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About the Family Business Survey

3

The Family Business Survey is a global market survey among key decision makers in family businesses 

within a number of PwC’s key territories. The goal of the survey is to get an understanding of what family 

businesses are thinking on the key issues of the day.

Interviews conducted 

between 20 October 

2022 and 22 January 

2023

2,043
interviews conducted 

with family businesses

Across 82
territories

Online interviews 

averaging 25
minutes

37 interviews were conducted in Netherlands in this period
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2,043 interviews conducted in 82 territories

4

Eastern Europe

Albania = 4

Bosnia & Herz. = 2

Bulgaria = 7

Croatia = 3

Czech Rep = 6

Hungary = 4

N Macedonia  = 4 
Poland = 40

Romania = 33

Slovakia = 6

Slovenia = 1

Western Europe

Austria = 12

Belgium = 3

Cyprus = 7

Denmark = 36

Finland = 66

France = 36

Germany = 115

Greece = 34

Ireland = 38

Italy = 61

Luxembourg = 5

Netherlands = 37

Norway = 7

Portugal = 51

Spain = 42

Sweden = 60

Switzerland = 45

Turkey = 34

UK = 30

Europe

Bahamas = 1

BVI = 2

Canada = 24

USA = 83

North America

Argentina = 3

Brazil = 138

Cayman = 1

Colombia = 32

Ecuador = 36

Mexico = 38

Peru = 8

Latin America

Australia = 88

Azerbaijan = 1

Bangladesh = 39

Mainland China = 38

Hong Kong = 36

India = 59

Indonesia = 57

Japan = 60

Korea = 2

Malaysia = 10

Nepal = 4

New Zealand = 52

Pakistan = 2

Papua New Guinea = 42

Philippines = 3

Singapore = 22

Taiwan = 35

Thailand = 44

Vietnam = 36

Asia and Pacific

Middle East

Middle East = 46
(Bahrain, Egypt, Jordan, Kuwait, 

Lebanon, Oman, Qatar, Saudi 

Arabia, UAE)

Africa

Africa = 172

Kenya = 33

Nigeria = 33

South Africa = 33

Tanzania = 26

Uganda = 30

(Cameroon, Ethiopia, Ghana, 

Mauritius, Mozambique, Namibia, 

Sudan)
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Netherlands company profile – which companies have we 
interviewed?

5

Turnover (sales) (US$) Shareholder Majority

Sector Family’s Role in the Business

8 9 9 8
5 8 11 8

19 13 15 21

14 17
22 15

38 36
27 32

8 5 8 8
8 11 8 6

2023 2021 2018 2016

$1bn+

$501m-$1bn

$101-500m

$51-100m

$21-50m

$11-20m

$10m and under 19 15
23

15

27
27

41

34

27 31

22

28

27 28
12

23

2023 2021 2018 2016

4+ generations

3 generations

2 generations

1 generation

22

35

32

11

28

36

13

23

Owner managed

Family managed

Family controlled

Family owned (externally run)

2023

2021

54

19

11

3

3

0

10

40

28

12

7

0

3

10

Industrial Manufacturing & Automotive (IM&A)

Consumer Markets (CM)

Financial Services (FS)

Energy, Utilities, Resources (EUR)

Technology, Media, Telecommunications (TMT)

Health Industries (HI)

Other

2023

2021

%
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89 88 93 92

11 12 7 8

2023 2021 2018 2016

Other

Female

Male

Netherlands respondent profile – who have we spoken to?

6

Current Job Role / Position Age

FBN Member  (2023)Gender

56%

57

35

14

38

8

19

52

43

12

33

17

17

Owner

CEO / MD

Chair of the board

Member of the board of directors

Member of the Management Team

Other role / position

2023

2021
11 7 3 4

17 19 24 18

31 28
42

34

25 36

26
31

17 11 5 11

2023 2021 2018 2016

65 or older

55-64

45-54

35-44

Under 35

68% (69% 

in 2021)

%
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Headline findings for Netherlands

7

Dutch family businesses have seen strong 

performances over the last financial year with 

84% experiencing growth and only 5% seeing a 

sales reduction. This compares with 49% 

experiencing growth and 12% reduction when 

asked the same question in 2021 (albeit 

affected by the pandemic). The Dutch situation 

is more positive than the global picture.  

