


LUXURY SPENDING

Sparkling returns

The latest results from the Knight Frank
Luxury Investment Index (KFLII), which
now includes coloured diamonds

ANDREW SHIRLEY,
THE WEALTH REPORTEDITOR

There is no doubt that so-called invest-
ments of passion are still catching the
imagination of the wealth management
sector and the media. | continue to be
pleasantly surprised by the press coverage
devoted to KFLII since it was launched
two years ago.

One question | have often been asked is
why we don’t include gold or diamonds in
the index. Gold to me has always seemed
more of a conventional investment that
tends to sit mainly in a bank vault, while
the pricing indices available for white
diamonds were too broad in their scope
for inclusion.

Now, however, a group of industry
experts has formed a research founda-

tion specialising in coloured or “fancy”
diamonds, along with a new index track-
ing their performance. Because of their
rarity these generally pink, yellow or blue
stones command very high prices at auc-
tion and seem to fall more readily into the
category of investments of passion. (See
our special focus on diamonds on p64 for
more details.)

So how has this newcomer to KFLII
performed compared with the other asset
classes that we track? Since January 2005
The Fancy Color Diamond Price Index has
increased by 167% in value, which inter-
estingly is almost exactly the same rise as
the wider jewellery index that we use.

Christie’s jewellery consultant Ray-
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mond Sancroft-Baker, who compiles the
index on behalf of Art Market Research,
says that demand for top-quality coloured
gemstones is also very strong. “We've seen
a million dollars a carat paid for a Bur-
mese ruby recently, and £200,000 a carat
for a Kashmir sapphire.”

The market for pearls is also extremely
buoyant, says Mr Sancroft-Baker. “There
is a lot of demand from the Gulf States,
who are buying back their heritage. |
recently valued a pair of natural pearl ear-
rings at a million pounds.”

Once again classic cars have been the
strongest performer in KFLII over both the
long and short-term, with the value of the
HAGI Top Index rising by an astounding
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Going, going, gone
Some of the record-breaking or most signi cant luxury investment auction results of 2014
02 03
04 05 06

01 Edward VIII gold sovereign. Sold by Baldwin's for £516,000 02 1962 Ferrari 250 GTO Berlinetta. Sold by Bonhams for $38m 03 ‘Chariot’, by Giacometti. Sold by Sotheby’s for
$101m 04 British Guiana 1856 one-cent black on magenta stamp. Sold by Sotheby’s for $9.48m 05 1933 Patek Philippe Supercomplication pocket watch. Sold by Sotheby’s for 23.2
million Swiss francs 06 The Mellon Blue Diamond. Sold by Sotheby’s for $32.6m

487% over the past 10 years and growing
16% in 2014. This actually represents some -
thing of a slowdown, following the index’s
staggering 47% surge the year before.

HAGI founder Dietrich Hatlapa says
the market is returning to normal —
although a 1962 Ferrari 250 GTO Berli-
netta did set a new world record when it
went under the hammer for $38m at the
Bonhams Quail Lodge sale in August.

In general, however, classic Porsche
models performed most strongly in 2014,
while more-modern supercars from the
1970s and 80s, like the Lamborghini
Countach and Ferrari F40, are growing in
popularity, adds Mr Hatlapa.

After a few years of relatively languid
performance, art appears to be bouncing
back, with annual growth of 15%, accord-
ing to data from Art Market Research.
“The art market has fully recovered from
the economic crisis,” says Harvey Mendel-
son, of art advisory rm 1858 Ltd. Chariot,
by Giacometti, was the most expensive

auction sale of the year, making almost
$101m at Sotheby’s record-breaking No-
vember sale of modern and impressionist
art in New York.

However, instability in certain parts
of the world is having an impact on spe -
ci ¢ sectors of the market. At a Sotheby’s
evening sale of high-value Russian art in
London only 32% of the 37 lots on o er
found buyers.

Coins were the only other asset class
to achieve double-digit growth in 2014
with gains of 13%. A rare Edward VIII,
1937, gold sovereign made £516,000 when
it was auctioned by Baldwin’s in May.

Our benchmark philatelic index — the
Stanley Gibbons GB250 — grew by just 3%
over the year, but the market for Chinese
and Commonwealth stamps continues to
grow strongly, says Keith Heddle, Head
of Investments at Stanley Gibbons. The
sole remaining example of a British
Guiana 1856 one-cent black on magenta
set a new world record when it was auc-

tioned for $9.48m by Sotheby’s New York
in June.

The 1933 Patek Philippe Supercompli-
cation pocket watch was another record
breaker when it sold for 23.2 million Swiss
francs at Sotheby’s in Geneva, the highest
price for any timepiece sold at auction.
The overall watch market, however, re-
mained stable with annual growth of 4%.

Knight Frank’s Fine Wine Icons Index
was up 7% on the year, with strong growth
for certain US and Italian vintages. But
the top end of the Bordeaux market is yet
to stabilise, although it should nally bot-
tom out in 2015, says Nick Martin of Wine
Owners, which compiles the index.

