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In the best of times, the strengths of family businesses are 
often overlooked as unicorns take flight and the stock market 
follows. But when times are tough, the strong fundamentals 
that are their hallmark — commitment to values, long-term 
thinking, sensible leverage — are what recoveries are based 
on. It happened in 2009 after the global financial crisis when 
family businesses rebounded to build back opportunities 
in a shattered world economy. And it will happen again in 
the post–COVID-19 recovery for two key reasons: family 
businesses are more trusted than other institutions and 
leaders, and, in most sectors, they are more resilient.

Long-established family businesses that have existed for 
decades or even centuries can count on their experience of 
surviving wars, pandemics and other natural and man-made 
disasters to overcome the latest crisis. The lessons drawn 
from the past are passed onto the next generations as part of 
the business’ heritage, providing them with tools and recipes 
for successfully overcoming emergencies.

The Edelman Trust Barometer confirms the first reason: 67% 
of respondents in Edelman’s 2020 report said they trusted 
family businesses — against 58% for public companies — 
making family businesses the most trusted type of enterprise. 
Only 31% of family businesses said they required additional 
capital in 2020, at a time when many companies raised 
capital from public investors to ensure liquidity.1 And 89% 
of African survey respondents expect a return to strong 
growth by 2022. This is good news for the global economy, 
given that family businesses are estimated to contribute 
more than half of GDP and two-thirds of employment.2 But it 
goes deeper than that. In a world where capitalism is under 
fire 3 and people are demanding more accountability, family 

businesses can help win back trust. The Edelman Trust 
Barometer clearly shows how trust is built on a foundation of 
competence and ethics. 

Family businesses have the characteristics and capabilities 
needed to claim the sweet spot where competence and 
ethics converge. But, as the results of our survey also show, 
thriving in today’s world will require a change of mindset; a 
rethinking of priorities and behaviours, including heightened 
investment in the digital tools needed for economic resilience; 
and a new definition of legacy. 

The world is changing, and so is the formula for lasting family 
business success. Family business owners want, above all, to 
create a business that makes a positive impact and ensures a 
legacy for future generations. They have earned a reputation 
for prioritising their employees and the communities they 
serve. They ‘give back’ in the traditional sense, but their 
approach is based on a definition of legacy that is changing.

In today’s business environment, in which the pace of change 
is accelerating, profit will need to be aligned with purpose. 
And as more pressure is put on companies to demonstrate 
their environmental, social and corporate governance (ESG) 
credentials, our survey indicates that family businesses are 
not assuming the leadership role they could. 

Many are not prioritising key areas such as sustainability, 
which is no longer a ‘nice to have’ for those who can 
afford to show concern; rather, it’s a business imperative. 
If family businesses fail to demonstrate their commitment to 
sustainability with concrete actions, they may risk losing the 
trust and goodwill that give them licence to operate.

Foreword

1   Companies have raised more capital in 2020 than ever before,” Economist, 10 Dec. 2020, https://www.economist.com/business/2020/12/09/companies-haveraised-
more-capital-in-2020-than-ever-before.

2   Contributions of family businesses towards GDP are difficult to estimate due to the different definitions of family-owned and controlled. See Belén Villalonga and 
Raphael Amit, “Family ownership,” Oxford Review of Economic Policy, Volume 36, Issue 2, Summer 2020, pp. 241–257, https://academic.oup.com/oxrep/article-
abstract/36/2/241/5813058.

3   Fifty-six percent of respondents in the Edelman Trust Barometer’s recent survey say capitalism as it exists today does more harm than good in the world. See Edelman, 
Edelman Trust Barometer 2021, 2021, https://www.edelman.com/trust/2021-trust-barometer.
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We surveyed 231 family businesses in 13 African territories 
and then conducted in-depth individual discussions with 
family business leaders to test our findings. Based on the 
results, we argue that family businesses, though resilient, 
should recognise their blind spots and take a leadership 
role that demonstrates their commitment to their societal 
purpose. 

As our surveys in the past have shown, family businesses are 
on a learning curve to marry their personal values with their 
business purpose, and vice versa.4 ESG was already rising 
up the list of business priorities long before the arrival and 
spread of COVID-19. Today, it’s not a question of whether 
it’s a good idea to prioritise ESG practices, but only of 
how long it will take for consumers, investors, lenders and 
governments to punish those that don’t. 

The OECD has warned against a return to business as 
usual, arguing that COVID-19 highlighted the vulnerabilities 
in our societies and economic system.5 Public sentiment, 
too, has shifted; even before the pandemic, 43% of 
consumers expected businesses to be accountable for their 
environmental impact.6 At the same time, companies with the 
highest ESG ratings are outperforming others and recovered 
more quickly from the first wave of the pandemic.7

The time to act is now if family businesses 
want to maintain their legacy for future 
generations.

Schalk Barnard 
Africa Family Business Leader

Gert Allen 
Africa Private Business Leader

4   Global Family Business Survey 2018: The values effect, 2018,” PwC, 2018, https://www.pwc.com/gx/en/services/family-business/family-business-survey-2018.html.
5   Building back better: A sustainable, resilient recovery after COVID-19,” OECD,  5 June 2020, http://www.oecd.org/coronavirus/policy-responses/building-back-better- 

a-sustainable-resilient-recovery-after-covid-19-52b869f5/.
6   The consumer transformed: Global Consumer Insights Survey 2020,” PwC, 2020, https://www.pwc.com/gx/en/industries/consumermarkets/consumer-insights-survey.html.
7   Alex Rolandi, “ESG rating ‘linked to outperformance’ amidst coronavirus pandemic,” Funds Europe, 16 April 2020, https://www.funds-europe.com/news/esg-rating-

linked-to-outperformance-amidst-coronavirus-pandemic.
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Introduction and

key findings

The year 2020 was a test for everyone, as COVID-19 
disrupted lives and livelihoods. The health and safety of their 
people remained top of mind for family businesses as they 
reconfigured their operations to combat shrinking economies 
and an uncertain future. Yet optimism remains high for growth 
in 2022, despite the fact that the majority of the 231 family 
business leaders who took part in the survey did so before 
news of the vaccines. 

The first section of this report looks at the financial resilience 
in family businesses and shows how they are prepared to 
lead the post-COVID recovery. The second highlights the 
need to prioritise the ESG agenda and rethink how family 
businesses contribute to reducing climate change, to 
sustainable business practices, and to society. 

In the third section, we evaluate the state of technological 
transformation in family business. The pandemic has 
proved the vital importance of strong digital capabilities for 
businesses. But only one in five family businesses say their 
digital transformation journey is advanced — though they 
continue to believe digitalisation is a top priority.

The final section focuses on family dynamics. The very 
relationships that make a family business strong can also 

hold it back. It’s a difficult subject for many, but introducing a 
more professionalised approach to governance takes emotion 
out of the equation and correlates with business success. 
Perhaps it is not surprising that during the pandemic, and 
despite stalling progress on formal governance procedures, 
the number of respondents who have formalised succession 
planning has increased to 24% from 15% in 2018.

We tested our findings by meeting individually with family 
business owners and executives representing a mix of 
businesses and industries across Africa. Their views and our 
recommendations are captured at the end of each section.

The world is changing; now is the time to embrace a new 
formula for lasting family business success.
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There’s a real desire to lead on sustainability, 
but action has been slow  

63%
say there is an opportunity for them to lead the way on 
sustainable business practices, but only 36% have a 
sustainability strategy in place. 

