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Taking Care of Business...

% the Executive Director of Rasheed Communications and Editor of Taking Care of
Business, a new innovative bi-monthly business news magazine, our hope is to bring to you
local and national news coverage from the African American community. Our focus is on
premier black-owned businesses, powerful women in business, minority small business
owners, and startup companies. We discribute this bi-monthly publication commercially
and residentially with a target circulation of 5,000 copies six times per calendar year.

We highlight corporations that reinvest in our communities and further advance African
Americans and women up their corporate ladder. We also intend to expose those comapnies
which do not. We would like to provide your business with the opportunity to expand your
marketing and advertising promotions for the Summer. Our goal is to build bridges so that
the businesses in our community will support each other more. We will continue to foster
an environment that encourages customers to shop locally for goods and service as we
work to strengthen our community.

We look forward to expanding the reach of your business.

Sincerely,

Soaloom Csstised, o

Saleem Rasheed, Jr.
Executive Director
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UNDERSTANDING
THE FINANGIAL
ADVISING NEEDS OF
THE AFRIGAN AMERIGAN

Financial advising is a key service for people and families. It helps
them build wealth, secure their future, and reach financial goals.
For the African American community, financial advising is espe-
cially important because of its unique historical and systemic
challenges.

These challenges have affected wealth accumulation and
financial security. Understanding these needs can help financial
advisors provide better and tailored solutions. Incorporating
strategies for African American financial planning can strengthen
connections with this demographic.

The Value of Financial Advising in African American Communities

The African American community places great value on financial
advising when it aligns with goals like economic empowerment,
intergenerational wealth building, and community support.
These priorities show a strong commitment to financial stability
and prosperity, making financial advising essential.

Economic Empowerment: African Americans see financial litera-
cy as a path to empowerment and independence. Advisors can
help clients improve credit scores, manage debt, and build
emergency savings. This approach addresses immediate financial
needs while preparing for long-term growth.

Intergenerational Wealth: Building wealth that can be passed
down to future generations is a major goal for African American
families. Advisors who specialize in estate planning, life
insurance, and retirement savings can provide crucial guidance.

Entrepreneurship: African Americans are one of the fastest-
growing groups of entrepreneurs in the U.S. Financial advisors
can offer valuable advice on business planning, tax strategies,
and investment opportunities to support entrepreneurial suc-
cess.

Community Support: Many African Americans prioritize giving
back to their communities through charitable donations or
projects. Advisors can help clients create philanthropic strategies
that align with their values and goals.

Challenges Facing the African American Population

To serve the African American community effectively, financial
advisors must understand the unique challenges they face, many
of which stem from systemic barriers and historical inequities.
Generations of discriminatory policies have created significant
wealth gaps and limited economic mobility for many African
Americans.

These historical injustices continue to impact financial realities
today. By acknowledging these challenges and their roots, finan-
cial advisors can provide culturally informed guidance and
solutions to help their clients navigate these obstacles and
achieve their financial goals.

Wealth Gap: The Federal Reserve reports that the median
wealth of white households is nearly 10 times that of Black
households. This gap limits opportunities for homeownership,
higher education, and business investments. Black financial
planning strategies can help address these disparities.

Historical Discrimination: Practices like redlining and discrimina-
tory lending have left African American families without the
generational wealth that other groups inherit. This creates addi-
tional hurdles to financial security.
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Limited Access to Financial Services: Historically, traditional
financial institutions have underserved African American
communities. This has led to reliance on predatory lenders or
informal networks. Financial advice for African Americans can
bridge these gaps.

Higher Debt Burdens: African American families often
carry higher levels of student loan and credit card debt. This can
make it harder to save, invest, and achieve financial freedom.

Health Disparities: This
financial strain due to higher rates of chronic health conditions.

community experiences more
These lead to unexpected medical expenses and shorter life ex-
pectancies, both of which impact financial planning needs.

Why African Americans Are Ideal Clients for Financial Advisors

Despite these challenges, African Americans represent an ideal
and underserved client base for financial advisors, highlighting
the importance of diversity in financial advising. Many within the
community exhibit remarkable motivation, resilience, and a
strong desire to improve their financial standing. This drive is
reflected in their growing participation in homeownership,
entrepreneurship, and wealth-building initiatives.