The value of antique furniture contin-
ued to fall in 2014.

Overall, KFLII grew by a further 10% in
2014 and has risen by 205% over the past 10
years. Although this doesn't take into ac-
count any storage, maintenance, insurance
or dealing costs, it does help explain the
ongoing interest in luxury investments.
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Multifaceted
investment opportunity

To coincide with the introduction of
coloured diamonds into the Knight
Frank Luxury Investment Index,
industry expert CLAIRE ADLER
explores the growing appeal of
diamonds as an investment of passion

There is nothing quite like holding a
30-carat D-flawless diamond in the palm
of your hand. This tiny thing could assure
the financial security of a couple of genera-
tions of an entire family.

Robust returns on diamonds of more
than one carat, mounting demand from
Asia and the prospect of mines running
dry are pointing to the increased attrac-
tiveness of precious natural diamonds as
an investment asset. Global diamond sup-
ply is expected to plateau by 2020 and drop
off significantly in the following decade,
according to mining giant De Beers.

“Since 2009 the price of polished dia-
monds measuring one carat or more has
risen 5%,” says Ari Epstein, CEO of Antwerp
World Diamond Centre.
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the most transportable form of wealth
in existence.

While diamond aficionados may be
madly in love with the stones they buy,
they also regard them as a means to in-
creased wealth. In 2006 billionaire jewel-
ler Laurence Graff bought the 78.1-carat
Maharajah diamond. It had not been seen
in 50 years because it had been in a bank
vault. “The translucency, the life in that
stone, is beyond anything I have ever
seen,” Mr Graff said at the time. The next
day, he sold it for an undisclosed profit.

Fancy colour diamonds (a technical
term in the industry for stones of excep-
tional colour), which are far rarer than
white diamonds, are performing particu-
larly strongly. The 9.75-carat Mellon Blue

The concept of diamonds as a store of
wealth is not new. Diamonds are arguably the
most transportable form of wealth in existence

Bruce Cleaver, Executive Head of Stra-
tegy at De Beers, now anticipates a rise in
diamond prices. “With growth in diamond
demand expected to outstrip growth in
supply, there are different possible out-
comes, but we believe higher diamond
prices would account for a significant
amount of the gap,” he says.

The concept of diamonds as a store of
wealth is not new. Diamonds are arguably

set a new world auction record for the carat
price of a blue diamond when it made
$32.6m at Sotheby’s New York in Novem-
ber 2014.

Most sales, however, do not take place
at auction, so tracking the change in price
has been difficult. But a new index created
by The Fancy Color Research Foundation,
which records deals at all stages of the
chain, offers more transparency.
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Overall, fancy pink, yellow and blue
diamonds have increased in value by 167%
since 2005, according to the new index.

Individuals looking to invest in dia-
monds can buy stones from diamond trad-
ers and pay for storage and insurance, or
buy shares in diamond companies. The
Singapore Diamond Investment Exchange
and Los Angeles-based Investment Dia-
mond Exchange partner with banks offer-
ing private clients purchasing, valuation
and certification services.

Asset management firms including
Diamond Capital Fund sell shares in stores
of physical diamonds. Sciens Colored
Diamond Fund, owned by UHNWI John
Rigas, invests in red, pink, blue, green, or-
ange and yellow diamonds sourced from
mines for individuals and institutions.

“Since the 1950s the price of the dia-
monds we invest in has never dropped,”
says Mahyar Makhzani, Co-Managing Di-
rector at Sciens Colored Diamond Fund.

Investing in diamonds poses chal-
lenges. Unlike gold, diamonds are not fun-
gible - one carat is not equal to another
carat. Although the internet has brought
about increased pricing transparency,
there is no standardised pricing index that

The Fancy Color Diamond Price Index
(Jan 2005 to Oct 2014)

Yellow

Overall price change

167%

Source: Fancy Color Research Foundation

The Graff Vivid Yellow, ©Sotheby’s

classifies the many thousands of different
qualities of diamonds, which incorporate a
spectrum well beyond the traditional four
Cs of cut, carat, colour and clarity, while
also offering easy access to individuals be-
yond the diamond industry.

Monaco-based diamond expert Ehud
Arye Laniado believes increased trans-
parency will prove transformative. “A
fully transparent pricing system will un-
lock an opportunity for savvy consumers
to view diamonds as a store of wealth in
ways not yet possible, ushering in a new
era in which informed buyers will be able
to make confident purchasing decisions,”
says Mr Laniado, the principal of Mercury
Diamond, which advised Cora Interna-
tional, a New York jeweller specialising in
rare diamonds, on acquiring the 29.6-carat
Blue Moon for $25.6 million.

London-based, Russian-born jewellery
designer Yana Zaikin, founder of Emily H
London, has noticed her UHNWI clients
increasingly hedging their bets on top-
quality diamonds, while adorning them-
selves in the meantime.

