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#DiverseCity

#GlobalDiversityAwarenessMonth
#AGreaterHOU

D I G I TA L  R E S O U RC E  G U I D E



The mission of the Greater Houston Partnership is to make Houston one of the world’s best places to live, work and build 
a business. The Partnership works to make Houston greater by promoting economic development, foreign trade and 
investment, and by advocating for efficient and effective government that supports, rather than impedes, business growth. 

The Partnership also convenes key stakeholders to solve the region’s most pressing issues. The Partnership was formed 
in 1989 in a merger of the Greater Houston Chamber of Commerce, the Houston Economic Development Council and the 
Houston World Trade Association. Today, the Partnership serves the 11-county greater Houston region and represents a 
member roster of more than 1,000 businesses and institutions. Members of the Partnership account for one-fifth of all jobs in 
Houston. They engage in various initiatives, committees and task forces to work toward our goal of making Houston greater. 

ABOUT THE GREATER 
HOUSTON PARTNERSHIP
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Dear Houston NEXT: An ERG Summit Attendees,

When we hosted the inaugural ERG Summit in 2018, we were overwhelmed with the response from Houston’s vibrant 
community who gathered to carry on meaningful conversations surrounding our greatest resource: talent. 

In response to your enthusiasm on the topic, the Partnership’s Talent Resources Group has created a forum for HR 
professionals, ERG leaders and recruiters to continue the discussion on key issues like how to harness untapped talent, 
global talent trends, and enhancing corporate culture - all critical conversations that will help us maintain our position as a 
global metro that attracts and retains top talent.

Beyond the fact that Houston is the nation’s most culturally and ethnically diverse city, Houston is talent rich. Home to three 
million workers, our talent base is larger than that of 35 states. We are also a top ten city for attracting millennials and rank 
number one in retaining college graduates. 

With the ever-changing dynamics of our workforce and increasing need to fill 21st century jobs, we are at a critical point 
where we must be strategic in not only how we’re educating and growing our future workforce, but also how we build 
corporate cultures that supports companies’ talent. 

We’ve heard from our talent and HR professionals that one of the top issues they’re addressing is a shift in employee 
expectations, where employers provide a people-focused culture that supports multi-generational workers and celebrates 
diversity.

Rapid urbanization and societal shifts are quickly changing how we must respond to the needs of our workers. Effecting 
change commands collaboration, so I encourage you and your colleagues to continue the conversation around building 
workplaces with strong corporate cultures to help talent thrive. Together, we can shape a strong workforce that ensures 
Houston has the talent it needs to succeed in the years to come.

Thank you for your engagement and support to help fulfill the Partnership’s mission.

Regards,

Bob Harvey
President and CEO
Greater Houston Partnership
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COMPANIES PARTICIPATING IN THE 2019 ERG SUMMIT INCLUDE:
Accenture

Account Pros/Human 
Resources International

AFR Event Furnishings

AIG

Air Liquide USA LLC

Alley Theatre

Asian Chamber of Commerce

AT&T

Autism Speaks-Houston

Bank of America

Bank of America Merrill Lynch

BBVA

BP America, Inc.

Burns & McDonnell, Inc.

C.T. Bauer College of Business

Calpine Corporation

CenterPoint Energy

CIMA Energy, LTD

Collaborative for Children

Comcast

ConocoPhillips

Engie North America Inc.

Ernst & Young LLP

ExxonMobil Corporation

Frank’s International

Gunda Corporation, LLC

HCA Houston Healthcare

Hilcorp Energy Company

Hines

Houston Airport System

Houston Public Media

HP Inc.

Insperity

International Initiative for 
Mental Health Leadership

Jennifer Layne Brands

Jewish Family Service

Kelsey-Seybold Clinic

Lone Star College

McDermott

Merrill Lynch

Metropolitan Transit Authority

MHI Compressor International 
Corporation

Mitsubishi Corporation 
(Americas)

National Council for 
Behavioral Health

Oceaneering International, Inc.

Port Houston Commission

Porter Hedges LLP

Potentia

PROS, Inc.

PurePoint Financial

Red & Black

Sapiem

Service Corporation 
International

Shell Deer Park Site

Southwest Airlines Co.

Squire Patton Boggs (US) LP

Strategic Ascent

TC Energy

Tenaris Corporation

Tetra

The Boston Consulting Group

The University of Texas MD 
Anderson Cancer Center

United Airlines

University of Houston CT 
Bauer College of Business, 
Executive Education

Upwardly Global

UTMB Health

VALIC

YMCA of Greater Houston, 
Executive Office

HOUSTON NOW:
2019 ERG SUMMIT ATTENDEES

*bold denotes event sponsor
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HOUSTON NEXT
The Partnership convened over 320 business leaders, diversity and inclusion officers, HR 
professionals, recruiters and ERG leaders at the second annual Houston NEXT: An ERG Summit 
to address the region’s workforce needs and ways to help ERGs thrive.  Through presentations 
and breakout pods, attendees shared best practices, challenges, recruitment/retention needs 
and suggestions on adopting new norms associated with corporate culture.

1. OFFICE LIFE:  
Address the physical work environment to allow for greater flexibility and ease in doing a 
variation of tasks.   This includes creating work pods and building seamless technology 
to allow for remote, collaborative and individual work.  Another important addition to life 
at the office is incorporating health and wellness rooms and exercise facilities.

