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CoreData Research was commissioned 
by Boston Private to conduct a study of 
High Net Worth individuals in the U.S. to 
understand their wealth priorities, feelings 
and goals.

The fieldwork was conducted by 
CoreData Research between February 
and March 2018 via an online survey. The 
sample includes 300 respondents across 
all generations with between $1 million 
and $20 million of net investable assets 
(excluding primary residence) and with a 
special focus on business owners. 

Methodology

Respondents

27%

29%

27%

17%

Investable assets

$1M - $4.99M

$5M - $9.99M

$10M - $14.99M

$15M - $19.99M

HIGH NET WORTH

ULTRA HIGH NET WORTH

21%

49%

30%

Age

Millennials (25 - 35)

Gen X (36 - 50)

Boomers (At Least 51)

41%

59%

Business ownership

Business owner

Non-business owner

57%

43%

Female/Male

Male

Female
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Executive
Summary
People predominantly pursue  
wealth to achieve emotional rather than 
material goals. Wealth is perceived as a 
gateway to peace of mind and happiness — 
the pillars of emotional wealth.

Individuals relate to different forms of 
emotional wealth, with notions of affluence 
and power/influence particularly important 
for younger male business owners. 
Gender differences are also evident in 
the way people characterize wealth, with 
females attaching more importance to 
inner wellbeing and men more value to the 
external reputational benefits it can convey.

Aside from the emotional and 
psychological benefits, people view wealth 
as an enabler — it can provide a supporting 
pillar to a happy family life and facilitate 
the pursuit of social and leisure activities. 
Wealth delivers HNWs with the freedom 
to seek out opportunities aligned to their 
values and pleasures.

Yet the pursuit of wealth is not a 
simple pathway or undertaken solely for 
personal benefit, rather, it is  closely aligned 
to the needs and  legacies of loved ones 
across generations. Most HNWs say  
thinking about wealth triggers feelings of  
satisfaction, responsibility and  gratitude. 
The interplay of these three emotions 
sheds important light on the motivations 
governing wealthy individuals.

However, the pursuit of affluence can 
come with a high emotional cost: the 
wealth burden. Some wealthy individuals 
grapple with feelings of guilt and regret 
linked to not spending enough time with 
family. Others are exposed to a host of 
other anxieties related to the weight of 
expectation in providing for others and 
making a positive contribution to society.

These anxieties are particularly acute for 
business owners, who worry more about 
people’s expectations and being judged 
by their status. There is also a mismatch 
between what wealthy business owners 
aspire to (happiness and peace of mind) 
and what they have in reality (illusory 
happiness), underscoring the need to 
better recognize and manage the negative 
fallout of wealth building.
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Key Findings
Definitions of wealth

• Respondents rank peace of mind (65%) and happiness (54%) as the top two 
definitions or measurements of wealth. 

• Older generations (Gen X and Boomers) and non-business owners are more 
likely to associate wealth with peace of mind, while the younger generation 
(Millennials) and business owners are more inclined to view wealth as a gateway 
to happiness.  

• Younger male business owners in the upper wealth group ($15M-$20M) attach 
more importance to the concepts of affluence, potential and power/influence.

• Males value success in life (44% vs 34%), power/influence (28% vs 20%), 
affluence (26% vs 15%) and legacy (26% vs 17%) more than females.

• Business owners attach more importance to success in life (49% vs 33%), 
potential (44% vs 16%), power/influence (40% vs 14%), affluence (32% vs 14%) 
and legacy (33% vs 14%) than non-business owners.

Wealth as an enabler

• 70% of respondents identify financial independence and freedom as the most 
important wealth enabler. Half (49%) say wealth enables them to have a happy 
family life.

• The importance attached to a happy family life is highest among UHNW 
Millennials ($15M-$20M) and lessens with age.

• Other important wealth enablers include the opportunity to travel extensively 
(44%) and a better quality of life (40%).

Feeling triggered by wealth

• More than half of respondents say thinking about their wealth triggers feelings of 
satisfaction (59%), responsibility (55%) and gratitude (54%). 

• The youngest group (25-35 years) feels responsibility above all else (60%), 
whereas older respondents (Gen X and Boomers) feel gratitude (58% and 59% 
respectively) and satisfaction (59% and 65%).

• Nearly a third of respondents (31%) say wealth generates feelings of excitement 
and inspiration. This is mainly related to future potential use and realizations of 
wealth (60%).

• Business owners are more inclined than non-business owners to experience 
feelings of excitement and inspiration (46% vs 20%), dedication and passion 
(37% vs 17%) and responsibility (57% vs 53%) when thinking about wealth. 
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Changing priorities

• Most respondents (60%) say their wealth priorities have changed over time, with 
seven in 10 citing family as the most important driver of the change.

• Almost eight in 10 (77%) business owners say their wealth priorities have changed 
over time compared to less than half (47%) of non-business owners.

• Most respondents (58%) plan to change how they use their wealth over the next 
five years, with family (35%) the biggest driver. More business owners (69%) than 
non-business owners (49%) plan to alter the way they use wealth. 

Wealth motivators and drivers 

• Two-thirds (66%) cite living a comfortable life as their biggest driver in the pursuit of 
wealth. The next most important motivators are providing family with financial security 
(53%), financial freedom (50%) and spending quality time with family and friends (48%). 

• More young respondents (25%) than overall (9%) are motivated by achieving a better 
social standing. This younger group also places more value on enhancing the work-life 
balance (35%), making a difference (33%) and pursuing a hobby/passion (32%). 

Long-term goals

• The top goal of respondents is to live a life of pleasure with no financial concerns (55%), 
followed by providing children/heirs with the means to live a comfortable life (45%).

• Millennials have more desire to achieve entrepreneurial success (65%), foster change in 
the community/world (51%) and contribute to improving society/community (40%).

Wealth and regret

• Almost half of respondents (42%) cite spending more time with family as the number one 
thing they would have done differently had they not devoted time to accumulating wealth.

• Regret about lost family time is more pronounced among UHNW individuals (64%) and 
business owners (55%).

The negatives of wealth

• Respondents identify the main negatives of wealth as people’s expectations (31%), 
worrying about losing wealth (31%) and people judging their status (30%). 

• These anxieties are particularly acute for business owners, who worry more about 
people’s expectations and being judged by their status.

Wealth and family

• Half of respondents have made a wealth transfer plan and one-fifth say they are 
working on it (19%). A majority (60%) intend to fully transfer their wealth upon death.

