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FOREWORD

Thanks

We would like to extend our thanks and appreciation to our sponsors of this report, Mazars, 

and to all the respondents who took their time to add their voice to the report.

 

Family businesses are the engine room of the UK economy, and the length and 

breadth of the UK family firms make a tangible contribution each and every day 

through wealth creation, employment, and income generation. Addressing the 

challenges is vital to supporting these firms and enabling them to continue to 

thrive and make a significant contribution – which is precisely why research like 

this is so important to truly appreciate the challenges that these organisations are 

facing today. 

 

Communities across the country would not be the same without the support 

of local employers who invest in the areas in which they operate. With strong 

values permeating family firms, many have been part of the local community for 

generations and it is family businesses who often lead the way in this respect.

 

Running a family firm in the current climate is inevitably challenging what with 

the rate and pace of technology changing the way that business is done and 

disrupting operations in ways that a few years ago we would never have thought 

possible. Of course, identifying challenges and dealing with them is something 

that long standing family firms have done for generations, continually innovating 

and investing to meet market demands. But the challenges identified in this 

survey are real and need to be addressed and those family firms that respond to 

the challenges will be better placed to survive for years to come.

 

Investing for the long term, good governance and reacting to such challenges 

promptly are great qualities to have within any business but these values 

especially underpin family firms across the UK today, establishing them as 

stalwarts of the national economy and helping them to make Britain ‘great’ too.

John Stevenson

MP for Carlisle and Chair of the 

All Party Parliamentary Group 

for Family Business

John Stevenson  

MP

Paul Andrews

Family Business United

Brian Hay Smith

Mazars

“IDENTIFYING CHALLENGES 
AND DEALING WITH THEM 
IS SOMETHING THAT 
LONG STANDING FAMILY 
FIRMS HAVE DONE FOR 
GENERATIONS”

FAMILY HISTORY AND 
HERITAGE ARE IMPORTANT 
BUT CANNOT GUARANTEE 
A FUTURE FOR ANY 
FAMILY BUSINESS”

DETERMINING THE UK FAMILY 
BUSINESS AGENDA IS THE FIRST 

STEP TO HELPING FAMILIES 
IN BUSINESS ADDRESS THE 

CHALLENGES THEY FACE ON A 
DAILY BASIS”
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With around 5 million family 

businesses in the UK today 

employing around 12 million 

people*, it is easy to see why family 

firms are referred to as the engine 

room of the UK economy. 

Family businesses operate in all sectors and in all 

corners of the UK, some firms larger than others, 

some new whilst others have been around 

for generations. They have a daily impact on 

the way we live our lives, from the milk for our 

breakfast, to the way we travel to work, how we 

keep fit and the way that we are entertained. 

They help shape the nation creating income, 

wealth and employment across the country.

Having said that, family firms are unique, partly 

because of the way they are owned, but also 

as a result of the way they are managed, the 

way decisions are made and the culture that 

they create. Very much part of the fabric of the 

communities in which they exist, family firms also 

face unique challenges and we wanted to use 

this survey as a way to better understand the 

agenda for family businesses today. 

We often hear from family business owners that 

they feel alone in contemplating the way forward 

and how to manage their business, yet we also 

know that shared insights and knowledge are a 

great way to learn.

So what are the challenges and what is the pulse 

of the family business community across the 

UK? Our survey not only sought to find out what 

keeps family business owners awake at night but 

also looked at four key areas of concern in more 

detail: enhancing shareholder value, strategic 

matters, digital and the family business brand.

Collectively, we wanted to give family businesses 

a voice, to understand the state of the family 

business nation and to better appreciate the 

concerns of this rich, vibrant, diverse sector of 

the economy.

Family businesses are really important to the 

economy, nationally but also regionally and the 

findings from the survey will help in determining 

the family business agenda and shaping the 

development of events and resources to help 

them deal with their challenges too.