2. FLEX SCHEDULE AND COMMUTING:  
Companies aren’t always able to quickly adopt remote working policies and oftentimes experience resistance from 
leadership.  Options for employers include creating microhubs in neighborhoods throughout the city for shorter 
commutes, regional employee collaboration and to help reduce isolation from working remotely. 

3. SKILLS AND PROFESSIONAL DEVELOPMENT:  
Create a culture of empowerment for employees to “drive the bus” to their development.  Employees want a career 
plan and growth tracks as well as more internal transfer opportunities, job shadowing and reverse mentoring.  
Employers could show the cost assessment for upskilling and share the success stories.  Employee retention and 
succession planning strategies are essential and employers should develop needs assessment toolkits on which skills 
are required for employment.

4. MENTAL HEALTH AND WELLNESS: 
Employers may consider providing mental health awareness training for managers and employees. Many wellness 
scheduling solutions are available, such as scheduling every fourth week off and offering “siesta” breaks.  Other 
suggestions include holding happy hours in the office, providing on-site sleeping pods, wellness rooms and 
massages, as well as offering free support, counseling and medication. 

5. WORK-LIFE INTEGRATION: 
Look for creative ways to give time and benefits back to employees, such as providing an on-site grocery store, 
mandatory early dismissal weekly and using sick days for student loan payments.  Offer the opportuity for employees 
to grade their organization on work-life balance and the company can use the outcome for salary treatment.  Adjust 
the 40-hour work week and focus on project completion rather than designated work hours. 

6. REVIEWS AND RECOGNITION: 
Companies may allow employees to choose how they want to be recognized and offer unique benefits and incentives, 
such as: student loan matching similiar to 401k matching, personal time off, job rotation programs, sabbaticals and 
onsite childcare.  Employees prefer more frequent check-ins with their supervisors, especially Millennials and Gen Z, 
over annual reviews. 

7. MISSION DRIVEN WORK: 
Your consumers and your employees should know what your company’s social mission is, which will increase 
their loyalty and personal value alignment to your company. Employers should focus on one prioritized effort with 
dedicated resources and engage a multi-disciplinary employee task force to determine what is in it for the employees.  
Tie integrated products and technology into your social mission and invite the impacted community members to share 
their story with your employees.



7

CORPORATE
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THE OFFICE OF THE FUTURE 

Note: Sums may not total due to rounding.
Source: U.S. Census Bureau, 2016 American Community Survey

Average travel time to work  30 minutes

COMMUTING TO WORK  Houston MSA, 2016 

Worked at Home 4.1%

Public
Transportation 1.9%

Walked 1.4%

Other Means 1.3%

Bicycle 0.2%

10.2%Carpooled in car,
truck or van

80.8%Drove alone in
car, truck or van

Method of Travel Percent of Workers 16 and Older

FLEXIBLE SCHEDULES
According to a report that surveyed 1,000 
U.S. hiring managers, young managers 
such as Millennial and Generation Z 
workers accommodate flexible work 
schedules more than their older colleagues. 

74% of Millennials and Gen Z 
managers have team members 
who work a significant portion 
of their time remotely.

Versus 58% of baby boomers. 

Approximately 43% of the 
employed U.S. Workforce 
works remotely at least 
some of the time. 

OFFICE DESIGN
JLL forecasts that 
“flexible space” will 
grow to 30% of all 
office stock by 2030. 

A 2018 study by Harvard 
Business School found that 
open-plan offices actually 
lead to a 70% decrease in 
face-to-face communication. 

A study by Basex estimated 
the aggregate cost for work 
interruptions is at $588 
billion annually in the U.S. 

73% of executives 
predict significant 
industry disruption in 
the next three years.

Up from 26% in 2018

COMMUTING 
Over 80% of workers in the Houston 
area commute by driving alone.

In the Houston area, only 10% 
of workers carpool.

In 2017, the average time to commute 
to work in Houston was 29.9 minutes. 

TECHNOLOGY
More than half of the executives surveyed 
expect AI and automation to replace one 
in five of their organization’s current jobs. 

According to the World Economic Forum, 
AI and Automation will create 58 million 
net new jobs by 2022.
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WELL-BEING

MENTAL HEALTH
1 in 5 U.S. adults 
have a mental illness 
in any given year. 

57% of U.S. adults who 
experience mental illness 
never receive treatment.

Mental illness costs the global economy $1 
trillion in lost productivity, with over 300 million 
people worldwide suffering from depression. 

In a two-year study of team performance, Google 
discovered that “psychological safety” was by far the 
most important factor in the formation of effective, 
cohesive teams. The study defined this safety as a 
quality that allows team members to “feel safe to take 
risks and be vulnerable in front of one another”.

Over 80% of U.S. companies with 
over fifty employees offer some 
sort of corporate wellness benefit.

The National Business Group on Health estimates 
that in 2018, 41% of missed work days by 
employees were attributed to mental health issues.

MISSION DRIVEN WORK
High-performance organizations are 
linked to being mission-driven companies. 

