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are marketing strategies and tactics to 
successfully sell affluent consumers. 

How to Intelligently Penetrate the 
Affluent and Luxury Markets

Chris Ramey
561.876.8077

cpr@thehometrust.com

20m

~6.7m

HH Income 
Annual income        top %
• $50,000 41%
• $75,000 63%
• $100,000 77%
• $150,000 89%
• $200,000 94%
• $250,000 96%
• $300,000 97%
• $400,000  98%
• $500,000 99%

https://dqydj.com/income-percentile-calculator/

Very High Earner

1 2

3 4

5 6



Chris Ramey, cpr@thehometrust.com, 
561.876.8077

4/27/2024

This presentation is the property of 
Christopher P. Ramey.  It may not be 
distributed or shared without Ramey's 
express written permission.  Thank you. 2

HENRYs HENRYs High earner not rich yet
• 25 – 40 years old; white collar/professional jobs
• $100,000 - $250,000 HHI income – limited net worth
• High cost of living – luxuries and expenses make savings an 

issue
• Children in private school 
• Luxury cars
• High percent of income spent on homes
• Limited sophistication

• Favor experiences over savings
• Financial challenges

Very High Earner

Very high earners
• HHI $250k plus
• Learners 

• Sophistication
• How to be affluent
• Behaviors
• Beginning to get access 

Very High Earner
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HANNA High achiever not noticeably 
abundant
• Net worth $1m - $5m
• 15,000,000 households in US

HNWI High net worth Individual
• Net worth $6m - $30m
• 3,600,000 US HH

UHNWI Ultra High net worth Individual
• Net worth >$30m
• 253,000 individuals
• ~800 billionaires

Practical 
Affluent

Economical 
Affluent

Understated 
AffluentDependable AffluentTasteful AffluentUnmistakable 

Affluent

13%22%20%16%14%15%Percent of 
Total

46%58%48%35%52%63%% Female

• Makes me 
happy

• Makes me 
proud

• Value
• Popular

• Quality
• Doesn’t make 

me stand out

• Perform as 
intended

• Reflects 
craftsmanship

• Unique
• Makes me feel 

good

Suits my 
personality

• Exclusive design

Most 
Important 
Personal 
Drivers

Anonymous / 
Millionaire
Next Door

Poster 
People

Affluent 
life 

styles

Premium Knowledge Group

Clues
• Don’t flaunt their wealth
• Lead private lives
• Fly private 
• Spend money to save time, 

not time to save money
• Own multiple homes
• Speak multiple languages

• Dual citizens
• Security 
• Collectors 
• Retain estate managers
• Personal assistants
• Have access
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‘Lavish’ examples
• Have separate set of clothing at each house
• Kidnap insurance
• Fly private
• No online presence
• Do nothing (wash clothes, cook food) - everything is done for them
• Support yachts

Federal Reserve 
Survey of Consumer Finances

Wealth summary
• In 2023, average household net worth in the United States 

was $1,059,470.
• In 2023, median household net worth in the United States 

was $192,084.
• In 2023, roughly 23,684,985 households – about 18.0% of 

American households – was a millionaire household. This 
number includes the value of a primary home.

• The threshold to be in the top 10% of household wealth in 2023 
started at $1,920,758.

Federal Reserve 
Survey of Consumer Finances

Survivor:
Peake Island What percent of UHNWI plan on a purchasing 

a residential property in 2024:
• 7.5% 
• 9.8%
• 12.5%
• 15.8%
• 22.0% 

Wealth continuum

New Money Old Money

Conspicuous 
consumers

Inconspicuous 
consumers

“The global code for luxury is 
“hand.”

Dr. Clotaire Rapaille
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The code for luxury in America 
is “civilian stripes.”

Dr. Clotaire Rapaille

Dennis Diderot
French philosopher, scientist and writer
1713 - 1784

• Red robe experience
• Purchases are an extension of 

our identity.
• Acquiring new (nice or 

luxury) leads to the need to 
the need to acquire 
additional objects to restore 
balance. 

Mimetic Desire

“Humans have a… deeper, hidden social 
force…that is the relentless, often 

unconscious, need to reassure themselves 
that they are in sync with their ‘group’.” 

Luke Burgis

Driven by optics and emotions, touched 
by pillars of luxury

Clients don’t buy what you think you sell
Ramey Rule #22

LUXURY MEANS MARKETING BRAND DESIRE.  

Luxury does not mean selling expensive product.
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Luxury

“You reach new customers and stay ahead of your 
competitors by reinventing your business model.” 
It is essential to “rethink how your organization 
creates, delivers, and captures value--or risk becoming 
irrelevant.”

Mark W. Johnson
Clayton M. Christensen

Henning Kagermann
Harvard Business Review Press 

“Ordinary brands communicate in order to sell 
products to consumers. Luxury brands communicate in 
to keep the dream alive in the minds of consumers.”

Adriaan Brits
Luxury Brand Marketing: The globalization of luxury brand 

cults

Adopt the luxury marketing strategy to 
unleash and channel your prospect’s 

desire for your brand. 
“Luxury brands plant seeds.”