Moreover, African Americans are increasingly prioritizing finan-
cial literacy, saving for retirement, and building generational
wealth. Financial advisors who embrace diversity in financial
advising and take the time to demonstrate cultural competency
can build meaningful relationships, establish trust, and better
serve the unique needs of this community.

Buying Power: African Americans are on track to have a buying
power exceeding $1.8 trillion in 2026. This economic growth
underscores the importance of tailored financial advising for the
black community.

Growing Representation: The Black and African American com-
munity represents 14% of the population, which is an increase of
30% since 2000. This community is growing, with nearly half of
Black Americans under 30. And they are steadily building wealth.

High Value on Education: African American families often view
education as a path to upward mobility. This focus extends to
seeking professional financial guidance to achieve personal and
family goals.

Desire for Tailored Solutions: African Americans appreciate
financial advisors who understand their unique needs and chal-
lenges. Personalized financial plans foster trust and encourage
long-term partnerships.

Entrepreneurial Spirit: African Americans have a strong inclina-
tion toward entrepreneurship. 13% of Black Americans say
owning a business is an important goal, compared to just 4% of
the general population. Many need business financial advice,
making them a rewarding client base for advisors specializing in
black financial advice.

Focused on Saving: A recent report shows that affluent Black
Americans have outpaced the general population when it comes
to saving money. And 94% have a financial plan, compared to
91% of the general population.

Strategies for Financial Advisors to Engage African
American Clients

Financial advisors can effectively serve African American clients
by adopting culturally aware strategies. This begins with recog-
nizing the historical and systemic factors that have shaped finan-
cial disparities, as well as the specific challenges clients may face.

By incorporating strategies that respect cultural values, address-
ing concerns with transparency, and tailoring financial advice to
align with their client’s goals, advisors can build stronger, more
meaningful connections.

Cultural Competency: Learn about the historical and social
factors that influence African American financial behaviors.
Invest in diversity training and seek resources to better under-
stand the black community’s financial experiences.

Community Engagement: Build trust by participating in commu-
nity events and partnering with African American organizations.
Offer free workshops focused on black financial planning and
financial literacy.

Representation Matters: Diversify your team to include black
financial advisors. This can help clients connect more deeply and
see relatable perspectives.

Holistic Approach: Provide comprehensive services that address
debt management, investment planning, estate planning, and
philanthropy. Tailored solutions should integrate African Ameri-
can financial planning principles.
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Effective Communication: Be clear, transparent, and proactive.
Many African American clients value advisors who take time to
explain financial concepts in simple and accessible ways.

Expanding Access to Financial Services

|
Expanding access to financial services for African American com- TA K I N G
munities means addressing historical inequities and designing . ;
solutions that meet their needs. This includes offering services in :
underserved areas, promoting financial literacy programs, and

creating financial products that align with their goals.

Financial Literacy Initiatives: Create workshops and online re-
sources about budgeting, saving, and investing. Highlight African
American financial planning strategies to close knowledge gaps.

Community-Based Solutions: Partner with local organizations to
provide financial services and advice tailored to the black com-
munity.

Innovative Products: Develop financial products that address
common challenges, such as student loan refinancing or afforda-
ble insurance plans.

Conclusion: Building a Brighter Financial Future

Financial advisors have an incredible opportunity to make a
lasting impact within the African American community by em-
bracing diversity in financial advising. Advisors can help clients
succeed financially by understanding their challenges and cre-
ating tailored solutions for their specific needs. Building trust is
crucial in this process, as it helps clients create lasting legacies
and achieve their financial goals.

The African American population’s growing economic
influence and commitment to financial growth make them a
dynamic and rewarding group to serve. Advisors who prioritize
diversity in financial advising and embrace this opportunity will
not only expand their business but also contribute to economic
equity and social justice. Focusing on financial advice for African
Americans fosters stronger connections, empowers clients, and
drives meaningful change within the community.

www.tcbmagazine.com
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Understanding
Mental Health

in Black
Communities

The topic of mental health is often taboo in Black
communities. If we eliminate this stigma, can we help people
get the mental health care they need?

What happens at the intersection of mental health and one’s
experience as a member of the Black community? While the
experience of being Black in
tremendously, there are shared cultural factors that play a role
in helping define mental health and supporting well-being, resili-
ency and healing.

