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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 distribute this bi-monthly publication commercially and
residentially with a target circulation of 5,000 copies six times per calendar year.
We highlight corporations and companies that reinvest in our communites and further advance
African Americans and women up their corporate ladder. We also intend to expose those
companies which do not. We would like to provide your business with the opportunity to
expand your marketing and advertising promotions for the Spring and 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
services as we work to strengthen our community.
We look forward to expanding the reach of your business.
Sincerely,

Saleem Rasheed, Jr.
Saleem Rasheed, Jr.
Executive Director
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LETTER TO THE EDITOR BY JAMES C. DAVIS
During the late 1800’s through the early 1900’s, businesses
in the black community bombed. At that time the customer base was
predominantly black. Because we patronized our own Black Wall Street
became a thriving community in Tulsa, Oklahoma, many black people
were becoming wealthy and even surpassing many white folks.
The hair care industry included people like Annie TurnboMalone who had her own hair care business and Garrett A. Morgan, a
manufacturer of hair oil and dye. Mr. Morgan made millions, of course
there are many more who made millions in the hair industry.
Today there are a few black millionaires such as Courtney Adeleye who
turned $500 into $25 million with her “Mane Choice” products. Then
there is Design Essentials, a multi-million-dollar beauty line by McBride
Research Labs, owned by Cornell McBride.
It is time we wake up and refocus. We have lost ground which
has affected our families and their future.
When you look at other races and cultures, they are focused
on building generational wealth. The Vietnamese have the nail salons,
Chinese have food, hair, and technology, Koreans have the market
on beauty and hair supplies, the Hispanic community have food,
construction, and now franchising Churches Chicken and McDonalds,
and the Palestinians have taken over the gas station/convenience stores as
well as moving into food and clothing. Now believe or not, they are very
big in St. Louis and expanding into beauty supplies, like a mushroom
they are spreading.
The lesson in this, is not how they are taking over, but how
they view opportunity and the importance of creating wealth for the
next generation to keep passing it down. We have historically been the
inventors and innovators. We have to renew our focus on starting our
own businesses and/or supporting our black owned businesses.
It is not about race when they buy from one another, they call it
supporting my people for our future. We can begin today to build a better
tomorrow, a brighter outlook, and a positive future through generational
wealth creation for our children and the future of our community.

RESOLUTE PHOTOGRAPHY
• FAMILY PORTRAITS • GRADUATIONS
• SPECIAL EVENTS

SteeVee Asberry
816-655-8724
mortonasberrycompanies@gmail.com

3 PACKAGES STARTING AT $50!

We meet any price!