“Five years ago my clients preferred
investing in gold rather than wear-
able diamond jewels,” says Mrs Zaikin.
“With currency fluctuations, they’re now
diversifying with diamonds. Some keep
jewels in the safe, but most wear them.
One bought three identical brilliant stones
for three rings, which they keep in each of
their homes, in Palm Beach, London and
New York.”
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SPARKLING COLOURED
DIAMOND BUYS

A pair of pear-shaped yellow
diamond ear pendants (52.88
and 51.46 carats) sold for dou-
ble their presale estimate at
$5.4m at Christie’s New York
in December 2014

The oval fancy light pink Gol-
conda diamond (21.3 carats)
sold for $4.3m at Christie’s
New York sale of Magnificent

Jewels in December 2014

The Mellon Blue Diamond
(9.75 carats) set a new
world auction record for
the carat price of a blue
diamond, fetching $32.6m
at Sotheby’s New York in
November 2014

The Graff Vivid Yellow (100.9
carats) marked a world auction
record for a yellow diamond
when it sold for $16.3m at
Sotheby’s Genevain May 2014

The Winston Blue (13.22 car-
ats) was sold to Harry Win-
ston for 21.4m Swiss francs in
May 2014

The Blue Moon (29.6 carats)
was acquired by Cora Inter-
national LLC for $25.6m from
Petra Diamonds in February
2014

The Graff Pink (24.78 carats)
achieved $46.2m at Sotheby’s
Geneva in November 2010,
the auction record for any
diamond or jewel