America varies

UL Ll

Parts of this shared cultural experience — family connections,

values,  expression  through spirituality or  music,
reliance on community and religious networks — are enriching

and can be great sources of strength and support.

However, another part of this shared experience — being subject
to racism, discrimination and inequity- can significantly affect a
person’s mental health. Being treated or perceived as “less
than” because of the color of your skin can be stressful and even
Additionally,
members of the Black community face structural challenges ac-

traumatizing.

cessing the care and treatment they need.

According to the Health and Human Services Office of
Minority Health, Black adults in the U.S. are more likely than

white adults to report persistent symptoms of emotional dis-
tress, such as sadness and feeling like everything is an effort.
Black adults living below the poverty line are more than twice as
likely to report serious psychological distress than those with
more financial security.

Despite the needs, only one in three Black adults with mental
iliness receive treatment. According to the American Psychiatric
Association’s Mental Health Facts for
African Americans guide, they are also:

e Less likely to receive guideline-consistent care
e Less frequently included in research

e More likely to use emergency rooms or primary care (rather
than mental health specialists)

Cutting Through the Stigma: NAMI and The Confess Project
Barriers To Mental Health Care

Socioeconomic Disparities: Socioeconomic factors can make
treatment options less available. In 2020, 10.4% of Black adults
in the U.S. had no form of health insurance.

The Black community, like other communities of color, are more
likely to experience socioeconomic disparities such as exclusion
from health, educational, social and economic resources. These
disparities may contribute to worse mental health outcomes.

Stigma: Negative attitudes and beliefs towards people who live
with mental health conditions is pervasive within the U.S. and
can be particularly strong within the Black community. Although
beliefs and attitudes vary, research shows that many Black
adults — especially older adults — view mental health conditions
as a consequence of personal weakness. As a result, people may
experience shame about having a mental illness and worry that
they may be discriminated against due to their condition.

For many in the Black community, it can be incredibly challeng-
ing to discuss the topic of mental health due to how they may be
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perceived by others. This fear could prevent people from seeking
mental health care when they really need it.

Additionally, many people choose to seek support from their
faith community rather than seeking a medical diagnosis. In
many Black communities in the U.S., the church, mosque or oth-
er faith institution can play a central role as a meeting place and
source of strength.

Faith and spirituality can help in the recovery process and be an
important part of a treatment plan. For example, spiritual lead-
ers and faith communities can provide support and reduce isola-
tion. However, they should not be the only option for people
whose daily functioning is impaired by mental health symptoms.

Provider Bias and Inequality of Care

Black people have historically been negatively affected by preju-
dice and discrimination in the health care system in the US. Un-
fortunately, many Black people still have these negative experi-
ences when they attempt to seek treatment. Provider bias, both
conscious and unconscious, and a lack of cultural competency
can result in misdiagnosis and inadequate treatment. This ulti-
mately can lead to mistrust of mental health professionals and
create a barrier for many to engage in treatment.

Black people may also be more likely to identify and describe
physical symptoms related to mental health problems. For ex-
ample, they may describe bodily aches and pains when talking
about depression. A health care provider who is not culturally
competent might not recognize these as symptoms of a mental
health condition. Additionally, Black individuals are more likely
to receive a misdiagnosis of schizophrenia when expressing
symptoms related to mood disorders.

How To Seek Culturally Competent Care

When a person is experiencing challenges with their mental
health, it is essential for them to receive quality care as soon as
the symptoms are recognized. It is equally important that the
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care they receive is provided by culturally competent health care
professionals.

While we recommend seeking help from a mental health profes-
sional, a primary care professional is also a great place to start. A
primary care professional might be able to provide an initial
mental health assessment and referral to a mental health pro-
fessional if needed. Community and faith organizations may also
have a list of available mental health providers in your area.

When meeting with a provider, it can be helpful to ask questions
to get a sense of their level of cultural awareness. Providers ex-
pect and welcome questions from their patients or clients, since
this helps them better understand what is important in their
treatment. Here are some sample questions:

e  Have you treated other Black people or received training in cultural
competence for Black mental health? If not, how do you plan to
provide me with culturally sensitive, patient-centered care?

e How do you see our cultural backgrounds influencing our commu-
nication and my treatment?

e Do you use a different approach in your treatment when working
with patients from different cultural backgrounds?

e  What is your current understanding of differences in health out-
comes for Black patients?

