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1 Executive Summary

The advent of social media presents a valuable opportunity for wealth management companies. As internet
access and smartphone adoption increase, a growing number of internet users are becoming involved with
social networking. Companies are developing their processes to be able to respond to web-oriented
consumers. Banks and other wealth management institutions are engaging customers with social media,
which is shaping up as a strong channel for promoting new schemes, identifying customer needs and
receiving feedback online.

Wealth management companies are using social media as one of the key marketing tools

Companies have started to use social media sites as a marketing tool to communicate with external
customers and to promote their products and services. These companies use YouT,
videos relating to products and services, key developments, events and conferend e video is an
important part of the modern internet landscape, reaching a large number of pe@p gaging context
that is attractive to marketers and advertisers.

Companies are marketing their services by posting presentations and broch
such as Facebook and Slideshare. Many have launched their own
connect with customers. The cost-effectiveness and large

g platforms
ms and blogs to
post preferred

solicit public opinion about their brand and p
Localization of social media strategy

While Facebook, Twitter and Linked
continue to play a huge role wi
social networking sites are pr
Korea, where the adopti
companies are required

d awareness and customer outreach. A number of local
compete with these global services. In China and South
ing sites is greater than other global social networks,
ication strategy to suit local users.

Il not fully exploited the benefits pertaining to their presence on social
innovative ways to gain followers. Wealth management companies, primarily
Ave made significant use of social networking sites.

Wealth managers, financial advisors and family offices have still not made significant progress in social media
due to limited a s, concern for data security, as well as the legal and reputational risks associated with
the media. Improvement in IT infrastructure and the formulation of robust regulatory compliance are expected
to change the overall dynamics of social media, with companies pursuing a greater presence on social
networks.

2020 Foresight: Social Media in Wealth Management Page 6
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2 Global Snapshot of Wealth Management and Social Media

The adoption and use of digital channels has grown rapidly over the last decade. Security remains a key issue
(real and perceived) with most digital channels, while consumer adoption rates have been on the rise due to
the ease of use, faster transactions and convenience. This trend is accelerating the adoption of social
marketing by wealth management companies across the globe.

Social media interactions provide companies with a platform to reach out to customers and deal with issues in
real time, increasing both the quality of their service and levels of consumer trust. With companies now able to
track each customer relationship through social media analytics, data can be integrated into a broader
customer intelligence strategy to help companies gain a customer-centric understanding of their products,
services and brand as a whole.

Due to the growth and popularity of online channels, firms are now expected to delive alized online
customer experience through social media tools. The sector today is investing

blogs and video sharing to create awareness and to expand their reach. The g social
marketing is to attract new customers and generate increased loyalty across which will

help companies to increase their revenues and profitability.

Wealth management companies should identify the b as v an be most
beneficial before investing. It is suggested they run d
enterprise-wide implementation of social media tools.

companies require a clear strategy aro
marketing efforts.

c.gb
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3 Future of Social Media Marketing in the Wealth Management Sector

Social networking is one of the most powerful and cost-effective internet marketing channels used by both
small and large organizations. The penetration of internet use, the growth of online communities, and
corporate spending on media tools are key factors driving social media. The medium grew solidly as more
than half of internet users now have an account on social media sites. Social networking now accounts for
considerable amount of time spent online, with Facebook accounting for the bulk of that.

Figure 1: Future of Social Media Marketing in the Wealth Management Sector

Thefuture gscenario of 2ocial media in wealth management sector acrossthe globe

s zocial mediato become ane af the mos preferred digital ad vertizement
channels and the wealth management companies are expectedto allocae
mare budget on sodal media advertizement .

= Frowdh ofweb-enabled smarttphonesand mokile desicesto drivethe social
media activities acrozz developed and emerging economies.

= Although global social media sites dominate the media space, local
companies showresiztance and will compete to gainmore market share.
Wealth management compani esalzo postion themsalvesto sitesto reach
local customers.

ti oning

= Grester investmentsin analytical toolsto understandthe consumer behavior,
whichwillhelpin future produd development initistives.

= Dedicated zocial mediateamsto manage =odal communications and content
in orderto reduce reputational risksas well as increase brand lovalty.