There’s resistance to change and 
professionalisation  

50%
have a documented vision and written purpose statement, 
only 24% have succession plans and 26% say there is a 
resistance to change.

Economic resilience is high

69%
say they needed no additional capital in 2020, and only one-
third (34%) are cutting dividends during the crisis. Almost 
two-thirds (63%) of African family businesses expect to grow 
in 2021 compared to only 36% of CEOs who participated in 
PwC’s 24th Global CEO survey.8  

Progress on digital transformation is slow  

43%
say their digital capabilities are strong. In the 2018 Family 
Business Survey, 80% were worried about innovation and 
technology, and 57% said they would invest in it.

231
respondents

13
territories

53%
of surveyed businesses 
grew in the 12 months 
before COVID-19

89%
of surveyed businesses 
are expecting to grow 
in 2022

8  “24th Annual Global CEO survey,” PwC, 2021, https://www.pwc.com/gx/en/ceo-agenda/ceosurvey.html 
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The COVID-19 pandemic has been an 
extraordinary test of resilience for almost all 
businesses. Family businesses are rising to 
meet	the	challenge	at	a	time	when	financial	
uncertainty was already affecting forecasts. 
Even before the pandemic, only 53% of 
respondents were predicting growth for 2020 
— the lowest percentage since 2010, the year 
following	the	global	financial	crisis.

of COVID-19

Growth in the time 
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Looking beyond COVID-19, almost half (47%) of family 
businesses expect sales to decline, but 89% anticipate a 
return to pre-pandemic growth rates by 2022, an impressive 
level of optimism given that no vaccines had been approved 
when the survey was conducted. This is also very much in 
line with the global findings despite the fact that many African 
countries face the challenges of high unemployment, low 
growth, a lack of infrastructure, poverty, corruption and a lack 
of trust in institutions. 

According to UN projections, five African countries will 
be among the top ten most populace countries by 2100. 
Africa’s population is projected to reach 4.3bn by 2100 and 
to comprise approximately 40% of total world population. 
To maximise the potential of a growing, younger Africa, 
government policy direction to enhance innovation on the 
continent will be vital. 

Typically, the role of family businesses in African economies 
includes creating and sustaining jobs as well as reducing 
poverty through job creation and community development 
initiatives. Even during the COVID-19 pandemic, many 
businesses have continued to play this crucial role. Forty-
two percent of African family businesses want to create 
employment for family members compared to 23% globally 
as one of their main long-term goals, which supports 
economic growth. Family businesses therefore will continue 
to have a big role to play.

In responding to the pandemic, family businesses have 
also been challenged to keep up with the changing market 
dynamics brought about by technology. Many African 
countries lack the technological infrastructure needed to 
enable people to work remotely and continue with other 
aspects of their lives via online channels. 

Only 62% of African family businesses surveyed are enabling 
staff to work from home (80% globally), 77% retained 
as many staff as possible, 50% supported their local 
communities and 24% are repurposing their production to 
meet pandemic-related demand. 

Resilience

Only one-third of surveyed businesses have had to cut 
dividends, and 43% of family members have taken salary 
cuts (see Figure 1). Overall, only a third of businesses (31%) 
needed to access extra capital; 24% of the owners are 
putting in more of their own capital, and a further 43% said 
that they are prepared to do so if necessary.

Family businesses have proven robust and adaptable — and 
as we have come to expect, they are taking a people-first 
approach, prioritising the well-being of their employees and 
supporting their local communities throughout the crisis. 

Despite all the challenges they face, respondents are more 
positive about their growth prospects for 2022 than they were 
about their two-year prospects in 2018 (see Figure 2). 

This optimism isn’t blind; it’s based on planning and 
risk management. Four out of five (83%) are prioritising 
diversification and/or expanding into new markets or 
products — two of the three top priorities for family 
businesses over the next two years.

“Our focus is on creating sustainable jobs. We want our 
people to be employed for 12 months of the year. At the 
moment 15% of our staff move around in the company 
to where they are needed during the various seasons. It’s 
important for us to build trust in the community and to have 
happy staff.’’

Patricia Cook, Chairperson, Bracken Timbers, South Africa
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Figure 1: African family businesses tended to provide similar levels of staff support as the global average, but were 
more	likely	to	make	some	form	of	financial	sacrifice.	They	also	took	greater	action	to	support	the	local	community	than	
their global counterparts.

n Africa  n Global 

Base: all Africa respondents (2020: n=231), all Global respondents (2020: n=2,801)

Source: PwC Family Business Survey 2021

Q: Which of the following sacrifices, if any, have family shareholders 
made as result of the COVID-19 pandemic?

Q: In which of the following ways, if any, has your company provided 
help and support during the COVID-19 pandemic?

31%

43%

Salary reduction

71%

77%

Retained as many staff as possible

28%

38%

Bonus reduction

80%

62%

Enabled staff to work from home

15%

24%

Inject capital into the business

45%

38%

Provided emotional/mental health support to staff

14%

11%

Supported suppliers e.g. placing non-critical orders

34%

34%

Reduction of dividends

39%

50%

Took action to support the local community

25%

24%

Repurposed production to meet urgent pandemic-related demand

43%

30%

None needed

22%

32%

Provided financial support or loans to staff

21%

10%

Topped up wages of staff on govt employment retention schemes

Sacrifices	made	by	family	shareholders Help and support provided during COVID (%)

“We acted very quickly at our board meeting. It was late 
March 2020 and we immediately decided to cut dividends for 
this year. We also started with the management of our people, 
not even ourselves, right from the start of the pandemic. 
We closed our head office and allowed them to work from 
home.’’

Philipp Gutsche, Chairman, Coca-Cola Beverages Africa Group, 
South Africa

10  |  Africa Family Business Survey 2021



Figure 2: Growth ambitions in Africa are positive for 2022 but more cautious for 2021. In fact, 2022 ambitions are in line 
with	the	findings	of	our	2018	survey.	Traditional	forms	of	finance	(operational	cash-flow	and	bank	lending)	will	be	used	
primarily to help drive growth

n Africa  n Global 

Q: Which of the following do you plan to use to help finance the 
business in the future?

Q: Which of the following best describes your company’s ambitions 
for 2021 and 2022?

62%

61%

Operating cash flow

61%

53%

Bank lending/credit lines

15%

21%

Strategic investors/family offices

31%

31%

Internal resources (i.e. family capital)

10%

10%

Lease contracts

11%

16%

Private equity

Sources	of	finance	in	the	future	(%) Growth ambitions for 2021 and 2022 (%)

12%

Capital markets(IPO, bonds, debt issuance etc.)

5%

None of these

2%

1%

n Grow quickly and aggressively   n Grow steadily   
n Consolidate   n Contract/downsize to survive

Base: all Africa respondents (2020: n=231; 2018: n=185), all Global respondents 
(2020: n=2,801; 2018: n=2,817-2,950)

Source: PwC Family Business Survey 2021

2021
Africa 63%

Global 65%

7%29%45%18%

7%27%51%13%

11%65%21%

8%65%24%

2022
Africa 89%

Global 86%

2%
2%

Comparison: 2018 FBS outlook for next two years
Africa 86%

Global 84%

12%57%30%

13%68%16% 2%
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Sustainability: 

into action 

Translating ambition

The pressure on all businesses to contribute 
to a cleaner environment and fairer society is 
increasing, so actions around a sustainability 
agenda — not just commitments — are taking 
on	a	new	urgency.	In	2017,	PwC	identified	
five	urgent	challenges	facing	the	world:	
wealth disparity, technological disruption, 
demographic pressures, polarisation of 
opinion and declining trust.9 COVID-19 has 
only served to accelerate and intensify these.