Whether you seek help from a primary care professional or a
mental health professional, you should finish your sessions with
the health care professional feeling heard and respected. You
may want to ask yourself:

e Did my provider communicate effectively with me?

e |Is my provider willing to integrate my beliefs, practices, identity
and cultural background into my treatment plan?

e Did I feel like | was treated with respect and dignity?
e Do | feel like my provider understands and relates well with me?

The relationship and communication between a person and their
mental health provider is a key aspect of treatment. It’s very
important for a person to feel that their identity is understood
by their provider in order to receive the best possible support
and care.

HAT WORKS and Clean Up Village
Coin-Op Laundromat
5843 & 5847 Swope Pkwy
Kansas City, Missouri

(816) 523-4486
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« Tailoring
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PROSPERU BROADENS
FINANGIAL EDUGATION
FOR YOUTH, ADULTS

AND ENTREPRENEURS

From budgeting basics to home
and business ownership
-- By Jeanene Dunn, TCB Magazine

ProsperU’s mission is straightforward:
help people make smarter money deci-
sions. Over the past two years, the Cen-
tral Bank financial education program
has expanded how it delivers that mes-
sage.

Under ProsperU Director Tracy Rainge’s
leadership, the program has broadened its reach to serve chil-
dren, teens, adults, homebuyers and aspiring entrepreneurs
with practical lessons on personal finance.

What began as a financial literacy initiative has grown into a
more flexible program that adapts its content to the audience,
whether participants are learning the basics of saving, managing
debt, or preparing to buy a home or launch a business.

“We’ve catered our content to resonate with whatever audience
we’re speaking to,” Rainge said. “That has been one of the big-
gest changes over the last two years.”

Meeting people where they are financially

That audience-specific approach has shaped much of ProsperU’s
recent growth. The program now offers lessons for younger chil-
dren on earning, saving and spending. Teen programming in-
cludes simulation activities that show how quickly a paycheck
can disappear once rent, groceries, transportation and other
expenses come into play.

Adult classes remain focused on budgeting, debt, credit and
homeownership, but Rainge said those sessions have also
changed to reflect the financial strain many households face
today.

Over the past two years, ProsperU has:

e  Expanded youth programming for children and teens

e Added simulation activities to help teens understand real-world
budgeting

e  Refined adult classes on budgeting, debt and credit

e  Strengthened homebuyer education with free community sessions

®  Prepared new classes focused on small business education, savings
and investing

One of the clearest examples of that shift is the way ProsperU
now teaches budgeting. Rainge said the traditional 50/30/20
formula — which suggests spending 50% of income on needs,
30% on wants and 20% on savings — can still be a useful guide,
but it often does not reflect today’s economic realities. ProsperU
now uses a five-part budget allocation model that makes room
for debt repayment alongside essentials and savings.

“We’ve had to adjust because life has adjusted,” she said.
Financial education that leads to action

Rainge said one of ProsperU’s most meaningful success stories
involves a veteran who came to the program while experiencing
homelessness. The client was also deeply distrustful of tradition-
al banks. He was using another financial product to hold his
savings and did not see a bank as part of his financial future.

Rainge, a certified credit counselor, worked with him to establish
a relationship with Central Bank, where he opened a secured
credit card, savings account and certificate of deposit. Over time,
her client strengthened his credit score by showing more on-
time payments, built his banking history, and ultimately, quali-
fied for a loan to buy a home.

For Rainge, the story captures what ProsperU is designed to do:
help people understand financial systems well enough to use
them to their advantage.

Kiledah Warmsley helps lead ProsperU’s next chapter

As ProsperU grows, Kiledah Warmsley,

A ProsperU program coordinator at Cen-
3 tral Bank, is helping shape the program’s
A next phase.

/ Warmsley transitioned into financial
literacy education after seven years in
financial product marketing. She holds
the Securities Industry Essentials (SIE), Series 6 and Series 63
licenses. These are professional credentials that demonstrate
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knowledge of investment products, securities regulations and
ethical practices in the financial services industry. Her back-
ground allows her to help participants better understand in-
vesting, retirement planning and the financial decisions that sup-
port long-term wealth.