• Most individuals describe the type of meetings they have with their family to discuss 
finances as informal conversations (66%). One-fifth of respondents say they don’t 
have any family meetings/conversations about wealth management.
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Wealth dynamics

The emotional debt triangle

Satisfaction
Responsibility
Gratitude

Guilt
Regret
Expectations

Financial independence and freedom
Happy family life
Opportunity to travel extensively
Better life quality

Emotional Wealth

Wealth enablers

Emotional debt

Wealth burden

Wealth

Peace of mind
Happiness
Financial capital

Emotional
Debt

Personal financial/business
achievements

People who contributed
to legacy

Family

Family Family

Satisfaction

Responsibility Gratitude
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What is Wealth?

People predominantly pursue wealth 
to achieve emotional rather than 
material goals. Wealth is perceived as a                                                                   
gateway to peace of mind and 
happiness – essential components of 
psychological wellbeing and the human 
condition. These intangible, subjective 
and complex emotional traits are 
themselves linked to feelings of security 
and satisfaction. Essentially, individuals 
pursue wealth to achieve a desired state 
of mind in which peace and happiness 
reign supreme. Respondents in this 
study rank peace of mind (65%) 
and happiness (54%) as the top two 
definitions or measurements of wealth. 
The study findings introduce the 
concept of emotional wealth and the 
conclusion that, in essence, individuals 
pursue financial wealth to achieve  
emotional wellbeing.  

Individuals also define wealth by 
financial capital such as savings and 
investments, although to a lesser extent 
than peace of mind and happiness. 
This underscores the importance of 
intangible items — individuals derive 
a sense of satisfaction from merely 
holding savings and investments 
as opposed to actually using the 
capital to purchase material items 
such as a house or start a business. 
Half of respondents (51%) associate 
wealth with financial capital (savings, 
investments, etc.). 

Peace of mind foremost priority for 
older generations

The relative importance that wealthy 
people attach to peace of mind and 
happiness varies according to age and 
whether they are business owners. While 
older generations (Gen X and Boomers) 
and non-business owners are more likely 
to associate wealth with peace of mind, 
the younger generation (Millennials) and 
business owners are more inclined to 
view wealth as a gateway to happiness. 
These differing priorities align to the 
different psychological profiles of the 
two groups. People in the later stage of 
life tend to associate wealth with feelings 
of peace, tranquillity and contentment, 
which themselves derive from a sense of 
security. Non-business owners, without the 
additional security of owning a business, 
perhaps crave security more than business 
owners. In contrast, people in the earlier 
stage of life are in pursuit of the more 

Definition of wealth

Peace of mind

Happiness

Financial capital (savings, investments, etc)

Success in life

Life capital (social, human, natural capital)

Potential

Power/influence

Legacy

A�luence

0 10 20 30 40 50 60 70

65%

54%

51%

40%

34%

28%

24%

22%

21%

% Multiple answers allowed

Peace of Mind and Happiness – "Emotional Wealth"

ambiguous concept of happiness, which 
is related to success and personal and 
professional fulfillment — something 
craved by the more ambitiously-inclined 
business owner. 

So while people predominantly pursue 
wealth to attain positive emotions and 
a healthy state of mind, an individual’s 
life stage and professional status help 
determine the specific type of emotion 
they crave. 

The gender divide: inner wellbeing 
vs external/reputational wealth

Individuals also desire other forms of 
emotional wealth besides peace of 
mind and happiness and, again, these 
are determined in part by demographic 
factors. For example, younger male 
business owners in the upper wealth 
group ($15M-$20M) attach more 
importance to the concepts of affluence, 
potential and power/influence. 

% Multiple answers allowed
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More broadly, there are distinct 
gender differences in the way people 
characterize wealth. For instance, 
males value success in life (44% 
vs 34%), power/influence (28% 
vs. 20%), affluence (26% vs 15%) 
and legacy (26% vs 17%) more 
than females. This indicates that 
men are more preoccupied with the 
perception of wealth and how it can 
elevate their social standing and 
strengthen their sphere of influence. 

Definition of wealth by generation  

Peace of mind

Happiness

Financial capital (savings, investments, etc)

Success in life

Life capital (social, human, natural capital)

Potential

Power/influence

Legacy

A�luence

53%

58%

47%

42%

35%

39%

46%

32%

26%

Millennials Gen X Boomers

68%

52%

49%

44%

35%

31%

26%

24%

19%

69%

54%

55%

34%

32%

19%

12%

15%

22%

% Multiple answers allowed

(25-35) (36-50) (50+)

In this context, males perhaps care 
less about the internal emotional 
benefits derived from wealth and 
more about the external reputational 
benefits and how it can shape the 
way they are perceived.

At the risk of gender-stereotyping, 
it would seem females attach more 
importance to inner emotional 
wealth and men more importance to 
external/reputational wealth.    

% Multiple answers allowed

Business owners have a similar 
mentality to males in this respect. 
They value success in life (49% 
vs 33%), potential (44% vs. 16%), 
power/influence (40% vs. 14%), 
affluence (32% vs 14%) and legacy 
(33% vs 14%) above that of non-
business owners. But this is to be  
expected given that most business     
owners in the study sample are men. 
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Definition of wealth by gender and business ownership

Peace of mind

Happiness

Financial capital (savings, investments, etc)

Success in life

Life capital (social, human, natural capital)

Potential

Power/influence

Legacy

A�luence

67%

53%

56%

44%

33%

29%

28%

26%

26%

Male Female

63%

54%

45%

34%

35%

27%

20%

17%

15%

Business
Owner

Non-business
Owner

52%

55%

44%

49%

34%

44%

40%

33%

32%

75%

53%

56%

33%

34%

16%

14%

14%

14%

% Multiple answers allowed

Wealth – a fluid concept

While a significant majority (80%) of respondents identify themselves as 
wealthy, the way in which individuals define and characterize wealth is fluid 
over time. A higher number of individuals in the study say their concept of 
wealth has changed over the years (49%) compared to those whose attitudes 
have remained static (44%). This finding suggests the notions of wealth 
articulated by the younger cohort are subject to change as they get older. It 
also supports the earlier finding that an individual’s life stage helps determine 
their concept of wealth and the perceived emotional benefits it conveys.

“ “While a significant majority 
(80%) of respondents identify 

themselves as wealthy, the 
way in which individuals
define and characterize 

wealth is fluid over time.

