Family Business Survey 2016
Family businesses in Malta continue to register strong growth and remain reasonably bullish about the
future, even where developing new overseas markets are concerned. But to sustain this drive, businesses
need to address key talent retention, competition, market conditions and regulatory issues.

Bridging the strategy gap in
Maltese Family Businesses

www.pwc.com/mt/fambizsurvey2016
#PwCFamBizSurvey
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Foreword
“As many as 80% of Family
Businesses in Malta have
registered an increase in sales
over the last financial year. Yet
as family businesses continue
to grow, expectations to
sustain this performance set
in. Strategic planning becomes
indispensable.”

The family business concern is the
motor of an economy. In Malta as many
as 98% of all businesses are SMEs with
the vast majority being family run.
These businesses account for about
80% of local jobs and not surprisingly
are considered to be the economic
pillar and backbone of our society. It is
of importance, therefore, to understand
how family businesses are performing,
the challenges they are facing and
the role they play within the overall
economy.
PwC is recognised globally for carrying
out its biennial family business survey.
Earlier this month the firm published
the results of its latest survey. This
year’s research covered around
2,800 senior executives from family
led businesses across 50 countries
and it has been the largest and most
comprehensive yet. A number of
diverse industry sectors were included
in the survey and businesses ranged
from those just approaching their first
generational transition, to those that
have a legacy going back more than a
century.
The results of the Family Business
Survey for this year indicate that
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family businesses need to make the
time and space to carry out a rigorous
strategic planning process. Family
firms are proud, and rightly so, of their
willingness to take the long view – to
think in terms of generations, rather
than years, or even months. At the
other end of the scale, family firms are
good at dealing with the everyday: the
nuts and bolts of running a business.
The challenge is in the middle: having
a strategic plan that links where the
business is now to the long term vision
of where it could be.
Locally one finds that many family
businesses do not succeed to transfer
their family business beyond the second
generation. This is generally due to the
lack of succession planning as well as
financial planning. Succession is not
an event, it is a process for the family
business to progress. 20% of family
businesses in Malta have a robust,
documented and communicated
succession plan in place. Although
slightly higher than the global average
of 15%, there still remains considerable
room for improvement.
The Family Business Act in Malta is
intended to address the family business

needs to ensure further growth and
continuity. The Act is there to regulate
family businesses in Malta and the
transfer of family businesses from
one generation to the next, as well as
encouraging businesses to improve
their internal organisation and develop
a succession plan for the long-term
running of their business. Recent fiscal
incentives announced within the last
budget, effectively reducing stamp
duty for the transfer of shares from one
generation to another, are expected to
provide the right catalyst.
As many as 80% of family businesses
in Malta report increased turnover
over the past 12 months. Furthermore,
one also notes that 60% of family
businesses surveyed generate an
average of 24% of turnover from
overseas markets. This share is likely to
grow to 30% over the coming five years.
To be in a position to nurture their
business and sustain the family legacy
going forward, local entrepreneurs are
becoming bolder and extending their
business footprint beyond our shores.
The adoption of digital technology
and careful planning are key for such
strategic initiatives.

We hope you will find this latest
report insightful. Family businesses
in Malta face key challenges. Our
research, however, show us that family
businesses are more flexible and nimble
to exploit business opportunities. The
key lies in adopting and maintaining a
strategic outlook.

Kevin Valenzia
Territory Senior Partner
PwC Malta
+356 2564 6892
kevin.valenzia@mt.pwc.com
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consolidation and contraction of
business. It would appear that Maltese
family business owners are more
conservative and risk averse than their
global counterparts.

Organisation
performance and
challenges
Managing growth and dealing with
issues in a fast-paced environment
Maltese family businesses have
reported a significant increase in their
performance over the last financial
year. 80% have seen sales growth
against 12% reporting a reduction in
sales. Family business owners in Malta
responded more positively when
compared with their global
counterparts, since at a global level
64% of family businesses grew, while
20% shrunk.