Warmsley transitioned into financial literacy education after
seven years in financial product marketing. She said the move
allowed her to focus less on selling products and more on help-
ing people understand the decisions that can strengthen their
financial future.

llI

“I wanted to do more than just sell products,” Warmsley said.
wanted to help people understand what to do with their money
and how to make decisions that can really change their situa-
tion.”

Beginning this fall, Warmsley will lead ProsperU classes focused
on small business education, including establishing an LLC, un-
derstanding business financing and using personal credit-
building strategies to support entrepreneurship.

“A lot of people have the idea or the passion for a business, but
they don’t always know what financial steps need to happen
first,” she said. “If we can help them understand how to struc-
ture the business, how to think about funding and how their
personal credit can affect that process, then we’re giving them a
stronger foundation.”

Helping ProsperU students think long term

ProsperU is also expanding its work in savings and investing edu-
cation, an area both Rainge and Warmsley see as increasingly
important.

Warmsley said too many people are focused on quick financial
wins instead of long-term stability.

“We’ve gotten used to wanting quick results,” she said. “But
when it comes to building wealth, you have to think long term.
You have to think about retirement, about what you’re putting
away now and how that money can work for you later.”

Rainge said ProsperU’s investing classes are designed to help
people better understand the terms and tools that often make

investing feel intimidating, from Roth IRAs and mutual funds to
retirement and education savings accounts. She also wants par-
ticipants to understand the difference between the stock market
and the broader economy so they can make better-informed
decisions.

“There’s so much information out there, and not all of it is
good,” Warmsley said. “People hear about stocks or investing
and think it’s just about making money fast, but we want them
to understand the bigger picture — stability, planning and pre-
paring for the future.”

Building confidence through education

Homebuyer education has also become a larger part of Prosper-
U’s work. Rainge said the program recently offered a free home-
buyer education series that drew 25 to 30 people per session
and covered budgeting, expenses, working with loan officers and
preparing for the mortgage process.

The next step is a public savings and investing session through
the Grateful Education Foundation, building on the momentum
of the homebuyer series.

For Rainge and Warmsley, ProsperU’s work comes down to help-
ing people feel more informed and more confident about the
decisions in front of them, whether that means creating a house-
hold budget, improving credit, buying a home, starting a
business or planning for retirement.

“If people can walk away feeling more confident and more
informed than when they came in, that’s the win,” Warmsley
said. “Sometimes all it takes is someone breaking it down in a
way that makes sense and showing you that these goals are
actually possible.”

To learn more about upcoming ProsperU classes or enroll in a
session, visit Central Bank’s ProsperU Kansas City page at
https://events.centralbank.net/prosperu/kansas-city.
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CLARK'S BEAUTY SUPPLY
MOVES T0 NEW

RAYTOWN HOME

Stop on by. The shopping is divine.
By Jeanene Dunn, TCB Magazine

The energy inside Clark’s Beauty Supply made one thing clear:
the business’s new Raytown location is already doing what
Regina Clark hoped it would. Increase the foot traffic.

“To grow our customer base, we needed more people to be able
to find us,” Clark said.

Clark’s Beauty Supply recently relocated to 11525 E. 63rd St.,
next to Dollar General in the Woodson Village Shopping Center
at 63rd Street and Woodson Road. Since its grand reopening in
June, customers have been stopping in regularly to shop,
browse, pick up orders and connect with Clark and her staff.

There is so much to see when you walk into the store. If you are
into wigs, hairpieces and braids, Clark’s has you covered and
then some. They have a nice supply of hair care products, bags,
jewelry, makeup, clothes and tons of lipsticks and lip glosses in
all kinds of colors.

Clark also sells some beautiful designer outfits. And she has the
church ladies covered with the suits and fabulous hats to match!
What she doesn’t have in stock, she can order.

P
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Staying power in a difficult industry

With 13 years in the beauty supply business and many more
running other businesses, Clark knows growth takes more than a
good location. It also takes persistence.

She has built Clark’s Beauty Supply in an industry that remains
challenging for Black-owned beauty supply businesses.

“It hasn’t changed,” Clark says. The Black hair care supply mar-
ket continues to be dominated by people who don’t look like me
or understand us as customers,” she said. “And they don’t treat

|rl

us wel

Clark believes her business has remained strong because she
knows her customers, understands the products she sells, and
has built a trusted team and loyal customer base over the years.