9  PwC, ADAPT: Five urgent global issues and implications, May 2020, 
https://www.pwc.com/gx/en/issues/adapt.html.
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Family businesses have a head start to lead on sustainability. 
They are the most trusted form of business,10  are potentially 
more agile and are relatively free from short-term market 
pressures. And they can have a significant impact. 

In 2019, the top 750 family businesses in the world employed 
more than 33.6m people and generated US$10.3tn.11 
Non-listed companies (404 of them are listed) also have 
the advantage of being able to take a longer-term view of 
investment in sustainable initiatives. This sets them apart 
as natural leaders on sustainability, a role that 63% of 
respondents to the survey say they are ready and willing to 
adopt. 

But there is a risk that established approaches and ways of 
thinking, particularly regarding what sustainability means 
and how family businesses are governed, could hold them 
back. For now, they are not prioritising ESG or sustainable 
practices (see Figure 3). In contrast to global averages, where 
family businesses have a bigger focus on sustainability/ 
reducing their carbon footprint, in Africa the bigger focus is 
on supporting local communities.

10   Sixty-seven percent say family-owned businesses are the most trusted, vs. 58% for public companies. The percentages are based on respondents prioritising which of 
the following categories of businesses they trust most: family owned, privately owned, publicly owned and state owned. See Edelman, Edelman Trust Barometer 2020, 
19 Jan. 2020, https://cdn2.hubspot.net/hubfs/440941/Trust%20Barometer%202020/2020%20Edelman%20Trust%20Barometer%20Global%20Report.pdf

11   David Bain, “The World’s Top 750 Family Businesses Ranking,” Family Capital, 24 March 2021, https://www.famcap.com/the-worlds-750-biggest-family-businesses.

Figure	3:	Issues	related	to	diversification	/	expansion	and	innovation	/	digitalisation	are	the	key	priorities	in	Africa.	
Issues related to sustainability are lower down the priority list, while 38% are focusing on protecting their core 
business.

Base: all Africa respondents (2020: n=231)

Source: PwC Family Business Survey 2021

Expanding into new markets/client segments

Increasing use of new technologies

Introducing new products/services

Improving digital capabilities

Rethinking/changing/adapting the business model

Protecting our core business – covering costs/survival

Increasing NextGen involvement in decision-making/management

Increasing collaboration with other companies

Pursuing strategic acquisitions/mergers

Reducing dependencies along the value chain

Reimagining our approach to how we measure success

Increasing investments in innovation and R&D

Increasing organisation’s social responsibility

Supporting local community via increased investment/activity

Reducing organisation’s carbon footprint

61% 55%

54% 49%

52% 50%

47% 52%

47% 39%

38% 37%

23% 24%

23% 21%

19% 30%

19% 11%

17% 10%

15% 28%

15% 16%

14% 8%

7% 15%

Key	priorities	over	the	next	two	years	(Top	five)	–	Africa	compared	to	Global	(%) 
n Expansion/diversification (82% vs 83%)  n Digital, innovation, technology (80% vs 79%)  n Evolving/new thinking (65% vs 71%)   
n Sustainability/local community (39% vs 41%)  n Other

Q: Which, if any, of the following are the company’s top five priorities for the next two years?

Global
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When considering the progress companies are making 
on adopting and aligning with the 17 SDGs (sustainable 
development goals), it’s worth revisiting why they’re so 
important for business in the first place. It is not only that they 
can help identify and manage risk, more significantly, they 
provide the catalyst for innovation and new products. 

The SDGs can also serve as a powerful recruitment tool for 
a new generation of employees whose values align with the 
goals. And the goals can build trust with a broad range of 
stakeholders including investors, regulators, customers and 
consumers. 

This lack of prioritisation is a rare example of family 
businesses being hindered by their independence. Listed 
companies have felt pressure around sustainability from 
customers, lenders, shareholders and employees increase in 
recent years. Listed companies have been steadily nudged 
into ESG practices and policies. They have no choice but 
to respond, and in doing so they are visibly leading the way. 
For family businesses, the opportunity to achieve their top 
priority — expanding into new markets — could serve as the 
impetus to invest in ESG.

Reclaiming the ESG agenda
Giving back is in the DNA of family businesses. They think 
about the total impact of their business on society, they 
prioritise the well-being of their employees, and they believe 
in supporting their communities and society. In Africa, 86% 
of respondents say they engage in some form of social 
responsibility activities, including 41% who say they engage 
in philanthropy and 67% who say they contribute to their 
local communities. 

However, we believe sustainability needs to be central to 
business operations, rather than simply embedded within 
their philanthropic activities. 

The way many businesses think about sustainability needs to 
change and in some economies it already has. Many African 
family businesses are embracing sustainability practices by 
putting them at the heart of what they do. In South Africa, 
68% of family businesses are prioritising sustainability, 
compared to 63% in Uganda, 47% in Nigeria and 46% 
in Kenya. Many are also contributing strongly to their 
communities: South Africa (72%), Uganda (56%) and Nigeria 
(50%), with Kenya (41%) lagging a bit.

ESG is an existential issue. Businesses that don’t 
demonstrate their commitment to sustainable practices stand 
to be punished by consumers, the media and regulators. 
At the same time, family business owners want, above all, 
to create an enduring asset for future generations. Legacy 
matters — it’s top of mind for 81% of African respondents. 
If sustainability isn’t a priority, their licence to operate and 
their legacy are at risk. 

COVID-19 has increased family business owners’ desire to 
protect their businesses and create a legacy (see Figure 4), 
but only just over a third (36%) of African family businesses 
have a developed and communicated sustainability strategy. 

Furthermore, for families to successfully execute their main 
priorities (See Figure 3) — diversification and expansion — 
they will need to change the way they look at sustainability. 
Some markets won’t accept your products if they do not 
comply with local standards and consumers will expect them 
to. 51% of African family businesses want to move from 
being a focused to a diversified family business in the next 
5 years which supports their priorities mentioned above.

African family businesses have a 
bigger focus on supporting their 
local communities than other 
families globally.

”We understand the saying that charity begins at home and 
for us is a key priority. We do this in our own business and 
industry. You must however be able to set targets and be able 
to review your successes at the end of each period.”

Philipp Gutsche, Chairman, Coca Cola Beverages Africa Group, 
South Africa

“Solar and sustainable energy is something we are focusing 
on in a big way. More than six years ago we converted 
everything from hydrocarbons to biomass. It’s something 
we do as a matter of business and our business needs to be 
sustainable in terms of people, profit and planet.”