Cperation

Source: Timetric analysis © Timetric

Global social media sites
companies are also showing

inate the social media landscape; however, local

Facebook, Twitter and

any have local social networks Hyves and StudiVZ continuing to be more
rock is the most familiar French language social-networking site and is in

XX million users. This platform focuses on the local element by allowing users to
change to local language settings Catalan, Basque or Galician, allowing businesses to target particular

regional audienc

There is no presence of Facebook, Twitter or Orkut in China. Local social networking sites such as Qzone,
Sina Weibo, Tencent Weibo, Pengyou and Renren are expected to continue the dominate the market through
state approval. Facebook, Google+, LinkedIn and Twitter occupy the majority of the market share in India,
limiting the scope for the local networks, but low internet and smartphone penetration in the country provide
significant opportunity for local social networks to grow.
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4 Social Media Marketing Opportunities in the US Wealth Management

This section is the in-depth study of the potential for social media to enhance customer engagement in the
wealth management sector in the US. It examines how a variety of online social initiatives can be taken by
banks and other wealth managers to improve outcomes in customer services, marketing, market research and
product development. The section also discusses challenges that companies face in using social networks
and best practices that will maximize their success.

4.1 Introduction to Social Media Marketing in the US Wealth Management Sector

Social media marketing (social marketing) is an integral part of the marketing and advertising value chain in
the US. Companies are aggressively expanding their presence on social media sites togigach out to a larger

S. The time

Social network sites have been among the most preferred online destinations
i in 2011. Since

spent on social networking and micro-blogging sites accounted for X
different networking sites cater to diverse range of cusie
creating their pages in all these sites to reach out tg
companies are also launching their own social network forQi
share experiences, and exchange product feedback.

proposed specific guidance for the use of s
entities to address these risks.

c.gb
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4.2 Key Social Media Marketing Trends in the Wealth Management Sector in the US

Social marketing has emerged as one of the key market strategies due to its reach and cost-effectiveness.
Several wealth management companies such as Bank of America, Wells Fargo, Citibank and JP Morgan
Chase have established themselves effectively on social networks. Wealth management institutions are
reaching out to their consumers by launching interactive applications on social networks.

Increasing brand value of the US social networking sites globally

“The Most Valuable Social Media Brands 2012” released by the Swiss brand valuation agency, BV4, states
that XX out of the XX leading brands across the globe are US brands. Some of these social media brands
include Facebook, YouTube, Twitter, LinkedIn, Zynga, Google+, MySpace, Flickr, Bebo and Tumblr.

The company’s brand value is created only when social networks and their inf an be used
commercially. The increasing brand value of these sites has attracted a humbe panies to establish
themselves on these sites to connect with large number of customers.

Table 1: Brand Value of Leading US Social Networking Sites (US$ Billions), 2012
% of Overall Valuation Of Top 30

ial N Ki i B Valuati Rank
Social Networking Sites rand Valuation an Global Valuable Brands
Facebook US$XX.X billion 1st XX. X%
YouTube US$XX.X billion 2nd XX. X%
Twitter US$XX.X billion 3rd XX. X%
LinkedIn US$X.X billion 7th X. X%
Google+ US$X.X billion 23rd X. X%
MySpace US$X.X billion 25th X. X%
Flickr US$X.X billion 26th X. X%
Note: Together, the 30 most valuable social media brands are worth over US$XXX billion
Source: Timetric analysis and BV4 © Timetric

-

Wealth management compa sumer compliance risk management guidance

In January 2013, the F i i Examination Council (FFIEC) proposed guidance for the
use of social networks i ised banks, and certain non-bank entities. The issued

guidance address of existing federal consumer protection and compliance laws,
regulati s conducted via social networks by banks, savings associations, and credit
unio entities supervised by the CFPB.

The g elp financial institutions to curb risks; including risk of harm to consumers,
compliance isks@operational risks, and reputation risks associated with social media. To manage

these risks, financial
and control the ri

titutions should have their own risk management programs enabling them to manage
sented across social media in which the financial institution is engaged.
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5 Social Media Marketing Opportunities in the UK Wealth Management

This section is the in-depth study of the potential of social networks to enhance the wealth management
sector in the UK. It examines the case for how a variety of initiatives can be taken by banks and other wealth
managers to improve customer services, marketing, market research and product development. The section
also discusses challenges wealth companies face in using social networks and best practices that will
maximize their success.

