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Helping family businesses
achieve harmony and success

“It has been a
tremendous
experience being
involved with
UConn’s Family
Business Program.

An initiative of the University of Connecticut Department of
Management’s Center for Entrepreneurship & Innovation, the
UConn Family Business Program is a member-driven initiative that
provides professional advice, education, and peer networks designed
to add value to family-owned and entrepreneurial organizations.
Our goal is to help family businesses develop strategies and policies
that will serve to perpetuate family ownership while helping them
make necessary advances in functions related to strategy, increased
complexity, organizational structure, management practices, and
succession planning.
Members are able to accomplish their organizational & familial
objectives through a multi-faceted approach incorporating:
• Family Business Speaker Series & Webinars
• Peer Advisory Groups
• Program for International Exploration Collaboration
& Education (PIECE)
• Connecticut Family Business of the Year Awards
• Summer Entrepreneur Internship Program
• Research & Creation of New Knowledge
• Network of UConn School of Business Resources
• Connecticut Center for Entrepreneurship & Innovation (CCEI)
• Sponsors & Facilitators
For information, contact Priscilla Cale, Director | familybusiness@uconn.edu | 860.486.5628
business.uconn.edu/familybusiness

I’ve met top business
leaders through
their educational
programs and I have
learned so much.
They have given me
the tools to not only
get along with family
members, but to
bring my business to
the next level.
If you want to keep
your business alive
and thriving through
the generations, take
advantage of this
exceptional
educational
opportunity!”
Cindy Palmer Dean
Palmer’s Market
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executive summary
Introduction

ensure the success of our state’s family enterprises.

Family-owned businesses represent the best of

economy, and quality of life.

and their contributions to Connecticut’s communities,

American free enterprise, and they play a crucial role
in Connecticut’s economy—creating jobs, fostering
innovation, investing in new technologies, and building mutually beneficial relationships with customers
and suppliers. Through civic and philanthropic involvement, they also strengthen the social fabric of their.
communities.

About the Respondents
Over 500 family firms across Connecticut participated
in this survey. They represent a cross-section of businesses—from finance to retail and construction—with
the majority involved in manufacturing or services. 

While they share the same concerns as other firms,

Businesses surveyed are primarily first- or second-gen-

family businesses face a complex array of issues

eration enter-

unique to them—ranging from estate planning to.

prises estab-

shareholders’ relationships. In order to better respond

lished in the

to those needs, CBIA and UConn’s Family Business

last 50 years. 

Program collaborate each year on a survey that.

Very few are

examines the special challenges and opportunities.

in the startup

of operating a family firm in Connecticut. Our purpose

phase. None

is to advance the state’s family enterprise through.

were estab-

education, networking opportunities, and research.

lished this

We hope the findings of the third annual Survey of
Family Businesses spark meaningful discussion not only
among Connecticut’s family firms, but also among
those who shape public policy—policy that can help
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year, and only
7% entered
the market
after 2000.

What generation is
your family business?

31%

SECOND
GENERATION

47%

17%

THIRD
GENERATION

FIRST
GENERATION

FIFTH
GENERATION
(3%)
FOURTH GENERATION (3%)
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“Family businesses play a critical role in Connecticut’s economy.
Their commitment and entrepreneurial spirit, a measured
approach to growth, and the ability to close ranks and react
quickly to changing conditions make them uniquely well-placed
not only to weather the downward economic cycle but also to
lead the way out.”

John R. Rathgeber
President and CEO, CBIA

More information about the survey and participating businesses is available in the Methodology and
Demographics sections of this report. See page 12.

International sales as a percentage
of revenue
For those businesses engaged in international trade

Major Findings

Q44b—Do you generate international sales? If so, how much?

This survey explored a number of factors that affect

YES

the successful stewardship of family firms, including

NO

65%

succession, ownership, estate planning, strategy,
family involvement, management structure, work-

35%
46%

force challenges, profitability, business confidence,
and economic outlook. Following are some of the

Percentage of respondents
involved in international trade

key findings.

26%

Operating Environment
Business Conditions and Economic Outlook
stemming from the economic crisis of 2008-2009. 
The overall cost of doing business in the state.
continues to be a major concern. Energy costs, in
particular, are cited as a challenge to current and
future growth, as are business regulations and
mandates. There is concern over how firms will

15%

11%

Connecticut’s family firms face many challenges

2%
Collect less
than 5% of
revenue
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Collect
5-9% of
revenue

Collect
10-24% of
revenue

Collect
25-49% of
revenue

Collect 50%
of revenue
or more
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emerge from the recession: Strategic planning will be critical in preparing for the

Overall business conditions

eventual economic recovery; however
67% of Connecticut’s family firms have
not developed a written strategic plan.