Vimal Shah, Chairman, Bidco Africa Ltd, Kenya 
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Figure 4: Longer term, close to 90% of African family businesses want to protect their business as the most important 
family asset. 
Q: How important are the following longer-term goals to you i.e., over 
the next five years or longer?

n Africa  n Global 

Base: all Africa respondents (2020: n=231), all Global respondents (2020: n=2,801)

Source: PwC Family Business Survey 2021 

Q: How strongly do you agree or disagree that…

54%

59%

We contribute strongly to the community

82%

88%

Protect the business as the most important family asset

49%

56%

We ensure sustainability is at the heart of everything we do

64%

81%

Create a legacy

37%

36%

We have a developed and communicated sustainability strategy which 
informs all our decisions

65%

68%

Ensure the business stays in the family

23%

42%

Create employment for other family members

50%

55%

We have a responsibility to fight climate change and its related 
consequences

63%

71%

Create dividends for family members

Agreement with statements (top 2) Important	personal	long-term	goals	(five+	years)
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The view from the 
front line

Our family business representatives believe there is a blind spot when it comes to 
translating family core values into concrete actions that demonstrate their commitment to 
ESG. They regard closing that gap as critical, not only to create new opportunities, but to 
secure the long-term future of the business. 

But they also realise that family businesses are behind the curve on knowing how to 
measure sustainability: for example, how to achieve net-zero carbon emissions or how to 
communicate progress and commitment, once achieved. 

They believe that the next generation’s (NextGen’s) interest in sustainability is important, 
not only in encouraging family businesses to embrace ESG, but in attracting younger 
family members into the business. 

Purpose and meaning are vital to this generation, and ESG can provide both. Only 55% of 
African family businesses believe they have a responsibility to fight climate change and its 
related consequences. This needs to change.

The world we want to create tomorrow starts with how we do business today.

Peer recommendations

Embed ESG in your business and operating model. The family business leaders agree: ESG has gone from a nice 
feature for a company to have to an imperative for success. They identified many benefits of embedding ESG, from 
lowering the cost of capital to enhancing brand value.

Ask for help in measuring and meeting ESG targets. ESG measurement is a new discipline, and there is not yet an 
internationally consistent system for reporting ESG progress. It was only in September 2020 that the World Economic 
Forum published a framework for assessing progress on ESG.12 These metrics were welcomed by the family business 
leaders, who are pushing for more measurement and accountability in their own organisations. 

Drawing on outside expertise is seen as an important element in solving the sustainability puzzle. As management guru 
Peter Drucker purportedly said, “What gets measured, gets managed”. If CEOs make their companies accountable — 
and start applying the same rigour typically reserved for financial reporting — more meaningful climate action should 
follow.13

Communicate, communicate, communicate. Talking publicly about both the goals and achievements of the business 
is important.

Involve the NextGen. Younger generations are the driving force behind sustainability, and in family businesses they are 
looking for greater responsibility. ESG is a natural fit.

Encourage board diversity. A lack of pressure from capital markets could be a handicap for family businesses when 
it comes to ESG. Having a diverse board, with independent input, could act as a good proxy and challenge thinking 
around sustainability.

Create more jobs. Poverty is a big issue in Africa. Creating jobs will assist in reduction of crime and poverty. It will also 
help with economic growth and the inflow of foreign direct investments.

12   Measuring Stakeholder Capitalism: Towards Common Metrics and Consistent Reporting of Sustainable Value Creation, World Economic Forum, 22 September 
2020, https://www.weforum.org/reports/measuring-stakeholder-capitalism-towards-common-metrics-and-consistent-reporting-of-sustainable-value-creation.

13   “Measuring Stakeholder Capitalism: Top Global Companies Take Action on Universal ESG Reporting,” World Economic Forum, 22 September 2020, https://www.
weforum.org/press/2020/09/measuring-stakeholder-capitalism-top-global-companies-take-action-on-universal-esg-reporting/. 
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How to get your sustainability 
agenda started
Here are four areas to consider to help embed ESG into your 
business operations and to engage with both the NextGen 
and board.

• Measure the total impact of ESG actions. PwC has 
created a Total Impact Measurement and Management 
framework to help companies develop the capabilities 
to act on ESG goals and make better-informed business 
decisions.14 

• Follow best practices on non-financial reporting. The 
World Economic Forum recently published its Measuring 
Stakeholder Capitalism report, which describes a set 
of universal metrics under four pillars: people, planet, 
prosperity and principles of governance.15

• Your family is unique, and so are your children. Take a 
short quiz to find out which NextGen path they may be on 
and explore case studies and tailored recommendations 
for the incumbent generation and next generation.16

• Consider shaking up the board composition. A more 
diverse board that is not comprised solely of family or 
friends of family will help challenge thinking.17

14   “Total Impact Measurement and Management,” PwC, accessed in January 2021, https://www.pwc.com/gx/en/services/sustainability/ total-impact-measurement-
management.html.

15   “Measuring Stakeholder Capitalism: Towards Common Metrics and Consistent Reporting”
16   “Global NextGen Survey 2019,” PwC, 2019, https://www.pwc.com/gx/en/services/family-business/nextgen-survey.html.
17   “Maximizing the Benefits of Board Diversity: Lessons Learned From Activist Investing.” The Harvard Law School Forum on Corporate Governance. Last modified 

July 14, 2020. https://corpgov.law.harvard.edu/2020/07/14/maximizing-the-benefits-of-board-diversity-lessons-learned-from-activist-investing.

‘’We want to reduce our carbon footprint. We are 
implementing solar panel systems into our sawmill to help 
with the load shedding and reduce our reliance on Eskom.’’

Patricia Cook, Chairperson, Bracken Timbers, South Africa

“We turned CSR around to say SRC; being a Socially 
Responsible Corporate so whenever we talk about 
responsibility. It means being good, not just doing good”

Vimal Shah, Chairman, Bidco Africa Ltd, Kenya

“If you are not a good corporate citizen, you will ultimately be 
rejected by your customer base, especially the NextGen. We 
believe in planting the forests now for our future explorers.”

Philip Krawitz, Chairman, Cape Union Mart, South Africa
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The pandemic demolished any lingering 
doubts	about	the	benefits	of	digital	
transformation. Digitalised services became 
the norm overnight, and businesses with 
established digital capabilities fared better 
than those that had to scramble to keep up. 
This was true for African family businesses as 
well. Those having strong digital capabilities 
enable agility and success and have a similar 
mindset for sustainability (see Figure 5).

Still behind 

the digital curve
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Although four out of five (79%) say that initiatives related to 
digitalisation, innovation and technology are a top priority 
(see Figure 3), progress in these areas has been slow. African 
family businesses with US$10m+ turnover are more likely 
to prioritise aspects relating to innovation/digitalisation than 
families with <US$10m turnover. 

Third or later generation African family businesses are also 
more likely than first and second generation businesses to 
prioritise aspects relating to innovation/digitalisation. Only 
26% of all African respondents say that their digital journey is 
complete and 57% believe they have a long way to go. 

In our 2018 Family Business Survey, 80% of respondents 
were concerned about innovation and technology. In our 
latest survey, respondents named digital capabilities as their 
second highest priority, but 28% still report that they don’t 
have strong digital capabilities and that developing these 
capabilities is not high on their action agenda.

The global COVID-19 pandemic has exposed many African 
countries’ abilities to keep up with the global megatrends 
especially in terms of technological advancement and skills 
development. The continent’s lack of technology and data 
science skills magnifies the challenge. 

To benchmark skills proficiency, the Global Skills Index 2020 
analysed the performance of 60 countries, 10 industries, 
and 11 fields of study in business, technology, and data 
science.18 The Index included four of Africa’s most developed 
economies — Egypt, Kenya, Nigeria and South Africa — but 
even they find themselves trailing the performance of other 
nations (see Figure 6).

Figure 5: There is clear evidence among African family businesses that having strong digital capabilities enables agility 
and success and that they have a similar mindset for sustainability.

