basis when dealing with    

others. It is important to approach Hispanics in a somewhat formal 

manner, using appropriate titles of respect (Señor) [Mr] and (Señora) 

[Mrs] and appropriate greetings [good morning or good afternoon]. 

This is especially true with older Hispanics. U.S. Americans are often 

recognized as being informal. We normally revert to a first name   

basis with strangers almost immediately, signaling a collapse of   

status    differences by doing so.  Good intentions aside, people from 

Hispanic cultures may not appreciate this informality and may even 

be seen as rude behavior in certain situations. 

Respect among Hispanics includes dignity 
in personal conduct, respect for others, 
love for family, and affection for children. 
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Hispanics will "adopt and adapt" to the customs of the general     

market without shedding their personal traditions and values.    

Along that line, the conceptualizations or marketing strategies that 

work with general market consumers with not work with Hispanics.       

Hispanics are assimilating to our culture, but they are not, and  

probably never will be, fully assimilated. Instead, their path of        

acculturation is a process of integration of native and traditional  

immigrant cultural values with dominant cultural ones.  Time,       

education, and socio-economic status influence the speed of the  

acculturation process.  

 

 

 

 

 

 

 

 

 

 

 

      …………………………......................................................... 

Hispanic acculturation has evolved dramatically over the past few 

decades and we need to take into consideration other factors such 

as their attitudes about their heritage, holidays, and their beliefs 

about family and religion.  Other aspects may include their role in 

society, shopping habits, language proficiency, media preferences, 

choice of leisure activities, brand and store selection criteria, and 

even their opinions on immigration. 

Source: Target Latino.  Hispanic Market Trends Forecast 2010 
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Advertising to Hispanics in Spanish is 
more important than hiring a Spanish 
speaking employee. 

      …………………………......................................................... 

The good news is that many of the Hispanics living in the Lehigh        

Valley are bilingual. It is more important that you begin marketing 

to Hispanics by communicating your message in Spanish not       

English.  However, the absence of a Spanish speaking employee at 

your business should not prevent you from advertising to Hispanics. 

Hiring a Spanish speaking employee at your business will build a 

faster trusting relationship with Hispanic consumers. In many cases, 

you may already have a Spanish speaking employee working at your 

business. Most Hispanics have had significantly less exposure and 

knowledge with American products and services than the general 

market.  That’s why it is imperative that you begin to advertise  to 

this fertile market of consumers now before they adopt brand loy-

alty to your competition. Hispanics will only do business with com-

panies they trust.  Therefore, building brand awareness and loyalty 

early in the buying cycle of Lehigh Valley Hispanic consumers is 

paramount.   

The process whereby Hispanics retain their own     

culture but adapt to some aspects of the majority  

culture to avoid isolation. 

The process whereby Hispanics learn to adapt to 

the ways of the majority culture.  
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When you combine the unifying cultural characteristics into your 

Hispanic marketing strategy, the effectiveness of your campaign will 

noticeably increase.  There are demographical, attitudinal and       

behavioral differences with regard to how Hispanics use media.     

Fortunately for businesses,  Hispanic consumers are using Spanish-

language media more and more as a way of staying connected to 

their communities. Research shows that while Hispanics consume 

every type of media, they have a special attraction to radio and     

television.  
 

Over the last decade, local Spanish-language media tended to fare 

better overall than their mainstream English-language counterparts.  

Hispanic radio audiences grew and now compete directly with non-

Hispanic radio in many markets. The number of Spanish-language 

radio stations has increased every year over the past decade to over 

1,300 in the United States.  The story in television was also positive.  

Spanish-language networks continued to grow, reaching audience 

sizes that compete with the three major English-language broadcast 

networks. Hispanic newspapers and magazines overall lost circula-

tion since 2010, but not nearly to the extent of the English-language 

press.  
 

With a variety of Spanish-language media available, Hispanics can 

obtain news and entertainment that are absent from the mainstream 

media.  Therefore, different mediums contribute to the total        

communication story.   
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RADIO 
Radio is one of the most proven, cost-effective medium 

in targeting Hispanics. Unlike any other medium, Spanish 

radio connects musical style, geography, and cultural 

background with the Spanish language. Spanish radio is 

also unique because it is used in the home, at work, and 

in the car.  On average, the Hispanic family may listen to 

a station for 26-30 hours a week. 
  

TELEVISION 
The visual confirmations provided in television            

advertising are extremely important, especially for    

Spanish-dominant Hispanics. Most Hispanics watch       

television during prime-time hours at night between 

7:00pm to 11:00pm to watch Spanish language           

programming.  A large percentage of Spanish television  

is still regularly viewed by English-dominant Hispanics. 
 