Globally, 71% of family businesses grew while 

8% shrunk.

Growth aims in Netherlands are ambitious over 

the next two years. 81% of Dutch family 

businesses expect to see growth for the next 

two years (compared with 77% globally).

Dutch family businesses are more likely than 

family businesses globally to think they are 

very advanced in a number of areas including 

their ability to adapt / make decisions quickly, 

having systems to gather customer feedback 

and having transparent communications.  As 

with family business across the globe, most 

Dutch family businesses admit that issues 

related to ESG and diversity are not a current 

area of focus.

However, 32% of Dutch family businesses 

say that ‘very much’ focus, energy, 

investment and resource is currently put into 

innovation / R&D (vs. 20% globally).

32% and 54% of Dutch family businesses 

respectively have a person or team in place 

responsible for diversity & inclusion and ESG 

(vs. 34% and 43% globally).

86% of Dutch family businesses claim to 

have a clear company purpose (global 

average: 79%).  Two thirds ensure it is written 

down and published online.

Many Dutch family businesses set goals and 

targets for customer satisfaction and growth 

(the latter lower than globally) but only a 

minority set goals and targets for diversity & 

inclusion and social impact.

The key priorities facing Dutch family 

businesses over the next two years are 

improving digital capabilities (much higher 

than the global average) and expanding into 

new markets. The key priority groups for 

Dutch FBs are shareholders and investors, 

followed by customers.

Like globally, Dutch boards tend to under 

represent women and those aged under 40.

1 2 3
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Headline findings for Netherlands

8

Most Dutch family businesses believe that it 

is essential to be trusted by customers, 

employees and family members. 

Additionally, Dutch FBs are more likely than 

globally to say they are fully trusted by 

customers, employees and family 

members. Being trusted by suppliers is 

seen as less essential. 

Trust levels between family members are 

generally seen as high, with only one in ten 

admitting to lower levels of trust between 

family members. Communication between 

family members is very high, with 81% 

saying there is family alignment on 

company direction (vs. 59% globally).

Only 46% of Dutch family businesses 

feel they have strong digital capabilities. 

This compares slightly favourably with 

the global average where 42% feel they 

have strong digital capabilities. 

More positively, 84% say they have a 

clear governance structure (vs. 65% 

globally).

Most Dutch family businesses engage in 

some form of social responsibility 

activities. In the main this tends to 

involve contribution to the local 

community or traditional forms of 

philanthropy.

69% of Dutch family businesses say 

there is an opportunity for family 

businesses like ours to lead the way in 

sustainable business practices (vs. 64% 

globally).

75% of Dutch family businesses see the 

value in paying their fair share of taxes 

as good corporate citizens (vs. 62% 

globally).

4 5 6
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Growth in Netherlands has increased when compared with 
previous years and is higher than the global average

10

%

Q7. Looking back over the last financial year would you say your sales have been: 

Q8. Which of the following best describes your company’s ambitions for the next two years?

Growth in last financial year

Base: All Netherlands respondents (2023 n = 37, 2020: n=75; 2018: n=74; 2016: n=71), all Global respondents (2023 n = 2,043, 2020: n=2,801; 2018: n=2,817-2,950; 2016: n=2,802)

Growth aims in Netherlands over the next two years are more ambitious than the global average

5 12 11 15 8
19

9
20

84

49

76 68 71
55

69 64

2023 2021 2018 2016 2023 2021 2018 2016

Double digit growth: 35%

Single digit growth: 49%

Double digit growth: 43%

Single digit growth: 28%

Netherlands Global

Growth ambitions for next two years

16

14

21

16

14

5

68

70

65

76

63

76

13

8

11

7

20

16

2

4

2

1

3

3

Global

Netherlands

Global

Netherlands

Global

Netherlands

Grow quickly and aggressively

Grow steadily

Consolidate

Contract/downsize to survive

Comparison with 

2018 FBs outlook 

for next 2 years

81%

77%

92%

86%

84%

84%

Comparison with 

2021 FBs outlook 

for next 2 years

%

Sales growth

Sales reduction

Growth
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Many admit that issues related to ESG and diversity are not a 
current area of focus

12

Actions being taken - Netherlands

%

Q11. Which of the following best describes what actions your company is taking in these areas?