Base: all African respondents (2020: have strong digital capabilities n=99, don’t have strong digital capabilities n=132)

Source: PwC Family Business Survey 2021 

18   “Global Skills Index 2020,” Coursera, 22 July 2020, https://www.coursera.org/gsi

Better prepared for succession
• 34% have a robust, documented and communicated succession plan in place  

(vs. 18%)

More supportive of staff, suppliers and the community
• 46% provided emotional/mental health support to staff (vs. 32%)

• 15% supported suppliers by making non-critical orders (vs. 8%)

• 54% took action to support their local community (vs. 47%)

More transparent, communicative & aligned
• 78% say information is shared in a transparent and timely way between family members (vs. 63%)

• 79% say family members regularly communicate about the business (vs. 64%) and have been 
more communicative during pandemic (70% vs 56%)

• 72% say family members have similar views/priorities about company’s direction (vs. 47%)

More agile
• 78% have access to reliable and timely information/data that feeds into the decision-making 

process (vs. 55%)

• 57% have the ability to change course at short notice due to liquidity (vs. 46%)

Only 46% of African family 
businesses say that digital is a 
priority to them at the moment 
which contradicts the 79% of 
respondents that see it as a key 
priority within the next two years.
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Figure	6:	Data	science	proficiency	trails	in	all	African	countries	and	without	the	proper	data	science	skills,	African	
businesses will struggle to expand and compete with organisations in more developed countries.

19   “Africa NextGen Survey 2020,” PwC, 2020 https://www.pwc.co.za/en/assets/pdf/africa-nextgen-survey-2019-2020.pdf

Source: Coursera Global Skills Index (GSI) 2020

Our message: Now is the time to act

The experience of family businesses that have upgraded their 
digital capabilities shows the vital importance of having a 
clear road map. The actual advantages of digitalisation don’t 
always match up to the assumed ones, so planning is key. 

For example, 67% of all respondents who agree their 
business has strong digital capabilities, use technology to 
improve their compliance and reporting function and 69% 
used technology to drive efficiency and collaboration in the 
business, but only 26% of those planning a digital upgrade/
transformation see this as a priority.

This needs to change. 

Our findings also revealed that NextGens play a greater role 
in 54% of digitally-strong businesses, though digitalisation, 
innovation and technology are more of a priority for third- and 
fourth-generation businesses. In our 2020 Africa NextGen 
Survey, 62% of younger family members saw technology 
as one of the three most important drivers of change for the 
business, and 66% felt this was the area in which they could 
add value.19

Lagging
(46-60)

Emerging
(31–45)

Competitive
(16–30)

Cutting-edge
1–15

Country ranking

Business Tech Skills Data science

Nigeria 60

Nigeria 39

Nigeria 60
Kenya 59

Kenya 48

Kenya 27

South Africa 31

South Africa 33

South Africa 44

Egypt 48

Egypt 45

“We believe we have the most technologically advanced 
clothing factory on the continent. We have invested a 
substantial amount to support our digitization and automation 
strategies.“

Philip Krawitz, Chairman, Cape Union Mart, South Africa
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The view from the 
front line

Our African family business representatives confirm that those businesses with good 
digital capabilities found transitioning their employees to remote work easier. The agility of 
family businesses is apparent in the rapid adaptations that many made to their business 
model or operations. Intergenerational tension surrounding digital transformation also 
strikes a chord.

Peer recommendations

Rediscover	your	entrepreneurial	flair. The pandemic has been a reminder of the potential of family businesses, 
particularly regarding the possibilities and opportunities stemming from technology.

Digital transformation and agility go hand in hand. Digital technology helped firms pivot their operations quickly.

Allow the next generation to challenge priorities. As mentioned above, NextGen members are an important 
motivating force for digitalisation.

“We want to have a relationship with our customers 
and technology will assist us in doing just that. 
The customer should be able to shop wherever, 
whenever and however he or she wants.”

Philip Krawitz, Chairman, Cape Union Mart, South Africa
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20  “Data and analytics,” PwC, accessed January 2021, https://www.pwc.com/gx/en/issues/data-and-analytics.html.
21   Al Kent, David Lancefield and Kevin Reilly, “The four building blocks of transformation,” strategy+business, 22 October 

2018, https://www.strategy-business.com/article/The-Four-Building-Blocks-of-Transformation?gko=aa2b7.
22   “New world. New skills,” PwC, accessed January 2021, https://www.pwc.com/us/en/services/consulting/workforce-of-the-

future/ new-world-new-skills.html.
23   “Cyber threats 2020: A Year in Retrospect,” PwC, 2021 https://www.pwc.co.uk/cyber-security/pdf/pwc-cyber-threats-2020-

a-year-in-retrospect.pdf
24   “Digital champions: Global Digital Champions Study 2018,” PwC, 2018 https://www.strategyand.pwc.com/gx/en/insights/

industry4-0/global-digital-operations-study-digital-champions.pdf

How to make your digital transformation move 
faster
Moving faster on a digital journey requires an understanding of the value of data and analytic 
tools, as well as a commitment to upskilling your workforce. You should also recognise that 
transformation must be a part of a cultural shift that is supported by highly engaged leaders. 

Start this process by asking the right questions:

• How can I make faster and better decisions by optimising my data assets?20

• Do I understand the critical success factors for transforming my business?21

• Is my workforce ready for the future?22

• Do I have a plan with regards to cyber security and my workforce working from home?  
Do I understand the common hacking techniques that are used by attackers?23 If I 
outsource my IT function, am I aware of the risks it creates? Does my family office function 
have sufficient safeguards in place? 

• Do I understand how industry leaders are building operations ecosystems to deliver end-
to-end customer solutions?24
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Family dynamics: 

Holding up a mirror

Family businesses are complex, given the 
nature of the personal relationships on which 
they are built. The same relationships that 
allow the business to act and adapt quickly 
can also slow down its decisions and hold it 
back	—	and	it	can	be	difficult	to	admit	that	
communication between family members 
and across generations is not always what 
it could be. Almost seven out of ten survey 
respondents (68%) say that family members 
who are not on the board, trust the family 
members who are on the board, but the 
evidence hints at underlying discord: only 
57% say that all family members share similar 
views about the company’s direction. 
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There are many sensitive issues to discuss and many areas 
in which progress is falling short (see Figure 8). Over two-
thirds (70%) of respondents report that family members 
communicate regularly about the business, but a quarter 
(25%) say they have no formal mechanisms in place to deal 
with potential areas of disagreement. 

Family harmony should never be taken for granted. It needs 
work and planning, and it should be approached with the 
same focus and professionalism that’s applied to business 
strategy and operational decisions. 

Seventy-five percent of family businesses have some form of 
governance policy or procedure in place, but for many, there 
are significant gaps. Conflict is inevitable. Only one in four 
respondents (24%) say they have never had a disagreement. 

At the other extreme, disagreements are a regular 
occurrence for 5%. Dealing with disagreement is very much 
a private affair — 80% of respondents who report having 
disagreements deal with them internally — but just 12% have 
an established conflict resolution system, while 14% have 
used an external third-party resolution service. 

Succession planning is one of the most important 
and sensitive issues, and COVID-19 appears to have 
concentrated minds in this area. About half of first-generation 
African family businesses surveyed expect that the next 
generation will become the majority shareholders in five 
years’ time.