Maltese family businesses are
reasonably bullish about the future,
with 69% expecting to grow steadily
over the next five years and 8%
expecting to grow quickly and
aggressively. One notes however that
just under a quarter of family
businesses are less optimistic about the
future and are expecting business to
consolidate at current levels. At a
global level, one notes that family
businesses are more bullish about fast
growth and less pessimistic about

Internal and external challenges
imminently faced by Maltese family
businesses
Over the short term, the main issues
that Maltese family businesses are
facing are similar to the issues faced by
family business owners globally. Staff
recruitment and labour shortages are
the key challenges and have featured at
the top of the list, ever since the initial
local Family Business Survey was
published back in 2010.
“In term of human resources, we don't
find trained employees in Malta.
It’s become my principal job trying to
find secure motivated people.
We can’t find enough people to do the
job, we’re short of skilled people like
technicians and administrators”

Growth aims over the next five years

5%

8%
69%

23%

63%

15%

15%

70%

70%

13%

13%

2016

2014

25%

2016

2014
MALTA

Grow quickly and aggressively

GLOBAL
Grow steadily

Base: all respondents (2016: Malta=75, Global=2802, 2014: Malta=63, Global=2378)
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When it comes to external issues,
family business owners in Malta seem
to be concerned about the effects that
government policy, regulations and
competition has on their businesses
operations. In fact, nearly 1 in 3
respondents rated these as their
concerns.

Consolidate

Shrink

19th Annual Global
CEO Survey, 2016
www.pwc.com/ceosurvey

Across every industry, tensions abound between companies, who believe they can be
trusted to do the right thing, and governments that aren’t so sure. The regulations
governments are trying to enforce are intended to be in the best interests of the public,
as consumers or employees. But they can involve reforms, penalties or higher taxes for
business that result in higher costs - including those that arise when business doesn’t
have enough clarity about how regulations should be interpreted and implemented.
These costs, in turn, are likely to be passed onto customers in the form of higher prices.
This no doubt contributes to management’s near universal frustration that overregulation is a threat to their company’s growth, and why many leaders cite unclear or
inconsistent regulations as a barrier to responding to changing customer expectations.

Local family firms are apprehensive
about competition intensifying as a
result of a robust economy. The
Maltese economy has demonstrated
notable resilience in a challenging
macroeconomic environment over the
past several years, with real GDP
growth recovering quickly following
the 2009 recession. Such positive
economic performance is therefore
leading to a number of family business
owners expressing concerns over
increased competition, both at a local
and international level.

“Competition from online shopping and
more local competitors”
3rd generation family business

“Price competition…with growth in the
economy there are more people willing to
go into our type of business particularly
in Retail”
2nd generation family business

Growth aims over the next five years
Recruitment of skilled staff/labour shortages

44%

Government policy/regulation/legislation/public spending

31%

Competition

31%

Market conditions

29%

Finance/availability of funds

16%

Exports / problems in foreign countries

13%

Currency/exchange rates

12%

Cashflow/controlling costs

12%

Raw materials

12%

Uncertainty about the Euro

12%

Succession planning at senior management level

11%

Business/product development

9%

Top 3 issues globally:
Market Conditions
Recruitment of skilled staff
Government policy,
regulation, legislation or
public spending

Other issues: 5% or less
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In this year’s survey, 16% of family
businesses in Malta highlighted limited
availability of financing as a key
challenge, up from 13% when
compared to 2014 results. Despite this
slight increase, access to finance
remains relatively low on the list of
main issues cited by local family
businesses. However rising concerns
about the ease of access to funding are
likely to be a result of the more
ambitious plans for growth of Maltese
family businesses. Limited accessibility
to external finance may restrict family
businesses from pursuing
opportunities for growth, especially in
markets beyond our borders.