Organizations that create a culture defined by meaningful 
work, deep employee engagement, job and organizational 
fit, and strong leadership are outperforming their peers 
and will likely beat their competition in attracting top talent

Mission-driven workers are 54% more likely 
to stay for five years at a company and 30% 
more likely to grow into high performers 
than those motivated by paychecks. 

More employees will want to align with employers that 
have a social mission. Companies are increasingly 
working to align their mission, vision and values with 
those of their employees, however 56% of organizations 
do not have corporate social responsibility as a priority.

Businesses that align their actions with their corporate values – whether on 
ethical supply chains, appropriate use of data, or value-based operations – 
will win with their current workforce and attract desired talent. A growing 
number of boards are involved in reviewing their company’s positive societal 
impact and responsible leadership practices, both up 9% over last year.

Approximately 69% 
of employers aim to 
provide community 
programs for employees. 
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HR TRENDS
PEOPLE FOCUS

The Forbes Human Resources Council points to a trend of 
personalization in job titles, with 10% of members having job 
titles with preferences to the word “people” instead of “human 
resources” and 13% have job titles that include the word “talent”.

Diversity-related job postings 
increased 35% from 2016 to 2018. Most 
of these roles are in the HR department. 

WORK-LIFE INTEGRATION
28 countries mandate paid father-specific paternal leave, 
accounting for an average of 8.2 weeks of paid father-
specific parental leave, including Japan, the Netherlands, 
France, Germany, and the United Kingdom 

Texas does not require paid parental leave. 
Only five states currently mandate paid parental 
leave: New York, California, New Jersey, 
New Hampshire and Washington, D.C. 

In a 2014 study of highly educated professional fathers in 
the U.S., 9 out of 10 reported that it would be important 
when looking for a new job that the employer offer 
paid parental leave, and 6 out of 10 consider it very or 
extremely important.

These numbers were even higher for millennial workers. 

According to the WorldatWork Mercer 2017 
Survey of Paid Parental Leave in the U.S., 62% 
of U.S. participating organizations do not offer 
paid parental leave. 38% of participating U.S. 
organizations offer paid parental leave.

Of those offering paid leave 64% are subject to 
state/local laws requiring paid parental leave.

In the Houston MSA, 49.2% of families with 
married couples have both the husband and 
wife in the labor force.

54% of employees said managing their work/life balance 
is one of the top five things their company can do to help 
them thrive at work.

Compared to 40% in 2018 and 26% in 2017.

REVIEWS
84% of employees said regular check-ins with 
their managers are important to them, according 
to a poll of workers from Appraisd, a U.K.-based 
performance management software company.

Redefining performance metrics and rewards is 
a critical part of aligning work to future value. 

Only one-third of companies currently use talent 
analytics to determine the impact of build, buy, 
borrow or bot decisions on performance outcomes. 
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HR TRENDS
(continued)

BENEFITS
Over 80% of U.S. companies 
with over 50 employees 
offer some sort of corporate 
wellness benefit.

For U.S. companies, 
medical expenses fell by 
$3.27 for every $1.00 spent 
on wellness programs. 

According to Gallup, 87% of Millennials 
rate professional or career growth 
and development opportunities as 
important to them in a job.

Job security is one of the top three 
reasons people joined their company 
and the main reason they stay. 

The U.S. is the only country in the Organization for Economic 
Cooperation and Development (OECD) that does not provide 
paid maternity leave. The Family and Medical Leave Act of 1993 
(FMLA) requires 12 weeks of unpaid leave annually for mothers 
of newborns if they work for a company with 50+ employees.

REWARDS
Aligning executive plans to transformation goals 
and long-term incentives can help to ensure a 
focus on future success. Innovation awards and 
modern recognition programs incentivize change for 
non-executives. Offering more diverse rewards and 
compensation is this year’s number one reward priority. 

Both HR and employees agree that offering a wider 
variety of incentives and differentiating rewards for 
higher performers will make a difference. Companies 
are rethinking pay for performance in light of the need 
to become more transparent and deliver on pay equity.

Only 22% of employees give their company an “A” 
grade for ensuring equity in pay and promotion 
decisions, while thriving employees are four times 
more likely to work for a company that delivers equity.

(78% vs 18%)

WORKFORCE REWARDS PRIORITIES Top 7

36%

35%

32%

32%

32%

31%

30%

O�ering more diverse rewards

Driving pay for performance

Creating a plan to reward for high-demand skills

O�ering career moves/experiences as rewards

Implementing skill-based pay

Ensuring equity by pay band level

Increasing transparency into compensation
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PEOPLE

UNIQUE ABILITIES 
4% of jobs in metro Houston are held by 
disabled persons, the majority of whom 
(36.2%) have an ambulatory difficulty.

As of July 2018, only 29% of Americans of working 
age (between ages 16 and 64) with disabilities 
participated in the workforce.

Compared with 75% of Americans without a disability. 

In 2017, the unemployment rate 
for persons with disabilities 
was more than twice that for 
those without a disability.

9.2% versus 4.2%. 

The U.S. Office of Disability 
Employment Policy categorizes 
persons with disabilities as the 
third-largest market segment 
in the U.S., after Hispanics and 
African-Americans.

The discretionary income for 
working-age persons with 
disabilities is $21 billion—greater 
than that of the African-American 
and Hispanic segments combined.