The blue diamond Bulgari
Trombino ring (5.30 carats)
fetched £6.2m at Bonhams
in April 2013
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Regional wealth distribution Global wealth distribution
Millionaire populations % change UHNWI populations % change Centa-millionaire populations % change Billionaire populations % change
2004- 2013- 2014- 2004- 2013-  2014- 2004- 2013-  2014- 2004- 2013- 2014-
Region 2004 2013 2014 2024 2014 2014 2024 Country Region 2004 2013 2014 2024 2014 2014 2024 2004 2013 2014 2024 2014 2014 2024 2004 2013 2014 2024 2014 2014 2024
Africa 76,385 164,000 168,815 257,519 121% 3% 53% Algeria Africa 14 35 36 51 157% 3% 42% 2 4 4 6  100% 0% 50% - 1 1 1 - 0% 0%
Asia 2,718,770 4,933,277 5,094,277 7,373,427 87% 3% 45% Angola Africa 12 70 72 112 500% 3% 56% 3 17 17 26  467% 0% 53% - 1 1 2 - 0% 100%
Australasia 144,252 350,500 357,006 440,015 147% 2% 23% Argentina Latin America 139 483 480 944 245% 1% 97% 37 128 127 248 243% 1% 95% 2 7 7 13 250.0% 0% 86%
g g g Australia Australasia 1,001 2740 2785 3,553 178% 2% 28% 216 585 595 756 175% 2% 27% 1 30 30 38 1727% 0% 27%
Europe 3,714,946 5015797 5152132 6,298,363 39% 3% 22%
o tas e ume G p G us e @ w e ;X m¢ e s 8 soe ox i
> ! 6 6 b b b b = = = = = =
ratn Amerioa 220011/ 0.7 00 B9 50 O 100,11 147% 2% 46% Bahrain Middle East 69 124 126 161  83% 2%  28% 7 12 12 15 71% 0% 25% - - - - - - -
Middle East 204,944 426,100 438,583 605,438 1 14f> 306 3804) Bangladesh Asia 38 75 78 113 105% 4% 45% 4 8 8 12 100% 0% 50% - - - - - - -
North America 4,370,348 5,653,100 5,806,833 7,128,478 33% 3% 23% Belgium Europe 955 1,370 1,402 1771 47% 2% 2% 117 167 171 215 46% 2% 26% 1 1 1 1 00% 0% 0%
World 11,517,376 17,318,700 17,808,831 23,262,776 55% 3% 31% Botswana Africa 12 20 20 26 67% 0% 30% 1 2 2 3 100% 0% 50%- - - -
Brazil Latin America 1146 4122 4218 6278  268% 2% 49% 170 602 616 911 262% 2% 48% 12 43 4 65 2667% 2%  48%
Bulgaria Europe 16 42 43 69 169% 2% 60% 2 4 4 6  100% 0% 50% = = = = = = =
UHNWI (+US$30m) populations % change Cambodia Asia 20 52 54 84  170% 4% 56% 6 15 16 25 167% 7% 56% - - - - - - -
Canada North America 2,275 4,248 4341 5392  91% 2% 24% 381 705 720 891  89% 2% 24% 20 37 38 47 900% 3% 24%
2004- 2013- 2014- Chile Latin America 219 664 687 1,122 214% 3% 63% 76 226 234 379  208% 4% 62% 5 15 16 26 2200% 7% 63%
Region 2004 2013 2014 2024 2014 2014 2024 China Asia 1721 7905 8,366 15681 386% 6% 87% 582 2,639 2790 5185 379% 6% 86% 39 174 184 338 371.8% 6%  84%
g Colombia Latin America 131 435 446 606  240% 3% 36% 23 74 76 103 230% 3% 36% 1 2 2 3 100.0% 0% 50%
Africa Croatia Europe 130 220 221 303 70% 0% 37% 13 22 22 30 69% 0% 36% - - - - - - -
Asia Cyprus Europe 128 182 181 228 41% -1% 26% 27 38 38 48 41% 0% 26% 1 1 1 1 0.0% 0% 0%
Australasia Czech Republic Europe 200 391 399 548 100% 2% 37% 41 79 81 111 98% 3% 37% 2 4 4 5 1000% 0% 25%
Europe Denmark Europe 709 981 1,019 1,288  44% 4% 26% 115 158 164 207  43% 4% 26% 4 6 6 8 500% 0% 33%
Russia/CIS Egypt Africa 101 270 276 387 173% 2% 40% 37 97 99 138 168% 2% 39% 3 7 7 10 133.3% 0%  43%
Latin America Estonia Europe 16 36 37 60 131% 3% 62% 2 4 4 6 100% 0% 50% - - - - - - -
Middle Egst Ethiopia Africa 9 35 36 72 300% 3% 100% 1 4 4 8  300% 0% 100% = = = = = = =
: Finland Europe 288 416 426 544 48% 2% 28% 36 52 53 67  47% 2% 26% 1 1 1 1 00% 0% 0%
Nogthamerica) France Europe 2774 3,800 3,865 4424  39% 2% 14% 431 588 598 683  39% 2% 14% 28 38 39 4 393% 3% 13%
World
German Europe 8126 11,392 11,679 14481  44% 3% 24% 1,813 2,529 2,591 3,201  43% 2% 24% 49 68 70 86 42.9% 3%  23%
Ghana Y Africg 7 30 31 82 343% 3% 100% 1 3 3 6 200% 0% 100% = = = = : : .
o . Greece Europe 573 721 717 907 25% 1% 26% 74 92 92 16 24% 0% 26% 2 3 3 4 500% 0% 33%
Centa-millionaire populations % change Hong Kong Asia 1706 2,560 2,690 3,941  58% 5% 47% 404 603 633 922  57% 5% 46% 34 51 53 77 55.9% 4%  45%
India Asia 622 1,576 1,652 3,371 166% 5% 104% 153 383 401 811  162% 5% 102% 26 85 88 136 161.5% 5% 100%
2004- 2013- 2014- Indonesia Asia 195 626 650 1,507 233% 4% 132% 58 185 192 441 231% 4% 130% 7 23 24 54 242.9% 4% 125%