Paul Andrews

Founder and Managing Director of  

Family Business United

INTRODUCTION Key Findings From The Research

Family firms are in it for 

the long term – 85% plan to 

remain family owned for the 

foreseeable future

Being a 
family 
business 
enhances  
the brand

20%
of family firms have 
a CEO/MD under the 
age of 40

have non-family 
board directors

of family 
businesses have 
concerns over the 
profitability and 
sustainability of 
the business

A quarter 
of family firms are 
not managing a 
digital strategy

Family firms are 
innovative

85%

53%

46%

* Source - The State Of The Nation - The UK Family Business Sector 2017–18, the IFB Research Foundation Report prepared  

by Oxford Economics
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WHAT KEEPS FAMILY 
BUSINESS OWNERS 
AWAKE AT NIGHT?
Running a business in the current economic climate 

is not easy. With a prevailing air of uncertainty 

around Brexit, interest rates and changing regulation, 

family businesses not only have to deal with these 

challenges but also, by their very nature, need to 

balance the needs of the family and the business. 

Unsurprisingly, when questioned about what keeps 

them awake at night, profitability and sustainability of 

the business is the number one concern.

Any business needs to be profitable and there are 

also pressures around sustainability, particularly for 

multi-generational family firms that need to make 

sure that they remain current and relevant today. 

History and heritage provide a great narrative to the 

business and a story to share through marketing 

and positioning statements but will never guarantee 

a future so it is vital that all family firms assess their 

relevance going forward and review it on a regular 

basis.

With the rate of change in technology and shifting 

consumer tastes and demands, running a family 

business is not easy, and there is the added pressure 

for owners to recruit, retain and motivate staff. Many 

family business owners are struggling to recruit staff 

in areas of near full employment and there are also 

challenges around sourcing sufficient numbers of 

lower skilled employees, particularly in agriculture and 

manufacturing. Family firms treat their employees 

well and in many cases staff are essentially an 

‘extended family’ but there are challenges that firms 

are experiencing in the current climate in finding the 

right people to fill roles and to retain them within the 

business.

Much has been written about the economic climate 

and the current situation is not helping family 

businesses plan for the future. In addition, the level of 

regulation, red tape and legislation is concerning.

Families in business involve numerous roles for family 

members, some of whom will own shares but not 

work in the business, others working in the business in 

a managerial position with no shares, and some may 

just be family members that have an opinion about 

the business and how it operates yet no role in the 

business nor share ownership either.  

Balancing the needs of the business and the family 

while making sure that there is an appropriate level of 

communication and the right governance structures 

in place to manage both in the right way is also a 

challenge for families in business today. 

Other key challenges for family businesses are 

associated with succession planning and the 

transition of the business from one generation to 

the next, engaging with the next generation and 

preparing them to take steps into the business and 

planning for the retirement of the current generation. 

Add to the mix uncertainties around the global 

economy and the need to prepare for life outside of 

the firm and the desire to create a legacy and it can 

be seen that there is a complex mix of family and 

business issues on the family business agenda around 

the UK today.

1. Profitability & Sustainability of the Business 45%

2. Recruiting, Retaining & Motivating Staff 39%

3. The Economic Climate 33%

4. Regulation, Red Tape & Legislation 30%

5. Balancing The Needs Of The Family & The Business 28%

THE MAIN CONCERNS

OTHER CHALLENGES
6 . Succession/Identifying & Developing Future Leaders 27%

7.  The Next Generation 20%

8. Global Political Uncertainty 19%

9. Preserving Wealth & Creating A Legacy 18%

10. Other Issues* 17%

11. Brand Reputation & Risk 16%

12. Access To Finance 15%

13. Retirement Planning 14%

14. Family Governance & Managing Shareholders 13%

15. Innovation, Technology & The Internet 10%

16. Remuneration Planning 9%

17. Taxation 9%

18. Marketing, PR & Social Media 8%

19. Selling The Family Business 6%

20. Growing Overseas 5%
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A LONG TERM  
VIEW

When it comes to value creation within family 

firms there is a real sense of perspective. Families 

in business are in it for the long term and seek to 

strategically move the business forward, engaging 

with the next generation and taking steps to ensure 

the business is passed from one generation to the 

next in a better condition than the business was when 

they inherited it.

More than 63% of family firms are happy to say that 

they are in business for the long term and plan to 

remain family owned for many years to come and 

take strategic decisions accordingly. Having said 

that, there would appear to be a greater degree 

of conservatism amongst the family business 

community. They tend to be more risk adverse than 

their non-family counterparts and a reluctance to be 

as innovative.