% Multiple answers allowed
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Aside from the intangible emotional 
and psychological benefits, people 
view wealth as an enabler — it enables 
them to have freedom, a happy family 
life and to pursue social and leisure 
activities they enjoy. 

Financial independence and 
freedom most prized enablers

A strong majority of respondents 
(70%) identify financial independence 
and freedom as the most important 
wealth enabler. Furthermore, there 
is complete consensus across all 
demographic and wealth groups. 
Millennials, Gen X,  Boomers and the 
four wealth bands all value financial                                               
independence and freedom the most.  
The concept of freedom is related to 
peace of mind and happiness —  
those emotional traits most associated 
with wealth.

Further underscoring the prevalence of 
happiness, half of respondents (49%) 
say wealth enables them to have a 
happy family life. Other important 
benefits afforded by wealth include the 
opportunity to travel extensively (44%) 
and a better quality of life (40%). The 
importance of travel suggests people 
see wealth as something that enables 

Wealth as an enabler 

Wealth enablers

% Multiple answers allowed

Financial independence and freedom

Happy family life

Opportunity to travel extensively

Better life quality

Leisure time

70%

49%

44%

40%

32%

them to expand their horizons and 
become worldly. In a broader context, 
wealth gives individuals the freedom 
to pursue opportunities aligned to 
their values and pleasures.

Wealth enablers by demographic 

Broken down demographically, the 
importance attached to a happy 
family life is highest among UHNW                         
Millennials ($15M-$20M) and 
lessens with age. This reflects the fact 
that UHNW Millennials are more likely 
to have younger children that still live 
at home and have stronger financial 

resources to support their families and 
give them the best.  

Meanwhile, Boomers with lower 
investable assets ($1M-$5M) 
attach more value to better quality 
of life (healthcare etc.). These older 
respondents, whose children would 
have fled the family nest some time 
ago, feel they can now devote more 
financial resources to themselves. 
The lower wealth segment as a whole                    
considers a better quality of life a more 
important wealth enabler than other 
wealth groups. 

% Multiple answers allowed
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Wealth enablers by generation and investable assets

Other

100

Millennials Gen X Boomers $1M-
$4.99M

$5M-
$9.99M

$10M-
$14.99M

$15M-
$19.99M

4% 2% 3% 3% 3% 1%

0

100

75% 64% 75% 65% 72% 75% 66%

0

100

56% 52% 41% 49% 47% 45% 58%

0

100

16% 34% 39% 33% 47% 21%
24%

0

100

9% 20% 24% 18% 24% 24%
6%

0

100

25% 16% 8% 16% 4% 9% 40%

0

100

14% 6% 5% 9% 3% 8% 10%

0

100

18% 5% 4% 5% 7% 8% 8%

2%

0

100

35% 39% 43% 46% 40% 44% 22%

0

100

35% 47% 45% 39% 38% 51% 52%

(25-35) (36-50) (50+)

Financial independence
and freedom

Leisure time

Spending more time on
my hobbies and passions

Opportunity for friendship
and network

Better social standing

Greater social recognition

Better life quality

Opportunity to travel
extensively

Happy family life

% Multiple answers allowed% Multiple answers allowed
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More than half of respondents 
say     thinking about their wealth 
brings to the fore feelings of 
satisfaction (59%), responsibility 
(55%) and gratitude (54%).  Overall, 
respondents derive the most 
satisfaction from their personal 
financial/business achievements 
(67%), feel the most amount of 
responsibility toward their immediate 
family (67%) and feel the greatest 
gratitude to those family members 
(63%) and other people who 
contributed to their legacy (44%). 

The emotional debt triangle

This three-dimensional interplay 
of emotions sheds important light 
on the motivations governing HNW 
individuals. Those who feel a sense of 
satisfaction from their achievements 
display gratitude toward those who 
have helped them (parents etc.) 
and, in turn, feel a responsibility 
to give  something back to them. 
They will feel they owe something to 

individuals who have helped them 
get where they are, introducing the 
concept of emotional debt.

Alternatively, this interplay of 
emotions might be played out in a 
broader social and philosophical 
context — HNWs may simply feel 
grateful they are wealthy and have 
a sense of responsibility and duty to 
give something back to the world at 
large and help those of lesser means. 

Responsibility: A many-layered cake

This sense of responsibility therefore 
has many layers. Wealthy people 
may even feel a sense of guilt about 
their privileged status and think they 
have a philanthropic responsibility to 
donate to good causes such as social 
justice and poverty eradication.   

This all ties into the question of 
why some wealthy people feel a 
sense of responsibility. They may 
think they are expected to help and 

When people think about their wealth it predominantly triggers emotions about family members and others who have 
made a mark on their lives. This suggests the pursuit of wealth is not a solitary undertaking done solely for personal 
benefit, but rather one closely aligned to the needs and legacies of loved ones across generations.   

Responsibility, gratitude and satisfaction: 
A three-dimensional interplay 

Satisfaction

59%
Responsibility

55%
Gratitude

54%
Excitement and

inspiration

31%
Dedication and

passion

25%

% Multiple answers allowed

Feelings triggered by wealth

% Multiple answers allowed

support friends, family and the wider 
community or charitable causes. 
Or they might simply feel an innate, 
natural sense of responsibility. 
Whether the responsibility comes 
from within or from an external 
source will obviously vary per 
individual, but some wealthy people 
feel compelled or expected to show 
responsibility while others feel a 
personal sense of duty and moral 
obligation.     

Aside from the many-layered cake of 
responsibility, thinking about wealth 
produces an array of other feelings. 
Almost one-third of respondents 
(31%) say it generates feelings of 
excitement and inspiration. But 
interestingly, this emotion is mostly 
connected with future potential use 
and realizations of wealth (60%), 
perhaps underscoring a human 
reluctance to be completely satisfied 
with the present and to continually 
strive for more.
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Wealth emotions shaped by age

The predominant emotion 
triggered when thinking about 
wealth differs according to age. 
The youngest group (25-35) feel 
responsibility above all else (60%), 
whereas older respondents (both 
Gen X and Boomers) feel gratitude 
(58% and 59%, respectively) and 
satisfaction (59% and 65%).

An individual’s emotional                
relationship with, and perception 
of, wealth therefore evolves as 
they age and their priorities 
change. Younger people tend to 
have more responsibilities — both 
in the family and workplace — as 
they focuson present and future 
aspirations and commitments. 
But as these individuals get 
older, their sense of perspective 
changes as they look back on life 
and assess their achievements 
and contributions. Some will 
feel a sense of satisfaction and 
pride that they have used their 
prosperity to better themselves 
and others. 