GROSS REVENUE
Next 12 months (anticipated)

Last 12 months

1515%%

Connecticut’s family firms remain largely
focused on serving the needs of
Connecticut’s consumers, with 59% claiming their most significant customer base.

33
33%%

36
36%%

DECREASE
DECREASE

INCREASE
INCREASE

in the state. In today’s hypercompetitive

1111

%%

INCREASE
INCREASE

NO NO
CHANGE
CHANGE

DECREASE
DECREASE

3131%%

market, international positioning will play
a role in profitability and future growth. 

75
75%%

NO NO
CHANGE
CHANGE

Yet only one-third (35%) of family firms
export; 46% of those generate at least

NET PROFITS

half of their revenue from international
sales.

Next 12 months (anticipated)

Last 12 months

Over the last year, three-quarters of
Connecticut’s family firms saw gross.
revenues slip; even more (77%) saw.
their profits shrink. In the face of declining

33
33%%

39
39%%

INCREASE
INCREASE

1212

1212%%

%%

INCREASE
INCREASE

NO NO
CHANGE
CHANGE

DECREASE
DECREASE

profits and revenues, the majority of family businesses (61%) also shed jobs in the
past 12 months. Employee retention was

77
77%%
DECREASE
DECREASE

29
29

%%

NO NO
CHANGE
CHANGE

slightly better within family companies
than among Connecticut businesses.
overall, where fully two-thirds made.
workforce reductions in 2009.
For many family firms, projections for.
the next 12 months are tenuous, with
anticipated decreases in revenue (33% of

EMPLOYEES
Next 12 months (anticipated)

1818

%%

23
23%%

INCREASE
INCREASE

DECREASE
DECREASE

respondents), profit (39%), and employee
count (23%). On the other hand, 67%
expect no change or an increase in.
revenue, 62% expect no change or an

58
58

%%

Last 12 months

99%%

INCREASE
INCREASE

3131%%

NO NO
CHANGE
CHANGE

6161%%
DECREASE
DECREASE

NO NO
CHANGE
CHANGE

increase in profit, and 76% expect no
change or an increase in their employee
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base. Furthermore, most family firms believe that their

they will divide ownership among the succeeding.

growth over the next two years will parallel or outpace

generation, while 22% plan to divide the estate equal-

that of their competitors; only 16% expect their growth

ly among the next generation irrespective of their

to lag.

involvement in the business; 67% have no buy-sell
agreement among shareholders; and 33% are unsure
of how major shareholders’ estate taxes will be fund-

Leadership & Governance

ed. (Not surprisingly, 51% of future shareholders have

Advisors, Strategy, Estate, Ownership, and
Succession

little or no knowledge of the major shareholders’ transfer intentions.) In addition, relatively few family business owners have taken full advantage of federal

More than half (51%) of the family businesses.

allowances and financial instruments that enable tax-

surveyed have a CEO age 55 or older. Nearly.
one-quarter (24%) of respondents in these firms are
unsure when—or if—the current CEO will retire, and

exempt or tax-deferred gifts to family members. Only
6% have used GRATs (grantor retained annuity trusts),

as many as 43% are unsure that the
CEO is emotionally prepared for retire-

Q21—Written succession plan includes (top 6 answers)

ment. While most survey respondents

What does your written succession plan
include? (Top 6 answers)

believe maintaining family control of
their business is important, only 13%
have a written succession plan, and

57%

35% do not expect to develop one. In
fact, for family businesses, much uncertainty remains regarding the successor

43%

profile and ownership transition. While

41%

75% of businesses surveyed would like
their firm’s future leader to be a family

32%

member with at least ten years’ experience in the business, 68% have not
chosen a successor, and more than half
(53%) believe it will be challenging to

16%

ensure that the next generation has the

14%

necessary skills and motivation to run
the business.
Developing one’s estate plan and transfer plans continues to be a challenge,
with only 29% of family business owners having a complete estate plan..

A buy-sell
plan or
agreement

Shareholder
agreements

A formal
estate plan

A formal
management
succession
plan

Family
employment
guidelines

A role for the
board of directors
in mentoring
successors

One-third are undecided about how
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“Family businesses are truly amazing…take a traditional business
with traditional challenges and opportunities, apply a layer of
unique family-related issues like leadership, succession and estate
planning, add a heaping share of economic uncertainty, history,
emotion, blood, passion, sweat and tears and what you have is
one of America’s most dynamic business entities.”

Richard V. Kretz
Managing Member of the Firm, Kostin, Ruffkess & Company LLC

Q24—Top 5 succession-related challenges

15% have used most or all of the $1 million.
federal gift-tax exemption, and the majority.