Base: All Netherlands respondents (n=37); all Global respondents (n=2,043)

65

49

41

24

22

16

46

41

32

22

38

27

32

38

43

41

27

24

43

35

43

46

38

38

14

11

27

22

19

8

11

19

8

11

19

5

5

27

41

3

14

5

22

11

16

3

3

3

3

3

INSTITUTIONAL

Are able to adapt / make decisions quickly to adjust to shifting conditions

Have quality control systems in place for all our services and products

Have a system in place to gather customer feedback

Have an agreed and communicated ESG strategy

Have a clear purpose statement and commitment that advances DEI

Take a public stance on important issues (e.g., social, political, environmental)

INDIVIDUAL

Leadership encourages a culture of accountability

Have transparent communications

Have internal processes for employees to appeal or question management’s decisions

Offer staff incentives at all levels

TECHNOLOGY

Effectively responds to and addresses data/privacy breaches

Actively protects and consistently communicates about how it uses private data

Very advanced in this area On a path to achieving this It will be an area of focus in the future Not an area of focus Not sure/ not applicable

Global ‘very advanced’

55%

48%

34%

15%

21%

16%

43%

34%

22%

33%

27%

29%
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Around a third have a person or team responsible for diversity 
and inclusion, in line with the global average

13

%

Proportion of FBs with person / team responsible for:

Q12a. Do you have a person or team in your company directly responsible for each of the following? 

Q12b. (IF YES) Who has this responsibility 

89

73

62

54

32

68

68

46

43

34

Risk Management and Compliance

Corporate Governance

Family governance

ESG

Diversity and inclusion

Netherlands

Global

* Who has responsibility (among those with a person/team responsible):

%

CEO/MD/ 

COO/CFO/CTO

Owner / family 

member
The Board Head of Risk Head of HR

67 12 18 15 9

49 19 20 28 9

52 30 36 7 6

27 65 19 2 3

49 23 20 11 14

28 19 14 4 53

Base: All Netherlands respondents (n=37); all Global respondents (n=2,043)

* row blank if sample size < 30 respondents
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86%
Netherlands FBs have a clear 

company purpose 

i.e. one that can be summed up / 

articulated in one sentence

Global: 79%

86% claim to have a clear company purpose, with two thirds 
ensuring it is written down and published online

14

Which statements are true of your company purpose? (among those who 

have a purpose)

%

Base: All Netherlands respondents (n=37); all Global respondents (n=2,043), all that have a company purpose (Netherlands respondents n=32), Global respondents (n=1,610)

Q13. Do you have a clear company purpose i.e. one that you could sum up or articulate in one sentence?

Q14. Which of these statements are true of your company’s purpose:

78

66

59

53

50

47

25

61

46

36

61

48

41

16

Actively communicated regularly
internally

Written down/published on our
website

Actively communicated regularly to
family members

Related to the way we deliver our
products/services

Related to customer orientation

Actively communicated regularly
externally

Connected with specific SDGs

Netherlands

Global
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Only 41% of those who claim to have a clear purpose regularly 
communicate about how well they are performing against 
defined non-financial goals and targets

15

%

Actions taken to ensure your purpose and values are being acted on within the 

business on a day-to-day basis (among those who have a purpose) 

Base: all that have a company purpose (Netherlands respondents n=32), Global respondents (n=1,610)

Q15. Which of the following actions, if any, do you take to ensure that your purpose and values are being acted on within the business on a day-to-day basis? 