So what are the challenges family
businesses in Malta will face in the
medium to long term?
There has been a slight shift in the
medium to longer-term concerns of
Maltese family businesses over the last
two years. In the 2014 family business
survey, local family firms viewed
innovation, competition and cost
containment as the top three key
concerns for the future.
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In this year’s survey we find that the
need to innovate to keep ahead
remains front of mind for the coming
years. Other highly rated challenges
include competition and attracting and
retaining talent.
The 2014 survey’s main theme was
focused on the professionalisation of
the family firm. This year’s results
show that real progress has been made

“Financing new projects as the projects
are rather ambitious. We will be relying
on internal funding and the bank, but
the rate of expected growth is quite
ambitious for the amount of funding we
will have available in the short to
mid-term”
3rd generation family business

“Access to financing as banks are very
cautious at the moment”

in this area, but there is clearly more
that still needs to be done. Maltese
family firms are recognising the
importance of professionalising their
business, possibly by establishing clear
governance structures and recruiting
skills from outside the family.

Key challenges over the next five years
Malta
(2014)
69%

Need to continually innovate to
keep ahead

64%
63%

Competition in your sector

56%
53%

Ability to attract and retain the
right talent

58%
52%

Need to professionalise the
business

48%

45%

40%

44%

34%

Market instability in countries you
operate in

33%

Political instability in countries you
operate in

33%

N/A

38%

N/A

33%
31%

Corruption in countries you
operate in

N/A

23%
29%

General economic situation

54%
21%

Containing costs

36%
21%

Increasingly international
environment

36%
20%

Supplier and supply chain issues

25%
17%

Cybersecurity threats

Conflict between family members

35%

42%

Succession planning within your
company

24%
13%
11%

N/A

N/A

47%

Having to comply with regulations

N/A

29%

43%

Keeping pace with digital and
new technology

68%

43%

57%

32%

19%

N/A

17%
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The future of the Maltese
Family Business Firm
When considering their business
goals and personal objectives over the
coming years, family business in Malta
give most importance to ensuring long
term sustainability (94%) whilst at
the same time improving profitability
(92%). These sentiments are very much
aligned to their global counterparts. At
the other end of the spectrum, the least
important attributed goals have to do
with the creation of employment for
other family members (24%).
When looking at the next five years,
just under 75% of family businesses
expect to be deriving the majority
of their revenue of from the same
products and services. This sentiment
is very much in line with the global
average.
At the same time, however, one also
notes that as many as 52% of family
businesses in Malta recognise the
importance of establishing new
entrepreneurial ventures. Interestingly,
only 38% of family businesses
have indicated the importance of
considering export markets and with
28% indicating their intention to begin
selling in new countries in the coming
five years.
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Importance of personal and business goals over the next five years
Global 'very
important'
Ensure the long term future of the business

71%

23%

7%

66%

Enjoy work and stay interested

52%

39%

9%

45%

Improve profitability

51%

41%

8%

46%

Attract high quality skills into the business

36%

Run the business on a more professional basis

33%

Be more innovative

29%

24%

13%

Move into new regional markets in home country

12%

Create employment for other family members

11%
9%

43%
25%

30%
30%

41%

28%

43%

16%
17%
15%

76%

29%

Very important
9-10/10

20%

67%

13%

29%
32%

61%

21%

38%

19%

44%

35%

15%

Move into different export markets

Grow as quickly as possible

51%

27%

Make a contribution / leave a positive legacy

27%

51%

29%

Ensure the business stays in the family

15%

40%

31%

Ensure staff are rewarded fairly and share in success

Diversify into different sectors, products, channels

49%

6%
61%

Fairly important
7-8/10

12%
Not important
1-6/10

Future direction of the business (five years' time)

73%

Will earn majority of revenue from
same products/services

72%
75%

Will bring in non-family professionals
to help run the business

61%
52%

Will establish new entrepreneurial
ventures

Will sell in new countries

54%
28%
43%
Malta

Global
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Seeking growth beyond our
borders
Internationalisation prospects continue to be high on the radar of Maltese family
businesses. The spotlight on exports is fuelled by the increasingly competitive
market dynamics and the family businesses’ declared appetite for growth.
The 2016 survey indicates that 60% of family businesses in Malta currently derive
some revenue through the export of goods or services. This represents an increase
from the 56% mark registered in 2014; albeit still lower than the global average,
which stands at 70% (2014: 68%).

