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Marine Money Superyacht Finance Forum

Ultra High Net Worth –
Numbers and Profiles
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The Numbers
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Upper and Ultra HNW are the most strongly growing 
segments 

Notes: Wealth bands in USD; wealth in local currency converted into USD using 2018 year-end exchange rate across all time periods. Shows total private financial wealth, i.e. 
including pensions/life insurance savings and unlisted equity. Segment growth includes the shift of individuals between segments as they become richer or poorer.
Source: BCG Global Wealth 2019 Market Sizing Database.
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Where to look today? About 1'700 billionaires globally
# billionaires end of 2018

615

419 414

91 75
45

Middle EastAsia Pacific North America Western Europe CEELatam

Source: BCG Global Wealth Market Sizing Database 2019
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And in 2023? - 800 new billionaires expected, +43%
# new billionaires 2023 vs. 2018

439

190

75
30 34 19

LatamAsia Pacific North America Middle EastWestern Europe CEE

75% 45% 18% 33% 45% 42%

Source: BCG Global Wealth Market Sizing Database 2019
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The Profiles
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1. UHNWI become more sophisticated, more B2B

FO: Family Office 
• From single- to multi-FO
• Expanding services portfolio

E: Entrepreneur
• Seeking to diversify from own company
• Risk-taker
• Moving towards FO

PI: Professional Investor (PI) 
• Financially savvy: trader, HF-like investing
• Exploring new asset classes

OW: Old wealth
• Replacing FI
• Seeking more professional support

Sophistication

High

Low

PI

FO

E

FO

FutureToday

Wealth allocationTraditional All asset 
classes

Source: BCG case experience

PI

OW

E
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2. But it is not easy for FOs – a lot to cover

RoleAct as advisor on 
financial/legal issues Act as agent in closing deals

ServicesManage financial wealth Company management, art, 
kids' education, fun, PR…

Support the individual Strengthen family tiesPhilosophy

ScopeProtect/grow joint family
assets

Protect/grow personal
assets

Source: BCG case experience and client interviews



8 Co
py

ri
gh

t 
©

 2
01

9 
by

 B
os

to
n 

Co
ns

ul
ti

ng
 G

ro
up

. 
Al

l r
ig

ht
s 

re
se

rv
ed

.

3. And it's still about people – often like in luxury goods
Parallels between UHNW services and luxury goods industry

Companies and clients in the luxury industry and UHNW WM alike are proud of their history 
and value stability, reputation and sustainable and incremental changes

Both industries have an exclusive offer for very selected individuals and purposefully build 
barriers to keep it this way1

Key success factor for companies in both industries is the capability to build deep and 
lasting relationships based on trust and regular interactions

Both industries rely on creating comprehensive experience to complement the actual 
product 

New types of competitors, be it FinTechs or E-Commerce, increasingly pressure incumbent 
industry leaders in UHNW and luxury goods with new value propositions

A new generation of wealthy people with a digital attitude expect digitally enhanced 
offerings with increased convenience and transparency and search for identification2

Traditional

Exclusive

Relational

Experiential

Digitally pressured

Generational shift

Source: BCG   1. E.g. minimal threshold of investable assets, membership events, limited product series 2. E.g. impact investing, subtle luxury with interesting stories behind
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Questions & Answers
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The services and materials provided by Boston Consulting Group (BCG) are subject to BCG's Standard Terms 
(a copy of which is available upon request) or such other agreement as may have been previously executed by BCG. 
BCG does not provide legal, accounting, or tax advice. The Client is responsible for obtaining independent advice 
concerning these matters. This advice may affect the guidance given by BCG. Further, BCG has made no undertaking 
to update these materials after the date hereof, notwithstanding that such information may become outdated 
or inaccurate.

The materials contained in this presentation are designed for the sole use by the board of directors or senior 
management of the Client and solely for the limited purposes described in the presentation. The materials shall not be 
copied or given to any person or entity other than the Client (“Third Party”) without the prior written consent of BCG. 
These materials serve only as the focus for discussion; they are incomplete without the accompanying oral commentary 
and may not be relied on as a stand-alone document. Further, Third Parties may not, and it is unreasonable for any 
Third Party to, rely on these materials for any purpose whatsoever. To the fullest extent permitted by law (and except 
to the extent otherwise agreed in a signed writing by BCG), BCG shall have no liability whatsoever to any Third Party, 
and any Third Party hereby waives any rights and claims it may have at any time against BCG with regard to the 
services, this presentation, or other materials, including the accuracy or completeness thereof. Receipt and review of 
this document shall be deemed agreement with and consideration for the foregoing.

BCG does not provide fairness opinions or valuations of market transactions, and these materials should not be relied on 
or construed as such. Further, the financial evaluations, projected market and financial information, and conclusions 
contained in these materials are based upon standard valuation methodologies, are not definitive forecasts, and are not 
guaranteed by BCG. BCG has used public and/or confidential data and assumptions provided to BCG by the Client. 
BCG has not independently verified the data and assumptions used in these analyses. Changes in the underlying data or 
operating assumptions will clearly impact the analyses and conclusions.
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