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Let's face it: things are rough. 1f the economy were
a celebrity, it would be Britney Spears in her head-shaving,
rehab-going, strapped-to-a-gurey days, Hit with sagging
investment portfolios and declining house values, British
Columbians have seen an across-the-board hit to their
net worth in recent months and are tightening their purse
strings accordingly. But all pain isn't created equal. The
well-to-do, while doing with less, still have a disproportion-
ate amount of disposable income - and, for businesses and
organizations catering to the wealthy, figuring out how to
get them to part with that cash has become erucial

Those profiled in the following pages are intimately in
tune with the needs and desires of B.Cs moneyed class:
the BC Cancer Foundation, with its intensely focused and
collab: approach 1o fundraising: BMO Harris private
banking, with its personal and specialized client relation-
ships; and Mason Horvath Inc., with its sky’s-the-limit
attitude toward customer satisfaction. Each offers unique
insights into tapping a consumer group that’s sophisticated,
demanding and extremely valuable
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f COUrSE, any marketer

Y

srvice Provider

will tell you that wealthy
consumers are not all
alike; Enviranics Analyt-
ics Group Ltd's Prizm
Marketer's Handbook, for
Instance, gives them n
such as “Cosmopolitan Elite,
“Furs & Philanthropy” and Asian Affluence”
to differentiate, In recognition of such dis-
tinctions, our special package includes pro-
files (below) of three types of afluence: one
wha has inherited family wealth, another
whao immigrated from overseas to build
his multimillion-dollar empire and a young

mes

High Flic
-i T e Luxury
Thare's no way tofind Mascn Horvath Inc

by accident: the business his mo store-
fremt, no sigms, and does little 1o no sdvertising. And that's just
the way s president, Dean Horvath, wants it “We don't wamt
ot time taken up with people who are just browsing” says the
35-year-old executive, who lounded the buxury travel agency 3
year and a hall ago with former partner Claudia Mason, whom he
bought out last October.

Helding court in his yth-feor office ar Geanville and Hastings,
Horvath explains the discriminating rature of his business. “We
want 1o seloctively choose our chents and have them choose us
2nd spend time working 10 bulld the relationship, as epposed to
sust firing our namse out there and getting random people callin
us” Unkke discount travel agency Flight Centre. where Horvatl
previausly warked in corporate travel, Mason Horvath isnt abous
catering to the cost-cutting needs of cash-strapped trekkers.

where a4-hour individualized service
s key and na request i 100 outlandish
Want to sperd a day with a pal taking part
I an acrial doglight with an lralian-baile
fighter? Thatl run you upwand of $6,800.
How about 24 hours in Europe prevend
ing you're James Bood complete with M5
training, helicopter Mights and a terror
Ist eoenbar mission? A cool $63.500 Or
maybe a flight into outer space? In Augusst
the agency was accredited 1o represent
Virgin Galactic LLC, a division of Virgin
Group Ld. that will start offering passen-
ger flights into space sarting in 2010 The
coat? A mere $300,000 for a seat on the
shuttle.

Todsy's moneyed exec, explains Hoe-

wath, isnt interested in a comfartable hux-

ather, the company & inten: o g
complex business and leisure-travel itinerares ke busy corponte

entrepreneurial couple just now beginning
to enjoy the trappings of success,

The Wealthy: Old Money
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‘bl for bis b, says Bental, bt they wil not
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executives for whom ecanomy class is not an option.
Alow profile is all part of the mystique of high-end travel,

The Wealthy: New Money

Claire Lamont
and Alan Bedingfeld

‘Childran: Thie As for hienself, Bentall inuists he eschews.
daugtiens. one 100 extravagance. The 2006 Tueeaith Report,
Car: Jog (5 Type) which inciuded Bentall n its survey of high-
arel Foed Escapn Hybrid net-worth Canadians, foand that 90 percent
Property: Homa by bt 1 et — bt Bental counts Homselt
Feissale, o g 10 per cent. Fe's a sports
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ury holiday nas the experience ofa
lifetime. I an age when asfines have been |
folding ard hatel chalns are bracing for |
sham downtumns, elize travel seems 12 be
in & league all its own. After $8 million in
vevenue in his Brst year of speration, Hor:
vath is predicting hell pull in $10 million
this year In spite of the current economic
climate; the super-rich may be a little less |
super, but they're still willing to sphurge.
The company has 637 chents, says Hor-
vath, wha spend an average of $1.660 per
business trip and anywhere from $5.000 to
$80,000 per persan for a leitisre vacation.

“We spend an hour with peaple when
we plan their vacations before we even talk
abowt whas ar where,” he boasts, “just to
find ot what kind of trips they've gone on
in the past, what they're looking for in this
Poliday, what their ikes and dislikes are”
Mason Harvath will alsa call hotels before |
their clierts arrive, informing operators
that & VIP is staying there and 2xking them
t go sbove and beyond in serving them

“n the travel industry, 95 per cent of |
compankes are streamlining everything ... |
which works for 58 per cent of travellers.”
e cbserves. As for the ather five percens? |
Well your space shuttle awaits

Big Gives
The Philanthropic
Foundation

In a 2006 survey by Con-
certo Marketing Group
Irc. and Stenner levestment Partners of g
Canadians with a net worth of $s0 million
e more, entithed the Trurbeaith Report, 69
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