“The size of our market is small…We
already have a significant market share,
so organic growth is quite
challenging…a clear indication that
internationalisation of business is
arguably considered an inevitable
consequence”
3rd generation family business

Current number of firms with
international sales

60%

70%
56%

2016
Malta

68%

Going forward 73% of family
businesses estimate that part of their
turnover will be derived from
international sales in five years’ time.
The amount of foreign sales as a
proportion of the overall sales is
predicted to increase from 24% to
30%.

Firms with international sales in
five years' time

78%
73%

68%

2014
Global

2016
Malta

It is estimated that currently 24% of revenue is derived from foreign markets.
This estimates includes all businesses (even those not exporting at all).
In the next 5 years, this figure is expected to increase to 30%.
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76%

2014
Global

When deciding on which new markets to tap, the topmost considerations include the economic and political stability of the
market and the propensity for growth. These are broadly consistent with the global results reported in this survey. Other
factors, which influence the decision to go global, are language and culture considerations and the proximity of the target
market.

Important factors when deciding on
export markets

Spotlight: Seizing the moment
Economic/
political stability

Fewer barriers, more opportunities

Size/
growth potential

Language/
Culture

Proximity
Malta

Global

Companies looking to expand abroad are finding fewer
barriers to entry than in the past. Looser trade
restrictions and more effective financial systems
encourage doing business in a global marketplace.
Likewise, international shipping and logistics providers
have made delivery of goods far more cost-effective and
reliable. Technological advances, particularly in the
areas of mobility and Internet access, have made it far easier to service and
acquire customers. Ascendant technologies like cloud computing may be
among those that are especially promising for private companies seeking
expansion abroad, enabling them to do more with less.

As competition heats up, the biggest risk for many family businesses may be an overreliance on domestic markets.
Businesses seeking growth will increasingly need to look abroad, but getting there won’t be easy for all companies.
Those that proceed methodically can position themselves for sustained growth, keeping the following imperatives in
mind:
•

There is no single business development model for going abroad. Different markets vary as much as individual
companies; a blanket approach won’t work. Nor will a static one. A company should routinely update its strategy in
international markets to keep pace with competition, customer preferences, and economic shifts.

•

Leverage local partners where possible. To avoid substantial upfront investment or major risk exposure,
companies generally prefer entering new markets in stages. Many manufacturing and product-focused companies
start with a sales office (often comprising just a handful of representatives, if that) to test the waters. Later, as
commitments deepen, such companies graduate to strategic alliances with local suppliers and distributors. These
can be profitable ventures, but without the need for companies to make a substantial investment in their own
infrastructure. Using the distributor model as an initial form of entry is also a way to test-drive a new market.

•

Do your due diligence. As in any market, risk mitigation starts with due diligence. Before venturing into new
territories, it helps to seek advice from peers, customers, and partners who have already come up the learning
curve. If there is one absolute rule, it’s go in with eyes wide open.

For many companies, the biggest hurdle is taking the first plunge into a foreign market. That experience gives
executives the insight and confidence they need for further expansion into other markets.
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What makes family businesses
different?
Maltese family businesses take pride
in being distinctive from non family
businesses. The most cited attributes
include having a stronger culture
and more values, the definition of
measuring success in a broader context
than just being limited to profit and
growth as well as the ability to have a
more streamlined and quicker decision
making process. Over half of businesses
in Malta think family businesses need
to work harder to recruit and retain
top talent. Respondents have identified
the recruitment of the right talent as a

challenge that will affect their company
in the next 12 months.
Just over 50% of the respondents also
believe that family businesses take
a longer term approach to decision
making. In order for a family business
to grow and prosper, decisions
need to be taken in the appropriate
manner, without causing any conflict.
Depending on the size of the business,
the decisions taken by the board of
directors and those taken by the family

individuals must be kept separate.
Surprisingly, however, only 44% of
family businesses in Malta feel more
entrepreneurial as compared to 57%
in 2014.