“We are not a large superstore, but we know what our custom-
ers want and show them care and respect,” she said. “If we
don’t have a product in stock that they want, we can get it for
them. We lead with different energy.”
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Leading with a heart for service and care

Clark and her team exude such positive energy and a love for

serving customers. Their customer-centered and very persona- o o
ble approach is part of what sets the business apart. s O r S
Matter.

'~ COPYWRITING
MARKETING COMMUNICATIONS
 PROOFREADING

Second, the prices reasonable. On a recent trip for this story, |
purchased several lip glosses, a couple of pairs of earrings, a hair
care product and a few fragrances. | spent less than $30.

“l am in business to make money, but | am also in this business
to help people and not price gouge,” Clark said. “I’'m not going to
charge $500 for a $200 piece,” she continued. “And then treat
them poorly. It’s just not okay.”

Clark’s real passion is wigs and hairpieces. And they are a staple
of the business.

They’re also a huge draw for potential shoppers walking by the
store. There’s hair of every type, texture, length and color
adorning the walls, and it pulls people in to take a closer look.

Clark on why we must support Black-owned businesses

As we wrapped up our conversation, Clark spoke candidly about
the need to support Black-owned businesses. “We can’t survive
and thrive without the community’s support,” she said. “It's so
important for us as a community to do this.”

She is also intentional about working with other Black-owned
small businesses. “I work with these vendors and carry some of
their products in the store. We are always looking for people to
work with.”

For Clark, the move is about more than a new address. It is
about creating room to grow and continuing to serve her cus-
tomers with warmth, knowledge, care and community. su ppo rt

Shop Clark’s Beauty Supply today B L AC K WO M E N

Clark’s Beauty Supply is open Monday through Saturday from 10 e ¢
a.m. to 7 p.m. The phone number is 816-326-8304. I n bu S I n eSS

Follow Clark’s Beauty Supply on Facebook and Instagram for
store updates, new arrivals and more information.



Facials
Artistic Haircuts

Eyebrow Trimming
Straight Razor Shaves

| A FULL SERVICE BARBER SALON
S g | WITH OVER 40 YEARS OF EXPERIENCE

6032 Troost Ave.
Kansas City, MO 64110

©

816-523-4115

Louis “Papa Lou”
Smith Sr.

Wasilah “Mix” Smith
Louis Smith Jr.

Owner: Louis Smith Sr.

~N

i SHOP HOURS —

2 TUESDAY - SATURDAY
4 (8:00Am.-5:00pP.M.

IT'S MORE THAN A HAIRCUT, IT'S AN ART FORM.
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HOME IS CLOSER THAN YOU THINK

HOME TURF

Cenl'rdl Bdnk DREAM BIGGER. BANK BETTER. NMLS #407985 MEMBER FDIC @

LENDER

LADONNA ALI GYNON BROWN
Team Lead, Community Community Development
Development and Mortgage g Mortgage Loan Originator
Loan Officer =r = NMLS# 499528

NMLS# 488983 ( e 3901 Main St. Suite 202
4668 Blue Ridge Blvd. - Kansas City, MO 64111
Kansas City, MO 64133 ¥ 913-901-3204

;\/ W\ N 1423 E. Linwood Blvd. ' B gynon.brown@centralbank.net
' \\\ W Komses ity Mo 64100 ‘
N 816-521-2543 o)

ladonna.ali@centralbank.net

Income is limited to 80% of FFIEC MSA median family income. Dwelling must be owner-occupied. Product is only available in specific geographies. Funds are only available fo be used for Central Bank mortgages. Funds are available
for a limited time. Any borrower cannot receive this credit more than once in 24 months. Lender Credit applied fo closing costs only for refinanced fransactions. Reduced lender credit possible for refinances. Required down payment
amount will vary based on loan program selected. Homebuyer education is required on purchases. This is not a commitment to lend or extend credit. Applicant subject fo credit and underwriting approval. Not all applicants will be
approved for financing. Receipt of application does not represent an approval for financing or interest rate guarantee. All rates, programs and fees are subject to underwriting quidelines and are subject to change without notice. Other
resfrictions may apply. Information is subject to change. See bank for details.
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