Clearly succession is widely upheld as a significant 

concern for family firms, although there can be 

confusion between the next generation of family 

business leaders as opposed to owners and 

shareholders of the business. Nearly half of the 

respondents already have the next generation 

involved in the business with a further 13% planning 

their involvement. It is encouraging to see that an 

additional 29% of those surveyed are prepared to wait 

and let the next generation decide for themselves.

Moving forward and as family firms grow, there may 

well be a need to bring in outside experience, to add 

new skills to the management team and to ensure 

the right people are in place to drive the business 

forward. 

In this respect family businesses seem very open to 

non-family involvement, recognising the need for the 

right skills and 55% have non-family on the board, 

30% have non-family shareholders, 84% have non-

family senior management and 37% have non-family 

non-executive directors. 

Professionalising the family business and enhancing 

the management teams can be key to driving the 

business forward and it is encouraging to see that 

families are embracing the challenge and bringing in 

appropriate skills as required.

FAMILY FIRMS 
ARE IN IT FOR 
THE LONG TERM
Do family businesses take a 

more long-term strategic view to 

business management than other 

organisations?

ENGAGEMENT 
WITH THE NEXT 
GENERATION
Are there plans for the next 

generation to be involved in the 

business?

55% 
have non-family Board 

Directors

84% 
have non-family  

Senior Managers

27% 
have non-family 

Shareholders

38% 
have non-family  
Non-Executive 

Directors

NON-FAMILY INVOLVEMENT

FAMILY FIRMS ARE 
INNOVATIVE
Do Are family firms more innovative 

than other organisations?

Already involved - 44% 

Yes - 13%  

No - 12%  

Don’t know - 2%  

Only If They Want To - 29% 

Yes - 63%  

No - 17%  

Don’t know - 20%

Yes - 43%  

No - 29%  

Don’t know - 28%
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MACSWEEN 

Macsween is a third generation family company 

established as a butchers shop in Edinburgh in the 

1950’s. The company has passed down through a 

family of natural entrepreneurs. 

Following in their Grandfather and father’s footsteps 

the current generation are passionate about making 

the best tasting foods, prioritising environmental 

sustainability and recognising the importance of our 

people and place within the community.

Macsween start with the best ingredients and their 

family recipes, which are virtually unchanged in  

60 years. And just as they have always done, they 

hand make their products with great care. Macsween 

haggis, vegetarian haggis and black pudding are 

wonderfully versatile, great for all times of day and 

throughout the year!

As a third generation family firm we are in it for 
the long term and focusing on a strategy for the 

future is important to us. Innovation is key to any 
business and family firms are no exception, and 
in the broadest sense we embrace innovation in 
all that we do – manufacturing, distribution and 

marketing. Innovation helps us to create new 
opportunities as a business and paves the way for 
an exciting future for all of us here at Macsween.”

James Macsween 
Managing Director, Macsween of Edinburgh
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STRATEGIC 
MATTERS 
It is well documented that family firms take the 

long term view and the results of this survey concur 

with this trend with 85% of family firms confirming 

that they will be family owned in five years time. 

However, when it comes to leadership there are 

some questions that need to be addressed. Over 

one third of respondents are in a position where the 

MD or CEO is planning to step down in the next five 

years, something which may lead to some difficult 

conversations.

In some cases the challenges around succession will 

result in the need to appoint a non-family member to 

the role, possibly for the first time, and this requires 

planning, thought, together with open and honest 

conversation. The family may have to define and 

write down clear roles and responsibilities as well 

as create processes to appoint the new leader, and, 

once they are in place, allow them the responsibility 

and authority to do the job they have been engaged 

to do.

Other conversations around the next generation 

may also be necessary as it may be that there are 

candidates from within the family who could take on 

the leadership role. Again, where there are numerous 

candidates, the family need to work together to 

the business as it is part of the family but who are 

not shareholders or involved on a day-to-day basis. 

Successful families in business manage to create the 

right frameworks and boundaries to ensure that they 

respect and value family time too.

One of the core areas of concern for any business 

as it evolves over time, and family firms are no 

exception, is the need to remain current and to have 

the right skills within the business to drive change 

and ensure that opportunities are maximised. Talking 

to many CEOs today it is clear that they recognise 

that the skills required to run a business today are 

very different to those of twenty-or-so years ago. 