“The family is very strong in Malta, so
regarding job security there are no
issues. I love the industry and enjoy
working here”
3rd generation family business

How family businesses differ from non-family businesses - % agreeing with statement in Malta

71%
global: 74%

69%
global: 72%

56%
global: 71%

Stronger
cultures and
values
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52%

52%

global: 55%

global: 48%

Measure success Decision making
Take a longer
Need to work
differently - more
is faster/more term approach to harder to recruit/
than just profit
streamlined
decision making retain top talent
and growth

44%

global: 61%

More
entrepreneurial

37%
global: 40%

Take more risks

24%
global: 32%

Find it harder to
access capital

When considering the strengths of family businesses, decision makers are proud of the fact that their firms are key to the
economy - this is felt more so here in Malta. Whilst profit driven, family businesses tend to take a longer view towards
employment loyalty, even in bad economic time. One particular weakness which stands out is that family businesses are
less open to new thinking and ideas.

Strengths and weaknesses of family businesses - % agreeing with statement in Malta

83%

72%

global: 77%

Add stability to a
balanced economy

global: 74%

Support employment
even in the bad times

67%
global: 56%

Support community
initiatives/not for
profit

65%
global: 66%

Re-invent themselves
with each generation

43%
global: 34%

Less open to new
thinking/ideas

“To grow the business as much as I can
and to be able to pass on to my son a
healthy and prosperous business. Also to
provide our staff with stable
employment and a job they can be happy
with or job satisfaction”
3rd generation family business
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Family Involvement and the
Role of the Next Generation
Less than half of family businesses in Malta claim that the family and business strategy are completely aligned, considerably
lower than the global average (69%). Furthermore 16% of respondents admitted to complete misalignment in this area.

Alignment of family and the business

16%
"Think the
strategy of the
family and the
strategy of the
business are
completely
aligned"

48%
29% of family businesses in Malta use
a Family Office

35%
Agree

Neither/Nor

Both the Family Business Survey
results and our own experience lead us
to conclude that greater emphasis on
strategic and medium-term planning is
the missing piece that would allow
many family firms to achieve greater
success, and fulfil their true potential.
Some family firms are doing this
already, and doing it well, but others
are caught between the deluge of the
everyday and the weight of intergenerational expectations. While some
are fully aware that this is an issue,
others lack the skills to take on the task
16
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Don't agree

and may not know where to start.
Some are consciously or unconsciously
avoiding the issue, because they fear it
will cause more problems than it
solves, especially in relation to
personal issues like succession. And
some will say they have a business
plan, and are getting on with executing
it. But a strategic plan is not the same
as a business plan, and a plan that isn’t
documented, communicated,
managed, and monitored isn’t a ‘plan’
at all.

Successful family businesses tend to be
very good at the short term, day-to-day
execution. They can be agile, flexible
and fast at decision-making. When
they have a strategic plan they are
usually effective at ‘getting on with it.’
Family firms are also noted for taking
the ‘long view’ and they think in terms
of generations, not quarters, or even
years which makes for a stable business
model. But in many cases there’s a
piece missing: an effective strategy for
the medium term, and the skills to
execute it. In other words, creating the
strategic plan.

Next generation involvement in the family business
Next gen working in the business
Malta: 83%
Global: 69%

71%
58%

45%

39%

37%

36%
16%

Senior
executives

Junior/middle
management

Malta

Don't work for
the company,
have shares
Global

16%

Don't work for
the company,
recompensed in
other ways

49% of respondents indicate that they
plan to pass the management of the
business onto the next generation.
Interestingly 28% of family businesses
in Malta indicate that they plan to pass
the business ownership but not the
management onto the next generation
– this is down from 46% in 2014. One
notes that 17% plan to sell or float the
business (up from 10% in 2014).
There are many questions asked when
businesses plan to pass the
management onto the next generation.
Companies need to ensure that they
remain profit driven and remain as
successful as possible. Family
businesses need to have a succession
plan in place that is robust and
documented.