Region 2004 2013 2014 2024 2014 2014 2024 Iran Middle East 68 217 229 403  237% 6% 76% 7 22 23 40 229% 5% 74% - - - - - - -
g
= Iraq Middle East 45 130 133 229 196% 2% 72% 4 13 13 22 225% 0% 69% = = = = = = =
Africa 229 509 524 815 129% 3% 6% Ireland Europe 714 811 825 983  16% 2% 19% 107 121 123 146 15% 2% 19% 3 3 3 4 00% 0% 33%
Asia 4149 8,744 9,094 14,263 119% 4% 57% Israel Middle East 800 1,437 1485 1,880  86% 3% 27% 110 197 203 256  85% 3% 26% 9 16 17 21 88.9% 6% 24%
Australasia 294 727 744 924 153% 2% 24% Italy Europe 2,936 3,650 3717 4,468  27% 2% 20% 481 595 606 726 26% 2% 20% 21 26 26 31 23.8% 0% 19%
Europe 8,006 10,917 11,261 14,027 41% 3% 25% Ivory Coast Africa 16 25 26 57  63% 4% 119% 2 B g 6  50% 0% 100% - - - - - - -
Russia/CIS 216 915 926 1,447 329% 1% 56% Japan Asia 12186 16,450 16703 19,916  37% 2% 19% 1425 1915 1944 2311 36% 2% 19% 19 26 26 31 36.8% 0% 19%
Latin America 590 1,625 1,663 2,549 182% 2% 53% Jordan Middle East 38 9% 9% 140 153% 2% 46% 8 19 19 28 138% 0% 47% - - = - = = =
Middle East 705 1,508 1,550 2167 120% 3% 40% Kazakhstan Russia / CIS 33 179 190 407 476% 6% 114% 11 58 61 129 455% 5% 111% 1 7 7 15 600.0% 0% 114%
North America 9,289 12,159 12,518 15,597 35% 3% 25% Kenya Africa 56 110 115 209 105% 5% 82% 16 31 32 58 100% 3% 81% = 1 1 2 = 0% 100%
5 5 5 Kuwait Middle East 203 515 513 760 153% 0% 48% 45 12 112 165 149% 0% 47% 2 6 6 9 2000% 0% 50%
World 23,478 37,103 38,280 51,789 63% 3% 35%
2 2 2 2 . . - Latvia Europe 28 68 69 125 146% 1% 81% 3 7 7 13 133% 0% 86% = = = = = = =
Lebanon Middle East 167 306 308 407  84% 1% 32% 45 81 82 108  82% 1% 32% 2 3 3 4 500% 0% 33%
S ) Libya Africa 16 45 42 66 163% 7% 57% 2 5 5 8  150% 0% 60% = - - - - - =
0,
Billionaire populations % change Lithuania Europe 39 83 86 155 121% 4% 80% 4 8 8 14 100% 0% 75% 0 1 1 2 - 0% 100%
Luxembourg Europe 354 580 599 803  69% 3% 34% 97 158 163 218  68% 3% 34% 1 1 1 1 00% 0% 0%
2004- 2013- 2014- Malaysia Asia 242 557 572 814 136% 3% 42% 90 206 211 299 134% 2% 42% 6 14 14 20 133.3% 0%  43%
Region 2004 2013 2014 2024 2014 2014 2024 Mexico Latin America 1,687 2,540 2,596 3,526  54% 2% 36% 168 252 257 347  53% 2% 35% 14 21 21 28 500% 0% 33%
. Monaco Europe 129 198 217 426 68%  10% 96% 13 20 22 43 69%  10% 95% 2 11 12 23 500.0% 9%  92%
ﬁfsri':a 1;1 432 452 sgi 1;5;:;“ 2://“ sng Mongolia psia 8 45 48 101 s00% 7% 110% 1 5 5 10 400% 0% 100% = = = = . . .
Australasi 2 2 2 Morocco Africa 23 40 4 64 78% 3% 56% 20 34 35 54 75% 3% 54% 2 4 4 6 100.0% 0% 50%
ustralasia 13 33 33 1 193.6% % 2% Mozambique Africa 4 10 10 19 150% 0% 90% 0 1 1 2 = 0% 100% = = = = = = =
Europe 268 383 393 490 46.6% 3% 25% Myanmar Asia 14 40 42 85  200% 5% 102% 1 4 4 8  300% 0% 100% - - - - - - -
Russia/CIS 31 135 136 203 338.7% 1% 49% Namibia Africa 7 16 17 23 143% 6% 35% 1 2 2 3 100% 0% 50% - - - - - - -
Latin America 39 103 105 159 169.2% 2% 51% Netherlands Europe 2,020 2735 2,826 3,531  40% 3% 25% 300 404 417 519 39% 3% 24% 3 4 4 5 33.3% 0% 25%
Middle East 46 98 102 138 121.7% 4% 35% New Zealand Australasia 577 1,050 1,09 1229  90% 4% 12% 75 135 141 158 88% 4% 12% 2 3 3 3 500% 0% 0%
North America 412 537 553 685 34.2% 3% 24% Nigeria Africa 63 200 210 399 233% 5% 90% 19 60 63 119 232% 5% 89% 2 7 7 13 250.0% 0%  86%
World 1,014 1,791 1,844 2,508 81.9% 3% 1% Norway Europe 1,238 2,425 2,521 3501 104% 4% 39% 167 323 336 464 101% 4% 38% 5 9 9 12 800% 0% 33%
Oman Middle East 51 135 137 195 169% 1% 42% 5 14 14 20 180% 0% 43% - 1 1 1 - 0% 0%
o Pakistan Asia 112 260 267 400 138% 3% 50% 1 26 27 40 145% 4% 48% = = = = = = -
*Africa includes Egypt Panama Latin America 41 98 103 154 151% 5% 50% 4 10 1 16 175%  10% 45% - - - - - - -
*Europe excludes Russia and CIS countries Paraguay Latin America 49 159 165 267 237% 4% 62% 5 16 17 27 240% 6% 59% - - - - - - -
*Middle East includes Turkey Peru Latin America 96 276 283 451 195% 3% 59% 38 108 111 176 192% 3% 59% 3 9 9 14 200.0% 0%  56%
" e q q Philippines Asia 68 171 177 295  160% 4% 67% 59 147 152 252 158% 3% 66% 6 15 16 26 1667% 7%  63%
*Latin Al ludes th M
il A el S i Gl el (Uoree Poland Europe 222 487 503 683 127% 3% 36% 33 71 73 99 121% 3% 36% 2 5 5 7 150.0% 0%  40%