Feelings triggered by wealth by generation

Gratitude

Dedication and passion

Excitement and inspiration

Responsibility

Satisfaction

Millennials Gen X Boomers

49%

60%

37%

46%

30%

(25-35) (36-50) (50+)

59%

57%

58%

29%

30%

65%

49%

59%

25%

17%

Connection between feelings and life factors

Satisfaction Gratitude

Responsibility Excitement and inspiration

My present financial /
business achievements

My family

My family

My family

The people who
contributed to my
legacy

Future potential use
and realizations

Life events

67% 63%

44%
60%

31%

67% 60%

% Multiple answers allowed
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Shifting wealth perspectives along the journey of life  

60%
Responsibility

My family

My present financial/business achievements

Future potential use and realizations

My business / Community/society

71%

47%

44%

38%

58%
Gratitude

59%
Satisfaction

My family

The people who contributed to my legacy

My present financial/business achievements

60%

36%

32%

My family

My present financial/business achievements

Life events

60%

58%

27%

59%
Gratitude

65%
Satisfaction

My family

The people who contributed to my legacy

My present financial/business achievements

66%

49%

40%

My present financial/business achievements

My family

Life events

74%

60%

39%

% Multiple answers allowed

Millennials

Gen X

Boomers

(25-35)

(36-50)

(50+)

“

“

Business               
owners are more 

inclined than           
non-business               

owners to            
experience                  
feelings of           

excitement and 
inspiration 

(46% vs. 20%),               
dedication and 

passion (37% vs. 
17%) and respon-
sibility (57% vs. 

53%).

Business owners derive more           
excitement from wealth 

The feelings unleashed when                  
thinking about wealth also vary 
according to whether an individual is 
a businessowner. Business owners 
are more inclined than non-business 
owners to experience feelings of 
excitement and inspiration (46% vs. 
20%), dedication and passion (37% 
vs. 17%) and  responsibility (57% vs. 
53%).  These emotions go hand-in-
hand with the entrepreneurial ‘buzz’ of 
running a company, the hard work this 
entails and a responsibility toward the 
business and its workforce.  

Feelings triggered by wealth among business owners

Business
Owner

Non-business
Owner

61% 57% 48% 46% 37%

58% 53% 59% 20% 17%

% Multiple answers allowed

% Multiple answers allowed

% Multiple answers allowed
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Older generations are more likely to cite family, philanthropic activities and social, civic and religious commitments as 
drivers of their changed wealth priorities, whereas Millennials are more likely to flag owning a business and material things. 

% Multiple answers allowed

Wealth Drivers

Supporting the notion that 
wealth is a fluid concept that 
evolves through the journey 
of life, most respondents 
(60%) say their wealth 
priorities have changed over 
time. Among this cohort 
seven in 10 cite family as the 
most important driver of the 
change, followed by personal 
fulfillment (48%).

Changing priorities and the pursuit of wealth 

Have wealth priorities changed over time?

Drivers for changed wealth priorities by generation

60%
7%

34%

Overall

Yes

84%
2%

14%

72%

48%

32%

22%

21%

25%

16%

62%
7%

32%

45%
9%

46%

No I don’t know

Material things or possessions

Own business

Social and civic commitment

Religious communities

Philanthropic activities
(volunteering, donating, etc.)

Personal fulfillment (education,
knowledge, career, etc.)

Family (parents, spouse/partner,
children, grandchildren, etc.)

Overall Millennials Gen X Boomers

Millennials
(25-35)

Gen X
(36-50)

Boomers
(50+)

% Multiple answers allowed
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33%

29%
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76%

52%

35%

20%
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24%
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0 120

73%

47%

35%

33%
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16%

14%
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16%
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32%

45%
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No I don’t know

Material things or possessions

Own business

Social and civic commitment

Religious communities

Philanthropic activities
(volunteering, donating, etc.)

Personal fulfillment (education,
knowledge, career, etc.)

Family (parents, spouse/partner,
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Overall Millennials Gen X Boomers

Millennials
(25-35)

Gen X
(36-50)

Boomers
(50+)
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20%

21%

24%

10%
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73%

47%

35%

33%

24%

16%

14%
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Shift in wealth priorities more pronounced among business owners

In terms of professional status, almost eight in 10 (77%) business owners 
say their wealth priorities have changed over time compared to less than half 
(47%) of non-business owners . While both groups flag family as the primary 
driver of this shift, more business owners cite the influence of personal 
fulfillment, philanthropicactivities and social and civic commitments.  

Drivers for changing priorities among business owners

70%

51%

46%

39%

26%

21%

18%

Material things or possessions

Own business

Social and civic commitment

Religious communities

Philanthropic activities
(volunteering, donating, etc.)

Personal fulfillment (education,
knowledge, career, etc.)

Family (parents, spouse/partner,
children, grandchildren, etc.)

% Multiple answers allowed

73%

45%

0%

25%

16%

11%

27%

Business
Owner

Non-business
Owner

“ “Almost eight in 10 (77%) business owners say their 
wealth priorities have changed over time compared 

to less than half (47%) of non-business owners.

% Multiple answers allowed
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When we look at how wealth priorities 
have actually changed for individuals 
over the course of 10 years, there is 
a stronger emphasis on passing on 
wealth to children (28% vs. 17%) 
and philanthropic giving (22% vs. 
15%). This hints at a changing moral 
attitude toward wealth over time, 
with people feeling more of a duty to 
help family and contribute to good 
causes. Tax planning (24% vs. 18%) 
and inheritance management (19% 
vs. 15%) also carry more weight 
compared to 10 years ago.

Priorities 10 years ago vs today

Q8AB Saving

Meeting long-term financial goals

Investing

Credit/Debt management

Growing a business

Tax  planning

Passing on wealth to my children/grandchildren

Philanthropic giving

Inheritance management

Business succession

Borrowing

48%

48%

49%

24%

18%

24%

28%

22%

19%

6%

7%

57%

54%

50%

31%

21%

18%

17%

15%

15%

9%

9%
0 80080

10 years ago

% Rank 1 + Rank 2 + Rank 3

Today

The continuum of wealth accumulation  

Accumulating wealth trumps all

But tellingly, respondents overall 
have largely concentrated on one 
thing over the years: accumulating 
wealth. The biggest priority 10 years 
ago was saving (57%), followed by 
meeting long-term financial goals 
(54%) and investing (50%). And 
this remains the case today —                                                                      
investing (49%), saving (48%) 
and meeting long-term financial 
goals (48%) continue to be the 

“ “The biggest priority 10 years ago was saving (57%), followed by 
meeting long-term financial goals (54%) and investing (50%). 