5.1 Introduction to Social Media Marketing in the UK Wealth Management Sector

Social media marketing has become an integral part of the marketing strategies in the UK. Companies are
establishing themselves on social networks to connect with customers, increase awareness and
promote products and services. The high penetration of internet and increased usag smartphones
have driven social media profitability in the country.

Social media has been gaining momentum in the UK with increasing numbe ing their
way to social networking sites. A nhumber of wealth management companies

2020 Foresight: Social Media in Wealth Management Page 11
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5.2 Key Social Media Marketing Trends in the Wealth Management Sector in the UK

Companies in the UK are increasingly using social networks to communicate with consumers and to promote
their products on video-sharing sites. They are also launching their own social sites to reach out to larger
customer base, using these social sites to provide customer services.

Increasing penetration of internet users in social media

Social media continues to be one of the fastest growing online activities in the UK. The penetration of internet
users using social media reached XX% in 2011. With the increasing subscription to internet services and
rapidly growing adoption of social media, the penetration of social media users is expected to grow further in
coming years. Facebook remains the leading social network in the UK, which acco for largest share
number of unique visitors. Twitter, YouTube, LinkedIn, Tumblr, Instagram, and Pinte also recorded
strong growth in recent years. The growing volume of social media users provi
companies to strengthen their presence on social networking sites to gain ers and
promote their products and services.

Social media sites make cost-effective advertising channels for thg

Wealth management institutions find social networking
way to engage with customers and use these sites as |

cautious approach to social networks. Some companies conside e platformsrisky as they can sometimes

result in risks to the company’s reputation due to comments from, employees or customers. Despite this

HSBC, Barclays Bank and Lloyds Bankin established an extensive presence on the
country’s leading social media sites. Lloyds recently launched an online tool allowing
Facebook users to create their own Llo sed on those featured in its advertisements.

c.gb
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6 Social Media Marketing Opportunities in Germany’s Wealth
Management

This section is the in-depth study of the potential for social media to enhance customer engagement in the
wealth management sector in Germany. It examines the case for how a variety of social media initiatives can
be taken by banks and other wealth managers to improve outcomes in customer services, marketing, market
research and product development. The section also discusses challenges companies face in using social
networking and best practices that will maximize their success.

6.1 Introduction to Social Media Marketing in Germany’s Wealth Management Sector

and a tool for

Social networking platforms have provided companies with new channels of comm
customer relationship management (CRM). There are companies throughout

not using social-media channels effectively. German Volksbank and Spart h management
companies that are deeply rooted in the regional economi e companies
have excellent knowledge about the local market and pe i eop gion, and they
support local cultural and social activities. For these banks,the iti ist,"and they need to
encourage these communities to utilize their online assets fo mer engagement. Global social
networking sites such as Facebook and Twitter can be utilized bygthe companies to gain access to a larger

customer base. Many companies have created thej unts in bothi@&erman and English language to make
it convenient for the users to view their \
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6.2 Key Social Media Marketing Trends in the German Wealth Management Sector

Key trends in the market include the increased access of social networks by consumers to stay connected
with friends and their favorite brands. Video-sharing sites are growing in popularity in Germany and are being
used by companies to reach end users.

Social media — one of the preferred online destinations

Social networks have emerged as the most preferred online destination among the German internet users. In
December 2012, XX.X million German internet users accessed a social networking site from a computer at
least once during the month. The German Social Media Consumer Report (2012 to 2013), a study by the
University of Mlnster's Marketing Center and Roland Berger Strategy Consultants, Facebook was by far the

have a Facebook account.