FINANCIAL LITERACY

BLACKOUT: WHY DON’T BLACK PEOPLE
SUPPORT BLACK BUSINESSES?
By: RANDI BRYANT

A dollar spends 28 days circulating in the Asian community;
19 days in the Jewish community; 17 days in predominantly WASP
communities; and 7 days in Hispanic communities. A dollar
circulates for only 6 hours in the black community. In other words,
when a Black person earns a dollar it is typically not spent with a
Black owned business. 99% of our 1.3 Trillion dollar buying power
is spent outside of our community. Blacks spend less money in
black-owned businesses than other racial and ethnic groups spend
in businesses owned by members of their groups.
WHY?
Practically, it may be inconvenient. There may not be many Black-owned businesses near you, whereas there is
typically a Target, WalMart or Sears in most communities. But how many Black people have even looked to see
where the closest Black owned businesses are located (and what they sell)? Even if you found a Black owned
business an extra 10-minute drive away, would you frequent it? On a recent episode of Buy Black for 30, Dennis
and Numa travel all the way to Compton to buy gas from one of the two Black-owned gas stations in the country.
Maggie Anderson, who wrote the book, Our Black Year, had to travel 35 miles to get to a Black-owned gas station,
so she started buying gas cards at the station and using them at stations closer to her.
But even when a Black business isn’t too far to support, why don’t we support it? Is there a lack of trust? Do
we unconsciously think that Black is inferior? I think about my friend’s Grandmother, a beautiful, feisty, Black
woman who refused to be seen by Black doctors. She thought that White doctors were better trained, better
qualified—simply better. Do we have an unconscious bias against our own? Do we immediately think that a
Kevan Hall evening gown is inferior to a David Meister; or that a Phat Farm sweatshirt is inferior to a Nike one?
Sadly, it’s been proven repeatedly that Americans generally would prefer to buy from a White vendor than a Black
one. In a recent study where different races were shown trying to sell an iPod on sites such as Craigslist and
Ebay, Black sellers got 13 percent fewer responses to their ads than white sellers overall. And when they did get
responses, they got 17 percent fewer offers to buy. And then even these offers were 2 to 4 percent lower than the
average offer made to a white seller.
Some say that they don’t frequent Black
businesses because they receive poor
treatment from Black proprietors. Do
we lack professionalism? Are we too
comfortable with each other, so we
provide less than professional service? For
instance, when you have an appointment
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at White service provider, they usually see you at the scheduled time. Oftentimes, Black proprietors seem to
have an automatic “ish” at the end of your appointment time. “I’ll see you at 11-ish.” Others have said that
sometimes service is given with a side of bad attitude. True? And if so, do Black business owners treat Black
customers poorly because they too are treated poorly (people always expecting a “hook-up”, showing up late for
appointments, not paying fully or punctually). At the same time, have you ever received poor customer service at
a non-black business, but still returned. Are we less forgiving to Black people?
Some have also complained that Black businesses are more expensive than other businesses. If Black businesses
aren’t doing the volume, it would make sense that they would need to charge more; but of course, all of us want
the best deal possible. But would you pay slightly more because you are investing in the Black community? A
study found that ½ million to 1 million jobs would be created if middle and upper middle class Blacks spent 1/10th
of their dollars with Black businesses (and Black businesses tend to employ a high percentage of Black people).
Undoubtedly, Black businesses need Black support. It’s so tough for a Black person to start and to stay in
business. Study after study has proven that the biggest factor in determining who gets a business loan and who
doesn’t is race. And when a Black person does get a loan they pay on average 32% higher interest rates. It’s no
surprise that our businesses fail at a faster rate and although we make up 13% of the U.S. population, just 7% of
small businesses are owned by Blacks. Perhaps we should consider spending our dollars where they are truly
appreciated. Companies spend just 3% of their advertising budgets to market to African Americans consumers,
but we buy anyway.
We need to at least begin the discussion, think about our own biases, consider what we can do better because many
Black businesses cannot be successful without our support.

MarShuna Parker
Graphic Designer
816-548-8377
makaskdesigns@gmail.com
www.makaskdesigns.com
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Phone: 816-256-8672
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Wesley K Smith Insurance
8014 State Line Rd., Suite 105
Leawood, KS 66208-3712
Office 913-722-5333
Fax 913-722-2337
Email Wes:
Wes@WesleyKSmith.com
Website:
www.wesleyksmith.com

Spotlight on Business

THE LIFE
OF INSURANCE:

The Education in Risk with
Wesley K. Smith

I

By: Cerise Hall

was really excited to interview Wesley K. Smith of
Wesley K. Smith Insurance. I started with statistics
that only 2 of 5 African American business owners
have life insurance. Why is life insurance such a hard sell
to specific demographics? Insurance assist in the transfer
of risk. A risk is transferred from an individual to the
insurance company, via the insurance contract. In simple
terms a life insurance policy is the insurance contract and
it can be used as a vehicle to pass on generational wealth.
Millennials—anyone born between 1981 and 1996,
so ages 22 to 37 this year—report a 78% shortfall in
life insurance coverage, according to the survey. By
contrast, Gen Xers, born between 1965 and 1980, so
38 to 53 this year—report a 48% coverage shortfall.
For Gen Xers, the median amount of life insurance
coverage they say they have in place is $272,000,
while they say they need $525,000. Baby Boomers
say they have $190,000 of coverage but need
$300,000—a 37% shortfall. (Forbes November 2018)