And this remains the case today — investing (49%), saving (48%) 
and meeting long-term financial goals (48%) continue to be the 

three biggest priorities.

three biggest priorities. This 
indicates that wealthy individuals 
do not see wealth as an end game 
with a fixed goal but rather a                                                                      
continuous and ongoing process. 
This idea relates back to the earlier             
finding that feelings of excitement 
andinspiration triggered by thinking 
about wealth are mainly related to its 
future potential use.  
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Changing wealth priorities and 
demographics

All different age groups share these 
same primary priorities over time 
– wealth accumulation through                                     
saving and investing. However, some                                                                                        
interesting nuances emerge when we 
look at current priorities compared to 
past priorities. 

For example, Millennials today focus 
more on investing as the main driver 
of wealth accumulation (49% vs 
37% 10 years ago). They also attach 

/grandchildren

10 years ago

Millennials

Today

0 80080

43%
47%

51%

40%
53%

45%

49%
54%

44%

18%
28%

23%

41%
20%

5%

20%
23%

29%

22%
24%

35%

32%
18%

21%

5%
18%

28%

7%
8%

3%

20%
4%
4%

40%
58%

65%

46%
55%

58%

37%
52%

54%

32%
32%

28%

37%
22%

12%

19%
15%

22%

11%
17%

21%

23%
16%

11%

21%
13%
14%

19%
7%
6%

16%
11%

2%

Gen X Boomers Millennials Gen X Boomers

Priorities 10 years ago vs today

more importance to philanthropic 
giving (32% vs 23%) and passing 
on wealth to children (22% vs 
11%). This indicates the younger 
demographic (mostly business 
owners) is shifting attention to 
what they are building around them                           
(family, community, etc.), while                                                                           
remaining steadfast in their desire to 
grow a business (41% vs 37%).

Gen X places more emphasis today 
on tax planning (23% vs 15%) and 
inheritance management (18% vs 

13%) compared to 10 years ago. 
These findings show they are one 
step ahead of Millennials in terms 
of planning for a successful wealth 
transfer. Indeed, this represents an 
area where Millennials still lag — 
inheritance management carries 
less weight for them today than                    
previously (5% vs 21%).

Meanwhile, Boomers are increasing 
donations to philanthropic causes 
(21% vs 11%). 
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Reinforcing the idea of wealth as a 
fluid concept, most respondents 
(58%) plan to change how they use 
their wealth over the next five years, 
with family (35%) the biggest driver. 
The intent to change wealth usage 
is also stronger among Millennials 
(72%) than older generations (Gen X: 

Business ownership – a core 
driver of changing wealth usage

More business owners (69%) than 
non-business owners (49%) plan to 
alter the way they use wealth. The 
chief factors fuelling this difference 
in future usage are family influence 
(41% v 29%), having children (38% v 
22%) and owning a business (35% v 
22%), all of which hold more sway for 
business owners.

It is interesting to see that own-
ing a business is cited by nearly a 
quarter of non-business owners 
as a driver of changing wealth 
usage. This reflects  aspirations 

Will change use of 
wealth over next 5 

% Multiple answers allowed

MillennialsOverall

Gen X Boomers

Business
Owner

Non-business
Owner

(25-35)

(36-50) (50+)

58% 72%

60% 47%

69% 49%

Drivers for changing usage over next 5 years

% Multiple answers allowed

% Multiple answers allowed

Family influence

Own business

Personal or family
member illness

Having children

Receiving an inheritance

Loss of a family
member or close friend

Changed job/occupation

Commitment to
society, civic duty

Getting married

Other

0

100

0

100

0

100

0

100

0

100

0

100

0

100

0

100

0

100

0

100

MillennialsOverall Gen X Boomers Business
Owner

Non-business
Owner

4% 2% 3% 3% 3% 1%
Divorce

Starting education

0

100

0

100

35%

28%

20%

20%

20%

20%

10%

30%

31%

8%

7%

37%

32%

32%

5%

29%

15%

20%

61%

17%

15%

15%

38%

31%

20%

20%

19%

24%

6%

24%

29%

9%

1%

29%

21%

12%

33%

15%

19%

10%

15%

46%

2%

10%

41%

35%

20%

15%

20%

27%

13%

38%

23%

10%

12%

29%

22%

21%

25%

21%

14%

8%

22%

39%

6%

2%

Multiple answers allowed

(25-35) (36-50) (50+)

on behalf of non-owners to start a 
business in the future. After family 
and children, having a business is 
therefore an important driver for                                                                         
changing wealth usage among both 
owners and non-owners alike.

These factors fuelling changed future 
usage of wealth are not mutually 
exclusive — the influence of family,                                  
children and business relate to and               
interact with one another. Having            
children naturally implies spending 
more time with family (both now and 
in the future) and therefore a greater 
emphasis on family influence. And 
business owners may have fami-
ly-run businesses — or plan to bring 
family members on board in the fu-
ture — further cementing the impor-
tance of family influence. Meanwhile, 
having children and the subsequent 
greater emphasis on family influence 
may motivate non-business owners 
to set up and own businesses in the 
future to support their families. 
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Wealth — aspirations and realities

HNW individuals appear to be using wealth in the way intended. The data shows a broad convergence between ideal 
use of wealth and what respondents are actually doing with it, suggesting that wealth plans are largely coming to 
fruition.  Enjoying life ranks highly for both ideal and actual use (64% vs. 60%, respectively), followed by saving (57% 
vs. 51%) and investing in financial markets, real estate, etc. (53% vs. 54%). 

However, there is a slight gap 
between aspiration and reality when 
it comes to enjoying life, saving, 
helping out other family members 
and supporting businesses, with 
figures for actual usage downwardly 
revised from ideal use. But there is 
stronger correlation between ideal 
and actual usage when it comes to 
investing in financial markets, paying 
down loans/debts and donating  
to charities.  

% Multiple answers allowed

Enjoying life

Saving it

Investing it in financial markets, real estate, etc.