Top 5 succession-related challenges

(75%) do not routinely use the $13,000 tax-free
gift benefit.

53%

To be sure, financial uncertainties created by the

50%

recent economic crisis play a role in business

48%

leaders’ concerns about retirement. Half of those

41%

surveyed say that ensuring enough wealth for the
current generation’s retirement will be a chal-

31%

lenge, while 48% are concerned about extracting
equity from the business, and 41% believe that
fair valuation of the business poses a challenge.
It is important to note that while the current generation has concerns over wealth, in the absence
of regular valuations and a strategic plan, many
may not have a good indicator of what their business is truly worth or could be worth in the future. 
Forty percent have not conducted a formal valuation in the last 10 years; of those, three-quarters
have never conducted one.
The majority of family business CEOs (54%) have
been in their position for more than 15 years—

Ensuring
that the next
generation has
the necessary
skills/motivation to run the
business

Ensuring
current
generation
has enough
wealth for its
retirement

Extracting
equity from
the business

Fair valuation of the
business

Concerns
about next
generation’s
commitment
to long-term
business
ownership

and half of those for more than 25 years. Only
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“A not-so-uncommon business entity, with unique business challenges, family firms are the vital unsung heroes of society—the minds
developing global innovations, the heart behind our nation’s
philanthropic beat, and the central nervous system of American
free enterprise. In education and outreach, we support these
community stalwarts in preserving the integrity and legacy that is
family business.”

Priscilla Cale • Director, Family Business Program, University of Connecticut

Q9—Aging leadership

5% of family firms have ever had a CEO who was not

advisory board relates to the development of a strate-

a family member, and only 16% have an active board

gic plan. With only 33% of family businesses having.

of directors. (Three-quarters of those who have had a

a written strategic plan, an advisory board can help

nonfamily-member CEO describe the experience as

develop a plan that considers the best case, worst

successful.)

case, and most-likely scenarios and how the business

Though a significant number of respondents report the
need to innovate (52%) and insular thinking/lack of

should  position itself.
An advisory board can also help build consensus with-

outside perspective (48%) as.
challenges in.
managing their
business, relatively

in the family firm. 
While family mem-

Length of time as CEO
27%

bers generally

27%

few (16%) have

agree on the best
business strategy,

17%

an active board of
advisors. Less for-

ownership struc-

15%

ture, and manage-

13%

ment structure

mal than a board

(68%, 73%, and

of directors—and

71%, respective-

2%

without fiduciary
or legal responsibility—an advisory
board typically

More than
25 years

16–25 years 11–15 years

6–10 years

consists of experts

1–5 years

Less than
a year

ly), these numbers
have dropped
considerably.
since the 2008
Connecticut Family

in various fields who can guide business strategy and

Business Survey, possibly owing to the economic crisis

management. In fact, an important function of an.

and differing levels of risk tolerance within the family

2009 CBIA/UCONN SURVEY OF FAMILY BUSINESSES

7

“In today’s economy, international markets hold the key to growth
for Connecticut companies. The consuming class in emerging
markets is growing exponentially. In many of these countries,
personal relationships are highly prized, thereby placing family
businesses with clearly articulated family values in a prime position
to leverage this opportunity.”

Kelly Aceto • Associate Director, University of Connecticut Center for
International Business Education & Research

unit. In the last year, agreement among family.

make important contributions of time, money, and.

members has dropped by 21 percentage points on

talent that sustain their region’s arts, culture, education-

strategy, 19 percentage points on ownership, and.

al and community organizations, and quality of life. 

20 percentage points on management structure.

Eighty-two percent provide financial support for charitable organizations, with the primary beneficiaries

Family Values

being community groups (92%), educational institu-

Most businesses surveyed report that family values

Family values are also evident in the culture of a family

(80%) and socially responsible practices (79%) are

business—which is typically more intimate than that of

emphasized in their operations. Indeed, family firms

a highly leveraged business or a public firm. When

tions (50%) and religious organizations (44%).

Do family members agree on issues of management, ownership, and strategy?
MANAGEMENT STRUCTURE

71%71%71%

% % %
7373
73

AGREE AGREE AGREE

8

AGREE AGREE AGREE

% % %
2424
24

% % %
23
2323
DISAGREE
(4%)

NEUTRAL
NEUTRAL
NEUTRAL

STRATEGY

% % %
6868
68

AGREE AGREE AGREE

% % %
25
2525
NEUTRAL
NEUTRAL
NEUTRAL

OWNERSHIP STRUCTURE

DISAGREE
(4%)

NEUTRAL
NEUTRAL
NEUTRAL

DISAGREE
(8%)
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“UConn’s partnership with family firms is strong and recognized in
labs and classrooms across campus. Whether it is supporting teaching, research, or outreach, we’re grateful for the support and proud
to work with each and every family and business. As vital stakeholders, family firms help us achieve comprehensive learning models
whereby each student can develop into a productive global asset.”