DIVERSITY
Houston is the nation’s demographic 
future. In terms of racial and ethnic 
composition, the Houston of today 
very much resembles the U.S. of 
more than 40 years hence. 

Nearly one in four Houstonians 
were born outside the U.S. 

Note: Hispanic/Latino includes all races. Sums may not total due to rounding.
Source: U.S. Census Bureau, 2016 American Community Survey

White

Asian

Hispanic/Latino

Other

Black/African American

16.9%7.8%

36.1% 37.3%

1.9%

RACE/ETHNIC
COMPOSITION
Houston MSA, 2017

SKILLS
83% of employees see it as primarily 
their responsibility (rather than their 
company’s) to keep their skills up to date.

Older workers tend to be concentrated 
in jobs where at least 50% of the tasks 
can be automated.

The main barrier for reskilling is the 
concern that reskilled talent will leave.

TOP RESKILLING APPROACHES USED BY HR

Employee-directed
learning

Formal reskilling
programs

Informal hands-on
learning

59% 55% 50%
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PEOPLE
(continued)

POPULATION
The nine-county Houston 
MSA had a population of 
6,997,384 residents as of July 
1, 2018, according to estimates 
by the U.S. Census Bureau.

Harris County had a population 
of 4,698,619 residents as of July 
1, 2018, according to estimates 
by the U.S. Census Bureau. 

The City of Houston had 
a population of 2,325,502 
residents as of July 1, 2018, 
according to estimates by 
the U.S. Census Bureau. 

If metro Houston were a state, 
it would have the 15TH LARGEST 
POPULATION IN THE U.S.
• Behind Arizona (7,171,646)
• Ahead of Massachusetts (6,902,149) 

& Tennessee (6,770,010)

If Harris County were a state, it 
would have the 25TH LARGEST 
POPULATION IN THE U.S.
• Behind Alabama (4,887,871)
• Ahead of Louisiana (4,659,978) 

& Kentucky (4,468,402)

If the city were a state, it would rank 
35TH IN POPULATION IN THE U.S.
• Behind Kansas (2,911,505)
• Ahead of New Mexico (2,095,428) 

& Nebraska (1,929,268)

WORKFORCE 
According to the U.S. Census Bureau, Generation Z 
will comprise 20% of the U.S. Workforce by 2020.

79% of executives expect that contingent and 
freelance workers will substantially replace 
full-time employees in the coming years. 

75% of employees intend to keep 
working post-retirement age.

E DUC ATI ONAL AT TAI N M E NT
Houston MSA, 2017

Highest Education
Level Attained

Population Age 25  
or Older

Number Percent

No High School  Diploma 729,054 16.4

High School Graduate or Higher 3,696,786 83.5

High School Diploma or GED 1,025,879 23.2

Some College, No Degree 917,211 20.7

Associate Degree 320,624 7.2

Bachelor’s Degree or Higher 1,433,072 32.4

Bachelor’s Degree 518,407 20.7

Graduate or Professional Degree 914,665 11.7

Total population age 25 or older 4,425,840 100.0

Note: Sums may not total due to rounding.  
Source: U.S. Census Bureau, 2017 American Community Survey

AGE DISTRIBUTION  Houston MSA, 2017 

Note: Sums may not total due to rounding.
Source: U.S. Census Bureau, 2017 American Community Survey

85 years & over 1.1%

19.3%5 to 17 years

Under 5 years 7.4%

18 to 24 years 9.0%

25 to 34 years 15.0%

35 to 44 years 14.3%

45 to 54 years 12.8%

55 to 64 years 11.3%

65 to 84 years 9.7%
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PEOPLE
(continued)

D ECE N N IAL CE N SUS AN D I NTE RCE N SAL 
POPU L ATI ON

Year Metro Houston Harris County City of Houston

2018 6,997,384 4,698,619 2,325,502

2010 5,920,487 4,092,459 2,099,451

2000 4,693,161 3,400,578 1,953,631

1990 3,750,411 2,818,199 1,637,859

1980 3,135,806 2,409,544 1,594,086

1970 2,195,146 1,741,912 1,232,802

1960 1,594,894 1,243,158 938,219

1950 1,083,100 806,701 596,163

1940 752,937 528,961 384,514

1930 545,547 359,328 292,352

1920 348,661 186,667 138,276

1910 252,066 115,693 78,800

1900 202,438 63,786 44,633

1890 137,800 37,249 27,557

1880 112,053 27,985 16,513

1870 80,866 17,375 9,382

1860 55,317 9,070 4,845

1850 27,984 4,668 2,396

Source: U.S. Census Bureau, Texas Almanac

SE LEC TE D D E MOG R APH I C CHAR AC TE RISTI C S                                                          Metro Houston, 2017

Geography Median Age Total  
Households 

Average 
Household Size

Percent of Adults with 
Bachelor’s Degree or 

Higher

Foreign-Born Percent  
of Total Population

Houston MSA 34.4 2,324,758 2.9 32.4 23.6

Austin County 40.9 11,021 2.6 22.3 10.6

Brazoria County 35.6 117,088 2.9 29.7 13.1

Chambers County 35.4 13,320 2.9 20.5 9.4

Fort Bend County 35.8 222,331 3.2 45.7 27.6

Galveston County 37.6 117,455 2.7 29.5 9.8

Harris County 33.1 1,562,813 2.9 30.5 26

Liberty County 35.8 25,974 2.8 9.3 7.5

Montgomery County 36.7 186,861 2.9 33.7 13

Waller County 28.8 14,698 3.0 19.2 14.8

Note: County data may not sum to Houston MSA total due to a difference in survey methods.     
Source: County data from U.S. Census Bureau, 2013-17 American Community Survey; MSA data from U.S. Census Bureau, 2017 American Community Survey

