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IDENTIFYING THE AFFLUENT
I. HENRYs
II. TINAs
III. HANNA
IV. HNW
V. UHNW
VI. Billionaires

Income  $100k - $250k 
Income  $100k - $250k 
Net worth  $  1m - $5m
Net worth  $  5m - $30m
Net worth  $30m + 
Net worth  $   1b +

32,742,000 *
32,742,000 *
10,230,000 **

2,500,000 ***
52,912 ****

705 *****

* US Census 2018
** Unity Marketing
*** Spectrum
**** Knight Frank
***** Wealth-X
****** Capgemini

20.0m  ****
1.6m  *****

168.1k  *****
2.6k *****

Global



Profound 
changes on the 
horizon.

“Consumption is driven by very 
strong motivations, like emotion, 

identity, and social connection. 
Those motivations aren’t going 

anywhere. But the values, habits, 
and norms that shape what we 

consume and how we consume could 
shift dramatically.”

Erica Carranza, Ph.D. and vice president of 
consumer psychology at research firm Chadwick 

Martin Bailey.
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We live in an 
enviable bubble.  

Our Palm Beach 
customers can 

buy anything they 
desire. 

How they shop and 
how they buy has 

changed. 

Fine-tune or fail. 

No one is immune from consumer trends. 



Walk-in traffic will be suboptimal this season. 



Revitalizing retail post pandemic

1. Raise your margins



Raise your margins

$1,000,000   revenue
$500,000    50% margin
$500,000    Gross profit

$800,000       revenue
$400,000  50% margin
$400,000  Gross profit

$800,000       revenue
$288,000  64% margin
$512,000  Gross profit



Revitalizing retail post pandemic

1. Raise your margins
2. Hunt and serve 

aggressively
Embrace luxury business 
model
Provenance; leverage Palm 
Beach brand
You are a technology brand
Marketing is the most 
important pillar of luxury



Hunters who serve as agents for their clients will survive.



Farmers are finished.



Personal shopping & delivery











The intersection of technology, retailing and 
COVID is cruel to those who refuse to change.

And a gift to those who see the opportunity. 



Adopt a new business model



Revitalizing retail post pandemic

1. Raise your margins
2. Hunt and serve 

aggressively
3. Embrace luxury business 

model
Provenance; leverage Palm 
Beach brand
You are a technology brand
Marketing is the most 
important pillar of luxury



LUXURY IS A BUSINESS MODEL FOCUSED ON 
DRIVING BRAND DESIRE.  

Promoting expensive product is not luxury.



Luxury as a business model
 Loyalty
 Heritage
 Innovation
 Provenance
 Authenticity
 Marketing first
 Sanctity of brand
 Scarcity and exclusivity
 Sophistication and grace 
 Artisanship and craftsmanship
 Unique POV driven by founder
 Highest non-negotiable standards

Fairfax & Sammons Architects





Luxury as a business model
 Loyalty
 Heritage
 Innovation
 Provenance
 Authenticity
 Marketing first
 Sanctity of brand
 Scarcity and exclusivity
 Sophistication and grace 
 Artisanship and craftsmanship
 Unique POV driven by founder
 Highest non-negotiable standards

Hastens
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1. Raise your margins
2. Hunt and serve 

aggressively
3. Embrace luxury business 

model
4. Provenance; leverage 

Palm Beach brand
You are a technology brand
Marketing is the most 
important pillar of luxury













Revitalizing retail post pandemic

1. Raise your margins
2. Hunt and serve 

aggressively
3. Embrace luxury business 

model
4. Provenance; leverage 

Palm Beach brand
5. You are a technology 

brand
Marketing is the most 
important pillar of luxury



Your future is based on relevance and awareness.

Technology is the driver behind both





“It would be ridiculous to 
ignore the speed and possibilities 

of the digital landscape.” 

Anna Wintour
Fashion Guru



The pandemic accelerated the importance of 
technology by ten years. 



The most exciting part of technology is 
‘marketing technology.’ 







Our affluent Palm Beach audience 
is small and you can be focused.