Families that consider the present and future needs 

of the board are on the right track. A key concern 

across the UK is the need for boards to be strategic 

and this may require new appointments with the 

introduction of new skills, particularly if the business 

is seeking to move into new areas, possibly exploiting 

international markets for the first time, or making 

the most of the internet and innovation in business 

practices.

Risk management and human resources continue 

to be high up on the family business agenda. The 

growing risk posed by cyber threats and changing 

ensure that the right appointment is made for the 

future of the business. This can mean choosing 

between siblings and result in conversations 

around equality and fairness that many parents find 

difficult to have. On the other hand, there are many 

opportunities open to the next generation to pursue 

their own careers away from the family firm and 

possibly for them to decide not to take on a family 

business role. This may account for some of the 14% 

of businesses in the survey that are already reporting 

their MD or CEO as a non-family member.

Family firms appear to offer more opportunities for 

women to lead the business too – in this survey the 

number of female leaders is around 20%, and whilst 

it would be good to see more diversity this would 

appear to buck the trend in the non-family business 

world.

When it comes to family, 68% of respondents believe 

that family and business affairs should be kept 

separate. On the face of it, this may seem obvious, 

however in practice it can be incredibly difficult to 

maintain. Trying to create family time away from the 

office, and to refrain from conversations at home 

can be incredibly beneficial to the family, especially 

those family members that may have an interest in 

regulations add to the areas of concern. Families 

in business need to be aware of the threats and 

introduce the right procedures and policies to 

address all the risks they face.

Strategy is all about recognising the threats and 

dealing with the weaknesses whilst maximising the 

opportunities and harnessing the strengths within 

the business. Family firms need to ensure that they 

are continuing to review where they are, what they 

are doing and what the next stage in the evolution 

of the business looks like and to make sure that they 

have the right people within the business in order to 

achieve their goals.
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CEO/MD GENDER WHEN IT COMES TO FAMILY,  
which is more important?

AS THE FAMILY  
BUSINESS EVOLVES  
which areas of the board will cause the most concerns:

FUTURE FAMILY 
OWNERSHIP 
Do you see the business remaining in family 

ownership in five years time?

CEO/MD UNDER 40 
36% 

68% 

of family firms have a CEO/

MD planning to step down in 

the next five years

believe family and business 

affairs should be kept 

separate

NON-FAMILY CEO/MD 

BIGGEST GROWTH 
OPPORTUNITIES

Male - 81%

Female - 19%
Family – 44%

Business – 7%

Both – 46%

Don’t Know – 3%

Yes - 17%

No - 83%

Yes - 84%

No - 7%

Don’t Know – 9%

Across the UK – 42%

Internationally – 32%

Local Markets – 22%

Other – 4%

Yes 
14% 

No  
86%

40
+

1. Strategy  42%

2. Risk Management  36%

3. Human Resources   35%

4. Communications  26%

5. Finance  21%

6. Marketing  18%

7. Operations  12%

8. Other  6%

STRATEGIC 
MATTERS 
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ZONAL 

Zonal is the UK’s leading technology solutions 

provider for the hospitality sector. With over 38 years’ 

experience, the company has developed a suite of 

world-class products, from EPoS to online booking 

tools to order and pay apps, that offers a fully 

integrated service to any hospitality business.

 

An independent family business, that was founded 

by hotelier Ralph McLean who developed the first 

EPoS solution for hospitality businesses in 1979, the 

company now employs over 600 people from seven 

offices across the UK. Proud of its Scottish heritage, 

Zonal remains a true family business with five family 

members on the board. To add external talent and 

expertise, the company recruited key roles such as 

CFO and COO as non-family members, who have 

been carefully selected to fit the Zonal ethos.

 

The company’s roots are embedded in the hospitality 

sector and that has remained its focus to this day, 

with customer service and support being central 

to its success. Being independent and financially 

stable, the business has the flexibility to adapt and 

respond to customer needs and changing consumer 

technology habits quickly and effectively. At the 

forefront of insight into the sector, Zonal conducts 

a quarterly GO Technology report, which interviews 

5,000 adults on their views on how they engage with 

technology when eating and drinking out. The output 

helps to shape technological solutions that improve 

the customer experience, from online ordering and 

payment to kitchen management and hotel  

booking systems.

 

As a market leader, Zonal solutions today are used 

daily in over 16,000 leisure and hospitality businesses 

across the UK, ranging from restaurant and pub 

groups to nightclubs and football stadiums. 