“That the business carries on as it has
been passed on by our parents. It's a
good business that should be taken
seriously”
2nd generation family business

“To pass on a successful business to the
next generation of the family”
2nd generation family business

Family Business Survey 2016
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Future ownership plans for the business
FBS
2014
Pass on management
to next generation

49%
39%

34%
17%

Sell/float

Don't know

Other

46%

10%

17%
3%

Sell/Float – Malta
breakdown
Flotation / IPO: 9%

28%

Pass on ownership but bring
professional management in

35%

8%

Sell to another
company: 5%
Sell to private equity
investors: 4%
Sell to management
team: 4%

7%
3%

2%

3%

Malta

Global

In the next five years we’ll see the biggest inter-generational transfer of wealth the modern economy has ever seen. A
change of this magnitude poses huge risks, but also opens up immense opportunities, with a new generation in waiting
that’s more ambitious, more open-minded, and arguably better prepared than any of those that have preceded it.
And they’re more likely than any previous generation to make a go of it: many of today’s next gens are from the millennial
generation, coming to the workplace with different expectations, different priorities, and an easy familiarity with digital
technology, all of which will influence the future direction of the family business sector. Many have benefited from a
business school education, giving them the analytical tools needed to carry out effective strategic and medium-term
planning.
We think the coming transitions could be some of the most interesting and significant that most established family firms
will ever go through. The person who’s going to be running a family firm in five to ten years’ time will look and think very
differently from most of those doing it today.
Gender equality programme

63%

Malta

54%

Global

Have an active gender equality programme in place
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Spotlight: HR
Family businesses are increasingly facing challenges with respect to the people
component, more commonly referred to as human resources or human capital. The mix
between employees, who are family members and others, creates added challenges to
the development and growth of family businesses as not all family members may have
the necessary skills and competences to contribute effectively to the business they form
part. The areas faced by family businesses and which at times could be ignored are mainly three.
The first refers to the ability of family businesses to attract and, especially to retain, talent at all levels.
This is already a huge challenge for businesses in general especially at senior, experienced level. In the
case of family firms, the challenge is even higher owing to the significant demand for talent. On the one
hand, family businesses may attract people seeking a less formal environment than that experienced by
non-family businesses, corporate environments. On the other hand, in terms of career progression,
people may find family businesses rather restrictive or limited in the opportunities they could offer,
especially when family members assume key posts within companies thus seemingly “blocking”
opportunities for others. In this regard family businesses need to consider the value preposition being
offered to their employees including opportunities for career progression. This is particularly important
when the competencies, skills and experience of family members would be insufficient to cope with the
demands of the business. Furthermore, the right reward structure and working conditions cannot be
underestimated. In this respect, one should keep in mind the expectations of “key” people within family
businesses who are considered to be “drivers” within the business. Usually found at senior managerial or
technical level, such drivers may not be satisfied with just a salary or performance bonus. To retain them,
family businesses may need to consider offering equity in their business. Otherwise, they may run the
risk of losing them altogether to competition, including through opening up of their own business.
It is also a huge challenge for family businesses to open its doors to other specialised personnel from
outside the company. However this is a must unless the required competence is available internally or
within the family members employed.
The second challenge faced by family businesses relates to the development of its people whether these
are family members or otherwise. Financial outlays related to training and development may still
considered to be a “cost” whereas in reality this is an “investment” as it helps employees to develop their
skills, resulting in a higher value added to the company.
Thirdly, family businesses require the right leadership not only to survive but also to grow. This is pivotal
as people expect the company to have a vision, a clear strategy and an environment, which is engaging
and motivating. Though managing the daily operations of family businesses is important, on the other
hand, owners and managers of family businesses nowadays and more than ever, are required to be
“leaders” to take their businesses beyond the horizon.