general liability, auto, construction phase insurance,
renters, home owners, and all types to meet your
small business needs. His resume included Prudential
insurance, Allstate and currently serving as an
independent broker with over 40 years of experience.
Mr. Smith’s first comment is that entrepreneurs and
small business professionals must be educated on how
you can use insurance to build wealth. There is a new
paradigm that needs to be introduced on some vehicles
how insurance can be used and the main shift is to
create estates to provide for generational wealth. Let
me say it like this, Smith says, “business continuation
insurance. What happens to your business in the event
of risk or acts of God? The business owner especially
a family business must plan for unforeseen risk”. I’m
wondering why more small business didn’t know about
Mr. Smith. As I begin to investigate his business model
I understand that a personal touch is crucial to his
business. He informed me that the insurance business
in his opinion still requires in person engagement.
Mr. Smith has extensive experience in the Insurance Social Media is good for business however balanced
business. Throughout our interview he did inform with human interaction is the formula for my
me that he is a broker of all types of insurance; continued success and relevance in the marketplace.
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Wesley shared with me how business for him has changed
over the years. The biggest change is the perception
of African American insurance professionals. He told
me of a time he did a home visit to one of his clients
and as the customer answered the door surprised to see
this basketball figured black man. Overwhelmed with
shock, the white lady said “can you go to the back door
so we can talk?” He did, and when he reached the back
door she did not open the door (he laughs to himself). I
can only think he was thinking we have come a loooong
way. Customer Service is when dealing with challenged
customers it’s still important for me to have excellence
with my personal brand. There are some citizens that
are uninsurable; what happens to this segment of the
population? The solution is burial plans, pre-need plans
and even mortgage life insurance. There are products that
can service, that will reduce your risk in doing business.
A study by Cloud Endure found that organizations that have
a daily cost of downtime less than $10,000 spend less than
$10,000 annually on backup and disaster recovery. Those who
have a daily cost of downtime that exceeds $10,000 have an
annual disaster recovery budget that exceeds $10,000. -July 2018

is what the motivation for this business owner is. His
face totally lights up and he brags on his ability to be
skilled in sales, and this skill keeps him energized and
relevant in his local business community. Wesley K
Smith Insurance has a strong presence locally. He is
educated in salons, barbershops, Greek organizations
(proud member of Omega Psi Phi fraternity), and
has a strong presence in the faith based communities.
As we concluded the interview from his Prairie Village,
Kansas office he wanted to ensure that potential
customers know “it’s the promise to be at your service
when the need arises”. I need to overstate why this is
important to my sustainability in this insurance industry.
Cerise who needs my service that you know?” I sat there
and pulled my phone out and gave him two referrals. He
is correct; what a great salesman Wesley K. Smith is.
Insurance is a type of financial service that business
owners and entrepreneurs should understand. Wesley
K. Smith is a trusted person in the local Kansas
insurance industry. If you need a broker that provides
various insurance products, Mr. Smith has a proven
40yr track record and a sustainable business model.

What is your business organizations’ disaster Cheering
recovery plan? This article quote shows that for a
business owner, a good partner in insurance is needed
throughout the life cycle of your business venture.
Let me go deeper and say that your business plan is
an active document and that you should partner with
Wesley K Smith Insurance to protect your dreams.
Wesley
K.
Smith
Business
Mission
The promise if catastrophe strikes we will be
there to assist in maintaining the life style.
Insurance is the intangible until loss occurs
Few Trends In Insurance Industry To Watch:
-future that 3 or 4 major insurance companies will
dominate
-technology-more mobile apps for convenience and
accessibility
-call centers are taking over
-competition of Primerica Life insurance can drive
sales down
-price sensitive products and services to millennials
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Wesley wanted to mention a change in insurance
industry advertising back to 1 on 1 human contact “need
and agent” vs 800 number. The personal interaction

for

your

business,

Cerise.

Central Bank of the Midwest
Home Turf Loans
When it comes to achieving your goal of homeownership, we believe in you.
Home Ownership – It’s
something we all dream about. At
Central Bank, we’re here to help you
achieve your home ownership goal.
The Home Turf Loan program was
designed to help you even if you have
had some credit problems in the past.
We created our program specifically
for low-income and first-time
homebuyers who never thought
homeownership was possible.
Central Bank helps you reach your
home ownership dream by paying
for all normal closing costs, the home
inspection, and the appraisal.
We’ll guide you every step of the way
to becoming a proud home owner.

MAX LOAN
AMOUNT:

$125,000

DOWN
PAYMENT:

- Low down payment
(home purchase only)
- Acceptable sources of the
down payment are: your own
funds, grant money, government
assistance program, or gift from
a relative.