The survey also confirms an uptick in business planning for 
succession: 24% of African family businesses now have a 
formal succession plan, up from 15% in 2018. This means, 
however, that 76% of African family businesses don’t have 

a succession plan in place to make sure that the business 
is passed down to the next generation in a planned and 
formalised manner. 

Similarly, only 19% of families have a family constitution/
charter, which links strongly to not having a succession plan 
in place. Aptitude and inclination for an entrepreneurial role 
cannot be inherited or simply ‘taught’ to the next generation, 
let alone forced upon them. All of this intensifies the point 
that careful planning is a must in this area. The time to act is 
now, especially in the wake of COVID-19, which highlighted 
just how quickly things can change.

76% of African family 
businesses say that they don’t 
have a succession plan in place
 
A recent trend that came about is creating a video of the 
family’s history, explaining where and when it all started, 
by whom, what the family business / business family is all 
about and filming the various generations and locations 
of operations. As we are living in a digital era and want to 
educate the NextGen, this is a great way to make the family 
business and its legacy more tangible. 
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Figure	7:	Family	values	matter,	but	less	than	half	of	respondents	have	put	them	in	writing	and	only	half	have	codified	
governance policies. Only 41% of African family businesses have their family values and mission for the company 
articulated in written form, but those that did clearly found it helped them manage the business during the COVID-19 
pandemic

Q: How strongly do you agree or disagree that…. Q: Please drag and drop each statement below into whether you 
think it helped, hindered or made no difference to how the business 
managed during the COVID-19 pandemic 

70%

76%

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

68%

75%

The family has a clear sense of agreed values and purpose as a company

47%

52%

The family has a defined code of conduct

58%

60%

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

51%

50%

The family has a documented vision and purpose statement (mission) for your company

Agreement with statements (top two) (%) Impact of each on how the business managed during the COVID-19 
pandemic (Africa) (%)

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

41%

44%

n Africa  n Global 

Base: all Africa respondents (2020: n=231), all Global respondents (2020: n=2,801)

n Helped   n Made no difference   n Hindered    

Base: all Africa respondents agreeing with each statement (2020: n=94-175)

“You should have a defined values statement as a family to 
explain what is important to you and why you are doing what 
you are doing. You should understand what you subscribe to.”

Philip Krawitz, Chairman, Cape Union Mart, South Africa

2%73% 25%

2%74% 24%

4%60% 36%

1%61% 39%

3%57% 40%

3%52% 45%
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Figure 8: 75% of African family businesses have some form of governance policy in place but still lag behind their 
global	peers.	Only	41%	have	a	last	will/	testament	in	place	and	various	other	important	policies	are	also	being	
neglected and should be getting more attention.

n Africa  n Global 

Base: all Africa respondents (2020: n=231), all Global respondents (2020: n=2,801)

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

47%

45%

Shareholders’ agreement

23%

17%

Family employment policy

37%

29%

Dividend policy

18%

14%

Entry and exit provision

20%

10%

Prenuptial arrangements

34%

41%

Testament/last will

19%

15%

Emergency and contingency procedures

28%

19%

Family constitution or protocol

15%

12%

Conflict resolution mechanisms

21%

25%

  None of the above

Agreement with statements (top two) (%)
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Figure 9: Written values correlate strongly with success

Better prepared for succession
• 31% have a robust, documented and communicated succession plan in place (vs. 19%)

Sustainability now more of a focus
• 72% ensure sustainability is at the ‘heart of everything we do’ (vs. 45%)

• 57% have a developed and communicated a sustainability strategy which informs all our 
decisions (vs. 21%)

Better performance
• 61% of African family businesses with strong digital capabilities saw growth pre-COVID  

(vs 47% for non-digitally strong African family businesses)

• 27% expect growth after COVID-19’s impact (vs.23%)

• 67% expect to grow in 2021 (vs 61%) and 91% expect to grow in 2022 (vs 87%)

More agile
• 85% have access to reliable and timely information/data that feeds into the decision-making  

(vs. 49%)

• 64% have the ability to change course at short notice due to liquidity (vs. 41%)

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

Values and purpose are a NextGen magnet
In our 2018 survey, about one-quarter (24%) of family 
businesses expected that NextGen family members would be 
majority shareholders within five years. In 2021, this number 
has risen to just over one-third (35%). 

Younger generations are strongly motivated by meaning 
and purpose when it comes to their career, and sometimes 
struggle to find these qualities in the family business, 
according to conversations we have had with many 
NextGens. Clear company values can help to bridge the 
generational gap and give the NextGen the sense of purpose 
they crave as well as focusing on the ESGs. 

Family businesses with values in a written form are also 
better prepared for succession and are more communicative 
and transparent. And they performed better than their peers 
during the pandemic, too (see Figure 8). Though 76% of 
businesses say the family has a clear set of values, only 41% 
have written them down. 

Sixty-two percent of African family businesses say that 
communication between family members about the business 
increased during the COVID-19 pandemic, compared to 
53% globally. The pandemic also intensified communication 
between the different generations of family members (56% in 
Africa vs 46% globally).
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The view from the 
front line

Our family business representatives agree wholeheartedly that family dynamics are a 
sensitive issue. Topics such as succession can be emotional, which makes them difficult 
to navigate and, as a result, tempting to avoid — though succession is also the only area 
of family governance in which concrete actions increased since the 2018 survey. 

Many families want to keep discussion of these sensitive issues among themselves, but 
they agree that they often need professional support and moderation to address them 
properly. Finding such support can help professionalise the business and encourage 
families to reconsider the role, responsibilities, and composition of the board and 
management.

Peer recommendations

Professionalise family governance. Having a professional governance structure and a clear process for conflict 
resolution, preferably involving an independent party, makes business sense, particularly for family businesses. 
A professional approach strips emotion and personal bias, common stumbling blocks for families, out of decisions.

Governance	should	reflect	that	families	are	dynamic. Family businesses need to revisit governance structures 
regularly because the structure of ownership can change as NextGens enter the business or through marriages. 
Therefore, it is important to set out parameters in a family constitution and keep them current.

Write values down. A written account of a family business’ values helps with communications and transitions.

Allow external help. Conflict and differences of opinion are inevitable — we’re only human. But the emotions 
involved in family discussions can be difficult to resolve internally. Many see the benefit of involving a neutral, outside 
perspective.

“What is important is to treat your family like a family and your 
business like a business.”

Philip Krawitz, Chairman, Cape Union Mart, South Africa
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How to start addressing family governance
Family dynamics are often an emotional issue, but one that, when addressed, can lead to 
significantly stronger outcomes. Here are some initial steps to help ensure good working 
relationships within a family business.

• Join a network that offers peer-to-peer learning and helps family business owners identify 
trusted advisors. Such networks operate through regional and international organisations, 
including the Family Business Network International and PwC’s Family Business Network.

• Develop a family constitution (PwC’s Owners Strategy) for your family that addresses all 
the rules of the game such as, for example, joining the family enterprise. 25

• Regularly revise your family governance provisions based on best practice targets. PwC’s 
Owners Agenda, for example, creates a practical framework to help prioritise actions.26

• Develop well-planned family leadership summits that engage with the next generation. 
This is a tried-and-true practice that can engage NextGens and provide career path 
guidelines.27

• Review your board composition.28

“We would highly recommend going through an owner strategy process. It provided clarity 
and certainty towards roles and the future. The team feels more secure going forward and 
there is greater structure in the business and the family.’’

