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By FORREST  CARDAMENIS

What passes for common knowledge about the world's wealthiest people is largely false, per Wealth-X.

In a recent Insights article, prospecting firm and researcher Wealth-X debunks the many often-touted myths of ultra-
high-net worth individuals. Although today's political climate and economic difficulties make it easy to generalize
negatively about the wealthy, the negative reputation, earned or not, offers brands a lesson on the importance of
giving back and supporting worthy causes.

"The typical UHNW philanthropist donates $28.7 million in his or her lifetime, and 65 percent of UHNW individuals
donate over $1 million throughout their lifetimes."

Debunk the money
Because wealth inequality is such a common talking point in the United States today, numbers tend to get blown out
of proportion. It is  often said that a mere 62 individuals have as much money as the rest of the world's population
combined.

Wealth-X's data shows instead that the wealthiest 62 people on the planet have $1.72 trillion, less than 1 percent of the
world's wealth. The 211,275 individuals with at least $30 million in assets combine for almost $30 trillion, around 13
percent of the world's wealth.
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It is  also commonly assumed that the world's wealthiest are all wealthy due to inheritance. In fact, of the
aforementioned UHNW group with a net worth of at least $30 million, almost two-thirds are entirely self-made. The
remaining group (a little more than 75,000 individuals) are evenly split between inheritance and a combination of
family fortunes and their own entrepreneurship.

Relatedly, 88 percent hold at least a bachelor's degree, a reality reflected in the volume of donations to higher
education among the world's wealthy. Although this means 12 percent did not enroll in or did not finish college, that
group includes self-made billionaires such as Bill Gates, Mark Zuckerberg and the late Steve Jobs.

Again, it is  often said that these wealthy individuals all graduated from Ivy League schools. While it is  true that half of
the 10 most popular schools for UHNWs are Ivy League and the other half Stanford, NYU, MIT, University of Chicago
and Northwestern University are seen as elite and comparable to Ivy League schools, they still only account for 5
percent of the world's college educated UHNWs.

Perhaps most ruinous, a handful of ungenerous wealthy people have made it easy and commonplace to believe that
the wealthy do not give back. In fact, the typical UHNW donates nearly $29 million in his or her lifetime, and last year
the group accounted for $112 billion in charitable contributions.

Nonetheless, there is a degree of top-heavy donations, as 35 percent of UHNWs do not donate $1 million or more
during their lifetimes.

Luxury shoppers

The lesson for the luxury sector is most apparent in the myth of ungenerous billionaires: Society expects those
whom have much to be generous and giving.
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The proliferation of these myths against the wealthy in recent years is inextricably linked to a culture that can more
readily view injustices, a reality attributable in part to the democratization offered by the Internet. With the visibility of
injustice comes the urge to fight it, a mindset that extends to the habits of consumption.

Today's politically charged and socially aware consumers are making buying decisions based on the values
exemplified by the brands available. This means that the future of brands is linked to their willingness and
dedication to support important issues that extend far beyond luxury.

Making a difference
Luxury conglomerate Kering is one example of a business doing its part to make the world a better place.

The Kering Foundation continued its efforts to combat violence against women for the fourth consecutive year.

Kering Foundation's annual White Ribbon for Women campaign, in collaboration with British designer Stella
McCartney, began Nov. 7 and continued to Nov. 28, the International Day for the Elimination of Violence Against
Women. Philanthropic CSR shows a brand's humanity, but maintaining a cause year-after-year is likely to leave more
of an impression on consumers as it reads as more authentic (see story).

Kering is also looking to drive awareness and progress within its own organizationand more widelywith the
creation of a new methodology that uses financial terminology to measure environmental impact.

The formulas and methodology the group used for its Environmental Profits & Loss Account (E P&L) is open-
sourced, enabling any competitor or company in another industry to value their own "natural capital" gains and
losses. Kering recognizes that as only one company among many using the same suppliers, various companies will
have to work together to enact change (see story).

Kering E P&L grid

The hospitality sector is particularly dedicated to doing its part.

In just one example among many, Starwood Hotels and Resorts furthered its efforts to reduce water usage across all
its  properties.

Efforts to conserve water will include more efficient irrigation, low-flow faucets, collecting and recycling water and
an option for customers to request reduced housekeeping services in exchange for Starpoints, a voucher or a
charitable donation. The initiative cements Starwood as a leader in water conservation efforts, emphasizes its
global awareness and is likely to appeal to a younger, more environmentally-conscious demographic (see story).
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