Portugal Europe 485 625 634 781  31% 1% 23% 80 103 104 128  30% 1% 23% 2 3 3 4 500% 0% 33%
Qatar Middle East 114 286 296 452 160% 4% 53% 24 59 61 93 154% 3% 52% - 1 1 2 - 0% 100%
Source: WealthInsight Romania Europe 61 172 177 297 190% 3% 68% 17 47 48 80 182% 2% 67% 1 2 2 3 1000% 0% 50%
Russia Russia / CIS 279 1,292 1,303 1,899 367% 1% 46% 139 634 639 926  360% 1% 45% 26 116 117 168 350.0% 1%  44%
Saudi Arabia Middle East 382 851 874 1,212 129% 3% 39% 156 345 354 488 127% 3% 38% 10 22 23 31 1300% 5% 35%
. . Singapore Asia 1471 3154 3227 4979 119% 2% 54% 354 751 768 1177 117% 2% 53% 1 23 24 36 118.2% 4%  50%
I he numbel‘s The wealth distribution data, provided South Africa Africa 300 594 616 903 105% 4% 47% 86 168 174 254 102% 4% 46% 4 8 8 12 100.0% 0% 50%
; ; : : _ South Korea Asia 946 1,565 1,622 2,184  71% 4% 35% 236 387 401 537 70% 4% 34% 17 27 28 37 647% 4%  32%
h’ h by WealthInsight, lncl‘ud.es historic, cur Spain Europe 2,556 3,475 3,538 4,392  38% 2% 24% 398 538 548 678  38% 2% 24% 16 22 22 27 375% 0%  23%
e mn e l‘en S rent and 10-year predictions for UHNWI, Sri Lanka Asia 21 61 63 103 200% 3% 63% 6 16 17 28 183% 6% 65% - - - - - - -
il : 1 : R Sudan Africa 3 8 8 12 167% 0% 50% 0 1 1 1 = 0% 0% = = = = = = =
Comprehensive wealth distribution data C'enta.mllllonalre and bllllf)nalre p.opula Sweden Europe 2,033 3147 3,245 4327  60% 3% 33% 263 405 417 553  59% 3% 33% 6 10 10 13 667% 0% 30%
d prel | Attitud I tions in almost 100 countries. Regional Switzerland Europe 2,479 4137 4,328 5295  75% 5% 22% 479 793 829 1011  73% 5% 22% 45 74 77 93 711% 4%  21%
and regional Attitudes Survey results A1 : : ] Syria Middle East 85 203 211 321 148% 4% 52% 9 20 21 32 133% 5% 52% - - - - - - -
mlll}onalre populatlon data is included, Taiwan Asia 933 1,503 1,570 2,48  68% 4% 37% 275 440 459 625  67% 4% 36% 22 35 36 49 63.6% 3% 36%
but is also available on request at a coun- Tanzania Africa 40 75 78 156 95% 4%  100% 4 8 8 16 100% 0% 100% - - - - - - -
. . .. : i i 21 27 4 148% 2% 9 85 203 208 327 145% 2% 57% 7 17 17 26 142.9% 0% 53%
By its very nature, a printed publication ~ try level. City wealth numbers for over 100 Tonisia Afrca 2 56 o7 85 'oa%  a% okl | 4 g 0 Mg Tiw % s L L Tebieasmerene
such as The Wealth Report can only hope locations can also be requested. Turkey Middle East 866 1,923 1,986 2,881 120% 3% 45% 214 471 486 701 127% 3% 44% 16 35 36 51 1250% 3%  42%
. . : UAE Middle East 317 625 658 856 108% 5% 30% 43 84 88 114 105% 5% 30% 7 13 14 18 100.0% 8%  29%
to describe and analyse trends in any de- In terms Oﬁ the 20115 ‘S‘tgtides Sui'vey Uganda Africa 9 20 21 35 133% 5% 67% 5 12 12 20 140% 0% 67% - 1 1 2 - 0% 100%
i i 8-15), we have included the results UK Europe 8,431 10149 10,547 13176  25% 4% 25% 2,004 2,405 2,498 3109  25% 4% 24% 65 78 81 100 24.6% 4%  23%
tail at a fairly b.road macro level. However, ;I:I; re i)c;nal level for the maiority of the Ukraine Russ’i)a/CIS 93 339 343 592 269% 1% 73% s 174 178 301 250% 1% 71% 3 12 12 20 3000% 0% 67%
over the following pages we have included g’ find but furth ) d y f Uruguay Latin America 28 108 114 186  307% 6% 63% 3 1 12 19 300% 9% 58% - - - - - - -
i i survey’s findings, but further data for USA North America 30,503 39,378 40,581 50,767  33% 3% 25% 8,908 11,454 11798 14706  32% 3% 25% 392 500 515 638 31.4% 3%  24%
two highly granula}r dataset.s that provide 1 tyd tg. S 1 ilable f Uzbekistan Russia / CIS 29 82 86 172 197% 5% 100% 3 8 8 1 167% 0% 100% - - - - : : :
a huge amount of information for those selected countries 1s also available 1or Venezuela Latin America 47 200 192 413 309%  -4%  115% 12 50 48 102 300% 4%  113% 1 3 3 6 2000% 0% 100%
interested in global wealth distribution those wanting to delve deeper. To take Vietnam Asia 35 110 116 300 231% 5%  159% 7 21 22 56 214% 5% 155% - 1 1 3 - 0% 200%
X Zambia Africa 4 15 16 29 300% 7% 81% 1 2 2 4 100% 0% 100% - - - - - = -
and the results of the report’s annual part in next year’s survey please contact: Zimbabwe Africa 14 25 26 B 8% 4% 46% 2 3 3 4 5% 0% 39% - - - - - - -