72

50

41

41

41

68

45

47

39

37

Take action to ensure employees understand
what the company's values and purpose mean

Adherence to our purpose and values are part
of the top management performance evaluation

Have your company's values and purpose built
into your appraisal and reward processes

Have systems in place to ensure misbehaviour
is reported directly to the management /board

Regularly communicate how well you are
performing against defined non-financial goals

and targets

Netherlands

Global



PwC Family Business Survey 2023

Many family businesses admit that little focus, energy, 
investment and resource is currently put into ESG

16

49

46

38

32

32

27

22

19

11

30

24

30

46

19

35

49

32

38

14

24

22

19

24

30

19

38

22

8

5

11

3

24

8

11

11

30

Delivering over and over again to a consistently high standard

Understanding customer needs

Adapting to changing market conditions

Consistently delivering on our promises

Constant innovation and R&D investment

Regularly reviewing our products/services for further development

Attracting and retaining talent

Balancing different stakeholders needs – customers, employees, suppliers, family

ESG

5 Very much 4 3 1-2

On scale of 1-5, amount of focus, energy, investment and resource put into… - Netherlands

%

Base: All Netherlands respondents (n=37); all Global respondents (n=2,043)

Q16 For each of the following, how much focus, energy, investment and resource do you put into it right now…

Global ‘very much’

43%

43%

38%

43%

20%

30%

28%

21%

10%

A third say they very much focus energy, investment and resource into innovation / RD, more than globally
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Customer satisfaction and growth are the goals / targets most 
likely to be set

17

%

Goals and targets set as standard policy (in addition to revenues and profits)

Less than half of Dutch FB set goals and targets for growth, well below average

Base: All Netherlands respondents (n=37); all Global respondents (n=2,043)

Q17. In addition to revenues and profits, which of the following goals and targets do you set as standard policy?…

70

46

35

30

14

11

11

77

67

31

24

24

9

4

Customer satisfaction

Growth

Environmental impact

Social impact

Governance related

Diversity and inclusion (DEI)

None of the above

Netherlands

Global
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Growth and profit are seen as key although most agree that 
profit should not be at the expense of customers or employees

18

% Agreeing with statements

Base: All Netherlands respondents (n=37); all Global respondents (n=2,043)

Q29. How strongly do you agree or disagree that…

81

73

73

57

87

77

71

70

Growth is important because it enables us to 
invest in our company’s future

We want to make a profit but never at the
expense of any of our customers or employees

Making a profit is the best way to ensure that we
achieve our overall purpose as a company

Making a profit is our primary goal – without it our 
business cannot grow

Netherlands

Global
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70%
Netherlands FBs measure / 

monitor progress against goals 

(among those setting goals)

Global: 82%

Most businesses claim to measure progress against their goals 
and report on this internally

19

Base: all setting goals: Netherlands respondents (n=33); Global respondents (n=1,970)

Q18. Do you measure and monitor progress against these goals and targets during the year? Q19. How often do you measure and monitor progress against these goals 

and targets? Q20. Do you give staff regular updates during the year on how the business is performing against these goals and targets? Q21. Do you publish your 

performance against your goals and targets more widely – for example, on your website or to other stakeholder groups (for example, investors)?…

70% Monitor progress at least 

quarterly (Global: 65%)

Give staff updates on progress 

of performance against goals  

(Global: 74%)76%
Publish performance against 

goals more widely (Global: 

29%) 18%
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Issues related to the local community, diversity and the value 
chain tend not to be key priorities

20

%

Key priorities over the next two years (Top 5) - Netherlands

62

46

38

35

32

32

30

30

22

22

19

19

16

14

8

Improving our digital capabilities

Expanding into new markets or client segments

Protecting our core business - covering costs/survival

Reducing the organisation's carbon footprint

Introducing new products/services

Rethinking the business - changing/adapting the business model

Increasing trust among our employees

Pursuing strategic acquisitions or mergers

Increasing customer loyalty

Increasing collaboration with other companies or organisations

Increasing investments in innovation and R&D

Increasing the organisation's social responsibility

Reducing dependencies along the value chain

Improving our performance on diversity

Supporting local community

Base: All Netherlands respondents (n=37); all Global respondents (n=2,043)

Q22. Which, if any, of the following are the company’s TOP FIVE priorities for the next two years?…

Global

44%

51%

44%

20%

41%

34%

32%

26%

42%

20%

27%

15%

17%

11%

13%
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The key priorities for Dutch FBs are shareholders and 
investors, followed by customers