DEMOGRAPHICS
The Houston-The Woodlands-Sugar Land MSA’s 
population of 6,997,384 residents on July 1, 2018 
ranks fifth among the nation’s metropolitan areas. The 
Houston MSA had the third largest numeric increase 
(91,689) in population of any U.S. metro from July 1, 
2017 to July 1, 2018, reflecting 1.3 percent growth.

Harris County, population of 4,698,619 on July 1, 
2018, is the third most populous county in the nation. 
Among all U.S. counties, Harris County had the third 
highest numeric population increase between July 1, 
2016 and July 1, 2017, gaining 34,460 new residents. 
The county led the nation in population growth each 
year from ’11 to ’15, slipping in subsequent years.  

The City of Houston, the fourth most populous U.S. 
city, had a population of 2,325,502 on July 1, 2018. 
Houston added 8,057 residents from July 1, 2017 to 
July 1, 2018, the equivalent of 0.3 percent. Slower 
growth for the city was expected, given the persistent 
weakness in the local economy during that period.
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PEOPLE
(continued)

OCCUPATIONS  Houston MSA, 2018

Total Occupation Employment  2,929,400

Employment % of Total

Source: U.S. Department of Labor, Bureau of Labor Statistics, 2018 Occupation Employment Statistics  

O�ce and 
Administrative Support 
467,400  15.7%

Sales and Related 
305,590 10.2% 

Computer and
Mathematical
80,880  2.7% 

Management 
146,730  4.9% 

Building and 
Grounds Cleaning
and Maintenance
84,500  2.8% 

Architecture and 
Engineering
81,410  2.7% 

Farming, Fishing, 
and Forestry
4,200  0.1% 

Life, Physical,
and Social Science
29,650  1.0% 

Legal
22,710  0.8% 

Community and
Social Services
24,680  0.8% 

Education, Training,
and Library
176,220  5.9%

Food Preparation 
and Serving Related
277,440  9.3%

Construction and 
Extraction
182,530  6.1%

Transportation and 
Material Moving
212,400  7.1% 

Arts, Design,
Entertainment,
Sports, and Media
30,350  1.0% 

Personal Care 
and Service
83,440  2.8% 

Health Care Support
66,170  2.2%

Protective Service
70,320  2.4%

Installation,
Maintenance,
and Repair
130,320  4.4% 

Production
183,520  6.2% 

Business and 
Financial Operations
153,730  5.2%

Health Care 
Practitioners and
Technical
168,220  5.6% 

INCOME
PER CAPITA PERSONAL INCOME
The nine-county Houston MSA pretax per capita personal 
income (PCPI) in ’17 was $52,765

2.2 percent above the U.S. average of $51,640, according to 

the latest data available by the U.S. Bureau of Economic Analysis (BEA).

PCPI increased 3.0 percent in the Houston MSA, compared 

to 3.6 percent nationwide from ’16 to ’17. 

TOTAL PERSONAL INCOME
Total personal income, defined as income 
received from all sources, in the nine-county 
Houston MSA in ’17 was $363.7 billion

Up 4.4 percent from ’16, according to BEA data. 
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PEOPLE
(continued)

CORPORATE ECONOMY
E M PLOYM E NT BY I N DUSTRY
Houston MSA, 2018 (Annual Average)

Industry Jobs (000) % of Total

GOODS PRODUCING 529,2 17.2

MINING AND LOGGING 79,1 2.6

Oil and Gas Extraction 36,7 1.2

Support Activities for Mining 41,2 1.3

CONSTRUCTION 221,1 7.2

MANUFACTURING 229,0 7.4

Durable Goods 145,0 4.7

Non-Durable Goods 83,9 2.7

TRADE, TRANSPORTATION AND UTILITIES 624,9 20.3

Wholesale Trade 168,8 5.5

Retail Trade 307,7 10.0

Transportation, Warehousing and Utilities 148,3 4.8

SERVICE PROVIDING 2,555,5 82.8

INFORMATION 31,6 1.0

FINANCIAL ACTIVITIES 164,1 5.3

Finance and Insurance 102,9 3.3

Real Estate and Rental and Leasing 61,2 2.0

PROFESSIONAL AND BUSINESS SERVICES 493,7 16.0

Professional, Scientific, and Technical Services 228,0 7.4

Management of Companies and Enterprises 46,9 1.5

Admin and Support and Waste Mgmt. 218,8 7.1

EDUCATIONAL AND HEALTH SERVICES 393,5 12.8

Educational Services 60,8 2.0

Health Care and Social Assistance 332,7 10.8

LEISURE AND HOSPITALITY 325.0 10.5

Arts, Entertainment, and Recreation 35.3 1.1

Accommodation and Food Services 289.7 9.4

OTHER SERVICES 111,7 3.6

GOVERNMENT 411,1 13.3

TOTAL NONFARM 3,084,7 100.0

Note: The table above uses estimates from the Current Employment Statistics while the 
industry profiles on the following pages uses data from the Quarterly Census of Employment 
and Wages. Figures will differ. Sums may not total due to rounding.
Source: Texas Workforce Commission, 2018 Current Employment Statistics

The three industries with the most 
establishments are:

Professional, 
scientific, and 
technical services

Health care 
and social 
assistance

Retail trade

These three industries comprise 38.0 percent of 
the region’s business establishments. Over half of 
the metro’s establishments employ between one 
and four workers.