Attitudes Survey. Edward.Parry-Jones@KnightFrank.com
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Attitudes Survey 2015 What percentage of your clients do you think are considering purchasing another home in the next 12 months?
Wealth and llfeStyle trends Africa Asia Australasia Europe Latin America Middle East North America Russia/CIS Global
23% 22% 15% 24% 28% 36% 31% 21% 26%

What percentage of your clients are concerned about the following issues regarding their wealth, business or lifestyle?

Are your clients becoming more interested in the following types of homes? (Percentage = respondents who said yes)

Africa Asia Australasia Europe Latin America Middle East North America Russia/CIS Global
Family/business succession issues 96% 72% 83% 86% 89% 92% 92% 100% 85% Africa Asia Australasia Europe Latin America Middle East North America Russia/CIS Global
Potential increase in wealth taxes 100% 78% 61% 90% 77% 58% 82% 75% 81% Ski property 0% 12% 17% 35% 26% 28% 64% 11% 34%
Increased scrutiny of wealthy by government 82% 76% 44% 88% 85% 73% 75% 100% 80% Vineyard 25% 27% 17% 26% 19% 4% 30% 38% 25%
Cyber-crime and online privacy 78% 75% 69% 72% 65% 65% 92% 75% 76% Equestrian property 29% 12% 12% 17% 13% 28% 20% 13% 17%
Political interference 86% 76% 35% 69% 76% 81% 55% 89% 68%
Health/environmental issues 54% 71% 60% 57% 75% 38% 82% 38% 66% Wh ¢ i d hink ideri v ch . heir domicil £ resid @
Crisis in Middle East 31% 35% 38% 48% 38% 96% 64% 29% 51% at percentage of your clients do you think are considering permanently changing their domicile or country of residence?
Political situation in Russia/Ukraine 19% 34% 47% 52% 38% 38% 73% 100% 51% Africa Asia Australasia Europe Latin America Middle East North America Russia/CIS Global
ing’ i f o o o o o o 9 o o
China’s potential economic slowdown 30% 71% 67% 31% 37% 35% 64% 0% 49% 1% 12% 4% 14% 15% 10% 7% 33% 12%
. s . A . . 5
IRy DS Egpers RNty s FhIlEniinets QEnTHos i chenga W AND Cemmperes] wiih A0 Are the following factors reasons why your clients might want to move? (Percentage = respondents who said yes)
Lliif=2 e e D CeVIETieD  (IDEEE MSEMmEs  REe Slcbel Africa Asia  Australasia Europe LatinAmerica  MiddleEast NorthAmerica  Russia/CIS Global
Decrease 4% 5% 6% 2% 2% 0% 0% 22% 2% Tax 57% 68% 56% 81% 83% 54% 91% 56% 77%
6 6 o o o 6 6 6 6
9 9 9 9 o 9 9 9 9
g‘creéseh z?;’ 3;;’ ;;f‘ ;Z; 22;’ 2;;’ 35;’ ii;’ 32;’ Quality of life/health 74% 79% 33% 65% 60% 71% 45% 100% 63%
emain the same ° ° ° ° ° ° o ° 5% Business reasons 43% 66% 51% 62% 53% 40% 36% 63% 54%
Education of children 71% 75% 24% 44% 49% 60% 27% 89% 49%
Are your younger clients more philanthropic than their parents’ generation? Security 93% 71% 19% 51% 60% 69% 9% 63% 47%
Political issues 86% 57% 9% 50% 43% 73% 0% 88% 40%
Africa Asia Australasia Europe Latin America Middle East North America Russia/CIS Global Lack of civil liberties 25% 38% 0% 1% 12% 28% 0% 57% 16%
Yes 36% 39% 22% 34% 46% 31% 75% 11% 45%
No 64% 61% 78% 66% 54% 69% 25% 89% 55%
Property Investments
How do you expect your clients’ spending on luxury goods to change in 2015 compared with 2014?
Africa Asia Australasia Europe Latin America Middle East North America Russia/CIS Global On average, what percentage of your clients’ investment portfolios is allocated to property?
Decrease 4% 16% 3% 9% 6% 4% 0% 22% 8%
Increase 39% 31% 14% 24% 35% 40% 33% 229% 30% Africa Asia Australasia Europe Latin America Middle East North America Russia/CIS Global
Remain the same 57% 53% 83% 66% 59% 56% 67% 56% 62% Average 31% 38% 42% 33% 26% 40% 24% 27% 32%
Do your younger clients spend more on luxury goods than their parents’ generation? How did that allocation change in 20147
Africa Asia Australasia Europe Latin America Middle East North America Russia/CIS Global Africa Asia Australasia Europe Latin America Middle East North America Russia/CIS Global
Less 25% 13% 9% 10% 7% 0% 8% 0% 9% Remained the same 64% 67% 70% 57% 66% 38% 40% 63% 55%
More 64% 61% 77% 74% 75% 84% 50% 89% 66% Increased 29% 22% 15% 36% 28% 62% 50% 25% 37%
The same 11% 26% 14% 17% 19% 16% 42% 11% 25% Decreased 7% 11% 15% 7% 6% 0% 10% 13% 8%
Are your clients increasingly using private jets for their business and leisure travel? How do you think it will change in 2015?
Africa Asia Australasia Europe Latin America Middle East North America Russia/CIS Global Africa Asia Australasia Europe Latin America Middle East North America Russia/CIS Global
Yes 18% 38% 18% 27% 22% 31% 25% 33% 29% Remain the same 57% 53% 80% 61% 53% 46% 45% 78% 54%
No 82% 62% 82% 73% 78% 69% 75% 67% 71% Increase 32% 27% 9% 33% 39% 46% 45% 11% 35%
Decrease 1% 20% 1% 6% 8% 8% 9% 1% 10%