LOAN
TERMS:

ELIGIBLE
PROPERTIES:

1. Be a U.S. citizen or a permanent resident
alien (documentation required)
2. Income level at or below 80% of the area
median income∞
3. One year of consecutive employment
4. Foreclosure, deed in lieu or bankruptcy
discharged for two years

- Multiple fixed rate terms available

5. Complete a homeowner’s education course†

- Purchases and refinances

6. Non-occupant co-borrowers will be
considered

- No cash out
CLOSING
COSTS:

Home Turf Loan borrowers
will need to meet the
following requirements:

- All normal closing costs paid for
by Central Bank, including:
- Home inspection
- Appraisal

Area of Availability – The Home

- Prepaid expenses (up front real
estate taxes and homeowners
insurance) to be paid by the
borrower, the seller or gifted

MO: Jackson, Cass

- Single family, owner occupied,
primary residences only*

Turf Loan program is available to eligible
borrowers in low and moderate income
census tracts located in the following counties:

KS: Johnson, Wyandotte, and Douglas
If the property you’re interested in is not
eligible for the Home Turf Loan, we will visit
with you about other loan options available.

LaDonna Ali

Visit hometurfloans.com
and get started today!

Community Affairs Officer
NMLS# 488983
Office: 816-521-2543
Cell: 816-214-1191
LaDonna.Ali@centralbank.net
Hometurfloans.com

NMLS# 411961
∞ 80% of the 2018 median family income for Kansas City MSA =$63,920. Lawrence MSA = $69,920. * Leasehold properties not available. Manufactured housing not eligible. † Applies only to home purchases. MEMBER FDIC.

The Kiddie Depot Learning Center, LLC
Hours of operation:
24hrs/7days
Ages:
6weeks-12yrs

State assistant accepted
Current enrollment
available!!
CALL US NOW!

3501 Woodland Ave |Kansas City, MO 64109 |815-216-1401 Office
|816-564-3597 Cell |kiddiedepotdaycare2@gmail.com Email

COVER STORY

ALL THINGS CHILDREN
Destination: The Kiddie Depot
Learning Center, LLC

By: Cerise Hall

W

the business) understands the importance of ensuring
that the family atmosphere is part of the business model.
They both comment, the value of a relationship with
parents, is the root for long term relationships in the child
care industry. Kiddie Depot is a 24hr Childcare facility
so, becoming part of each child’s life is necessary. I
wanted to dig deeper and get a better understanding
of building the family atmosphere. “Cerise we have
monthly staff meetings and we hold an open forum
which gives the team the chance to express. Remember
if there is a challenge the associate is urged to provide
a solution, this in turn creates a sense of ownership. In
addition to our open-door policy there may be specific
departmental challenges that do not impact the entire
team but certain sections. It is necessary that these
departmental concerns be addressed so that they don’t
impact the entire team which may impact the child’s
experience.” Myron breaks it down. We ask frequently
to our in-house leaders and staff, WHO ARE YOU?
I mean, who you are when Myron aka Mr. Mac and
Penny are not present? Conviction in the question, I
answered, and they replied, “not you Cerise, we ask this
to our employees.” I laughed because I felt compelled,
the question is so authentic. (I laugh today as I write)
Usually in a partnership each member has its roles
and responsibilities and these partners were no
different. Myron is focused on the operations side
of the business. In business terms this equates to;
back end operations, scaling, business growth and
development, policies and procedures (sop), and
financials. Penny in her role drives; State compliance,
food programming, training, invoicing, and ensuring
the model meets all regulations and compliances.
They humbly know where they complement
each other and understand the impact of
each
others’
work
center
accountability.