Metro Houston, a major corporate center, ranks 
fourth in the nation in Fortune 500 headquarters 
and third in Fortune 1000. Many other Fortune 
firms maintain U.S. offices in Houston.

The region ranks sixth on the 2018 
Fortune Global 500 list, and 53 of the 
100 largest non-U.S.-based corporations 
have a presence in Houston. 

The Texas Workforce Commission 
reports that Metro Houston is home to 
more than 157,000 establishments. 

HOUSTON-HEADQUARTERED
COM PAN I E S

Number of 
Companies

2018 Fortune 1000 3

2018 Fortune 500 4

Metro
Rank

2018 Fortune Global 500 6

52018 Forbes Global 2000

Source: Fortune, Forbes and Inc. 

132018 Inc. 5000

44

21

6

23

100

ADDITIONAL RESOURCES 
Houston Facts, Accenture Getting to Equal Study, Mercer Global Talent Trends Study, Texas A&M Transportation Institute 2019 Urban Mobility Report, 
UpSkill Houston, Houston Relocation Guide

https://www.houston.org/sites/default/files/2019-08/Houston%20Facts%202019%20Final_3.pdf
https://www.houston.org/sites/default/files/2019-09/Accenture-Disability-Inclusion-Research-Report.pdf
https://www.mercer.us/our-thinking/career/global-talent-hr-trends.html
https://www.houston.org/sites/default/files/2019-09/TTI%20mobility-report-2019.pdf
http://upskillhouston.org/
https://trendmag2.trendoffset.com/publication/?i=588713#%7B%22issue_id%22:588713,%22page%22:0%7D
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In 2019, the Partnership launched a new program, Talent Resources Group 
(TRG), which provides HR professionals, ERG leaders and recruiters with access 
to information to grow their companies’ most important resource: talent. Topics 
will address talent attraction, retention, enhancing corporate culture as well as 
continuing education needs for HR professionals. 

Plug your employees into our business resource groups.WHAT’S NEXT?

Business 
Beyond Borders

Future of Texas

Small Biz Matters

Executive Women’s 
Partnership 

Regions & 
Neighborhoods

Women’s 
Business Alliance

Business 
Development

Houston Young 
Professionals & 
Entrepreneurs

Talent Resources 
Group

Connect with Sara Roberts sroberts@houston.org and  
Casey Schrade cschrade@houston.org to schedule a call. 

TELL US ABOUT YOUR ERGS.

Invite us to your next employee fair or group presentation as an 
opportunity to share engagement opportunities with your employees.

TALENT RESOURCES 
GROUP
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Are you ready for 2025?
Keys to a�ract top talent

NOW A WORD FROM OUR SPONSOR 
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Even though workforce dynamics have been shi	ing for many years, there is 
still a significant struggle to determine how to effectively a�ract and retain top 
talent. The new workforce majority has significantly redefined expectations of 
an employer. As a society, we have evolved from life-long  loyalty to an employ-
er into short-term engagements focused on developing our skill sets and 

advancing our careers. 

Aside from the expectation changes, we’ve also seen cultural shi	s as society becomes more 
technologically dependent. The growth of technology has changed the face of how we func-
tion as humans. We now live much of our lives on the internet through a smart phone. Our 
networks include a massive number of “connections” who may or may not have actually ever 
met us. 

We’ve always relied on our networks to provide job referrals; however, now entire online com-
munities are relied on as a trusted resource for insight and guidance. As a society, the concept 
of a referral has grown to include information garnered from websites like Glassdoor. A new 
world has opened allowing people to share their experiences and rate previous and/or current 
employers transforming the workplace into a marketplace. 

Previous generations didn’t have a world of choices when it came to employers so there was 
no shopping around for the “right employer”. Since Millennials & GenZers rely heavily on 
research & feedback for consumer decisions, accessing this information is a common practice 
when seeking employment. A far cry from generations of the past, they have the world at their 
fingertips and regularly rely on that for decision making. Naturally, this has transitioned into 
the job search.

This paradigm shi	 is proving to be challenging for even the savviest to navigate. 

Are you ready for 2025?
As the country continues to evolve, the demands on employers are changing rapidly. The first 
step to a�racting and retaining top talent is to establish key differentiators for working at your 
firm. Candidates are looking for employers that are socially responsible, promote work/life 
balance, foster autonomy & flexibility, have fair & equitable practices, and have a culture of 
development & career advancement.  

State of the Workforce
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Rise of the employer value proposition
As the “marketplace” model has evolved, it’s critical to remember that the job 
search is a two-way process – both the candidate and employer need to be sure 
that the relationship is a good fit. As a result, these websites and similar forums 
are the first step in the job search journey.  It is there that a candidate will learn 

who you are as an employer. It is the beginning of the employee-organization relationship. 