Luxury Daily
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Desire for 
your brand and brand cachet are 

driven through ad frequency.  The affluent have earned status and they 
want to retain those who have status too.

Awareness Status/
cachet Desire

Two choices in any business:
1. Be a commodity – like everyone else
2. Own your DNA 

Brands that serve the affluent 
(i.e. luxury brands) have a 

point of view / je ne sais quoi = DNA.

Build your brand DNA around the 
pillars of luxury

• Heritage
• Creativity
• Provenance
• Superlative
• Authenticity
• Brand sanctity 
• Connoisseurship

• Discreet and private
• Scarcity and exclusivity
• Sophistication and grace
• Highest non-negotiable standards of quality
• DNA: unique point of view driven by founder 
• Preservation of artisanship and craftsmanship
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Cultivate a strong brand identity BEING SUPERLATIVE

Unique point of view driven by founder
means you have no competitor.   

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

it is the process of dealing with those 
perceptions.”  

Al Ries
Jack Trout 
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“Marketing is a battle of perceptions and 
ideas, not services/products; 

it is the process of dealing with those 
perceptions.”  

Al Ries
Jack Trout 

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

it is the process of dealing with those 
perceptions.”  

Al Ries
Jack Trout 

“Instilling DNA is essential to 
brand sustenance.”

Luxury Daily

Survivor:
Peake Island Net worth necessary to be in the top 1% in the 

United States 

1. $12,883,000
2. $10,832,000
3. $ 8,509,000
4. $ 5,813,000
5. $ 1,074,000

Monaco
Luxembourg
Switzerland
United States
China
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Brands that leverage the luxury business model 
compete with no one.  

Ramey Rule #12

You cannot penetrate the affluent market and 
become a luxury brand 

without being an aggressive marketer. 

Classic luxury marketing strategy means you to 
invest a higher percent of revenue against sales for 

marketing.  
It allows you to increase your margins because 

you’ve built desire for your brand.
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Anonymity is bad strategy.

Ramey Rule #55 Are most of your sales due to referrals? 

Existing on referrals means you’ve handed-over your 
most important responsibility; your means for growth 

and future profitability to somebody else. 
Cognitive bias

Your brand awareness is lower than you think it is.

The affluent have earned status and they 
want to retain those who have status too.

Awareness Status/
cachet Desire
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Been in 
business 25 
years.  
Everybody 
knows me. 

Everyone 
knows me.  I 
don’t need to 
market. 

I’ve met everyone I’ll 
ever need to know by 
networking.

30 years …
Blah 
Blah
Blah 

Selection
…
Blah
Blah Blah

I network therefore I 
am Blah Blah Blah

Service…. 
Blah Blah Blah 

Cognitive bias

This presentation is owned by Christopher P. Ramey and CPR Marketing Partners, LLC dba Affluent Insights.  It may not be copied,
emailed, reproduced or in any way transferred or shared without the explicit permission of Christopher P. Ramey.  

Grow beyond your orbit by 
marketing aggressively. If Vuitton, Chanel, Cartier and Coke 

have to advertise then you do too.

Ramey Rule #34
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“I love the outdoors.  I wish it was bigger.”
Isabella Mila M.

4 years old 

“Luxury brands plant seeds.”
Luxury Daily

Luxury marketing unleashes and 
channels your prospect’s desire for 

your brand. 

Luxury brands are superlative. 
“The luxury strategy aims at creating the 
highest brand value and pricing power by 
leveraging all intangible elements of 
singularity- i.e. time, heritage, country of origin, 
craftsmanship, man-made, small series, 
prestigious clients, etc.”

*Noel Kapferer, Vincent Bastian
Luxury industry gurus
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How you become superlative too
• Heritage
• Creativity
• Provenance
• Superlative
• Authenticity
• Brand sanctity 
• Connoisseurship

• Discreet and private
• Scarcity and exclusivity
• Sophistication and grace
• Highest non-negotiable standards of quality
• DNA: unique point of view driven by founder 
• Preservation of artisanship and craftsmanship

Desire for your brand.  

Survivor:
Peake Island What percent of Americans will, one year in their 

life, be in the top 1% of all income distribution?

1. 12.0%
2. 6.5%
3. 4.0% 
4. 1.2% 

What percent of Americans will, one year in their 
life, be in the top 1% of all income distribution?

1. 12% of Americans spend a year in top 1% of 
income distribution (income above ~$420k) 

2. 39% in the top 5% (~$170k)
3. 56% in the top 10% (~$120k)
4. 73% in the top 20% (~$70k/25%)

*Only 0.6% of the population will experience 10 
consecutive years in the top 1% of earners. 

New York Times 
Thomas Hirschl, Cornell University
Mark Rank, Washington University

Never before, in the history of mankind, 
has wealth been so broadly distributed.
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“Discriminating and knowledgeable buyers set their 
own standards and have their own demands. What 
may be one person’s luxury is another’s necessity.”

Stanley Marcus
Former CEO, Neiman Marcus 

Stop using the term luxury. 