YouTube, the second largest network among German consumers, reaches
number of internet users use social media, the German wealth management
use of social networking sites to gain access to these customers. Thesegee

Table 2: Social Media Sites — Percentage of Internet Users, 2012

Social Media Sites % of Internet Users (Computer Users) Of These Usage at least Once a Day
Facebook XX. X% XX. X%
YouTube XX. X% XX. X%
StayFriends XX. X% XX. X%
Wer-kennt-wen XX. X% XX. X%
Google+ XX. X% XX. X%
VZ-Netzwerke XX. X% XX. X%
Xing XX. X% XX. X%
Twitter XX. X% XX. X%
Source: Timetric analysis and University of Miinster’s Marketing Center and Roland Berger Strategy Consultants © Timetric
Treme en)ed smartphones

Some of the key findiags are as follows:

e XX% of Smartphone users look for local information on their phone and most take action as a result
smartphones are used for shopping, with XX% having researched a product or service on their
device.

o XX% of smartphone users have made a purchase on their phone, XX% of smartphone users noticed
mobile advertising.

e Smartphones are also a critical component of traditional advertising as XX% have performed a search
on their smartphone after seeing an offline advertisement.
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7 Social Media Marketing Opportunities in Brazil’s Wealth Management

This section is the in-depth study of the potential use of social media to enhance customer engagement in
Brazil. It examines the case for how a variety of initiatives can be taken to improve outcomes in customer
services, marketing, market research and product development. The section also discusses challenges
companies face and best practices that will maximize their success.

7.1 Introduction to Social Media Marketing in Brazil’s Wealth Management

With changing consumer preferences and technological advancements, social media has become a strategic
marketing tool. Increases in internet penetration fueled the growth of social media marketing in Brazil, making
it compelling for companies to build new marketing strategies.

Social networks represent a valuable opportunity for companies in Brazil. With g number of
Brazilians having internet access, these companies are evolving to seek out web=0ri udi s. Social
media provides an opportunity to connect to a large user base, and while the 1 g€ ector has

benefits of social networks and need to innovate to increase thei : iegpredicts Brazilian
companies will focus more on social marketing; integrati ir on iné to run more

effective marketing campaigns.

Social marketing is still evolving, and its growth is attributed t rtphones - allowing users
to access social networks on the move. With the country’s inc ng smartphone user base, mobile-based

social networks are expected to account for a larger_share of mark budgets. Timetric expects banks and
financial services companies will esta dedic s to man all social networking conversations
and complaints.
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7.2 Key Social Media Marketing Trends in the Wealth Management Sector in Brazil

Social media is becoming an integral part of Brazilian marketing. With the country’s changing consumer
preferences and technological advancements, social media has become a vital tool for companies across
many industries, including the wealth management sector. Banks and financial services companies in Brazil
also market their products through video and document sharing platforms.

Increased usage of social networks by key Brazilian wealth management companies for promoting
schemes and seeking feedback

Wealth management institutions are engaging customers on social network sites to promote new schemes, to
identify customer needs and to listen to feedback. Bank of Brazil has a social networking,page on Facebook

study from the Federacdo do Comércio de Be
decisions of XX% of users in Sao Paul inf

more than X, XXX Brazilian internet social networks influenced the purchase decision of
XX% of these users.

A different 2012 survey condu ch firm Animux showed that XX% of the respondents go
through the advertisemen i i % click on them. More than half of these respondents visit
LinkedIn company pag i In advertisements and XX% click on those pages. The
growing number of_social rs has compelled the companies to promote their products on these
sites to directly ¢
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8 Social Media Marketing Opportunities in Russia’s Wealth Management

This section is the in-depth study of the potential use of social media to enhance customer engagement in
Russia. It examines the case for how a variety of initiatives can be taken to improve outcomes in customer
services, marketing, market research and product development. The section also discusses challenges firms
face and best practices that will maximize their success.

8.1 Introduction to Social Media Marketing in Russia’s Wealth Management Sector

Social marketing is undergoing strong growth in Russia due to expanding levels of internet usage; a rise in
mobile subscribers and the increasing use of mobile devices have boosted access to social networks. In
2011, there were XX.X million internet users in Russia, making it the second-largest int market in Europe
after Germany. Internet penetration measured XX.X% in 2011, which indicates t js still growth
potential.