What percentage of your clients send, or are likely to send, their children overseas for their education?
Are your clients becoming more interested in the following property investments? (Percentage = respondents who said yes)

Africa Asia Australasia Europe Latin America Middle East North America Russia/CIS Global
Secondary school 19% 38% 4% 19% 35% 36% 23% 61% 27% Africa Asia Australasia Europe Latin America Middle East North America Russia/CIS Global
University 40% 62% 14% 34% 58% 70% 41% 70% 47% Residential for investment 100% 84% 69% 82% 77% 85% 75% 100% 81%
Offices 63% 68% 29% 43% 57% 76% 70% 63% 59%
. . o . . Retail/shops 43% 59% 15% 31% 48% 63% 55% 50% 47%
Are your clients sending their children overseas for their education at a younger age? Ml 22% 34% 21% 39% 28% 64% 33% 43% 37%
Africa Asia  Australasia Europe LatinAmerica  MiddleEast NorthAmerica  Russia/CIS Global '”f"_aSt"UCt“"e 30:/" ZW:/" “6:/" 35:" 40:" 322" 56:" 5O:/° 37:/“
Warehousng/indusra
No 68% 33% 87% 68% 56% 35% 73% 33% 58%
Where are your clients most likely to invest in property?
Prime residential property
Africa Asia Australasia Europe Latin America Middle East North America Russia/CIS Global
Abroad 39% 38% 6% 45% 57% 77% 27% 89% 42%
On average, what percentage of your clients’ total net worth is accounted for by their main residence and any second homes that are held not purely as an investment? In their own country 61% 63% 94% 55% 44% 23% 73% 11% 58%
Africa Asia Australasia Europe Latin America Middle East North America Russia/CIS Global
21% 28% 29% 23% 20% 27% 19% 23% 23% Are your younger clients more interested in property as an investment than their parents’ generation?
Africa Asia Australasia Europe Latin America Middle East North America Russia/CIS Global
On average, how many homes do your clients own? Yes 43% 43% 25% 44% 46% 44% 50% 4L4% 45%
No 57% 57% 75% 56% 54% 56% 50% 56% 55%
Africa Asia Australasia Europe Latin America Middle East North America Russia/CIS Global
2.5 3.3 2.3 2.6 3.0 3.8 2.9 3.0 2.9

Due to rounding, some columns may not add to 100
Luxury spending trends regional data available on request
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Disclaimer

The Wealth Report (® Knight Frank
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interest only; it is not definitive
and is not intended to give advice.
It must not be relied upon in any
way. Although high standards have
been used in the preparation of the
information, analysis and views
presented in The Wealth Report,

no responsibility or liability what-
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Frank for the contents. We make

no express or implied warranty or
guarantee of the accuracy of any of
the contents. As far as applicable
laws allow, we do not accept re-
sponsibility for errors, inaccuracies
or omissions, nor for loss or damage
that may result directly or indi-
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regulated activities (other than
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erty management).
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number 0C305934. Our registered
office is 55 Baker Street, London,
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vices. Together these are generally

known as “the Knight Frank global
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the Knight Frank global network is
a distinct and separate legal entity.
Its ownership and management is
distinct from that of any other en-
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In any event, no entity or
practice operating under the name
Knight Frank (including Knight
Frank LLP) is liable for the acts or
omissions of any other entity or
practice. Nor does it act as an agent
for or have any authority (whether
actual, apparent, implied or other-
wise) to represent, bind or oblige in
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that operates under the name
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Knight Frank global network.