Helping other family members

Donating it to charities/causes that I care about

Setting up a family trust

Investing in and supporting a business

Paying down loans/debts/mortgages

Helping community

60%

51%

54%

35%

35%

20%

23%

33%

19%

Ideal use Actual use

0 80

64%

57%

53%

39%

38%

32%

31%

29%

29%
080

Ideal vs. actual use of wealth

Enjoying life most important for 
lower wealth group 

Enjoying life is the primary concern 
for the lower wealth group of 
respondents ($1M-$10M), both 
in ideal and actual terms. But this 
lessens in importance as levels 
of investable assets increase.  
Within the upper wealth group 
($15M-$20M), for example, there 
is a stronger actual emphasis on 
donating (46%) and helping other 

% Multiple answers allowed

family members and community (50% 
and 34% respectively). This shows 
that individuals with larger amounts 
of wealth are more inclined to spend 
money on other people or good causes 
(family, community, charities, etc.).

Millennials, meanwhile, place higher 
importance on investing in financial        
markets and business, donating and 
helping their community in both ideal 
and actual terms compared to  
older generations.
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Enjoying life

Investing it in
financial markets,

real estate, etc. Saving it
Helping other

family members

Donating it to
charities/causes
that I care about

Helping
community

(25-35)

Gen X

Millennials

(36-50)

Boomers
(50+)

$1M-
$4.99M

$5M-
$9.99M

$10M-
$14.99M

$15M-
$19.99M

60% 63% 49% 30% 39% 25%

62% 51% 53% 33% 32% 23%

58% 53% 51% 40% 35% 13%

66% 56%54% 25% 19%

66% 52%42% 33% 13%

58% 53%63% 38% 18%

44% 40%62% 50% 34%

% Multiple answers allowed

33%

31%

34%

46%

Actual use of wealth by generation and wealth group

% Multiple answers allowed



“ “

Enjoying life ranks highly 
both for ideal and actual use 
(64% vs. 60%, respectively), 
followed by saving (57% vs. 

51%) and investing in 
financial markets, real estate, 

etc. (53% vs. 54%).
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Quality of life reigns supreme

Quality of life is the most  important 
motivator for HNW individuals 
accumulating wealth. Two-thirds 
of those polled (66%) cite living 
a comfortable life as their biggest 
driver or motivation. This cuts to the 
heart of the matter as to why people 
pursue and accumulate wealth. 
The desire for a comfortable life sits 
center-stage in the why of wealth.  

% Multiple answers allowed

Living a comfortable life

Providing my family with financial security

Financial freedom

Spending quality time with family and friends

Preparing for a comfortable retirement

Being able to stop working

Making a di�erence

Passion for my own business

Giving back to society

Passing on wealth to my heirs

Pursuing a passion or hobby

Enhancing my work-life balance

Being motivated by people I work with

Achieving a better social standing

Involvement in my family business
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66%

53%

50%

48%

40%

31%

28%

27%

25%

24%

23%

22%

9%

9%

5%

Drivers for pursuing wealth

The next most important motivators 
are providing my family with financial 
security (53%), financial freedom 
(50%) and spending quality time 
with family and friends (48%). 

The top four drivers are therefore 
evenly split between the personal 
sphere (living a comfortable 

“ “Quality of life is the most important motivator for 
HNW individuals accumulating wealth. Two-thirds 
of those polled (66%) cite living a comfortable life as 

their biggest driver or motivation.

% Multiple answers allowed

life and financial freedom) 
and the familial/social sphere                                                                                
(providing family with financial               
security and spending time with 
family and friends).  
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% Multiple answers allowed
0 100 0 100 0 100

(25-35)
Gen XMillennials
(36-50)

Boomers
(50+)
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35%
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25%
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67%

49%

52%

48%
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34%

26%

25%

22%

28%

24%

22%

12%
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70%

57%

50%

50%

37%

33%

27%

10%

27%

26%

18%

14%

5%

3%

1%

Drivers for pursuing wealth by generation

Quality of life valued most by 
those nearing retirement

While these motivators 
are fairly uniform across 
generation, differences                                                                                     
nevertheless emerge. Quality of life                                                                             
becomes a more important                                                         
factor the closer one gets to                                               
retirement (Millennials 56%, Gen X 
67% and Boomers 70%), which is 
to be expected given the increased                                                                    

emphasis on health and comfort as                          
people approach old age. And 
passion for my business (61%) is the 
biggest motivation for the youngest 
generation, but this is unsurprising 
given the youthful makeup of most 
business owners in the study.   

Elsewhere, far more young                                                                           
respondents (25%) than those 
overall (9%) are motivated by 
achieving a better social standing. 

% Multiple answers allowed

This younger cohort also places 
more value on enhancing their 
work-life balance (35%), making 
a difference (33%) and pursuing 
a hobby/passion (32%) when                                                                               
amassing wealth. On the other 
hand, older respondents (Gen X and 
Boomers) are more motivated by 
passing their wealth onto heirs and 
being able to stop working.
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Living a comfortable life

Providing my family with financial security

Financial freedom

Spending quality time with family and friends

Preparing for a comfortable retirement

Being able to stop working

Making a di�erence

Passion for my own business

Giving back to society

Passing on wealth to my heirs

Pursuing a passion or hobby

Enhancing my work-life balance

Being motivated by people I work with

Achieving a better social standing

Involvement in my family business
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56%

54%

50%

43%

34%

28%

33%
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13%

12%
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72%

50%

45%

46%

37%

27%

27%
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59%
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45%

41%

33%
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35%
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71%

50%

54%

53%

46%

34%

22%

5%

25%

27%

20%

16%

5%

5%

1%

% Multiple answers allowed

Business
Owner

Non-business
Owner

Drivers for pursuing wealth by gender and business ownership

Business owners, meanwhile, are naturally more driven by business-related 
factors including passion for their business (56%), making a difference (35%) 
and enhancing their work-life balance (29%).

% Multiple answers allowed



“ “Passion for my
business (61%) is the 

biggest motivation 
for the youngest

generation.
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The pursuit of pleasure

As is the case with wealth drivers, long term goals are balanced between those 
focused on the individual and those aligned to the needs of others. The top goal 
of respondents is to live a life of pleasure with no financial concerns (55%), 
followed by provide my children/heirs with the means to live a comfortable 
life (45%). The importance attached to living a life of pleasure ties in with how 
respondents predominantly define wealth as peace of mind and happiness.