In 2011, Russia had XXX.X million mobile subscribers, with a mobile penetr

number of mobile users grew at a CAGR of X.X% between 2008 and 2011. : consumers
adopting mobile technology is expected to change the way Russian bug icate,with customers.
Social networking is a key factor of mobile technology ¢ Sites such as
Odnoklassniki.ru and Vkontakte.ru. is responsible for a st Social network

traffic is populated with the uploading of photos and video \
data exchange with+ social networks over mobile phone platforms; Facebook and Vkontakte, in partnership
with Beeline, offer phone-optimised versions of their sites.

Companies are now promoting video y ke igns on social networking websites. Russians are very
active on video-sharing sites and ca essfully by companies that post videos on social
networks. Many companies ha sful internet video marketing campaigns and this trend is
expected to continue.

Social networking web
media marketing campai 2011, Vkontakte introduced a new form of advertising
called video ban licks on small textual and visual advert, a full video screen appears.
Vide r allaws us ctly to the advertiser’s site.
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8.2 Key Social Media Marketing Trends in the Wealth Management Sector in Russia

The increased usage of social networks to communicate with consumers, promotions on video-sharing sites
and the integration of social networking with internet banking applications remains the key trends in Russia’s
wealth management sector.

Russian wealth management companies are looking to calibrate social media with iBanking
applications

Russian firms are improving their presence on social media and they are expected to integrate internet
banking with social networks. Banks and wealth management companies are also aiming to provide remote
access through social media platforms such as Facebook, Classmate, Twitter and In To

king in Russia are double the global

average which makes it imperative for co en their presence on social networks to develop

stronger ties with customers.

c.gb
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9 Social Media Marketing Opportunities in India’s Wealth Management

This section is the in-depth study of the potential use of social media to enhance customer engagement in
India. It examines the case for how a variety of initiatives can be taken to improve outcomes in customer
services, marketing, market research and product development. The section also discusses challenges
companies face and best practices that will maximize their success.

9.1 Introduction to Social Media Marketing in India’s Wealth Management

Social media marketing has become an essential part of the overall marketing and advertising value chain in
India. Companies are establishing themselves on social media sites to promote new products and to receive
consumer feedback. Increasing internet market penetration and the adoption of mobilggehones with internet
functionality are encouraging social media growth. The following table highlights social media
marketing factors in India.

are moving to exploit social media. To
defined strategy before going online. They Uhdefstand the needs and preferences of their consumers,

develop specific tailored products for Indian

consumers; direct feedback, innoval consumers through online communities and social

networking sites offer a valuabl W Me
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9.2 Key Social Media Marketing Trends in the Wealth Management Sector in India

Social marketing is growing in popularity among financial service companies due to its reach and cost-
effectiveness. Several banks and insurance companies such as HDFC Bank, ICICI Bank and the State Bank
of India are active users of social networking sites. Kotak Mahindra Bank allocated over X% of its advertising
budget on social marketing. Wealth managers such as Anand Rathi and Reliance Money are establishing
themselves on social networks to connect with customers. Banks are reaching out to their consumers by
launching interactive applications on social networks, but the reach of social networks remains limited to
urban areas.

By launching interactive applications, wealth management companies are marketing their products
and services

While companies in the wealth management services have been utilizing traditional ad edia such as
the television, radio, and billboards to market their products and services, the to more
innovative marketing media. These companies are providing users with utilit romoting
their product offerings. ICIC Bank launched a Facebook application which allg about the

HDFC Bank operates a ‘Money Matters’ section on Faceb N ; quizzes and
games to educate users about its products, services @ni ; increasingly
focusing on social marketing initiatives, such service e young male
demographic. The reach of social marketing in the country remaiis’limi 0 the regulatory guidelines

passed for financial services companies.

Advertising budget allocation will shi [ ds social media

While television and print media remain th rtising media, as social media matures and gains
wider acceptance, advertising budget allocati hift from traditional media to social media.
Banks and other wealth management ani g their media mix and have begun including

social media as an integral part o i i mpaigns. With the increase in internet and mobile
penetration, the social media consume : ers will broaden over the next five years. Timetric
expects integrated marketing ies oped with increased budgetary allocation towards social
media, mobile and broader
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10 Social Media Marketing Opportunities in China’s Wealth Management

This section is the in-depth study of the potential use of social networks to enhance customer engagement in
China. It examines the case for how a variety of initiatives can be taken to improve outcomes in customer
services, marketing, market research and product development. The section also discusses challenges
companies face and best practices that will maximize their success.

