














History of the Center for Women
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The Chair position 
was created and 
endowed by State 
Farm®

Creation of College 
course content 
geared specifically 
for women

State Farm®’s 
generous founding 
donation to form 
the Center

Enter in Jocelyn 
Wright- under her 
leadership 
relationships 
continue to grow

The Center goes 
into dormancy 
without a leader

Revitalization of 
the Center. Hired 
research director: 
Kaylee

Enter in Mary 
Quist-Newins as 
the Founder & 
Director

Research 
conducted on 
Women & Money, 
Matters of Trust

The Center is open 
for another 
Director

Creation of content 
and introducing 
the College to 
innovation

The College’s 
Commitment to 
talent. Hired Hilary 
& Lindsey

Launch of 
Women 
Working in 
Wealth Summit 
& Award





Advocacy
Promote · Advance · Advocate



“Our deepest fear is not 
that we are inadequate. 
Our deepest fear is that 
we are powerful beyond 
measure.”
- Marianne Williamson
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Role Clarity

✓ Mentor: focus and scope 

✓ Sponsor: how it complements 
mentorship

✓ Ally: everyone can be one 

✓ Advocate: influencing others 

✓ Champion: raising visibility 

✓ Coach: formal, professional 
relationship
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Mentor
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Why Advocate- The Impact

Mentors were six 
times more likely 
to have been 
promoted to a 
bigger job

Mentors 
advanced 
even more than 
mentees

in pay grade 

Retention rates 
are higher for 
mentees(72%) 
and mentors 

(49%)

Mentors and 
mentees were
approx. 20% 

more likely to 
get a raise 

Mentees 
were 
promoted five 
times more 
often than those 
who didn’t have 
mentors 

Were five times 
more likely to 
advance in 
Pay grade 

MENTOR MENTEE
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Mentoring Preferences

73% of people think mentors are important but 

only 37% currently have one 

Most people opt for same sex mentors 

69% Women and 82% Men 

61% of mentor relationships developed naturally, 

while 14% started by someone asking someone 
to be their mentor 



Network

is a type of social 
network service that 
is focused solely on 
interactions and 
relationships of a 
business nature 
rather than including 
personal, 
nonbusiness 
interactions.

Creating Connections
Tribe

is essentially formed 
by groups of 
consumers who share 
a common 
interest/passion 
which induces a 
collective sense of 
belonging.
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Best Practices for  Mentors & Mentees  

17

1 3 5

642

Mentors commit to 
establishing the 

relationship

Show up and turn up. 
Stay engaged 

throughout the process

Open up one’s network 
and offer to sponsor 

the mentee

Mentees organize all of 
the logistics and 

cadence

Offer to add value on a 
contemporary topic & 

soak up the knowledge

Take everything
learned, apply it and 

become a mentor
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Mentorship post COVID 

✓ Virtual Barriers 

✓ Zoom the “Equalizer” 

✓ Extend the Invitations

What are your experiences?



Being Seen Virtually
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✓ Extend the Invites 

✓ Agenda 

✓ Included in Informal Bonding 
Experiences

✓ Exclusion looks different 

✓ “Can I just sit in” 



Share 
Success
Attract · Develop · Retain
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Career Opportunities 
Presentation
“If You See it, You Can Be It” 
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Junior High & High School

Schools that expose 
students to various careers 
paths by developing and 
delivering a career pathways 
curriculum may be receptive 
to an information session.

Colleges & Universities

Two primary potential 
departments that may be 
looking for career awareness 
presentations are the Career 
Center and the Business 
School.













Women Working in Wealth: 
Your Accountability Partner 
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✓ Next year we want to report on the 
greater impact

✓ Tell us who you’ve mentored, 
sponsored, advocated for, 
championed, coached or been an ally

✓ Report the schools you’ve presented 
to about careers in financial services 

✓ Help collectively move the needle! 





















Lunch & 
Networking
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Networking 
Break
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Activate 
Gender
Parity 
Promote · Advance · Advocate



✓ Evaluating the efficacy of 
initiatives 

✓ Providing opportunities for 
growth 

✓ Playing a role in the 
strategic plan 

✓ Advocating for 
compensation for additional 
work responsibilities 

Creating Awareness of 
Women’s Initiatives at Firms 

✓ Creating or establishing a 
framework

✓ Advocating for 
accountability 

✓ Finding novel solutions 

✓ Being an integral part of the 
strategic plan
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Large Organizations Small Organizations 



“Choosing our own comfort 
over hard conversations is 
the epitome of privilege, and 
it corrodes trust and moves 
us away from meaningful and 
lasting change.”

― Brené Brown, Dare to Lead: Brave Work
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Start the 
Conversation

Connect with a mentor, colleague, or
supervisor in your company to determine
whether there are initiatives underway
to enhance gender parity and what the
current status of women is within the
company.



Complete your 
Due Diligence

If you cannot locate
current data on women
within the organization,
the first step may be to
ask for the data.
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Take Action

Gather a group of women and

allies with similar values to create

momentum and establish a

collective of women to sign the

letter (strength in numbers).



The Center for Women’s 
Collaboration Goals
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✓ Expand Networks 

✓ Create Your Authentic Tribe 

✓ Build Meaningful Connections 

✓ Accelerate Impact 

✓ Increase Diversity 

Creating a Hub 



Partnering with 
other organizations
✓ Collaboration 

✓ Create a Full Team 

✓ Supplement & Complement

✓ Diversity of Thought 
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Are we missing an organization in the Workbook? 