hen I interview, I look at the surroundings of
the business and the owners as a litmus test.
Upon entering, was pleasantly surprised as I
walked into the office of the owners, Myron and Penny
Dale McCant, the background echoed soft sounds of
smooth Jazz. Of course, I was thinking, dealing with
children permeates disorganization. Well shut the front
door, the office looks like a new urban development
ecosystem. Let me be honest I didn’t want to believe it,
their desk is even organized. My final observation, the
bathroom was even detailed with corporate mass appeal.
I have been corporately trained that if an office desk is
organized it speaks to the leadership. Well, at that point,
I knew that I was in for a lesson from the power couple.
My curiosity of who wanted to partner with this
organization was one of my primary questions?
Myron commented “Penny and I have had several
entities approach the table with various joint
venture opportunities. We have a criteria before
we even consider joint ventures. Our partners must
align themselves with LOVE, EDUCATION, &
NUTRITION for the disinvested and underserved
community, the core values of Kiddie Depot. Some
relationships we’ve considered; we’ve also had to
walk away from some. The urban core is our physical
space and it takes a special attitude and vision in order
for an enterprise to excel in this perimeter.” So, at the
beginning I see the owners understand the power of
no. Mr. McCant quotes “it’s not about the money, it’s
With the knowledge that they have gained, they openly
about the purpose, and the money will soon follow”.
admit that they have seen failure and have been able
Miss Penny (affectionately known by family/friends in
to grow and not repeat the same mistakes. So what
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makes Kiddie Depot different? The McCants have
experienced business development from August,
2012-2017. First location, 2603 E. 28th Street. Second
location 3501 Woodland where they currently reside
all within a 5yr period. Penny shared a powerful story
of how they performed a total rehab on the current
location in 28 days. The ability to relocate, rehab 4200
square feet of open space and reopen the business in
28 days shows their passion and all
systems in place. The couple looked
at each other as to say, “we did that”!!
The future location will be at 2105
Prospect Ave. The 3rd location will
be their flagship unit with the plans of
creating a one stop child experience
at the new Early Learning center
location. The idea is to consolidate
the 2 current locations under the same
roof with room to provide additional
spaces for childcare. They could have
moved to many locations away from
the urban core. Myron and Penny
McCant’s business success has been
in the inner city. The purpose and
the success is what compels them as
business owners to reinvest back into
the business economically. This is a perfect example
of economic development. Economic development
is about business expansion and job creation. Kiddie
Depot is fulfilling both of these ingredients of
sustainability. They speak to a template of repetition
that is a strong business blue print; repeat and duplicate.
Let me tell you one thing – it’s impossible to exhaust
your network. Now you may be saying, “I’ve
literally been through everyone in my network. It
is exhausted.” To that, we say Think Bigger. In fact,
we’ll go a step further and say if you want to grow
your network, you must tap into your existing network.
That’s right, in order to expand your network, it’s
essential to expand your mindset and think beyond
your immediate contacts. How? The people in your
network have their own networks of people they know,
right? And in many cases, these networks expand
beyond the confines of your town. (Teamzy April 2019)

-PRIOR to opening mandatory research on your
business/industry
-WHEN meeting partners be able to articulate your
vision short and long term
-KNOW what separates you from your competition
-VISIT your competition and study what the
business is not doing and market it
-STRONG daily business operating habits
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Kiddie Depot is a 24hr Child Care
facility and able to serve various needs
of our working family. It is interesting
to know that initially their business
plan did not include 24hr services. The
original concept was 6a-6p then moved
to 6a-12a.m then eventually 24hrs. The
couple smiles when they speak of how
the daycare grew organically based on
the market demand which reflected
a sign of growth. Parents continued
to express the need for childcare for
the various work life balances for
working families. The parents have
become Kiddie Depot’s best referral
service. The facility partners with
several local Charter Schools and the
Kansas City Public school system to build curriculum
standards for Kindergarten entrance for students. The
2yr olds begin to experience homework twice a week
to prepare them for class rigor. Kiddie Depot provides
before and after school care along with summer
programs for children 6yr-12yr old. One of the key
distinctions of their ability to scale the business; they
adhere to the request of the patrons and build systems
that create solutions…business 101 Mr. Mac added,
“Removing barriers in a demanding industry is how
millionaire brands are built and become the vehicle
to uncovering new business strategies and revenue.”
Word of mouth was so positive for the brand in the
community that the employers begin to ask the parents
who was their childcare provider? Amazing impact on
the parents that the employers had better results in their
own workplace environments. Kiddie Depot network
had reached outside 3501 Woodland. Employer
partners saw how their associates were able to increase
Business failure is prevalent in the business ecosystem productivity due to assurance that their children were
here are some survival tips for small business being cared for in an environment of safety and security.
owners and entrepreneurs offered by the McCants: Parents became such raving fans that Kiddie Depot
landed on several brands as preferred childcare provider.
Branding at its best when your service drives profit to

the bottom line. Kiddie Depot at 3501 Woodland has a
94% retention rate and the first two employees hired are
still part of the family team. (National average daycare
retention 70%). This high retention rate in the urban core
along with being a high turnover business is awesome
and deserves recognition on these statistics alone.
Kiddie Depot has been case studied as a premiere
Child Care Provider locally in our business ecosystem.
Myron and Penny have consulted and assisted new
Child Care Centers to avoid initial detours and
shorten the pathway along the journey of becoming
new business owners. They emphasized, we had
to figure it out ourselves, it’s the least we could
do! It’s a part of who the McCants are as pioneers
for the new Prospect Corridor business ecosystem.
Philanthropy is important to them both but not just in
word, also in economic development, time and talents.
The talent and passion to make a change among this
power couple has led them to the 3rd location which
will be the flagship of the Kiddie Depot brand. The
new 15,000 square foot flagship location at 2105
Prospect Ave will be a mix use for Early Learning
Center and Pediatric services. The business plan will
include pediatric services, playground, mental health
and food nutrition education. The final details are
still in process but Kiddie Depot is positioned to be
a legacy business that will sustain a footprint in the
childcare industry in Greater Kansas City. Myron and