PRINT 
Hispanic newspapers are usually distributed on a weekly 

or monthly basis and are a useful part of the Hispanic 

community. They deliver news that is specifically geared 

to the needs of the local community. You may find that 

the majority of Spanish print media is unsophisticated; 

therefore it is important to find an accredited publication 

with circulation numbers that have been audited.  
 

EVENT MARKETING 
Events create excitement, reinforce image, and allow 

you to hand-deliver your marketing message face-to-face 

with the Hispanic market. However, many company's 

efforts at selling themselves to Hispanics by sponsoring 

the occasional event will far short. Use event marketing 

as supplemental support to effectively capture the      

attention of Hispanic consumers. 

 

      …………………………......................................................... 
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Launching any new marketing campaign is kind of like dating;         

your level of satisfaction has a lot to do with your expectations.  

Many would-be millionaires jump on the Hispanic marketing band-

wagon with the hopes of turning their business into gold overnight.  

They were sadly mistaken.  

 

Determining the success of your Hispanic marketing campaign       

requires different measurements than the metrics that are used for 

the general market.  The length of your campaign, cultural relevance 

of the message, and the support from your staff are all things that 

must be assessed closely before determining the success or failure of 

your campaign.  Most businesses fail because of unrealistic expecta-

tions. Many underestimate the cost of marketing their products or 

services. As you begin your Hispanic marketing strategy, these basic 

items should be discussed and confirmed: 
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After you’ve set your Hispanic marketing expectations, try not to 

dwell on them too much during the initial period. If your business 

is new to the Hispanic market, you shouldn’t anticipate meeting 

any of your expectations for a few months. Any new tactic will  

involve a period of trial and error and honing of execution. What’s 

critical to the beginning of your Hispanic Marketing campaign isn’t 

that you reach your goal immediately; it’s that you are carefully 

measuring results, identifying areas for improvements, and making 

needed adjustments.    

Most importantly, to effectively reach the Hispanic Market, there 

must a reasonable time line to achieve a quantifiable return on  

investment.  It is imperative that you build a consistent relation-

ship with Hispanic consumers across the calendar year and not an      

abbreviated two or three month campaign to “test” the market.  

This approach is very amateur, even if your message contains the 

appropriate cultural elements.  Remember, your business needs 

to build trust and respect within the Hispanic market before they 

choose to do business with you.   
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Education without implementation is just recreation. It’s time to 

start reaching Hispanic customers and getting them to know and 

trust your business.   
 

For over ten years the Lehigh Valley has had a top performing,  

full-time, live and local Hispanic mass medium; La Ola (The Wave) 

Radio.  La Ola Radio has rapidly grown to a network of three     

frequencies broadcasting across the region. They are an extremely 

powerful and influential media within the Hispanic community 

and have been honored with more than 20 community awards 

from local and statewide government organizations.  La Ola Radio 

is considered to be the leading advocate for the enrichment and 

celebration of the Hispanic culture. Remember, radio is one of the 

most proven,  cost-effective mediums for targeting Hispanics.  
 

The professionals at La Ola Radio can provide you with targeted 

Hispanic research and valuable marketing insights for your       

business.  They have helped thousands of businesses over the past 

decade achieve incredible returns on investment targeting the 

Lehigh Valley Hispanic market.  For more information visit            

www.laolaradio.com. 
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   Matthew Braccili is an experienced

   marketing professional with a degree in 

   Marketing & Telecommunications. In 

   addition, he has management certifica-

   tions from the Radio Advertising Bureau, 

   Sandler Sales Institute, and the Center 

   for Strategic Marketing. He is a member 
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Mr. Braccili’s versatile experience within the Hispanic market began 

in 1999 when he accepted the position as Director of Sales for a 

large Hispanic Radio Corporation in the Philadelphia and Washing-

ton D.C areas. During his tenure, he recognized a growing opportu-

nity within the Hispanic community in his hometown area of the 

Lehigh Valley. In November of 2003, he founded Gray Matter 

Broadcasting and introduced the first local Spanish Radio Station 

and only full-time Hispanic media in the region. Since its inception, 

his corporation has grown to a three station network covering the 

Northeastern region of Pennsylvania and Central New Jersey.  In 

2010, Matthew was awarded “Businessman of The Year” by the 

Lehigh Valley Hispanic Chamber of Commerce.  
 

Matthew is dedicated to community outreach and public service. 

He is a respected community consultant for many organizations 

including a member of the Hispanic Advisory Board for Saint Jude 

Children’s Research Hospital.  For over a decade, Matthew has   

provided insight and advice for understanding the potential of      

the Hispanic market. Mr. Braccili consults with governmental,    

educational, and political leaders to strategize outreach programs 

to promote the general welfare of all nationalities. Matthew resides 

in the Lehigh Valley with his wife and two children. 

 

 

 