10.1 Introduction to Social Media Marketing in China’s Wealth Management Sector

With almost one-third of the population connected to internet, social media has become a popular marketing
medium in China. The growth of social marketing can be attributed to increasing internet and broadband
penetration rates, a shift away from traditional to online media and strong economic growih. Lower prices and

networks, mobile phones and search engines.

Social marketing is still in its early stages in the wealth management sect@
adoption are primarily due to the amount of negative feedback posted jz i pn bulletin boards

for companies in wealth management sector to strengthen the
companies to use this medium to generate valuable consu

metric expects
ical tools and refocus on

2020 Foresight: Social Media in Wealth Management Page 21

© Timetric. This product is licensed and is not to be photocopied Published: April 2013



@ Y
SOCIAL MEDIA OPPORTUNITIES IN CHINA -

timetric

10.2 Key Social Media Marketing Trends in the Wealth Management Sector in China

Chinese users spend a considerable amount of time on video-sharing sites, creating an opportunity for
companies to reach users through these channels. With users relying on online channels for product reviews
and updates, Chinese wealth management companies have started focusing on social marketing to build on
their brand equity.

China’s growing online community will spur social media marketing activity

China’s online community has shown steady growth during the review period. China already has the world’'s
largest population of internet users; in December 2011, internet users in China reached XXX.X million which
increased to XXX.X million in 2012. The country’s internet penetration rate grew by X.X%,reaching XX.X% in
2012. The recent boom in mobile technology made connecting to the internet easier se citizens; the
number of mobile users increased by XX.X% in 2012, bringing the total number_of ernet users to

2013 and reach XXX.X million users by 2017.

The increase of internet penetration in the country is expected to fuel t ities on social media.
In China, social networking sites have a large proportion of low-inco : precast period,
Timetric expects mass marketing through social media to i i

Social media user base makes it imperative for wealt nies to strengthen their
social media marketing initiatives

Social media is growing worldwide; China is leadin pificant number of active social media
users. The McKinsey survey of internet i o'of respondents that live in Tier 1, Tier
2, and Tier 3 cities have registered thems ial media sites. Over XX% of internet users have

With XXX million users active on soci ‘ 0 blogs, and other online communities, China’s
social media user base is expected t0 ement institutions to maintain an active presence on
such sites. While a number of dy active on social networks, adoption of the channel is

2020 Foresight: Social Media in Wealth Management Page 22

© Timetric. This product is licensed and is not to be photocopied Published: April 2013



\od
APPENDIX . o

timetric

11 Appendix

11.1 Methodology

All Timetric foresight reports are created by following a comprehensive, four-stage methodology. This includes
market study, research, analysis and quality control.

1) Market Study
A. Standardization
Definitions are specified using recognized industry classifications. The same definition is used
for every country.
Annual average currency exchange rates are used for the latest complete
then applied across both the Review and forecast data to remove exch
B. Internal audit
Review of in-house databases to gather existing data:
- Historic market databases and reports
- Company database
C. Trend monitoring
Review of the latest companies and industr

ear. These are
fluctuations.

2) Research
A. Sources
Collection of the latest market-specific data from
- Government statistics
- Industry as

e variety of industry sources:

- International org
- Regulatory g
B. Expertopinion
Collation of opinion tal i stry experts
Analysis of third.

opinion to create Review datasets
0 benchmark data across sectors and regions

3)

forecast data into market models:

- Macroeconomic indicators

- Industry-specific drivers

Analysis of industry database to identify trends:
- Latest trends

- Key drivers of the industry

B. Report writing
Analysis of market data
Discussion of company and industry trends and issues
Review of financial deals and trends
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4) Quality Control
A. Templates
Detailed process manuals
Standardized report templates and accompanying style guides
Complex forecasting tool used to ensure forecast methodologies are consistently applied
Quality-control checklists

B. Quality control process
Peer review
Senior-level QC
Random spot checks on data integrity
Benchmark checks across databases
Market data cross-checked for consistency with accumulated data from
- Company filings
- Government sources.