Family Business Survey 2016
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To innovate well, a business needs to
think beyond the immediate demands
of the day to day, and towards five or
ten years out: what trends are driving
change and what products could be
vulnerable to new technology? Without
a strategic plan, a family firm will
struggle to identify how, where and
what it should be innovating. And that
in turn will make it hard to know what
skills to hire or develop.

Innovating the
Family Firm
Disruption and innovation are now
the name of the game. As start-ups
continue to successfully challenge
traditional business models, family
business executives need to be prepared
for unexpected competition, and be
able to retain or gain an edge in this
new business environment.
While some family firms are well
positioned to make a success of
innovation and are able to re-invent

themselves with each new generation,
others struggle to change and keep
pace.
One reason may be skills. Family
Business Survey respondents tell us
they struggle to attract and retain
the right people. The next generation
could have a significant part to play.
Most of them have grown up with new
technology, and are keen to employ it
when they take over.

The majority of family businesses in
Malta recognise the importance of
digital, but only 36% are prepared
for dealing with a data breach or
cyber attack. 61% of the respondents
understand the tangible benefits of
moving to digital and have a realistic
plan for measuring them however, only
a small majority understand how this
will impact their family business as
technology advances.

Readiness for the digital age

49% of family businesses in Malta
feel vulnerable to digital disruption

61% 59%

60% 56%

52% 53%

Understand the tangible
benefits of moving to
digital and have realistic
plan for measuring them

Digital is integrated
within business's
culture

Business has a
strategy fit for the
digital age

36% 45%

Business is prepared
for dealing with a data
breach or cyber attack
Malta

Global

Board level recognition of digital
disruption threat

57%
54%
Malta

Global

Ever discuss digital disruption at a board level
20
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“There are two areas for a long lasting legacy. One would be innovation, and the
second would be continuity of the business. So the legacy I would like to see is that
I would have contributed to allowing the company to have innovated itself, to
allow it to maintain its strong position for continuity in the future as a family
business with further input from professionals assisting it in its management”

3rd generation family business

Business vulnerability to digital disruption

Malta

4%

45%

33%

17%

Global
4%

21%

47%

Very vulnerable

Fairly vulnerable

28%

Not very vulnerable

Not at all vulnerable

57% of Maltese businesses discuss digital disruption at board level and what impact this may have on their business keeping
in mind the transition from traditional family business owners who have lived with limited technology to the new
generation. Not all businesses are recognising the significant disruption that is starting to come from the digital world.
Although just under half of the respondents feel that they are fairly vulnerable to the threat of digital disruption, 33% of
businesses feel that they are not very vulnerable to digital disruption, whilst 17% feel that they are not at all vulnerable.

Spotlight: Cyberattacks on the rise
Are family businesses doing enough
to protect themselves?
Cybercriminals are increasingly
targeting midmarket companies and
startups in hopes of easy access. The
cost to a business can be high, ranging
from financial loss to reputational
damage.

around the organization’s
cybersecurity weaknesses. Such an
assessment is essential; without one,
it’s hard to forge a strategy to
safeguard your assets. Here’s a
baseline of what every company, of any
size, ought to be doing to size up its
threat vulnerability.

To avoid these losses, companies need
to take a hard look at their defences up
front. Yet a big reason companies often
fail to invest in cybersecurity is that
they see it as discretionary spending,
not a business imperative. But with
profitability being top of mind,
businesses tend to be more inclined to
invest in growth activities than
defensive measures. But in reality a
company may in fact be hampering its
growth by tabling cyber-security.
That’s because, increasingly, good
cybersecurity is a cost of doing
business. Indeed, from PwC research
as much as 89% of consumers say they
avoid doing business with companies
that they think do not protect their
privacy online.