21

46

38

14

3

8

35

24

14

8

8

16

14

35

22

3

5

3

30

14

27

62

89

86

97

Generating long term value for shareholders/investors

Delivering value to customers

Attracting / retaining top talent

Minimizing or reducing any negative impact on the environment / use of critical resources

Maximising profits in the short term

Dealing fairly and ethically with suppliers

Take care of the impact on local communities

1st - most important 2nd 3rd 4th-7th / Don't know

Rank order of priorities to overall business - Netherlands

%

Globally, customers are prioritised over shareholders

Base: All Netherlands respondents (n=37); all Global respondents (n=2,043)

Q23. Could you put the following in rank order in terms of their priority to your business overall – in other words which do you give maximum 

focus, effort and priority, which comes next on the list and so on..  Give a 1 to the highest priority, a 2 to the second highest priority etc. 

Global ‘1st –

most important’

32%

36%

12%

3%

10%

4%

1%



PwC Family Business Survey 2023

Protecting the business as the most important family asset and 
ensuring the business stays in the family are the key long term 
personal goals in the Netherlands

22

%

Important personal long term goals (5+ years)

Base: All Netherlands respondents (n=37); all Global respondents (n=2,043)

Q37. How important are the following longer-term goals to you i.e. OVER THE NEXT FIVE YEARS OR LONGER?…

83

81

64

61

50

17

82

66

67

59

67

29

Protect the business as the most important
family asset

Ensure the business stays in the family

Create a legacy

To contribute to solutions for society and the
environment

Create dividends for family members

Create employment for other family members

Netherlands

Global
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4.2
Average number of people on the 

Board of Directors in Netherlands

Global: 5.2

Boards are dominated by men and those aged 40+

23

54%

Have no one aged under 40 

on the board (Global: 57%)

62%

Have only family members 

on the board (Global: 36%)

22%

Have no-one from a different 

industry background on the 

board (Global: 26%)

22%

Have no women on the 

board (Global: 31%)

Base: All Netherlands respondents (n=37); all Global respondents (n=2,043)

Q24.How many people are there on the company’s board of directors? Q25.And how many people on the company’s board of directors …… 
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When it comes to trust, the customer is still seen as king, 
followed by employees and family members

25

86

76

62

35

35

14

11

8

8

11

19

27

43

32

11

27

32

14

3

5

8

22

19

14

43

41

27

3

14

62

19

19

51

Customers

Employees

Family members

Suppliers

Financial partners / banks

Investors

Community (including NGOs)

Policymakers and regulators

Media/industry analysts

5 Essential 4 3 1-2 Not important

Importance of being trusted by the following stakeholder groups - Netherlands

%

Only a third feel it is essential to be trusted by suppliers (lower than the global average)

Base: All Netherlands respondents (n=37); all Global respondents (n=2,043)

Q26. How important is it that your company is trusted by the following stakeholder groups? 

Global ‘5 -

Essential’

82%

68%

63%

49%

52%

40%

18%

27%

15%
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Dutch FBs are more likely than globally to say they are fully 
trusted by customers, employees and family members

26

88

67

57

9

28

43

3

6

Family members

Customers

Employees

Investors

Financial partners / banks

Suppliers

Media/industry analysts

Policymakers and regulators

Community (including NGOs)

Fully trusted High trust but still need to earn full trust Not high levels of trust yet Not sure

* Levels of trust following stakeholder groups have in your company 

(among stakeholder groups considered important) - Netherlands

%

Global ‘Fully 

trusted’

74%

51%

46%

54%

66%

59%

36%

40%

36%

Base: All Netherlands respondents (n=33-36); all Global respondents (n=810-1,931)

Q27a. Which of the statements below do you believe best describes the level of trust the following stakeholder groups have in your company? * bar blank if sample size < 30 respondents
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One in five family businesses say disagreements among family 
members is one of the biggest challenges to building trust with 
stakeholders 

27

%

Biggest challenges to building trust with stakeholders (Top 3) - Netherlands
Global

Base: All Netherlands respondents (n=37); all Global respondents (n=2,043)

Q28. Now, thinking of your selections in the previous questions, which of the following are the biggest challenges for your company as you 

build trust with your stakeholders? Please select up to three responses. 