Send an email to womenscenter@theamericancollege.edu



Wednesdays with 
Women Working 
in Wealth

Sign Up: https://womenscenter.theamericancollege.edu/awareness 

Want to facilitate a session? Send an email to womenscenter@theamericancollege.edu 56

Pairing our activate workshop items 
with solutions to provide women with 
more tools to step up, show up, and 
speak up at work.



Taking Action 
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A word on women-only events, which 
are becoming more prevalent in our 
industry (as well as other male-
dominated ones). We support these 
(and in fact, we’ve attended many 
ourselves). We believe that until we hit 
the 30 percent mark, in which we 
transition from a salient minority to a 
relevant one, these will be vital to 
helping achieve gender parity.”

―  Ellen Carr & Katrina Dudley – Undiversified: The 
Big Gender Short in Investment Management   

“



Social Media Advocate
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Podcast
Launch
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Join us as we showcase unique 
career opportunities and dispel 
myths surrounding the financial 
services profession through 
conversations with industry 
leaders.

Listen at: https://www.theamericancollege.edu/resources/podcasts

Want to be a podcast guest? Send an email to womenscenter@theamericancollege.edu



Financial 
Literacy 
Advocate
Promote · Advance · Advocate



The goal of all financial literacy is to 
improve financial wellbeing. 

Financial wellbeing is a state of being 
wherein a person can fully meet 
current and ongoing financial 
obligations, can feel secure in their 
financial future, and is able to make 
choices that allow them to enjoy their 
life ” (Consumer Finance Protection Bureau, 
2015)
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Access
Financial Knowledge

Banking
Borrowing

Income Shocks

Actions
Earning
Saving

Spending
Planning

Affect
Self-perception

Worry
Stress

Empowerment

Inclusive 
Financial 

Wellbeing & 
Empowerment 

Model

© Timi Jorgensen, 2022



Starting the Conversation

Financial Literacy
✓ Black women
✓ Black men
✓ White women
✓ White men

Confidence vs. 
Stress

In all cases, either 
financial confidence 
or financial stress 
were statistically 

significant 
predictors of 

financial wellbeing. 
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Subjective Financial 
Knowledge
✓ Hispanic women
✓ Hispanic men

Income Stability
✓ Indigenous 

women & men
✓ Black women & 

men
✓ Hispanic women 

& men

Investing for 
Retirement
✓ Black women
✓ Hispanic women
✓ White women
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Model Financial Wellbeing 
• Choose your language carefully – clients will 

model their dialogue after yours

• Model self-compassion

• Champion for your clients – normalize their 
stress & focus on solutions 

• Create shame-free spaces

• Guilt = I made a mistake

• Shame = I am the mistake



Why this matters to women & girls
• Girls opt out of math at early ages

• Math anxiety is a real impediment for 
many adults & low numeracy is a direct 
predictor of low financial literacy

• Girls fare better in formal learning 
environments – school based financial 
education provides key information and 
a basic introduction to financial decision 
making.  
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https://educationdata.org/student-loan-debt-by-gender

• Starting behind

• Slowing down to catch up

• Overwhelm & 
disengagement leaves 
women vulnerable to 
financial abuse and 
economic manipulation

https://educationdata.org/student-loan-debt-by-gender


Start Today
✓ Get informed about the status of financial 

education in your state

✓ Use your voice to 

○ petition your lawmakers to improve 
the caliber of financial education 

○ Support women & girls with your 
knowledge, expertise, and example

✓ Volunteer or donate to a local or national 
organization 
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Volunteer
Promote · Advance · Advocate
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Stacy Francis, Founder



v

Why I Founded 
Savvy Ladies
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60%

40%

20%

0%

Demographics
Key Insights:

✓ 69% of clients HHI is under $75k

✓ 38% of clients have single woman HHs

✓ Steady rise in Asian clients = 18% of HL

✓ Black, African American clients = 18%

✓ White clients representing 54%

✓ Over 2⁄3 of clients are in their prime 
income earning years, ages 35-54

APPOINTMENTS BY RACE
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18-24

25-34

35-44

45-54

55-64

65+

0% 10% 20% 30%

Demographics
Key Insights:

✓ 69% of clients HHI is under $75k

✓ 38% of clients have single woman HHs

✓ Steady rise in Asian clients = 18% of HL

✓ Black, African American clients = 18%

✓ White clients representing 54%

✓ Over 2⁄3 of clients are in their prime 
income earning years, ages 35-54

APPOINTMENTS BY AGE
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Topics:

✓ Debt Management

✓ Divorce Management

✓ Investing

✓ Family Finances

✓ Career & Income 

✓ Budgeting

✓ Retirement

✓ Health & Money

✓ Marriage & Money

✓ Wealth Management

✓ Small Business

20

15

10

5

0

APPOINTMENTS BY TOPIC



“Helpline YTD is 

up 306% 
over 2020
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v
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Help a woman achieve financial independence. 
Become a Savvy Volunteer.

www.savvyladies.org/volunteer



Thank you
The American College
Partners

Advancement · Marketing · 
Business Development 



Free templates for all your presentation needs

Ready to use, 
professional and 

customizable

100% free for personal 
or commercial use

Blow your audience 
away with attractive 

visuals

For PowerPoint and 
Google Slides

https://www.slidescarnival.com/?utm_source=template


Sponsor
Promote · Advance · Advocate











Thank You




