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IF THE WORLD IS CHANGING, 
to remain relevant, our profession and advocacy must change as well

1. McKinsey
2. Stanford Graduate School of Business

3. Pew Research Center
4. Nielsen

5. Community Marketing, Inc.
6. Oliver Wyman

7. U.S. Census
8. Brookings Institute

9. Milliman
10. EY

11. Milliman
12. Nielsen

We are leaving trillions on the 
table that someone else will 

capture if we don’t

U.S. workforce is changing 
rapidly, we must keep up to 

meet market demands

Consumers are demanding 
D&I achievement, and 
it’s going to intensify

BLACK: $60 BILLION1

annual revenue opportunity

HISPANIC: MAJORITY OF 
SMALL BUSINESS GROWTH2

59% of the total U.S. population growth3

ASIAN: $1.2 TRILLION BUYING POWER4

fastest-growing multicultural group in the U.S. 

LGBTQ+: 5-10% OF MARKET5

and largest amount of disposable income

WOMEN: $700 BILLION6

missed revenue opportunity every year

40% NON-WHITE
MORE THAN 50% FEMALE7

U.S. Population

MINORITY WHITE BY 20458

white share of the population has been in decline since 1950 

70% NM ADVISORS ARE WHITE MEN

39% OF INDUSTRY ADVISORS WILL 
RETIRE THIS DECADE9

simultaneous boom in demand and a depletion of talent

½ ALL WEALTH MANAGEMENT CLIENTS 
WANT D&I COMMITMENT FROM FIRMS10

D&I has become a key driver of their provider choice

70% OF WOMEN PREFER A 
WOMAN ADVISOR11

55% INCREASED LIKELIHOOD 
OF PURCHASE12

by Black consumers when business is minority owned or endorsed

https://www.mckinsey.com/industries/public-and-social-sector/our-insights/the-case-for-accelerating-financial-inclusion-in-black-communities
https://www.gsb.stanford.edu/faculty-research/publications/state-latino-entrepreneurship-2020
https://www.pewresearch.org/fact-tank/2020/07/07/u-s-hispanic-population-surpassed-60-million-in-2019-but-growth-has-slowed/
https://www.nielsen.com/us/en/insights/article/2020/marketers-its-time-to-engage-asian-american-consumers/
https://communitymarketinginc.com/documents/temp/7th-LGBT-NYC/CMI-LGBT_Research_Review_Roth.pdf
https://www.oliverwyman.com/our-expertise/insights/2019/nov/women-as-financial-services-customers.html
https://www.census.gov/quickfacts/fact/table/US/PST045219
https://www.brookings.edu/blog/the-avenue/2018/03/14/the-us-will-become-minority-white-in-2045-census-projects/
https://milliman-cdn.azureedge.net/-/media/milliman/pdfs/articles/female-financial-advisors.ashx#:~:text=According%20to%20a%202013%20Insured,working%20with%20a%20female%20advisor
https://assets.ey.com/content/dam/ey-sites/ey-com/en_gl/topics/wealth-and-asset-management/ey-2021-global-wealth-research-report.pdf
https://milliman-cdn.azureedge.net/-/media/milliman/pdfs/articles/female-financial-advisors.ashx#:~:text=According%20to%20a%202013%20Insured,working%20with%20a%20female%20advisor
https://www.nielsen.com/us/en/insights/article/2014/connecting-through-culture-african-americans-favor-diverse-advertising/


Who’s responsible?
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“It is not enough to transform strategies, structures and systems, 

unless the thinking that produced those strategies, structures 

and systems also transforms.”

― Peter Senge (altered)



Conscious 
Competence

“I know that I need to 
practice” 

Unconscious 
Competence

“I know what I know…and 
I’m taking action”

Unconscious 
Incompetence

“I don’t know that I don’t 
know” 

Conscious 
Incompetence

“I know that I don’t 
know”

Consciousness Quadrants Model 

Consciousness



PARADOX 1

I N D I V I D UA L
G RO U P

PARADOX 2

SA M E N E S S
D I F F E R E N C E

PARADOX 3

S U P P O RT
C H A L L E N G E

PARADOX 4

N OT  M Y  FAU LT
I  A M  R E S P O N S I B L E
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Paradoxes
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THE FIVE D’s 
that keep us from fully embracing Diversity, Equity and Inclusion

D I S T R A C T I O N  

getting caught up in 
terminology debates 
and commentary that 
doesn’t center on the 
issue at hand; it aims to 
derail us from the 
uncomfortable 
conversations at the 
heart of the matter

D I S C O U R A G E M E N T

constant reminders of the 

enormity of the work and an 
unrealistic expectation to have 
all the answers now and a plan 
to resolve all objections

D I V I S I O N

mindsets that 

cultivate a false 
belief that only one 
issue can be 
addressed at one 
time; the power of 
collective effort is 
not recognized

D I S C O U N T I N G

minimizing the 

importance of DEI work 
and the impact it has on 
organizations and 
individuals, relegating it 
to “soft skills” less 
worthy of attention

D I S E N G A G E M E N T

disruptions to positive 

energy and momentum as 
leaders grow weary and 
individuals become fearful or 
unsure of the change this 
work requires and redirects 
their energy elsewhere



Thank You
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