32

22

19

19

19

19

11

3

5

We don't encounter any major challenges building trust with stakeholders

Current company culture

Disagreements among family members

Inability to change supply chain processes, structures and dependencies

Unclear what stakeholders want

Negative reputational issues specific to your industry

Pressure from financial partners to deliver growth / profit

Unsupportive leadership team and/or board of directors

Not sure where to start to build relationships

Other

37%

24%

22%

18%

15%

12%

12%

7%

8%

2%
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Only one in ten admit that trust is low between certain types of family 
members

28

Levels of trust between family members (1-5) - Netherlands

%

Base: All Netherlands respondents (n=37); all Global respondents (n=2,043)

Q27b. And how much trust would say there is between Family members who are NOT on the board and family members who ARE on the

board? Q36. How much trust would you say there is between: 

Global ‘5 – High 

levels of trust’

56%

41%

43%

40%

40%

63

58

44

36

36

34

39

42

50

44

3

3

14

14

19

Family members who are NOT on the board and family
members who ARE on the board

Family owners and non-family management

Next Gen family members and the current generation

Family members outside the business and family
members working in the business

Family members and non-family members within the
business

5 - High levels of trust 4 1-3 - Lower levels of trust
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Family conflict within the business tends to be irregular

29

%

Does family conflict within the business occur? How is this conflict handled? (among those 

experiencing it at least seldomly)

Base: All Netherlands respondents (n=37); all Global respondents (n=2,043) ; all who experience conflict (Netherlands respondents (n=27); all Global respondents (n=1,594))

Q32. Would you say family conflict within the business is something that: Q33. Which of the following (if any) describe how family conflict is 

handled in your company?…

24

68

3

5

22

39

30

9

Never

Seldom

From time to time

Regularly

Netherlands

Global

54

41

12

13

8

Conflict is handled within the immediate
family

Conflict is discussed openly by the
family

We use a third-party conflict resolution
service

We apply our conflict resolution
mechanism

We ignore conflict because of societal
norms

Netherlands

Global

* Country data not available because sample size <30
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97% of Dutch FBs have some form of governance policy in 
place within the business (vs. 81% globally)

30

%

Governance policies in place?

Base: All Netherlands respondents (n=37); all Global respondents (n=2,043)

Q31. Which of the following policies and procedures, if any, do you have in place?

70

70

70

65

43

41

41

41

24

24

3

50

41

35

30

27

26

21

19

21

20

19

Shareholders agreement

Dividend policy

Testament/last will

Family constitution or protocol

Family employment policy

Entry and exit provision

Emergency and contingency procedures

Conflict resolution mechanisms

Pre-nuptial arrangements

Shared family capital strategy

None of the above

Netherlands

Global
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Nearly two thirds have a documented vision and mission, 
above the global average

31

%

Agreeing with statements

Base: All Netherlands respondents (n=37); all Global respondents (n=2,043)

Q34. How strongly do you agree or disagree that…

72

72

61

58

58

53

70

68

45

57

44

43

The family that owns the business has a clear
set of family values

The family have a clear sense of agreed values
and purpose for the business

The family have a documented vision and
purpose statement (mission)

The values of the family that owns the business
define clear expectations for family members

The family have a defined code of conduct

The family have the family values and mission
for the company articulated in written form

Netherlands

Global
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Communication between family members is high, with 81% 
saying there is family alignment on company direction (vs. 
59% globally)

32

%

Agreeing with statements

Base: All Netherlands respondents (n=37); all Global respondents (n=2,043)

Q35. How strongly do you agree or disagree that…

81

75

69

59

65

65

All family members involved in or affected by 
the business have similar views and priorities 

about the company’s direction

Relevant information is shared in a transparent
and timely way between family members

Family members regularly communicate about
the business

Netherlands

Global



Adaptability and 
agility
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Most are positive about clarity of roles and feel that they 
embrace, not resist change. However, only 46% feel they have 
strong digital capabilities (similar to the global average)