Live a life of pleasure with
no financial concerns

Provide my children/heirs
with the means to live a

comfortable life

Achieve entrepreneurial
success (e.g., achieve

innovative results)

Enhance personal
knowledge and pursue

higher education

12- Q12

% Multiple answers allowed

55% 45% 44% 37%

Inspire to foster change in
the community/world

Seek spiritual fulfillment Achieve high standard
of material well-being

Significantly contribute to
improve society/community

35% 30% 27% 27%

Long-term goals

Shifting wealth goals over time

But age again plays an important role in determining long-term goals. 
Millennials have a greater desire to achieve entrepreneurial success (65%), 
foster change in the community/world (51%) and significantly contribute 
to improve society/community (40%), whereas their older peers are more 
focused on the aforementioned factors of achieving a pleasurable life and 
providing for children. 

These findings reflect the fact that younger respondents are more imbued 
with a sense of purpose, idealism and a desire to make a positive contri-
bution to society. But these sentiments tend to be diluted over time and 
replaced by more personal and family-orientated goals. 

“

“The top goal of respondents is to live a life of pleasure with no 
financial concerns (55%), followed by provide my children/

heirs with the means to live a comfortable life (45%).

% Multiple answers allowed
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% Multiple answers allowed

Achieve entrepreneurial success
(e.g., achieve innovative results)

Inspire to foster change in the community/world

Enhance personal knowledge and
pursue higher education

Achieve high standard of material well-being

Significantly contribute to improve society/community

Provide my children/heirs with the means
to live a comfortable life

Seek spiritual fulfillment

Live a life of pleasure with no financial concerns

Millennials Gen X Boomers

40%
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65%
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28%

33%

40%
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59%

37%

41%

39%

37%

32%

28%

22%
0 120

57%

54%

36%

31%

24%

29%

24%

26%
0 120

Differing long-term goals for different generations

% Multiple answers allowed



Wealth and Regret
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Wealth and Regret 

While respondents feel driven by, 
and responsible for, family and 
dependents, we have also seen that 
enjoying life and saving and investing 
are the priorities when it comes to how 
they actually use their wealth. But the 
pursuit of wealth can come with a high 
cost: that of not spending more time 
with family. This introduces the notion 
of regret into the emotional spectrum 
of wealth. 

Lost family time ranks 
as chief regret

Almost half of respondents (47%) cite 
spending more time with family as the 
number one thing they would have 
done differently had they not devoted 
so much time to accumulating wealth. 
Regret about lost family time is more 
pronounced among UHNW individuals 
(64%) and business owners (55%) — 
individuals likely to devote more time 
to their work.

These feelings of regret and guilt 
may themselves be motivating 
wealthy individuals to focus more on                                                                        
family-oriented goals in order to 
compensate or make up for lost time 
with loved ones. Wealthy individuals 
may feel they owe an emotional debt 
to their families. Here we see the 
emotional interplay of regret, guilt and                                       
compensation.     

Regret, guilt and burden –  the negative face of wealth

Spending more
time with
my family

I ensured I had
the right work-life

balance

Taking care of
my health

Following my
passions

and dreams

% Multiple answers allowed

Pursuing
higher

education

Growing my family
(getting married,

having children, etc.)

Helping others
(social work,

charitable giving, etc.)

Starting new
businesses 47%

27%

27%

24%22%

18%

13%

10%

Biggest regret – not spending more time with family

“
“

“
“

Almost half of respondents (47%) cite spending 
more time with family as the number one thing 
they would have done differently had they not 
devoted so much time to accumulating wealth.

Regret about lost family time is more 
pronounced among UHNW individuals (64%) 

and business owners (55%).

% Multiple answers allowed
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The wealth burden 

While some HNW individuals grapple 
with feelings of family-related guilt 
and regret, their wealth also exposes 
them to a host of other anxieties. 
Chief among these are people’s 
expectations (31%), worrying about 
losing wealth (31%) and people 
judging their status (30%). 

The study therefore highlights the 
fact that wealth can come with 
a high psychological cost — the                               
concept of the wealth burden. 
Wealthy individuals clearly carry a 
large weight of expectation on their 
shoulders which can trigger anxieties 
and other negative emotions.    

31%
31%

30%
29%

27%
26%

24%
21%

20%
20%

10%

People's expectations

Worrying about losing my wealth

People judging my status

Always wishing for more

Illusory happiness

Sacrifices

Missing life experiences, dreams or opportunities

Pressure

Little free time

Exposure to scams/frauds

Sense of loneliness

% Multiple answers allowed

The negatives of wealth

“ “Business owners have a blind spot when it comes to 
achieving their emotional aspirations and recognizing and 

managing the negative fallout of wealth accumulation.

Business owners most 
burdened by wealth

These anxieties are particularly acute 
for business owners, who worry more 
about people’s expectations and 
being judged by their status. A higher                          
proportion of business owners 
also wish they had more and suffer 
elevated levels of pressure. In 
addition, more business owners 
say they have illusory happiness. 
This would appear to defeat the 
ultimate objective and definition of 
wealth — to achieve peace of mind 
and happiness. In addition, a higher 
number of business owners flag the 
sacrifices they have had to make 
in terms of neglecting friends and 

% Multiple answers allowed

family and not achieving a good 
work/life balance. 

The study therefore identifies a 
mismatch between what wealthy 
business owners aspire to 
(happiness, peace of mind etc.) and 
what they have in reality (illusory 
happiness). These findings indicate 
that business owners have a blind 
spot when it comes to achieving 
their emotional aspirations 
and recognizing and managing 
the negative fallout of wealth 
accumulation. This highlights a need 
for business owners to put in place 
more formalized financial and life 
planning processes. 
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People's expectations 23%
43%

People judging my status 23%
40%

Always wishing for more 26%
33%

Worrying about losing my wealth 31%
31%

Sacrifices 23%
30%

Illusory happiness 25%
29%

Pressure 16%
29%

Little free time 18%
22%

Missing life experiences,
dreams or opportunities 25%

22%

Exposure to scams/frauds 22%
17%

Sense of loneliness 11%
10%

Business Owner Non-Business Owner

The negatives of wealth among business owners



Anxieties such as
people’s expectations and 

being judged by their 
status are particularly acute 

for business owners.

“ “
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Lessons from wealth – build a plan and stick to it

In terms of the lessons 
gleaned from wealth, HNW 
individuals share one piece of 
advice above all else: Build a 
plan and stick to it (53%). This 
is followed by understanding 
your needs (36%) and 
prioritizing things (36%).

