
PwC’s 11th Global Family Business Survey

to build trust

Transform 

Family businesses need to adopt new priorities to secure their legacy.
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PwC I FBS webcast – FBN results 

Between 20 October 2022 and 22 January 2023, 

PwC heard from 2,043 family business leaders 

across 82 countries, in collaboration with Family 

Business Network International (FBN-I).

588 interviews were conducted with FBN members in this period



PwC I FBS webcast – FBN results 

2,043 interviews conducted in 82 territories

Middle East

(Bahrain, Egypt, Jordan, Kuwait, Lebanon, 

Oman, Qatar, Saudi Arabia, UAE)

Asia and Pacific

Australia, Azerbaijan, Bangladesh, Mainland 

China, Hong Kong, India, Indonesia, Japan, 

Korea, Malaysia, Nepal, New Zealand, 

Pakistan, Papua New Guinea, Philippines, 

Singapore, Taiwan, Thailand, Vietnam 

Africa

Africa, Kenya, Nigeria, South Africa, 

Uganda, Cameroon, Ethiopia, Ghana, 

Mauritius, Mozambique, Namibia, Sudan, 

Tanzania)

Europe

Western Europe

Austria, Belgium, Cyprus, Denmark, Finland, 

France, Germany, Greece, Ireland, Italy, 

Luxembourg, Netherlands, Norway, 

Portugal, Spain, Sweden, Switzerland, 

Turkey, UK

Eastern Europe

Albania, Bosnia & Herz., Bulgaria, 

Croatia,Czech Rep, Hungary, N Macedonia, 

Poland, Romania, Slovakia, Slovenia 

North America

Bahamas, BVI ,Canada, USA

Latin America

Argentina, Brazil, Cayman, Colombia, 

Ecuador, Mexico, Peru 

29% of interviews were conducted with FBN members



RoleTurnover GenderGenerationAge Sector

52% of 

respondents 

between 

$50m -

$1bn USD 

and over

52% Owner

33% 
CEO/MD

46% of 

respondents 

are between 

45 and 65 

years old

42% 2nd 

generation

34% 3rd 

generation and 

beyond

70% Male

29% Female

41%
Industrial 

Manufacturing 

and 

Automotive

22%
Consumer 

Markets
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Growth has gone back, if not surpassed, 

pre-pandemic levels

Non-FBN members

44%  reported double digit growth

27%  reported single digit growth

FBN Members

43% reported double digit growth

30% reported single digit growth

Growth ambitions are high for the next 

two years

Non-FBN members

61% aim for steady growth

14% aim for aggressive and fast growth

FBN Members

68% aim for steady growth

14% aim for aggressive and fast growth
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P. 7

Family Business Trust Advantage Erodes
Percent trust

2023 Edelman Trust Barometer. TRU_ORG. [FAMILY-OWNED BUSINESSES] Thinking about different types of businesses, please indicate how much you trust each type of business to do what is right. 9-point scale; top 4 box, 

trust. Question asked of half of the sample. TRU_INS. [BUSINESS IN GENERAL] Below is a list of institutions. For each one, please indicate how much you trust that institution to do what is right. 9-point scale; top 4 box, trust. 

General population, 21-mkt avg. Year-over-year changes were tested for significance using a t-test set at the 99%+ confidence level.

Family business

Business in 

general

N/A
-6

+8

Change, 

2013 to 2023

Distrust
(1-49) 

Neutral
(50-59)  

Trust
(60-100)

Significant changeGLOBAL 21 +0-

Trust advantage, 

Family business vs business

6pts

20pts
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PwC’s 2023 Trust Survey

March 2023

PwC’s 2023 Trust Survey surveyed 500

business executives, 2,508 consumers

and 2,012 employees in the United States. 

It was fielded February 17-23, 2023.



PwC





Who do we need to be trusted by?

Mind the trust gap

PwC I FBS webcast – FBN findings 

Many family businesses say they’re not trusted by two crucial stakeholder groups…

*Q: How important is it that your company is trusted by these stakeholder groups? (Showing ‘essential’ and ‘very important’)

**Q: Which of these statements do you believe best describes the level of trust the following stakeholder groups have in your company? (Showing ‘fully trusted’)

Source: PwC’s 2023 Family Business Survey/PwC analysis

Customer Employees

FBN Are we trusted by these groups?

95% 95%

55% 51%

40% 44%

92% 91%

50%
42%

42%
49%



Mind the trust gap

PwC I FBS webcast – FBN findings 

…and many businesses aren’t taking the actions required to build that trust

Non-FBNFBN

do not communicate their purpose externally

do not take a public stance on important issues

do not have a clear and communicated ESG strategy

do not have a purpose statement/commitment that advances DEI

56%

60%

78%

86%

78%

88%

74%

80%



There is strong evidence of
the link between trust and
profit, making trust one of
the most valuable of assets.



Today’s panellists

Photo

Francisca Nacht

Co-Chair of the Board at Mills & 

Co-President FBN Denmark

PwC I FBS webcast – FBN findings 

Photo

Farhad Forbes

Chairman FBN International & 

Co-Chairman Forbes Marshall

Photo

Martha Stice

Chair FBN USA



PwC’s 11th Global Family Business Survey

to build trust

Transform 

Family businesses need to adopt new priorities to secure their legacy.



80%
FBN FBs have a clear company 

purpose 

i.e. one that can be summed up / 

articulated in one sentence

Non-FBN: 77%

80% of FBN member businesses claim to have a clear company 
purpose, but many do not take the required action to ensure it is 
effective e.g. write it down, communicate it externally

17

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

have a purpose)

%

Base: All FBN respondents (n=588); all Non-FBN respondents (n=1,280), all that have a company purpose (FBN respondents n=473), Non-FBN respondents (n=986)

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:

63

62

48

47

45

44

21

60

62

47

45

32

40

11

Actively communicated regularly
internally

Related to the way we deliver our
products/services

Related to customer orientation

Written down/published on our
website

Actively communicated regularly to
family members

Actively communicated regularly
externally

Connected with specific SDGs

FBN

Non-FBN
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Only 39% of FBN member businesses who claim to have a clear 
purpose regularly communicate about how well they are performing 
against defined non-financial goals and targets

18

%

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 (FBN respondents n=473), Non-FBN respondents (n=986)

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

71

48

47

43

39

66

47

44

37

36

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

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

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

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

FBN

Non-FBN

PwC I FBS webcast – FBN results 



PwC’s 11th Global Family Business Survey

to build trust

Transform 

Family businesses need to adopt new priorities to secure their legacy.



Be transparent. Speak out on social 

issues.

New ways family businesses can transform to build trust

Create two-way 

communication with 

all stakeholders.

PwC I FBS webcast – FBN results 



Lorem ipsum 
dolor sit amet 
consectetuer

Presentation by Lorem Ipsum

January 2023pwc.com/familybusinesssurvey

© 2023 PwC. All rights reserved. PwC refers to the US member firm or one of its subsidiaries or affiliates, and may sometimes refer to the PwC network. Each member firm is a separate legal entity. Please see 

www.pwc.com/structure for further details.

This content is for general information purposes only, and should not be used as a substitute for consultation with professional advisors.

At PwC, our purpose is to build trust in society and solve important problems. We’re a network of firms in 158 countries with more than 250,000 people who are committed to delivering quality in assurance, advisory and tax 

services. Find out more and tell us what matters to you by visiting us at www.pwc.com.
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