11.2 Definition

Table 3: HNWI Wealth Band and Group Definitions

Wealth Band Definition
Billionaires are those HNW!Is with wealth illi including equities, bonds, cash and
Billionaires deposits, fixed-income products, real estate (& ding primary residence), alternative assets and business
interests.

Centimillionaires i i iti eposits, fixed-income products real estate (excluding primary

Affluent - . g .
Millionaires sits, fixed-income products, real estate (excluding primary
- with wealth of between US$5 million and less than US$30 million,
Mid-Tier : ) - A .
o ) sh and deposits, fixed-income products, real estate (excluding primary
Millionaires . -
d business interests.
) hose HNWIs with wealth of between US$1 million and less than US$5 million,
Lower-Tier . ) . ; .
i . sh and deposits, fixed-income products, real estate (excluding primary
Millionaires ; -
d business interests.
alth Gr,

et worth individuals (HNWIs) wealth group comprises all wealth bands. It represents those
NWIs iduals with wealth of US$1 million or more, including equities, bonds, cash and deposits, fixed-income

cts, real estate (excluding primary residence), alternative assets and business interests.
The ultra high net worth individuals (UHNWIs) wealth group comprises the billionaire, centimillionaire and
affluent millionaire wealth bands. It represents those individuals with wealth of US$30 million or more,
UHNWIs ) . I . ) . - .
including equities, bonds, cash and deposits, fixed-income products, real estate (excluding primary
residence), alternative assets and business interests.
The core HNWIs group comprises the mid-tier millionaire and lower-tier millionaire wealth bands. It
represents those individuals with wealth of between US$1 million and less than US$30 million, including
Core HNWIs o . . . - ; h
equities, bonds, cash and deposits, fixed-income products, real estate (excluding primary residence),
alternative assets and business interests.
Source: Wealthinsight and Timetric analysis ©Timetric
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11.3 Background

Timetric’s dedicated research and analysis teams consist of experienced professionals with an industry
background in marketing, market research, consulting and advanced statistical expertise.

Timetric adheres to the Codes of Practice of the Market Research Society (www.mrs.org.uk) and the Society
of Competitive Intelligence Professionals (www.scip.org).

All Timetric databases are continuously updated and revised.

11.4 Contact Us

If you have any queries about this report, or would like any further information, please contact
info@timetric.com.

11.5 About Timetric

Timetric is an independent economic and business research firm that p intelligence on
emerging economies and key global industries. The company offers nd sector
intelligence, business insights and independent and authoritative com

Underpinning all Timetric’s research services is a belief as i ine i technologies
m decision tools that provide access to

comprehensive research, data and expert analysis. They provide i able decision support, presented in an
easily digestible format and grounded ingich, propri ta and dataq@palysis frameworks.

Each year, Timetric produces hundreds of¥hi research reports across countries, industries and
companies. These reports draw on in-depth ndary research, proprietary data and high-
qguality modeling and analysis to give i t into global market dynamics and economic
trends.

Timetric helps its clients to:
e Gain an unbiased
e Savetimeinre

uinely independent and trusted source
paring economic and industry data
dices and forecasts

e The most timely and frequently updated data sets

e The best data curation methodologies and standardizations
e Unique data sets and forward-looking indicators

e Industry-specific, premium data sets

2. To develop the best data analysis frameworks:
e Unique economic indices and data analysis frameworks

e Forward-looking indicators
e Proprietary indices and surveys
e Data analysis frameworks, scorecards and models
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3. To provide authoritative independent economic insights:
e To give a uniquely local perspective on developing markets
e Truly expert, independent economic analysis and commentary
e Proprietary analysis techniques and frameworks
e Unique forecasts

Timetric believes that world-class content delivery should be the enabling factor across all it does. All its
research services follow the principle that data and research should be easy to access, visualize and
consume.

All economic research products are built on the Timetric economic research software ple hich has four
layers:

11.6 Disclaimer
All rights reserved.

No part of this publication may be reproduced, sto a retrieval m or transmitted in any form by any
means, electronic, mechanical, photocopying, re

publisher, Timetric.

gathered in good faith from both prime ources, the accuracy of which Timetric is not always
in a position to guarantee. Ti i 10 liability whatsoever for actions taken based on any
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