According to Gallup’s most recent State of the American Workplace Report, 51% of U.S. em-
ployees say they are actively looking for a new job or watching for openings¹. Recognizing 
access to an audience of over half of ALL employees, the urgency of defining your value prop-
osition should be crystal clear. Now is the time to build the message as to why those people 
should choose you instead of a competitor. 

Developing the messaging regarding who you are as an employer is a similar process to when 
you developed your brand. Honestly, they should be closely connected. Instead of communi-
cating your market differentiator and value proposition to your customer base, you will cus-
tomize it to address your candidate base.  This is the step that many business owners struggle 
with because they build a message based on what they think the candidate is looking for. 

The first step in building the messaging is understanding your workforce.  It’s important to 
understand what is meaningful and impactful.  Your employer brand should highlight how your 
organization operationalizes those expectations on a day-to-day basis.

Many organizations will start by defining their mission, vision, and values think-
ing that these three components ARE their culture and brand. The majority of 
today’s workforce does want to be connected to the work that they do but your 
mission, vision, and values are a component of your employer brand and they are 

a component of your culture. 

It’s critical to realize that your culture is the outcome of the way you run the business. It’s a 
byproduct of how you operate.  The culture is the environment that is created as a result of 
your day-to-day choices. It is everything that you do. Your culture is defined by how you com-
municate, how employees request time off, how you communicate job responsibilities, how 
you onboard new hires, what you communicate to new employees, how you terminate your 
employees, how you address performance issues, whether or not there are policies and proce-
dures, whether or not policies and procedures are followed if they are wri�en. It is literally 
everything you do which is why culture is such a major component driving the decision 
making for candidates.

  
 

Culture is separate from employer brand
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Top three drivers of a�raction
According to Hired’s 2018 Global Brand Health Report, the most important 
factor job seekers consider when evaluating job opportunities is compensation 
and benefits which was closely followed by company culture. The third most 
common factor was whether or not there was the opportunity to learn new 

skills². While this research was specific to technology workers, it aligns to the majority of 
themes seen from other sources. 

Most generations will consider compensation & benefits first based on fundamental human 
needs; however, company culture and development opportunities seems to be a unique driver 
for Millennials & GenZers. Understandably the same research found that 46% of candidates 
said poor reputation and 36% said negative company culture would cause them to not apply².

  

Corporate Social Responsibility: Research conducted by Glassdoor found that 
75% of surveyed workers between the age of 18 and 34 were passionate about 
employer commitment to hot-bu�on issues affecting the country and their 
constitutional rights, including immigration, equal rights, and climate change, 

more than any other age group.  Nearly 84% of US workers believe companies have an import-
ant voice in proposed legislation, regulation and executive orders that could affect the em-
ployer’s business or the lives of employees³. 

There seems to be an expectation that companies take a stand and take action. These deci-
sions are examples of how your values are operationalized and how they will translate into a 
culture.  As such, leveraging these types of messages will clearly articulate your culture and 
make it easier to a�ract top talent that is culturally aligned.

Employers that encourage employees to participate in initiatives that directly impact areas 
they are passionate about and provide the opportunity to create positive change will foster a 
sense of empowerment for millennials, ultimately making the company a more a�ractive place 
to work.

Best practices that drive a�raction
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Work/Life Balance: Millennials and GenZers are more likely to use paid time off 
to focus on outside commitments than any of the previous generations. There is 
a strong emphasis to be present and involved in ALL aspects of their lives. As a 
result, there is a significant rise in the demands on work/life balance. This area is 
commonly discussed synonymously with flexibility practices; however, there is a 

stark difference here. In simplest terms, there is now an expectation that employers under-
stand that employees “have a life outside of work” and create a workplace that allows and 
encourages their employees to effectively manage both sets of responsibilities. The traditional 
view of providing work/life balance revolves around paid time off policies while the recent 
“more evolved” approach being touted just increases the amount of time off including offering 
sabbaticals, endless PTO, etc. The approach that is less commonly discussed because it can be 
a very difficult challenge to overcome is ensuring that there are adequate staffing levels, 
expectations, and work load distribution to support an employee feeling like they are able to 
balance the expectations at work with the various roles they play in their lives. 

Providing unlimited PTO banks or month long sabbaticals or remote working arrangements 
aren’t the only ways to provide work life balance. There are actions that can be taken that will 
create a culture that promotes balance such as making it clear that employees can handle 
personal ma�ers like scheduling doctor appointments or renewing drivers licenses during 
business hours with the common assumption that everyone is responsible adults who won’t 
abuse the practice and will make sure that all necessary arrangements are made to ensure no 
disruption to work product. While not every company can accommodate these day-to-day 
requirements, the more common stressors that employees can eliminate, the more balance 
they will have.

Autonomy & Flexibility: The difference between autonomy & flexibility and 
work/life balance is that autonomy & flexibility is really about providing your 
employees with the choice as to when, where, and how they conduct their work. 
Research conducted by Gallup found that employees are 43% less likely to expe-
rience high levels of burnout when they have a choice in deciding what tasks to 

do, when to do them, and how much time to spend on them⁴.