As Zonal continues on its journey, we are aware 
of the need for constant strategic review. Like 
any business, the board will require different 

skills as the business grows and it is important 
to be continually aware of the needs of the 

business and to consider all the options 
available to us. As a firm we are always looking 

for innovative ways to grow and diversify so 
need to ensure we have a strategy in place to 

monitor and shape what we are up to.”

Stuart McLean, CEO, Zonal UK
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DIGITAL
The digital revolution is continuing at speed and 

there is no getting away from the need to consider 

innovation, technology and the continuing impact that 

it is having, and will continue to have, on family firms 

across the UK. Family businesses need to embrace 

every opportunity available in order to remain current by 

offering innovative solutions to customers and to ensure 

that they maximise all the opportunities that they are 

working in a modern way. 

Technology and the world of digital marketing are here 

to stay and the family firms that embrace these new 

ways of doing business are likely to be best placed to 

survive for many years to come. Keeping abreast of 

the changes is not easy but it is important that family 

businesses factor the digital arena into their strategic 

planning process. Encouraging all generations to 

appreciate the threats and harness the full potential of 

the opportunities is also important.

With the digital age being so critical to the future, it 

is great to see that 59% of respondents believe that 

they are addressing digital opportunities sufficiently. 

However, it is a concern that 31% do not and 10% have 

no idea if they have or not. In addition, a quarter of 

all respondents have no plans in place to manage the 

digital strategy which is of concern. Clearly, more can be 

done to ensure that families embrace all opportunities 

for the good of the business in the long term.

With the opportunities that are presented by the 

digital arena there are also risks. One that is clearly on 

the agenda of family firms, even more so when it is 

the family name ‘above the door’, is the potential risk 

associated with negative social media coverage. With 

a quarter of all family firms worried about any negative 

brand impact caused by social media it becomes even 

more important that plans, procedures and protocols 

are in place to manage messages and behaviours too.

When it comes to implementation of the digital agenda 

for the family firm the responsibility clearly lies in the 

hands of the next generation. A third of respondents 

see digital and social strategy as the responsibility of the 

younger generation. Whilst this might be a reflection of 

the next generations understanding of new marketing 

tools, apps and means of communication via platforms 

such as twitter, facebook, linkedin and the like, it is 

important that the business as a whole understand the 

agenda. It is critical that all family firms put strategic 

thought into a digital strategy, considers the best ways 

for the business to maximise the use of social media, 

measures the results and monitosr coverage. 

Whilst it is positive to see that some family firms are 

adopting strategies to address technology, digital 

and social media marketing and the need to evolve 

and innovate, more can clearly be done in this area. 

Minimising risks associated with social media and the 

impact on the family brand are important aspects that 

need more attention and more firms clearly need to put 

more formal procedures and plans in place to address 

the issues. 

Digital platforms, marketing and communication 

messages need to be assessed and reviewed at a 

strategic level and it is a concern that around a third 

of all family firms taking part see the digital and social 

media strategy the responsibility of the next generation. 

All generations need to come together to ensure that 

the appropriate communications are being driven 

through all channels, that the business owns its core 

messages and that values, vision and narrative are all 

aligned, helping to deliver the broader business strategy 

for the firm going forward.

DOES YOUR FAMILY BUSINESS 
embrace digital opportunities sufficiently?

Yes – 59%

No – 31%

Don’t Know – 10%

28% 

28% 

1 in 4 

of family firms see digital 

and social media strategy as 

the responsibility of the next 

generation

of family firms DO NOT have 

appropriate plans in place to 

manage their digital strategy

family firms are concerned 

about a negative impact of 

social media on their brand
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BAMBINO MIO

Bambino Mio, is founded on the principles of quality, 

convenience, style, comfort and value for money. 

As a family firm they’re committed to developing 

products that are better for you, your baby, and your 

environment and their aim is to deliver a superior 

customer service and product experience enabling 

parents to focus on the joys of parenthood. 

Run by husband and wife Guy and Jo Schanschieff, 

Bambino Mio is based in the heart of the English 

countryside in Northamptonshire.

It all began in 1991, Guy and Jo were travelling through 

India where they met an American at the Taj Mahal. 

Over dinner they got talking about a reusable nappy 

laundry service offered in New York. That was it, the 

seed of an idea was sown.