Identify your most valuable data:
Tackling information security begins
with a simple question: What’s our
most sensitive data? As it turns out,
many companies can’t even begin to
answer that. While certainly there are
the company’s crown jewels to guard,
the data most valuable to a cyber thief
might not be yours exclusively. Once
you’ve zeroed in on what’s your most
sensitive data, then you can start to
devise a strategy to protect that
material.

A business needn’t have the equivalent
of a large corporation’s fulltime
security team to assess and get its arms

Know where your prized
information resides: Your most
valuable data won’t all be in just one
place. So it’s important to ask yourself,
Where has the information been?
Where is it going? And how is it getting
there? For instance, is the information
living in the organisation, or is it stored
elsewhere (e.g., on the cloud)? Is it

coming from outside and then being
modified? When does it become
special? Who’s using it? How are they
using it? Are they sending it to third
parties? How are they sending it (via
email, a mobile device)? Is it being sent
securely (does the company use email
encryption)? Knowing the answers to
these questions is essential if you’re
going to do an effective job of blocking
and tackling the cybersecurity threats
your organization is facing.
Understand your cyber ecosystem: It
used to be that if you protected your
four walls, you could keep the bad guys
out. But in today’s world of social,
mobile, analytics, and cloud, there is
now a hugely expanded ecosystem of
information sharing. To make smart
use of IT investments, companies
should also think about cybersecurity
up front, rather than treat it as a
bolt-on feature. Too often, though,
cybersecurity ends up being an
afterthought.
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Conclusion

Maltese business leaders wish to see
their business thrive through
successive family generations. There is
a clear sense of pride in business
leaders regarding the longevity of their
businesses while continually aspiring
for success and growth. They also wish
to make a difference by adopting
sound business ethics. In order to
increase their activities they
acknowledge the need to be innovative
and to make changes as necessary.
Maltese family businesses feel they
will face various issues over the next
twelve months. These include
recruiting and retaining talent,
government policy/regulations,
handling competition and steering
skilfully through the evolving market
conditions. The key challenges over the
next five years are similar though these
also include innovation and
“professionalising” the business. In
terms of the personal and business
goals over the next five years, many
want to ensure the sustainability of the
business while enjoying work and
improving profitability.
Maltese family businesses continue to
be reasonably optimistic about the
future of their firms given that 77%
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expect to grow while another 8%
expecting to do so even quicker and
more aggressively, spurred by the
significant increase in performance
over the previous two years. Maltese
family businesses also recognise the
importance of the required digital
thrust and the need to invest in cleaner
technology, hence making them more
competitive. In fact, over half of
Maltese family businesses believe that
the digital aspect forms part of their
business culture and have a strategy
for it.
A relatively high proportion of Maltese
companies agree that it is not always
easy to deal with family members. In
this regard, Maltese family businesses
feel that non-family members (mostly
people at management level) generally
are not influenced by internal family
issues and hence are able to manage
the business more professionally. On
the other hand, such non-family
members need to be sensitive and
mindful in their management
approach. It is also essential for them
to understand and appreciate the
overall informal network of the
general family dynamics. On their
part, while allowing space and scope

for non-family members to run their
business, family members need to
strike the right balance in order to be
involved as and when necessary to
ensure that the overall vision remains
in check.
In view of the constantly developing
market, Maltese family businesses
must ensure that initiatives are
undertaken to be constantly aligned
and geared up for the future, remain
key towards success and growth.
“That the company is run professionally
and that we give a professional service to
our customers”
2nd generation family business

“That we continue to prosper as a
commercial entity so that we can do a bit
for the family whilst continuing to do a
bit for the general community at large”
2nd generation family business

“To improve the resilience of the family
business”
5 or more generations

“To grow the business as much as I can
and to be able to pass on to my son a
healthy and prosperous business. Also to
provide our staff with stable
employment and a job they can be happy
with or job satisfaction”
3rd generation family business
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