The concept of flexibility is sometimes used synonymously with a casual environment. Howev-
er, flexibility efforts may include non-traditional work arrangements. These arrangements may 
include not having assigned work hours instead relying on an employee to select the most 
productive time for their work style. Other strategies include part-time self-scheduling agree-
ments allowing the employee to flex worked hours based on their personal situation on a week 
to week basis. Another common option includes telecommuting options where an employee 
can choose the best environment to conduct that day’s work.
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Recognizing that GenZers seem to have more entrepreneurial tendencies and Millennials crave 
autonomy, it seems logical that they would be a�racted to businesses with reviews from cur-
rent employees that are highlighting a culture of autonomy & flexibility. 

The need for increased autonomy and flexibility can create a challenging dynamic to navigate 
for managers. It’s critical to develop leaders that can coach for peak performance and dele-
gate appropriately. Most people have heard the statement that people leave managers not 
jobs, it makes sense that strong managers that promote autonomy and leverage the knowl-
edge and expertise of their employees will be a critical factor in not only retaining top talent 
but a�racting it as well.
 

 

Fair & Equitable Practices: Closely aligned to wanting to work for an organiza-
tion that takes a stand for highly impactful topics, it’s logical that the new work-
force majority is also seeking an employer that has fair and equitable practices. 
Pay equity is an area that has taken the limelight with many audiences with 
women across industries echoing that women still earn a portion of what men 

earn. As a result, pay equity has risen to the forefront of many Americans. The government 
halted data collected on pay practices of large corporations in 2017; however, the EEOC 
announced in March 2019 that practice was reinstated.

Conducting your own internal audits to ensure that people in similar positions with similar 
experience levels are paid equitably will help build a culture of equality. This cannot exist with-
out mechanisms in place to ensure internal equity. One of the most common pay practices can 
actually be a barrier to this - a policy that limits salary increases for internal transfers to a cer-
tain percentage of their salary likely including a maximum increase amount or practice that 
they’ll be moved to the bo�om of the next pay grade. Frequently this practice creates internal 
inequity that can drive dissatisfaction and disengagement. It may be best to leverage the same 
compensation methodology for both internal and external candidates. By creating a fair and 
equitable environment, current employees will become your advocates and help a�ract top 
talent.
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Development & Career Advancement: The internal transfer pay practice 
discussed above can also breed the thought process that it’s be	er to quit and 
come back to an organization than to grow within it. This will be catastrophic to 
retaining Millennials and GenZers because of their strong drive for advancement 
and development.

o According to Hired’s 2018 Global Brand Health Report, the most important factor job seekers 
consider when evaluating job opportunities is compensation and benefits which was closely 
followed by company culture. The third most common factor was whether or not there was an 
opportunity to learn new skills. While this research was specific to technology workers, it 
aligns to the majority of themes seen from other sources.². There is a distinct difference 
between the historical appeal of hierarchy and the desire to grow ones skill set. The develop-
ment doesn’t necessarily require a promotion or even a title change. A best practice solution is 
actually to encourage regular coaching & development conversations between managers and 
employees. These conversations can focus on future career goals – including potential goals 
beyond your organization – and what knowledge, skills, and ability gaps exist in order to meet 
said goals. Each employee can then be given a development plan that includes things like 
taking on certain projects to strengthen a needed skill or potentially cross training to learn a 
new skill set.

While it’s not typically discussed in the light of employee development, Artificial Intelligence 
(AI) provides opportunities to expand existing skillsets and possibly redirect the workforce in 
the future. Traditional approaches such as professional development budgets and career paths 
are still important; however, it’s more critical that development & advancement be the foun-
dation of the manager-employee relationships. By institutionalizing the practice, it becomes 
part of your culture and will a	ract top talent.

Resource List
1.  “State of the American Workplace.” Gallup, 2017,  
       h�ps://www.gallup.com/workplace/238079/state-global-workplace-2017.aspx 

2.  “2018 Global Brand Health Report.” Hired, 2018, 
      h�ps://hired.com/brand-health-report#survey-results 

3.  “New Survey Reveals 75% of Millennials Expect Employers to Take a Stand on Social Issues.” Glassdoor, September 25,     
       2017, 
      h�ps://www.glassdoor.com/blog/corporate-social-responsibility/ 

4.  Pendell, Ryan. “Millennials Are Burning Out”. Gallup, July 19, 2018, 
      h�ps://www.gallup.com/workplace/237377/millennials-burning.aspx
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Key takeaways for a�racting top talent

Build a culture that creates brand ambassadors

Millennials and GenZers want companies that take action about socially relevant 
ma�ers that impact their lives professionally and personally

The job search is a two-way process – your process should be streamlined, 
be easy-to-use, and communicate your value proposition

Connect with your candidate pool by having personalized interactions and 
learning about what is meaningful to them

Focus on removing stressors and challenges that cause employees to feel out 
of balance

Most employees experience lower rates of burnout if they’re given the choice as 
to what to do, how to do it, and when to do it

Ensure that you have practices in place to account for equity where people in the 
same position with similar experience are compensated equally

Provide opportunities for staff members to grow their skills and experience based 
on their future professional and personal goals

Ensure that all leaders are commi�ed to doing the necessary work to ensure that 
your day-to-day employee experience mirrors your employer brand

Culture is created by how you choose to operate - make sure that your 
day-to-day practices match what your brand communicates
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