Millennials are more likely to cite prioritization (39%), being enterprising and courageous (26%) and finding a 
good mentor (25%) as important lessons from the school of wealth. The older generation put more emphasis on 
understanding needs, setting achievable goals, being prepared to manage wealth (knowledge, education, plan) and 
enjoying life with no regrets.                

Compared to non-business owners, business owners attach more importance to leaving a mark on the world, being 
enterprising and courageous, understanding needs and finding a good mentor.

Build a plan and make e�ort to stick with it

Prioritize things and be ready to re-assess them

Understand your needs

Set achievable goals
Be prepared - make sure you have the right means
to manage your wealth
Give some away (donating, charitable giving, etc.)
Dedicate yourself to things you really care and love

Enjoy your life with no regrets

Be enterprising and courageous

Find a good mentor

Leave a mark in the world

Don't be worried about losing your wealth
0102030405060
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24%
24%
24%
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Lessons from wealth

Multiple answers allowed
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Lessons from wealth by generation

% Multiple answers allowed

“ “Lessons from wealth: Build a plan and stick to it 
(53%), understanding your needs (36%) and

prioritizing things (36%)
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Investment performance key in search for financial partner

When looking for a financial partner to help achieve their goals, the top qualities 
desired by respondents overall are investment performance (43%), communication 
(43%) and transparency in terms of performance and fees etc. (39%). Business 
owners will look more at investment performance, transparency and the reputation of 
the potential financial partner than their non-business counterparts.  

Q21
Build a plan and make e�ort to stick with it

Understand your needs

Give some away (donating, charitable giving, etc.)

Prioritize things and be ready to re-assess them

Enjoy your life with no regrets

Dedicate yourself to things you really care and love

Set achievable goals

Be enterprising and courageous

Find a good mentor

Be prepared - make sure you have the right means to manage your wealth

Leave a mark in the world

Don't be worried about losing your wealth

54%
53%

35%

34%

23%

23%

21%

18%

16%

15%

Business owner

11%

2%
3%

5%

10%

8%

32%

36%

24%

25%

38%

40%
33%

17%

Non-business Owner

Lessons from wealth among business owners

Q22 Investment performance

Communication

Experience

Clear understanding of my financial goals and plans

Transparency (about investment
performance, fees/commissions, etc.)

Reputation

Fees/commissions

Overall 25-35

Age Generation Business ownership

36-50 At Least 51

Tailored solutions

Access to digital services, social media, etc

43%

43%

39%

37%

37%

36%

20%

7%

4%

4%

44%

46%

49%

39%

23%

33%

11%

11%

11%

11%

40%

41%

36%

40%

39%

44%

24%

5%

4%

4%

46%

43%

37%

33%

42% 26%

28%

19%

7%

2%

2%

48%

42%

43%

36%

41%

15%

9%

6%

6%

45%

40%

43%

36%

38%

32%

23%

6%

3%

3%

Business
Owner

Non-business
Owner

Financial partner – desired qualities

“ “Top qualities of a financial partner desired by
respondents are investment performance (43%) 

communication (43%) and transparency in terms of 
performance and fees etc. (39%)
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I will transfer my wealth in full upon my death

I will gradually transfer my wealth before my death

I am not planning to transfer my wealth

I don't know

0 100

60% 24% 3% 13%

Wealth and family

It seems that HNWs are 
heeding their own advice in 
terms of the need to build a 
plan. Half of all respondents 
have made a wealth transfer 
plan and one-fifth say they 
are working on it (19%). 
Most respondents (60%) 
intend to fully transfer their 
wealth upon death.

With a view to preparing for a successful transfer, HNW individuals are speaking to a trusted professional advisor 
(45%) and organizing and storing financial documents, information and materials (43%).

Wealth transfer – planning and preparation

I have a full plan in place

I have no formal plan but I am working on it

My financial advisor is taking on the preparation of a plan for me

I have done nothing to date but I will

I will never make a plan

50% 19% 4% 20% 7%

I build relationship between my heirs and trusted advisor

I have meetings/conversation with my heirs about wealth transfer

I organize and store my financial documents, information and materials

I pass on and educate my heirs about the values, vision,
philosophy and operations of my business

I speak to a trusted professional advisor (e.g., accountant,
estate planning attorney, wealth manager/financial planner)

I involve my heirs in the estate planning process
(size, nature, distribution, etc.)

0 50

27%

45%

11%
10%

43%

17%

HNWs tend to minimise family 
participation in the wealth management 
process, perhaps reflecting a desire for 
control and autonomy. Most describe 
the type of meetings they have with 
their family to discuss finances as 
informal conversations (66%). One-fifth 
of respondents say they don’t have any 
family meetings/conversations about 
wealth management.

The most discussed topics at family 
meetings are saving (41%), roles and                    
responsibilities (35%) and investment     
strategies (32%).

Family involvement – minimal and informal
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23%

28%

Frequently

Informal conversations

One-way communications from the wealth creator

Ad-hoc meeting for special purposes

Short but frequent update meetings

Formal family board meetings

Advisor-led meetings

Structured meetings with ground rules

Online communications/chats

Never
Rarely
Occasionally

21%

29%
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% Rank 1 + Rank 2 + Rank 3

19%

27%29%

14%

35%
32%

19%
13%

32%

13%
18%

41%

Type of family meetings 

Most discussed topics at family meetings 

But the most discussed subjects vary according to age group. Millennials are 
more likely to talk about family development (education, skill building, etc.),  
Gen X to discuss saving (48%) and Boomers to discuss inheritance 
management/estate planning (40%).
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Multiple answers allowed

None of the above

Stronger engagement from my family members (spouse/partner, children, etc.)

Increasing frequency of family meetings/conversations

Better family role allocation (specifying role and responsibility)

More joint decision-making process and structure

More transparent and direct communications

Better family governance

Implementation of a more formal statement (mission, goals, values, etc.)

Greater external support from financial advisor

Introduction of a family committee

31%

23%

20%

16%

13%

13%

10%

10%

8%

6%
0 5 10 15 20 25 30 35

Type of family meetings 

% Multiple answers allowed

Almost one-third of respondents (31%) say they would not change anything 
about the way their family deals with financial discussions. But nearly a 
quarter (23%) desire stronger engagement from family members and  
one-fifth want increased frequency of family meetings/conversations.
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Boston Private is a leading provider of fully integrated wealth management, trust and private banking ser-
vices. For more than 25 years, Boston Private has taken a highly personalized approach to serving the com-
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