Penny’s dreams to continue in the next generations
education will foster the grand opening in the very
near future. Penny volunteers in the community
to keep the commitment to continued education.
Yearly, Mr. Mac and Ms. Penny take their company
associates on an all-expenses paid annual retreat to
show appreciation and build morale for the team
to maintain that close family knit. The retreat is a
time to reset, the results are felt by the parents and
the children The Kiddie Depot serves. I see why
the 94% retention rate is strong at this business.
Kiddie Depot has committed to be a vessel to
prepare underserved populations with education and
opportunity that the urban core is not always exposed
to. The commitment of the McCants will continue to
be manifested in the childcare footprint in the Greater
Kansas City area. I look forward to the stories of the
youth they have touched and how their example will
lead tomorrow’s young adults back to the community
to serve as stakeholders like Myron and Penny McCant.
The Kiddie Depot is a business that we will be watching and
celebrating with each milestone they accomplish. It was
a business pleasure to interview Myron and Penny Dale
McCant, both having a message that needs to be heard!
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AFRICAN AMERICAN HEALTH

Creating Equal Opportunities For Health
Courtesy of: CDC Vital Signs

African Americans are living longer. The death rate for African Americans has declined about 25% over 17
years, primarily for those aged 65 years and older. Even with these improvements, new analysis shows that younger
African Americans are living with or dying of many conditions typically found in white Americans at older ages.
The difference shows up in African Americans in their 20s, 30s, and 40s for diseases and causes of death. When
diseases start early, they can lead to death earlier. Chronic diseases and some of their risk factors may be silent or not
diagnosed during these early years. Health differences are often due to economic and social conditions that are more
MAY 2017
common among African Americans than whites. For example, African American adults are more likely to report
they cannot see a doctor because of cost. All Americans should have equal opportunities to pursue a healthy lifestyle.
Public health professionals can:
•Use proven programs to reduce disparities and barriers to create opportunities for health.
•Work with other sectors, such as faith and community organizations, education, business, transportation, and
housing, to create social and economic conditions that promote health starting in childhood.
•Link more people to doctors, nurses, or community health centers to encourage regular and follow-up medical
visits.
•Develop and provide trainings for healthcare professionals to understand cultural differences in how patients interact
with providers and the healthcare system.
African Americans are living longer. The death rate for African
Problem:
Americans
has declined
about
over 17 years, primarily for
WHAT
CAN
BE25%
DONE

African American Health
Creating equal opportunities for health

cultural barriers to care.
•Connect patients with community resources
Public Health Professionals Can
Public health professionals
can:
that can
help people remember to take their
•Use proven programs to reduce disparities medicine as prescribed, get prescription refills
■
Use
proven
programs
to
reduce
disparities
and barriers
to
and barriers to create opportunities for health. on time, and get to follow-up
visits.
•Work with other create
sectors,opportunities
such as faith
for •Learn
health.about social and economic conditions
and community organizations, education, that may put some patients at higher risk than
■ Work
other
such as faith and community
business, transportation,
andwith
housing,
to sectors,
create others
for having a health problem.
social and economic organizations,
conditions that education,
promote •Collaborate
business, transportation,
and physicians
with primary care
health starting in childhood.
create
a comprehensive
housing, to create socialtoand
economic
conditionsand
thatcoordinated
•Link more people to doctors, nurses, or approach to patient care.
starting in childhood.
community health promote
centers health
to encourage
•Promote a trusting relationship by
regular and follow-up
medical
visits.
encouraging
to ask questions.
■ Link more people to doctors,
nurses,patients
or community
health
•Develop and provide trainings for healthcare
centers
to
encourage
regular
and
follow-up
medical
visits.
professionals to understand cultural differences
in how patients interact
with
providers
and
the
■ Develop and provide trainings for healthcare professionals to
healthcare system.
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understand cultural differences in how patients interact with
providers and the healthcare system.