34

%

Agreeing with statements

84

84

65

57

46

32

74

65

64

58

42

32

There are clear roles and responsibilities for
those involved in running the business

We have a clear governance structure

We have access to reliable and timely
information / data that feeds into the decision-

making process

We have the ability to change course at short 
notice because of the company’s liquidity

We have strong digital capabilities

There is a resistance within the company to
embrace change

Netherlands

Global

Base: All Netherlands respondents (n=37); all Global respondents (n=2,043)

Q30. How strongly do you agree or disagree that…



Total impact



PwC Family Business Survey 2023

Social responsibility activities tend to involve contribution to 
the local community or traditional forms of philanthropy

36

%

Local community contributions / philanthropy engaged in

75

50

28

17

61

46

23

14

Contributing to our local community

Traditional philanthropy/grant-based giving

Impact investing

Venture philanthropy Netherlands

Global

Base: All Netherlands respondents (n=37); all Global respondents (n=2,043)

Q38. Which, if any, of the following does the business or the family owning the business engage in…

86% 

(Global: 

74%)

33% 

(Global: 

31%)
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A majority of Dutch FBs see an opportunity to lead in 
sustainable business practices

37

%

Family businesses like ours are 

unlikely to lead but we WILL PLAY 

OUR PART when required

There is an opportunity for family 

businesses like ours to LEAD THE 

WAY in sustainable business 

practices

Neither

We see TAX AS A COST TO THE 

BUSINESS, which needs to be minimised 

to stay competitive

We see the VALUE IN PAYING OUR FAIR 

SHARE OF TAXES as good corporate 

citizens

Neither

We will play our part but it is the ROLE OF 

GOVERNMENT not businesses like ours 

to deliver greater benefits for the planet 

and human society

In order to succeed going forward OUR 

BUSINESS is going to need to deliver 

greater benefits for the planet and human 

society

Neither

6 6

69 64

25 29

Netherlands Global

3 7

75 62

22
31

Netherlands Global

11 12

75
60

14
28

Netherlands Global

Base: All Netherlands respondents (n=37); all Global respondents (n=2,043)

Q40.  Which of the statements below best describes the way you feel about the role of your family business today?…
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Profile of family 
businesses globally
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Company profile – which companies have we interviewed?

39

%

Turnover (sales) (US$) Shareholder Majority

Sector Family’s Role in the Business

24 24
12 17

9 9
13

15

15 16
19

20

13 13 17
16

22 21 24 20

6 5 5 4
6 7 6 6

2023 2021 2018 2016

$1bn+

$501m-$1bn

$101-500m

$51-100m

$21-50m

$11-20m

$10m and under 32 32 35 28

40 38 37
39

18 19 16 21

10 11 11 11

2023 2021 2018 2016

4+ generations

3 generations

2 generations

1 generation

32

38

23

6

33

37

22

8

Owner managed

Family managed

Family controlled

Family owned (externally run)

2023

2021

40

24

10

7

4

4

0

11

36

27

10

6

4

5

0

12

Industrial Manufacturing & Automotive (IM&A)

Consumer Markets (CM)

Financial Services (FS):

Energy, Utilities, Resources (EUR)

Technology, media, Telecommunications (TMT)

Health Industries (HI)

Government/Public Services

Other

2023

2021
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75 77 81 85 86

24 23 19 15 14
1

2023 2021 2018 2016 2014

Other

Female

Male

Respondent profile – who have we spoken to?

40

%

Current Job Role / Position Age

FBN Member  (2023)Gender

29%

50

39

18

38

30

7

50

42

16

35

30

6

Owner

CEO / MD

Chair of the board

Member of the board of directors

Member of the Management Team

Other role / position

2023

2021
11 13 11 10

24 23 26 23

27 28 32 34

25 23 22 22

13 11 9 10

2023 2021 2018 2016

65 or older

55-64

45-54

35-44

Under 35

66% (72% 

in 2021)
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Got any questions?

If you need more specific information please contact:
Cydnee Griffin (cydnee.griffin@pwc.com)  
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