By BILL PERRY

DENVER — With the Hispanic
community representing over 44 mil-
lion people in the United States,
bankers need to continue to develop
marketing strategies that meet the
financial needs of this growing seg-
ment of the population. Census data
indicates that from 1980 to the pre-
sent day, the number of Hispanics in
the U.S. grew by 53 percent com-
pared to 6.8 percent for the total pop-
ulace. It currently represents 13.5
percent of the national population.

According to Drew Edwards
chairman of the board and CEO of
Banuestra Financial Corp. (formerly
El Banco Financial Corp.), more and
more banks have tiptoed into the
waters over the last five years with a
clear focus on the Hispanic market.
He said acceptance of the consular
identification cards to open bank
accounts helped lead the way and
Edwards outlined the challenges that
continue to face the Hispanic com-
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His 29 plus years of golf management and consulting experience is unique in the
Michigan area.

Horn got his start in Indiana but was soon moved to Florida in 1977 as part of a bank
hired 7 —man force to turnaround a failing golf course and real estate development in
Deerfield Beach, Florida. Following years of senior operational experience, Horn estab-

“... on average, 13 percent of the popula-
tion play golf...” -- Dean Horn

lished the Franklin Company in 1988. He has experience managing high-end resort and
private facilities in Florida as well as many other Midwest properties across a five state
region. His team consists of his staff, along with key employee, Bay Paul, Franklin’s
marketing and technology expert. Paul heads up all marketing, technology and system
development & installation for Franklin clients. Horn, his staff and key industry associ-
ates assist owners and investors with solutions covering all aspects of the golf industry
operations and challenges.

As the head of Franklin Golf, Horn is responsible for the company’s public, private
and semi-private properties in addition to coordinating all consulting and strategic part-
ner relationships. Paul’s expertise, through the company’s Course Logix division, pro-
vides custom website development, email and database marketing and computer system
coordination to properties interested in growing revenue and enhancing their operations
in competitive business environments. “Franklin has it’s own in house marketing-tech-
nology division which is unique and enables our company to help other course operators
by selling meaningful marketing solutions to enhance revenue,” he noted.
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