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Quantifying the Opportunity

Introduce the Explore the Connect with
new mass affluent differences audiences

The New Mass Affluents

Despite the downturn, the number of mass affluent households grew
23% over the last decade
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Demographics Make a Difference

#1 Predictor of 401(k) Savings Behavior is Ethnicity

401(k) balance for those making
$120,000 or more

White $223,408

Affican 154,902
American !

Why?

[ Trust

[ Goal

[ Real Estate
[ Exposure

401(k) Participation Rates
7% 76%
H 66% 65%
White Asian African Hispanic
American

Associates

What Makes Us Different: Cultural Dimensions
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What Do You Value? What Do You Believe?

Have you ever said the following...

...God helps those who help themselves

...| can better contribute to society if | am a strong individual

...To get ahead, you need to promote yourself

..Ifit’s to be it’s up to me
...You earn respect
...It’s my right to express myself




Tyronne Stoudemire
Global Director of Diversity and Inclusion, Hewitt Associates

« Partnered with Ariel Education
Initiative on the 2009 401(k) in Living
Color Study
« Operationalize and optimize a suite
of diversity programs for more than =
22,000 associates in 35 countries -
« Strategic partnerships with
organizations including: National b
Black MBA (NBMBAA), Black Data
Processors Association (BDPA),
Black Actuaries (IABA), National
Association of African Americans in
Human Resources (NAAAHR),
League of Black Women, Chicago
Urban League,
« Winner of the 2007 National Golden
Eagle Award from the National Eagle
Leadership Institute

Self-motivated African American Professionals
What Moves Me?

Being in the “Know”
Networking

Self-motivated African American Professionals
What Moves Me?

Idols Athletes or Musicians turned Business
moguls (P. Diddy), Magic Johnson,
[Johnnie Cochran, College Professors,
Eddie Long, Barack Obama, Donald
[Trump, Father, Mother, Uncles,
Grandmother, Mentors, Pastor

Out & About  |Nightclubs/bars, going to the gym,
basketball courts, dinner with
companion, his car with sounds bumpin’,
shopping, church, traveling to an island,
visiting his college campus, playing pool,
at the barber shop.

Self-Expression |Being more fashionable than most
people, having different types of
hairstyles, keeping up with the Jones,
being in the know well connected
through African American Professional
Associations.

Source: Proprietary focus group discussion




What Moves Me?
Being In the “Know”/Networking

* Ilike to be in well connected
through African American
Professional Associations

* | like to keep up with the Jones’

* | wantto be recognized as a
strong contributor within my
Professional Association and my
Community

v !
It's tast. eowy and well worth it
Source: Proprietary focus group discussion h

What Moves Me?
Music

* 60% listen to Urban radio (484 index)

* 28% listen to Jazz (640 index)

* 19% regularly enjoy going dancing
(183 index)

* 13% listen to all news radio (236
index)

Sowrce: 2004 MRI Doublebase

What Moves Me?
Faith

* 33% believe that it is very important
to hold onto faith
* 85% consider themselves religious
* Admire the style/class of their
Pastors and Church functions
— Ex: Bishop Eddie Long
* Consider going to Church
programs/bulletins as a way to get
away from it all
Among internet users, a large portion
of African Americans have sought
religious and spiritual info
AA women eight times more likely to
listen to black gospel radio
— Twice as likely to listen to
religious programming
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Jane Hyun
Author and Founder /President, Hyun & Associates

« Author of Breaking the Bamboo Ceiling
« Fortune 500 executive coach, leadership strategist
and cross-cultural expert
« Expertise in attracting, developing and engaging
Asian talent as well as selling to Asian clients
(Working with Asians Cultural Roundtables)
« Previously VP of HR/Talent Development at
JP Morgan and Director of Recruiting at Deloitte &
Touche
« Speaks frequently on national media, including
CNN, CNBC, NPR, Marketwatch on Asians in the
workplace
Advisor to the Hidden Brain Drain Task Force,
creators of Harvard Business Review studies
“Leadership in Your Midst: Tapping the Strengths of
Minority Executives," "Off-Ramps and On-Ramps
in the Workplace,” “Sin Frontreras” and “Bookend
Generations”

What Makes Us Different

« Population set to triple by 2050: Primarily focused
on the coasts

« Demographically and culturally diverse (nearly 50
countries/ethnic groups) as well as acculturation
levels

Cultural dimensions around money/investing
« Family vs. individual

+ Respect for age and experience

« Less comfort with uncertainty avoidance

« Great emphasis on education

Relationship building is a long-term commitment

« Saving face dynamic and communication preferences

« Build rapport with key influencers and community leaders

+ Members of ethnic organizations as well as mainstream organizations

How to Connect

« Understand the gaps between
your own Cultural Framework vs. Your Asian
Clients’

« Examine the selling process; HOW selling is done 5.
and how products are packaged /

« Multi-pronged approach to reach different
generations of Asians, including use of in-language marketing materials

« Reach into the diverse Asian communities (i.e. Chinese, Korean, Indian
clients, younger, “new” Asian American wealth)

« Power of word-of-mouth connections can transmit information quickly;
utilize both ethnic and mainstream organizations and networks to build
credibility




Louis Barajas
Author and Founder of My Street Money Coach

« Author of The Latino Journey to
Financial Greatness, Small
Business, Big Life and Overworked,
Overwhelmed & Underpaid

« Opened a wealth planning firm in
the Barrio of East Los Angeles in mu‘iﬂo

1991 to serve the Latino Fin;‘:&'ia'?

underserved Greatness

« First Latino on the National Board of Louis Barajas
the FPA

LLL

« Louis appears frequently on CNN's

Your Money regarding financial ovERmGERED.
issues concerning the “average” bt
person 4

What Makes Us Different

Interdependence: family first, family helps family
Humility and hard work pay off, success requires sacrifice

Authority figures get respect

Fatalism: God loves the poor, life’s problems need to be
accepted, short-term planning horizon

Cultural Barriers around Financial Planning:

« The Patron-Peon System — Depending on Others
* Mattresses & Mayonnaise Jars — Investing Money
+ Mi Compadre — Consulting Non-Experts

« Mafiana Syndrome — Waiting Until the Last Minute

‘Sources: 2008 State of Biack Ameria, 2003 Universiy of Florda Muiculural Marketng Study, Arel Black Investor Survey, Educating Black Chicren

How to Connect

« Build rapport and gain trust by taking time to
understand what is truly important to us. Be patient

«» Teach Us vs. Give Advice. Expect my family to get
involved in the decision making

» Don’'t assume because we are successful we can
talk your language (the language of finances)

« Don't project your values and preferences on us

« Don't expect us to be direct with you. We have a
difficult time saying no (so we will avoid it)

« Find out “what type” of Latino | am before you
assume certain cultural stereotypes




Begin Your Marketing Plan

CONCENTRATION
« Create an offer that
is compelling to target
clients

« Use social media to
establish a presence
and identify side-door

CONNECTION
 Conduct focus

groups with your
target clients

IDENTIFICATION « Hire and align influencers

« Identify your yourself with those « Deepen relationship
personal and who best serve with high-touch
professional identity your target client communication: one-
« Target your client « Work shoulder-to- on-ones, events,

+ Set measurable shoulder on issues workshops

goals of importance * Mass customize

your approach

Summary

There is a business risk to ignoring diversity/inclusion

Those planners who become cross-culturally competent
increase their chances of running a sustainable business

Increase the diversity of your client base takes:
* Humility

« Listening

« Honest communication

« Relationship building

The FPA can help you do this!







