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Women control 30pc of global wealth,
yet consistently underserved: UBS
September 27, 2017

Financial s ervices companies need to treat women as a unique, individual s egment. Image credit: UBS

By DANNY PARISI

NEW YORK – Female consumers control around 30 percent of the world’s wealth, and yet
many financial services companies do little to focus specifically on their women
clientele.

Speaking at the Women in Luxury conference Sept. 26, an executive from UBS spoke about
the ways in which women are a valuable client segment in the financial services industry,
and yet continue to be underserved in terms of their specific needs and desires. T hese
wealthy women can be powerful investors if companies take the time to learn what kinds
of investments they want to make.
"Women want to invest in organization with diversity in senior leadership, they want to
invest in social wellbeing," said Julie Fox, national sales manager at UBS. "T he
companies that are doing this the best have a great opportunity to capture more female
investors."

Luxury Daily produced the Women in Luxury conference on Sept. 26.
Women investors
Women’s share of global wealth is growing every year. As more women make their way
up to the top of the world’s biggest companies, women are becoming a significant
segment of financial services clientele.
Ms. Fox revealed that 30 percent of the world’s wealth is now owned by women, and yet
many financial services companies do not treat women as their own client segment.
In fact, only 2 percent of financial services companies treat woman as an individual
segment with their own specific needs.
But this is a huge missed opportunity as women’s importance in the global investment
world continues to grow.

UBS' Julie Fox
Part of this disparity can be attributed to a general lack of women at the top levels of
financial services companies. If the rate of growth for women in financial services at the
C-suite levels continues, the industry will not reach gender parity until 2048.
Women, on a macro level, have investment habits and tendencies that set them apart from
other segments which financial services companies can capitalize on.
For example, 77 percent of women want to invest in companies that have diverse
leadership and 90 percent want their investments to have a positive impact on social
wellbeing.
Companies who share these goals are more likely to receive support from wealthy women
investors.
S pecialized s eg m ent

Philanthropic giving is also an important aspect of wealth management as millennials
begin to take control of more of the world’s wealth.
Younger generations of ultra-affluent individuals are impacting the way in which the
overall deep-pocketed population gives to philanthropic causes, according to a new report
from Wealth-X.
T he Giving Index, which draws from data about UHNW philanthropic participation and
giving amounts, grew 3 percent from 2014 to 2015 to an all-time high. Wealth-X’s
“Changing Philanthropy: T rend Shifts in Ultra Wealthy Giving,” commissioned by Arton
Capital, finds that socially- and environmentally-minded millennials are more open to
new business models, establishing philanthropy-centric corporate cultures that put giving
at the forefront (see story).
But this change of wealth control is not without its own turmoil.

Ms. Fox
T he increasing longevity of human life is unsettling traditional notions of responsibility
among high-net-worth families, according to a report from Bank of America's U.S. T rust.
U.S. T rust surveyed 800 high-net-worth families and noted some stark changes and
disagreements between young wealthy individuals and older ones. T hese conflicts
mainly took the form of what kind of investments they are interested in, their attitudes
toward charitable giving and the new problem of multiple generations competing for the
same jobs (see story).
If the financial services industry and the companies they represent want to retain the
business of women investors, they have to understand them and cater to them as an
individual segment.
"Measuring success as a function of profit is too sterile and doesn’t take into account

things clients' legacy, what they want to leave behind, what they want for their kids and
their personal fulfillment," UBS' Ms. Fox said.
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