Young African Americans are living with
diseases more common at older ages.

25%

High Blood Pressure

The death rate for
African Americans
decreased 25% from
1999 to 2015.

Diabetes

12%

AGES
18-34

33%
61%

AGES
50-64

10%

41%
100%

African American

23%
14%
25%

0%

African Americans are
more likely to die at early
ages from all causes.

10%

1,046

Deaths per 100,000 people
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SOURCE: US Vital Statistics, 2015.

The leading causes of death for African Americans have decreased from 1999–2015.
Deaths in African Americans
ages 65 years and older
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SOURCE: US Vital Statistics, 1999–2015.

African Americans
ages 35-64 years
are 50% more likely
to have high blood
pressure than whites.

Some social
factors and
health risks
affect African
Americans at
younger ages.

50%

13%

0%

18-34

Could not see an MD

8%

16%
4%

35-49
AGES
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19%

18%

20% 20% 20%
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Obesity
43%
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35%
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29%

28%

33%

22%

19%
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Not active

26%
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45%
34%

9%

50%

15%

35-49
AGES

18-34

18%

12%

0%

20%

19%

3%

24%

25%

15%

5%

Smoking

because of cost
25%

53% 57%

25%
6%
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19%

No home ownership
100%

69%

African American

19%

$ Living in poverty

Unemployment
25%

SOURCES: Behavioral Risk Factor Surveillance System, 2015; American Community Survey of the US Census Bureau, 2014.

Want to learn more? www.cdc.gov/vitalsigns/aahealth
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SOURCE: Behavioral Risk Factor Surveillance System, 2015.

1,200

2x

African Americans
ages 18-49 are 2
times as likely to die
from heart disease
than whites.

2%
1%

AGES
50-64

African Americans and whites include
Hispanic and non-Hispanic origin.

White

0.4%

AGES
35-49

6%

AGES
50-64

0%

0.7%

AGES
18-34

1.4%

AGES
35-49

22%

Stroke

1.5%

AGES
18-34

10%

AGES
35-49

Deaths per 100,000 people

those aged 65 years and older.
Even with these improvements,
Community Organizations Can
new
analysis
shows
that
younger
African Americans are living
•Collecting data to monitor and track health •Train community health workers in
with
or affect
dying health,
of manysuch
conditions
typically
found in white
and conditions that
may
underserved
communities
to educate and link
as poverty and high school graduation rates, people to free or low-cost services.
Americans at older ages. The difference shows up in African
through Healthy People 2020.
•Conduct effective health promotion programs
Americans
in their
20s, 30s,in and
40s for diseases
causes
•Supporting partnerships
between
scientific
community,
work, and
school,
andof home
researchers and death. When diseases startsettings.
early, they can lead to death earlier.
community members to address diseases and •Work across sectors to connect people
Chronic
andmore
somewith
of their
risk factors
may behealth,
silent such as
conditions that affect
some diseases
populations
services
that impact
than others.
transportation
andHealth
housing.
or not diagnosed during these
early years.
differences
•Addressing heart disease, stroke, and •Help people go see their doctor, take all
are oftendiseases,
due to economic
and social conditions
thatand
areget
more
other
cardiovascular
which medications
as prescribed,
to followdisproportionately common
affect African
Americans,
up appointments.
among
African Americans
than whites. For example,
by implementing national initiatives such as
more likely
to report
Healthcare
Providers
Canthey cannot
Million Hearts®. African American adults are
•Supporting actions
seetoa create
doctor healthy
becausefood
of cost.
All
Americans
should
•Work with communitieshave
andequal
healthcare
environments and increase physical activity in professional organizations to eliminate
opportunities
to
pursue
a
healthy
lifestyle.
underserved communities.
The Federal Government Is

50-64

0%

18-34

35-49
AGES

50-64
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WELCOME HOME
LOAN PROGRAM
Buy or refinance a home in a low-to-moderate
income census tract with a one-time grant of
up to $3,000.* Contact us to apply today!

Geony Rucker

Citlali Rivera

NMLS 1393769

NMLS 499676

816.294.6352

816.245.4104

ffbkc.com/opendoor
*Available only in the Kansas City MSA. Subject to income/location restrictions.
Visit First Federal Bank for details. All loans subject to credit approval.

Coming Soon!