On returning to the UK, Guy and Jo set up a 

reusable nappy laundry service from their home 

in Northampton, and although the laundry service 

showed slow growth, Guy and Jo were convinced 

reusable nappies were the way forward. It became 

apparent that reusable nappies were increasing in 

popularity, but the demand of a laundry service was 

limited as parents soon realised how easy they were 

to wash and how much money could be saved by 

doing so. As a result, in 1997 Guy and Jo started to sell 

reusable nappies and associated products directly to 

parents through mail order and now Bambino Mio is 

established as the leading brand of reusable nappies 

and accessories worldwide.

As a family owned business, Bambino Mio invests for 

the long term with significant investments over the 

years coming in the integration of new IT systems and 

new appointments to strengthen the management 

team. Currently having 42 employees and turnover of 

£7 million, the digital marketing strategy has clearly 

worked and proven to be a worthwhile investment 

and as a business, Bambino Mio have managed to 

successfully use digital platforms where others are 

struggling.

Now, nearly 20 years later, a wedding, 3 children, 

an MBE for Guy in the 2011 New Year Honours List 

for his services to business, over 50 awards and 70 

countries worldwide; Bambino Mio is the largest and 

most accessible reusable nappy brand in the world. 

Bambino Mio may have grown in size but the core 

family values remain the same, to manufacture high 

quality, simple, reusable nappies and associated 

products and make them accessible and affordable  

to all.

“As a business we have grown our turnover 
through an active digital marketing strategy, 
digital channels represent real opportunities 

for us to continue to grow and evolve as a 
brand globally. Digital opportunities are a 

fantastic way to build a brand, share insights 
and to engage with customers and it has 

had a really positive impact on how we have 
established ourselves in the marketplace.”

Guy Schanschieff MBE, 
Managing Director, Bambino Mio
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CREATING THE FAMILY 
BUSINESS BRAND
 
Family firms across the UK are extremely proud 

of who they are and what they do. They recognise 

that family ownership and management are truly 

positive aspects associated with being in business. 

More than three quarters of respondents believe that 

being a family firm enhances their brand and creates 

more trust with consumers, and a similar proportion 

believe that family firms are stronger when family are 

involved on a daily basis.

Responses also clearly indicate that family businesses 

believe that they win new work as a result of who 

they are. The survey clearly demonstrates positive 

messages associated with the creation of the family 

business brand. However, there is also a recognition 

that family owned is not a message that needs to be 

conveyed at all times. Most of the time family firms 

are actively promoting themselves as family owned 

but there are occasions when they don’t and around 

7% never refer to it at all.

There is no getting away from the pressures of doing 

business in the 21st Century and along with all the 

day-to-day operational pressures, family firms are 

also aware of the family factor in the brand. Half of 

respondents feel more pressure on the family when 

their name is included in the trading name of the 

business. 

Family firms have an important role to play in the UK 

economy where they employ more than 12 million 

people and have direct impact on the creation of 

wealth, income and jobs in all corners of the country. 

Given the importance of this contribution it is not 

surprising that the family name is of such importance. 

They reinforce many communities through their 

work and make a clear impact locally, regionally 

and nationally as a result of their philanthropic 

endeavours.

Family businesses are important and their brands are 

seen positively in the community at large. More and 

more recognition is being given to families in business 

in the media too and with more recognition of what 

they do and the contribution they make, their brand 

image improves by association, but care needs to be 

exercised to manage risks and protect the brand too.

DO YOU ACTIVELY PROMOTE THE 
BUSINESS AS FAMILY OWNED?

Always – 40%

Usually – 30%

Sometimes – 23%

Never – 7%

75% 
believe family firms are 
stronger with family 
involved on a daily basis

81%

56% 

48%

of family firms believe 
being a family business 
enhances their brand and 
creates more trust with 
consumers

believe they being a family 
firm contributes to winning 
new work

believe there is more 
pressure on the family when 
their name is included in the 
business title
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FRACINO

A champion of British manufacturing, multi-award 

winning Fracino operates one of the world’s 

most advanced and efficient espresso equipment 

manufacturing facilities.

Founded in 1963 by Chairman Frank Maxwell, 

customers of the UK’s only manufacturer of 

traditional espresso machines include Subway®, 

PizzaExpress, Living Ventures Restaurant Group, AMT 

Coffee and Pathfinder pub chains. 