From whence shoppers come

Blue: The Gardens Mall

Red: Tiffany



Luxury as a business model
 Loyalty
 Heritage
 Innovation
 Provenance
 Authenticity
 Marketing first
 Sanctity of brand
 Scarcity and exclusivity
 Sophistication and grace 
 Artisanship and craftsmanship
 Unique POV driven by founder
 Highest non-negotiable standards

B. Peterson 



Revitalizing retail post pandemic

1. Raise your margins
2. Hunt and serve 

aggressively
3. Embrace luxury business 

model
4. Provenance; leverage 

Palm Beach brand
5. You are a technology 

brand
6. Marketing first to drive 

desire



Anonymity is generally bad strategy. 



Affluent consumers edit who they allow into their 
lives.  

It’s not about selling them.  It’s about matching 
values in such a way they’re fascinated enough 
to communicate with you.   

No detail is too small.   



“Luxury brands plant seeds.”
Luxury Daily



You make the biggest impact when:

1. You’re seen where you’re least expected to be seen.

2. Your product or service will soon be acquired. 



Marketing is a battle of perceptions and ideas, 
not services/products.



The boundaries between management, 
technology, merchandising, customer experience 
and marketing are a blur.  The sum is greater than 
its parts, and it creates customer centricity. 



Deploy digital technology 
affordably and quickly.



The essentials to surviving a digital world leveraging 
digital tools and pillars of classic luxury marketing 
1.  You must have a website
2.  Messaging must reinforce your brand and pillars of luxury
3. Leverage simple and inexpensive digital tools: 
 Market to every person who walks into a hot location
 Market to every person who visits your website
 Market to predictive clients based on their internet 
behavior - use search keywords to introduce yourself to 
new clients, cars they drive, whether they fly private, etc.



Revitalizing retail post pandemic

7. Good business practices:
◦ Open later hours 
◦ Open on Sunday

1. Raise your margins
2. Hunt and serve 

aggressively
3. Embrace luxury business 

model
4. Provenance; leverage 

Palm Beach brand
5. You are a technology 

brand
6. Marketing first to drive 

desire





















Revitalizing retail post pandemic

7. Good business practices:
◦ Open later hours 
◦ Open on Sunday

8. Wellness and cleanliness

1. Raise your margins
2. Hunt and serve 

aggressively
3. Embrace luxury business 

model
4. Provenance; leverage 

Palm Beach brand
5. You are a technology 

brand
6. Marketing first to drive 

desire





Revitalizing retail post pandemic

1. Raise your margins
2. Hunt and serve 

aggressively
3. Embrace luxury business 

model
4. Provenance; leverage 

Palm Beach brand
5. You are a technology 

brand
6. Marketing first to drive 

brand desire

7. Good business practices:
◦ Open later hours 
◦ Open on Sunday

8. Wellness and cleanliness
9. Scarcity and exclusivity



Luxury as a business model
 Loyalty
 Heritage
 Innovation
 Provenance
 Authenticity
 Marketing first
 Sanctity of brand
 Scarcity and exclusivity
 Sophistication and grace 
 Artisanship and craftsmanship
 Unique POV driven by founder
 Highest non-negotiable standards

Paris Ceramics
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7. Good business practices:
◦ Open later hours 
◦ Open on Sunday

8. Wellness and cleanliness
9. Scarcity and exclusivity
10. Sophistication and Grace

1. Raise your margins
2. Hunt and serve 

aggressively
3. Embrace luxury business 

model
4. Provenance; leverage 

Palm Beach brand
5. You are a technology 

brand
6. Marketing first to drive 

desire



Luxury as a business model
 Loyalty
 Heritage
 Innovation
 Provenance
 Authenticity
 Marketing first
 Sanctity of brand
 Scarcity and exclusivity
 Sophistication and grace 
 Artisanship and craftsmanship
 Unique POV driven by founder
 Highest non-negotiable standards

MM Designs



Allow your grace to save humanity 
• Mind your words
• Mind your manners
• Stay above the political fray
• Be as sophisticated as your finest resources & 

clients
• Discipline, loyalty, faith and integrity have never 

been more important.



Revitalizing retail post pandemic

7. Good business practices:
◦ Open later hours 
◦ Open on Sunday

8. Wellness and cleanliness
9. Scarcity and exclusivity
10. Sophistication and Grace

1. Raise your margins
2. Hunt and serve 

aggressively
3. Embrace luxury business 

model
4. Provenance; leverage 

Palm Beach brand
5. You are a technology 

brand
6. Marketing first to drive 

desire



Christopher P. Ramey

561.876.8077                             
cpr@thehometrust.com

www.thehometrust.com
www.affluentinsights.com