Patricia Cook, Chairperson, Bracken Timbers, South Africa

25   “Family governance,” PwC, accessed January 2021, https://www.pwc.co.za/en/services/private-company-services/family-
business-services/family-governance.html

26   “Family business services,” accessed January 2021, https://www.pwc.co.za/en/services/private-company-services.html
27   Bob Frisch and Cary Greene, “Leadership Summits That Work,” Harvard Business Review, March 2015, https://hbr.

org/2015/03/leadership-summits-that-work.
28   Beatrice Ballini, “Every Family Business Needs an Independent Director,” Harvard Business Review, 27 January 2020, 

https:// hbr.org/2020/01/every-family-business-needs-an-independent-director..
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Redefining the formula for 

family business success

For family businesses, there is good news in these survey findings, but also a wake-up call. 
Their financial resilience makes family businesses well-placed to succeed, but they need to  
re-adjust both their mirror on society and on themselves. If they can accomplish that, their 
power to fuel the post–COVID-19 recovery grows even more important because of their 
financial impact around the world. To retain their licence to operate, they will need to revisit 
their purpose and use the trust they have gained to create measurable non-financial impact.

NextGen family members will play a vital role in pushing family businesses forward in policy 
areas that are essential to securing the company’s legacy. Our final conclusions focus on the 
three key areas in which immediate actions will help secure a lasting formula for success for 
the generations to come.

Deliver on ESG 

Family businesses have a richly deserved reputation for prioritising the welfare of their 
employees and the communities in which they operate. But they are also at risk of losing 
control of the narrative, and larger, listed companies are claiming the ESG agenda for 
themselves. Family businesses need to learn how to measure and communicate their ESG 
agenda to a wider stakeholder group.

Transform digital capabilities

Over many years, our survey has shown there is more talk about digitalisation than action. 
The shocks of COVID-19 reveal that those that had already embarked on their digital journey 
were better placed during the crisis. Now is the time to act. The 28% of respondents who are 
not making digitalisation a priority and have not made progress will face significant challenges 
in protecting their legacy.

Professionalise family governance

We saw in the 2018 survey that success came when families improved their internal 
governance by adopting more business-like practices. Families’ sense of purpose must be 
shifted to the business operations for continued success. Creating a family constitution helps 
with both performance and family communications.

Napoleon Bonaparte once said, “A leader is a dealer in hope.” We admire people who 
plant the seeds of hope. We gladly follow the leader who is able to awaken a sense of 
expectation inside of us.
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Appendices: Headline findings for 
selected countries
Kenya

Growth	and	financial	resilience
Kenyan family businesses have seen mixed performance over the last financial year (pre-
Covid-19), with 52% experiencing growth and 28% seeing a reduction in sales. This compares 
with 74% experiencing growth and 13% reduction when asked the same question in 2018. 

The situation in Kenya is very similar to the overall African picture. Across the continent, 53% 
of family businesses grew while 27% contracted. Similarly, 48% of Kenyan family businesses 
expect COVID-19 to lead to a reduction in sales.

Growth aims in Kenya are ambitious for 2022, but more cautious for 2021. Two-thirds of 
Kenyan family businesses expect to see growth in 2021 (Africa: 63%), but 96% expect to see 
growth in 2022 (Africa:89%). 

The key priorities identified by Kenyan family businesses over the next two years are 
expanding into new markets/client segments, diversification and digitisation.

Although issues related to sustainability and the local community are a lower priority for 
Kenyan family businesses, 60% acknowledge that they have a responsibility to fight climate 
change and its related consequences.

Agility and adaptability 

Most Kenyan family businesses are positive about the clarity of roles and strength of 
leadership within the business, but they are lagging behind the rest of Africa. Similarly, while 
they feel that they embrace rather than resist change, this is also lower than the African 
average. Almost half (48%) feel they have strong digital capabilities, which compares 
favourably with the African average of43%.. 

Family trust and cohesion

Levels of trust, transparency and communication are felt to be quite high in Kenya with 
62% of respondents saying there is family alignment on company direction (Africa: 57%). 
Three-quarters also have a clear set of family values and most believe these have helped 
during the COVID-19 pandemic. However, fewer than half have their values and company 
mission down in written form and only16% of them claim to have a robust, documented and 
communicated succession plan in place (Africa: 24%) 

Total impact
Eighty percent of Kenyan family businesses engage in some form of social responsibility 
activities. In the main, these tend to involve contributions to the local community or traditional 
forms of philanthropy. Just under half (46%) ensure sustainability is at the heart of everything 
they do (Africa:56%), but only a quarter of them have a developed and communicated 
sustainability strategy. Their future intentions are more encouraging though with 64% of 
Kenyan family businesses saying there is an opportunity for family businesses like theirs to 
lead the way in sustainable business practices (Africa: 63%).

Refer to the forthcoming East Africa Family Business Survey.
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Nigeria

Growth	and	financial	resilience

Nigerian family businesses have seen mixed performance over the last financial year 
(pre-Covid-19), with 53% experiencing growth and 22% seeing a sales reduction. This 
compares with 53% experiencing growth and 17% reduction when asked the same question 
in 2018. 

The Nigeria situation is similar to the overall African picture. Across the African family 
businesses in our survey, 53% grew, while 27% contracted. Forty-one percent of Nigerian 
family businesses expect COVID-19 to lead to a reduction in sales (Africa: 47%). Growth 
ambitions in Nigeria are positive for 2022, but more cautious for 2021. Two-thirds (66%) of 
Nigerian family businesses expect to see growth in 2021 (Africa: 63%) compared to 94% who 
expect it in 2022 (Africa:89%).

The key priorities identified by Nigerian family businesses over the next two years are 
introducing new products/services, rethinking/changing/adapting their business models 
and expanding into new markets/client segments. Although issues related to sustainability 
are lower down the priority list for Nigerian family businesses, they are slightly more likely 
to prioritise traditional forms of philanthropy and impact investing compared with the rest of 
Africa.

Agility and adaptability 

Most Nigerian family businesses are positive about the clarity of roles within their businesses. 
They don’t, however, feel that they have the ability to change course at short notice and only 
41% believe they have strong digital capabilities (Africa: 43%). This compares with the African 
average where 43% feel they have strong digital capabilities. 

Family trust and cohesion

Levels of trust, transparency and communication are felt to be quite high among Nigerian 
family businesses with 59% saying there is family alignment on company direction (Africa: 
57%). Only 50% of Nigerian family businesses have some form of governance policy in place 
within the business (Africa: 75%). This needs some attention. 

Only a quarter of Nigerian family businesses claim to have a robust, documented and 
communicated succession plan in place (Africa: 24%) Furthermore, more than 90% want to 
create a legacy and create dividends for family members but have not properly planned the 
transition.

Total impact

No less than 91% of Nigerian family businesses engage in some form of social responsibility 
activities. In the main this tends to involve contributions to the local community or traditional 
forms of philanthropy. 

When it comes to climate change and sustainability, Nigerian family businesses are trailing 
their African peers. Only 47% feel they have a responsibility to fight climate change and 
its related consequences (Africa: 55%) and the same proportion say they are ensuring 
sustainability is at the heart of everything they do (Africa: 56%). 

Just a third of Nigerian respondents have a developed and communicated sustainability 
strategy and 53% say there is an opportunity for family businesses like theirs to lead the 
way in sustainable business practices (Africa:63%) , but 69% acknowledges that in order 
to succeed their businesses are going to need to deliver greater benefits for the planet and 
society.