You don’t sell to the affluent; 
you fascinate them. 

Ramey Rule #43
How to build relationships with 

HNW individuals

Hard sell    

Middle class Wealth

Fascinate

Continuum   

You don’t sell to the affluent,
they choose to buy from you.
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How to reach HNW individuals

The affluent aren’t buying 
what you think you’re selling.

Your showroom
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Friendly  

Middle class Wealth

Experiential

Continuum   

Surprise & delight
(amuse bouche)  

What can you add to your showroom as a 
visual amuse bouche? 

1. Amuse the mind
2. Awakens the ‘palate’
3. Stimulate to desire your brand and want more -

dopamine

Each amuse bouche contributes to desire.
Strive for seven. 

1. Sculpture
2. Artwork
3. Passion product
4. Architectural detail 
5. Something fun
6. Chandelier & special lighting
7. Exterior objects 
8. Signing at restrooms 
9. Signing at entrance and exit
10. Door handles

Experiencing your showroom should reinforce your 
DNA and heighten desire to do business with 

only you.
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The essence of professional merchandising is 
narrowing your focus.  

You become stronger when you reduce the 
scope of your merchandising. Large selections    

Mass Wealth

Edited

Merchandising continuum   

“People don’t make decisions based on what’s the most 
important, but based on what’s the easiest to evaluate.”

Barry Schwartz
Author

Psychology professor

Shopify

Your showroom should:
• Be visually attractive – consistent with other luxury 

brands
• Enchant and entertain
• Reinforce that you serve others of their ilk
• Your employees should fit the mold by being dressed 

appropriately and speaking articulately and politely.
• Edited to resonate with your best prospects. 
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Does price matter? High price is an asset.

“Price is value, determined as much by the value of a 
product or service as by the value obtained by the buyer 
in reflecting a personal, financial, and cultural ability to 
pay a lot for a non-necessity.”

Jean-Noel Kapferer
Pierre Valette-Florence 

Journal of Business Research, 2022

“Purchasing high-priced … items satisfies consumer’s 
psychological needs for status and exclusivity. 

Consumers demonstrate they are members of a 
prestigious, exclusive tribe.”

Pam Danziger
Forbes, March 12, 2022 

How to reach HNW individuals
No one can buy your product or service if

they don’t know you exist.

No one will pay more if 
they don’t be you’re superlative. 
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Opportunistic buys – local publishing
1. Architectural Digest
2. Vogue
3. Other Conde Nast titles 

Opportunistic buys – local publishing
1. Architectural Digest
2. Vogue
3. Other Conde Nast titles
4. Four Seasons Magazine
5. Town & Country 

Mom & Dad, 
family and 
friends, etc

Advertising drives new prospects into the sales funnel.

Social media

Over-Promised, 
Under-Performing 
Yes, social media is extremely or very 
important to about half of the interior 
designers that use it. But there is a gap 
in performance for the other half, along 
with the 2 out of 10 designers that 
forego social media marketing 
altogether.
In evaluating the usefulness of social 
media in promoting and building 
designers’ businesses, it is critical to 
focus not just on “being there,” but 
being there in the right places that 
attract the kind of customers that the 
business depends upon. In social media, 
all platforms are not created equal.  

The bottom of the social media funnel are 
friends, family and people who are already 

know you.  
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“
”

“Social media, as a business development tool, will go down 
as the biggest scam of our era.”

                                                                           Luxury Daily

Your future is based on 
awareness and relevance. 

Technology is the driver behind both.

“It would be ridiculous to 
ignore the speed and possibilities 

of the digital landscape.” 
Anna Wintour
Fashion Guru

THIS PRESENTATION IS THE PROPERTY OF CHRIS RAMEY.  IT MAY NOT BE
SHARED OR DISTRIBUTED WITHOUT CHRIS RAMEY'S EXPRESS WRITTEN 

PERMISSION.  THANK YOU
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Satellites are a tool for you to be a more 
efficient communicator and marketer Targeting UHNWI >$30m

• Target the aviation apps on their phone
• Target the cars they drive 
• Target clubs where they belong 
• Target their homes
• Overlay campaigns with $Xm net worth

Targeting HNWI >$1m - $30m
• Target the cars they drive 
• Target clubs where they belong 
• Target their homes 
• Target by what they read
• Filtered campaigns (over 3000 filters from age of children, 

title, value of home, equity in home, # of homes they own, 
etc)

• Brand blanket: target every home HHI $250k or $500k
• Target stores they shop including your competitors

Digital marketing is the most targeted 
marketing tool ever.  

Be predator – not prey

There are 
20,000,000 affluent prospects 
waiting to be served by you.

Survivor:
Peake Island
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What is the most popular animal for 
UHNWIs?

•Dogs
•Cats
•Horses
•Fish 
•Birds

Think bigger.
Move faster.

Adopt the pillars of luxury into your DNA

Market more aggressively.

Thank you, please contact me
if I can ever help you.

Chris Ramey
561.876.8077

cpr@thehometrust.com
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