Producing over 5,000 machines annually and 

exporting to 70 countries, Fracino’s products include 

bean-to-cup machines, hand fill machines and 

traditional machines and associated equipment. 

Fracino’s machines have taken centre stage in high-

profile soaps and been viewed by millions of people. 

Every machine leaving the factory proudly displays 

the Made in Britain marque. 

A multi-million pound investment programme 

has revolutionised production and the majority of 

components are fabricated in-house via state-of-the-

art equipment and bespoke CAD technology. 

As a business Fracino recognises the importance of 
family ownership and is proud that we have been family 

owned for over five decades. The powerful success 
story of our third generation family business and the 

UK’s only manufacturer of traditional cappuccino and 
espresso coffee machines is steeped in family values 
and we are incredibly proud of our roots, our ethos - 

and our family heritage. We truly believe that being a 
family firm is something that enhances our brand and 
creates more trust with our customers and our valued 

UK and global distributor network.”

Adrian Maxwell, Managing Director, Fracino
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I’m here as a steward to 
do as much as I can to 
grow the business, to 

make it even better than 
it is already, in order to 

pass it on as an even 
better business to the 

next generation.”

Lizzy Rudd  
Chairman  

Berry Bros. & Rudd

Family businesses clearly have a 

significant role to play in the UK 

economy and have a lot on their 

agenda at the moment. Political and 

economic uncertainty are clearly of 

concern and families across the UK 

are watching as prevailing events 

unfold and making plans to address 

various eventualities.

What is clear from the survey is that business comes 

first and without a profitable and sustainable business 

there is no family business. Attention is clearly focused 

on the needs of the business now and in the future as 

family firms put plans in place to remain current going 

forward. In fact, family firms that have been around 

for generations have seen many changes over the 

duration of their existence and hopefully this will stand 

them in good stead going forward, and show the way 

for younger family firms to follow.

There is a lot on the family business agenda too. 

Managing the business in uncertain times is one 

challenge but the changing digital landscape and the 

fight for skills are also high on the agenda too. The 

competition for talent continues at a pace and family 

firms are well aware of the challenges that brings to 

their businesses.

Predictably, and understandably, regulation and red 

tape are an issue that will never go away but it does 

present a cost and administrative burden on many 

family firms. Family businesses revolve around the 

family and it is clear that family firms are having to 

balance the needs of the family and the business 

and in this regard, clear communication and open 

conversations clearly help to address some of the 

challenge although over time there is a need to make 

sure that processes and procedures evolve, families 

continue to communicate and the purpose, vision and 

values of the family and the business remain aligned.

Family firms will continue to prosper and to deal 

with the challenges they face – it is in their DNA to 

keep going and face their challenges head on – and 

research such as this will help to raise awareness of 

the concerns they face and help to prioritise resources, 

articles and insights to help them in their quest. 

CONCLUSION 
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Respondents were asked to complete a questionnaire during the summer and 167 family firms across the UK 

shared their views in helping us to determine the UK family business agenda. Respondents represented a 

diverse mix of family firms across the regions as well as sectors and age of business too.

RESPONDENTS 

RESPONDENTS  
BY REGION

REGION % RESPONDENTS

Scotland 25

North West 15

Midlands & Central  14

Yorkshire  12

London & South East  11

East & East Anglia  8

South & South West  8

North East 3

Wales 2

Northern Ireland 2

  100

RESPONDENTS  
BY OLDEST GENERATION  
OF FAMILY INVOLVEMENT

GENERATION % RESPONDENTS

Tenth or Older 3

Ninth 1

Eighth  2

Seventh  2

Sixth 3

Fifth 7

Fourth  9

Third 20

Second 29

First  24

  100

RESPONDENTS  
BY TURNOVER

TURNOVER % RESPONDENTS

More than £100 million 6

£50-£100 million 9

£20-£50 million  15

£10-£20 million 9

£5-£10 million 20

£1-£5 million 28

Less than £1 million  13

  100

RESPONDENTS  
BY EMPLOYEES

EMPLOYEES % RESPONDENTS

More than 250 16

101 to 250 22

51 to 100  17

11 to 50 31

Less than 10 14

  100

RESPONDENTS  
BY SECTOR

SECTOR % RESPONDENTS

Food & Drink 19

Retail 11

Health & Welfare  3

Hotel & Leisure  8

Property & Construction 13

Energy & Renewables  1

Transport & Logistics  10

Creative Industries 2

Education 1

Homes & Gardens 3

Professional & Financial Services 7

Manufacturing 18

Other 4

  100

Scotland

South &  

South West

North East

North West

Northern 

Ireland

Wales

Yorkshire

Midlands & 

Central

London & 

South East

East &  

East Anglia
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OUR SPONSOR 

Research of this nature could not be possible without the support of our sponsor:

Mazars

ABOUT  
FBU

Since being founded in 2011 Family Business United 

has become an award-winning magazine, resource 

centre and events organisation championing the 

contribution that family businesses make to the global 

economy. FBU is an innovative community with family 

businesses at the heart of all that we do – irrespective 

of their size, age or sector, and was formed out of 

the passion of Paul Andrews who has over 20 years 

experience of working with and in various family  

firms and advisory organisations with family  

business clients.

Unlike other organisations, FBU is a resource for 

all, family businesses of all sizes and sectors, and 

their advisers, helping to raise the profile of the 

contribution that family businesses make, and 

sharing insights, research and tools to help family 

firms deal with the unique issues they face too. FBU 

is a non-advisory organisation and as such works 

with professional advisers and academic institutions 

around the world to source content and share articles, 

insights and events to enhance the knowledge 

available to the family business community. As a 

collaborative multi-media outlet we work to share 

materials that matter, that can make a difference, and 

help family business owners realise that they are not 

alone, and that they can learn from the experiences of 

others. We are one of the most active family business 

community participants in social media activities 

globally with regards to family business too and 

continue to break new ground with innovative ways 

to champion the family business sector.

The team behind FBU have developed a great 

network around the world and have been 

involved with some of the leading family business 

organisations on the global platform – with Paul 

Andrews sitting on the FFI London Conference 

Advisory Board in 2015, regularly being a panel 

member on the STEP Private Client Award for Family 

Business Adviser of the Year, being a judge for the UK 

Private Business Awards and regularly being quoted 

in the press. 

Our network continues to grow and open up more 

opportunities to fly the flag for the family business 

sector here in the UK, to dispel the myths around 

family firms and to continue to raise the profile for 

the contribution they make. Family business is at 

the heart of all that we do so if you are interested 

in getting involved, and want to find out more or 

become a member of Family Business United, please 

do not hesitate to contact us.

Mazars is a leading international audit, tax and 

advisory firm, with an integrated partnership 

spanning 86 countries and 20,000 people.

In the UK, Mazars is a Top 10 firm in its sector 

providing a comprehensive range of services in a very 

personal manner. We are a key supporter of family 

businesses of all sizes whether they are starting up, 

growing, maturing or exiting.

Working across industries, we understand that 

running a family businesses comes with its own 

specific challenges, opportunities and goals. At the 

same time, we know that every business is unique. We 

build relationships based on listening to our clients, 

understanding their aspirations, and working together 

in the long term to turn them into reality.

Family businesses are the bedrock of the UK 

economy, and we are proud to support them during 

every step of their journey.

We are delighted to have partnered with Family 

Business United in the production of this 2018 Family 

Business Survey.
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Paul Andrews
Founder & Managing Director

 

Family Business United

The Cliftons – 49 Pendenza

Cobham

Surrey

KT11 3BY

Become a member of the innovative family business 

community today.

 

Contact us for more information

 

 07718 001179

 

 paul@familybusinessunited.co.uk

 

 @ScotlandFBU and @FamilyBizPaul

www.familybusinessunited.com

CONTACT US
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John Stevenson  

MP

Adrian Maxwell

Fracino

Guy Schanschieff MBE

Bambino Mio

UK FAMILY FIRMS 
MAKE A TANGIBLE 
CONTRIBUTION EACH 
AND EVERY DAY”

WE TRULY BELIEVE THAT 
BEING A FAMILY FIRM 
IS SOMETHING THAT 
ENHANCES OUR BRAND”

DIGITAL 
OPPORTUNITIES 

ARE A FANTASTIC 
WAY TO BUILD A 

BRAND”



 The Family Business Survey 2018  |  34
familybusinessunited.com