Refer to the forthcoming Nigerian Family Business Survey.
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South Africa

Growth	and	financial	resilience

Nearly two-thirds (63%) of SA family businesses said that their sales had been growing in the 
last financial year before the COVID-19 pandemic (Africa: 53%) and only 31% expected a 
decline in sales due to COVID-19 (Africa: 47%). Only 21% had a need for additional capital in 
the last 12 months, which indicates their general resilience and positive outlook. 

The vast majority (91%) of SA family businesses would rather make use of operating cash 
flow and bank lending to help finance their businesses (Africa: 80%) than turn to strategic 
investors/private equity (24%, Africa: 37%).

Total impact 

South African companies show a higher commitment to formalising approaches to their ESG 
strategy. Just over two-thirds (68%) say that sustainability is at the heart of everything they do 
(Africa: 56%) and 72% also noted that they strongly contribute to their communities (Africa: 
59%). Meanwhile, 49% have developed and communicated a sustainability strategy that 
informs all their decisions (Africa: 36%).

Sixty percent of SA family businesses recognise that they have a responsibility to fight climate 
change and its related consequences (Africa: 55%), while 68% are more likely to see an 
opportunity to lead the way in sustainable business practices than the African average of 
63%.

Similarly, 63% of SA family businesses believe that in order for them to succeed, their 
businesses are going to need to deliver greater benefits for the planet and human society 
(Africa: 58%). During the COVID-19 pandemic, 81% of them said that they tried to retain as 
many staff as possible compared to 77% of their African counterparts.

Family trust and cohesion

Eighty-four percent of SA family businesses have a clear set of family values (Africa: 76%) 
and 78% agreed that this has helped them in managing their businesses during the COVID-19 
pandemic.

Nearly four out of five (77%) SA family businesses have a clear sense of agreed values and 
purpose as a company (Africa: 75%). Having it in written form correlates strongly with success 
and other positive attributes.

Shareholder agreements are in place in 57% of SA family businesses surveyed (Africa: 
45%) and 72% have a last will and testament (Africa: 41%) as part of their governance 
policies. However, 73% do not have a succession plan in place and only 23% have a family 
constitution.

Agility and adaptability 

Less than half (46%) of SA family businesses claim to have strong digital capabilities and only 
39% recognise it as a key priority, which contradicts the finding of the 80% who say that it is 
one of their top priorities in the coming two years.

Just 14% have developed a clear and documented roadmap for their digital transformation 
and only 41% have invested in the required digital capabilities among their employees  
(Africa: 51%).

SA family businesses are very positive and feel that they have strong leadership teams in 
place (88% vs 71% in Africa). Eighty percent have access to reliable and timely information/
data that feeds into the decision-making process (Africa: 65%) and say there are clear 
roles and responsibilities for those involved in running the business (83% vs 75% in Africa). 
Only 21% say there is a resistance within the company to embrace change (Africa: 26%).
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Uganda

Growth	and	financial	resilience

Uganda family businesses have seen mixed performance over the last financial year (pre-
Covid-19), with 43% experiencing growth and 46% seeing a sales reduction. This compares 
unfavourably with the African situation. Throughout Africa, 53% of family businesses grew 
while 27% shrunk. 69% of Uganda family businesses expect COVID-19 to lead to a reduction 
in sales, much higher than the rest of Africa (47%).

Growth aims in Uganda are ambitious for 2022 but much more cautious for 2021. Only 51% 
of Uganda family businesses expect to see growth in 2021 (compared with 63% in Africa) but 
83% expect to see growth in 2022 (compared with 89% in Africa).

The key priorities facing Uganda family businesses over the next two years are improving 
digital capabilities, expanding into new markets/client segments and increasing use of new 
technologies. Issues related to sustainability are lower down the priority order for Uganda 
family business. Future intentions are more encouraging though with 77% of Uganda family 
businesses saying there is an opportunity for family businesses like ours to lead the way in 
sustainable business practices (vs. 63% in Africa).

Agility and adaptability

Most Uganda family businesses are positive about the clarity of roles and strength of 
leadership within the business. Only 37% feel they have strong digital capabilities. This is 
close to the African average where 43% feel they have strong digital capabilities. 46% do 
however see it as a priority even though they are not digitally strong. 

Family trust and cohesion

Levels of trust, transparency and communication are felt to be quite high. However only 49% 
say there is family alignment on company direction (compared to 57% in Africa). Two thirds of 
Uganda FBs feel they have a clear sense of company values. However, only 37% have their 
values and company mission down in written form.

83% of Uganda family businesses admit family conflict occurs within the business. 26% 
of Uganda family businesses claim to have a robust, documented and communicated 
succession plan in place, compared with 24% throughout Africa. Close to 100% of Uganda 
family businesses want to protect the business as the most important family asset and create 
a legacy but without properly planning the transition and managing conflict. On the bright 
side, 74% of them have some form of governance policy in place within the business. 

Total impact

94% of Uganda 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. 49% of Uganda family businesses feel they have a responsibility to fight 
climate change and its related consequences and 63% ensure sustainability is at the heart of 
everything they do (vs. 63% in Africa). However, only 29% of Uganda family businesses have 
a developed and communicated sustainability strategy (vs. 36% in Africa).

Refer to the forthcoming East Africa Family Business Survey.
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Methodology
About the Family Business Survey
The survey is an African market survey of owners and executives representing family-owned 
businesses, whose turnover ranges from under US$5m to US$1bn. 

The goal of the survey is to get an understanding of what owners and managers of family 
businesses are thinking on the key issues of the day. 

All results were analysed by Jigsaw Research.

231 online surveys were conducted in 13 African 
territories between October and December 2020.
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8% of the businesses surveyed are listed companies.

African	participant	profile

Current	role/position	(%)*

Turnover (sales) (US$) (%)

Gender (%)

Family’s role in the business (%)

Age (%)

Shareholder majority (%)

Family Business Network (FBN) member (%)

Sector*	(%)

Owner managed

Family managed

Family controlled

Family owned (externally run) 6%

16%

42%

35%

Industrial Manufacturing & 
Automotive

Consumer Markets

Health Industries

Financial Services

Technology, Media & 
Telecommunications

Energy, Utilities, Resources

Government/Public Services

Other

4%

3%

2%

0%

22%

5%

26%

38%

*Question changed from 2018 survey meaning comparisons not possible

Female

Male

23% 18%

77% 82%

2020 2018

8% 8%

23% 21%

23% 24%

18% 18%

28% 29%

65 or older

55–64

45–54

35–44

Under 35

2020 2018

6%

33%

47%

14%

6%

39%

39%

15%

Fourth+ generation

Third generation

Second generation

First generation

2020 2018

Base: all Africa respondents (2020: n=231; 2018: n=185; 2016: n=198

Base: all Africa respondents (2020: n=231; 2018: n=185; 2016: n=198)

On average, 11% of 2019 sales was new products/services

*Question changed from 2018 survey meaning comparisons not possible

24%

Owner

CEO/MD

Chair of the board

Member of the board of directors

Member of the management team

Other role/position

78%

51%

48%

14%

40%

31%

4%

$1bn+

$501m–$1bn

$101–500m

$51–100m

$21–50m

$11–20m

$10m and under

2020 2018

25%

55%

14%

11%

7%
8%

15%

15%

16%

6%

15%

1%
1%
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