Brian Otis
Associate Vice President for Campaign Management, UConn Foundation Inc.

tough times hit, family members will frequently come

This year’s survey reveals many of the strengths and

together, invest sweat equity, and sacrifice short-term

vulnerabilities of Connecticut’s family businesses—both

profits in the interest of employee retention and busi-

of which have been magnified during the economic

ness continuity. Virtually all respondents (91% and up)

downturn. It also points up ways our state’s family

report that quality management, high ethical stan-

businesses can better position themselves for ongoing

dards, and low staff turnover contribute positively to

success. These include

their business success. Interestingly, only 53% believe
that being a family business gives them a competitive
advantage, while 32% are unsure.

Conclusion

Promoting the family brand: Americans associate
family businesses with quality, integrity, continuity, and
family values. They also connect family businesses with
community involvement and social responsibility—.
factors that are increasingly important in consumers’
buying decisions. A recent study found that when.

Family businesses are a keystone of our economy,.

businesses leverage their family history and brand.

providing much of the employment and tax base that

and actively identify themselves as a family firm, they

underwrites critical state and municipal services. They

positively influence consumer purchasing and their

represent 90% of businesses nationwide, generating

own profitability.

78% of new jobs and more than half of the U.S. gross
domestic product. More flexible and able to react
more quickly than other types of companies, family
businesses are often better positioned to adapt and
react to economic crises; they are also among the

Planning: Business owners hope to perpetuate family
ownership and achieve a higher level of commitment
from the next generation; yet most have not developed
plans—from estate plans to succession plans or strate-

hardest hit. Nevertheless, the vast majority plan to

gic plans—that include this generation.

remain family-owned and to continue their commitment

Family businesses typically lack the formal “architec-

to their employees and their communities.

ture” common in other firms, including buy-sell.

2009 CBIA/UCONN SURVEY OF FAMILY BUSINESSES
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“In our experience, awareness and communication are
two of the most important contributors to the company’s
success. Being aware of the challenges that we face as a
family business gives us a head start in addressing these
issues. Succession planning is an essential step in communicating these issues and preparing for the future.”

Mark & Meghan Summers
President, CNC Software Inc. and Manager, CNC Software Inc.

agreements, liquidity plans, compensation and incen-

unintentionally reward underperformance or stifle inno-

tive plans, and other documented policies and proce-

vation. Moreover, the personal and career interests of

dures. Having formal plans and policies can help.

family members are not always aligned, nor are they

manage conflict, reduce tension, and preserve family

necessarily balanced with the interests of the business.

harmony and business continuity.

Q14—Challenges related to non-family employees
An active

board of directors and a team of indepen-

Going global: As foreign demand and competition

dent, objective supporters—such as a professional

increase, exporting will become a business imperative

advisory board—can question fundamental assump-

for greater numbers of
family businesses. Family
firms’ ability to adapt and
quickly react can position
them to better meet the
needs of a diverse global

tions about the business, help reconcile

Challenges related to nonfamily
employees

competing interests,
and offer an outside

34%

population. To achieve.

view. Their expertise
in communication,
finance, law, estate

25%

success in a global market-

planning, business

place, however, family

management, market-

businesses must achieve

14%

goal congruence related to
long-term ownership, man-

12%

agement, and strategy.

Getting outside
perspective: A family
business’s traditional,
close-knit culture might

10

ing, investment, leadership development,

8%

and conflict resolution can generate
discussions about

Providing
advancement
opportunities

Motivating
nonfamily
employees

Cohesiveness/team
building

Differing
values/ethics

Attracting new
managers

business strategy and
provide much-needed
input into leadership
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“As an engine for job growth, Connecticut’s family firms have the
ability to be both exploratory and exploitative in the identification
and capture of market opportunities. From farming to pharmaceuticals and transportation to technology, family firms remain committed to employees, community and industry, alike—enabling them to
become well-positioned in delivering and benefiting from innovation.”

Richard Dino, Ph.D. • Executive Director, Connecticut Center for
Entrepreneurship & Innovation at the University of Connecticut

transitions, integrating resources and talent from.
outside the family circle, and balancing the proprietary
interests of the founding generation with the demands
imposed by the company’s growth.
Strategies such as those above can help family businesses not only improve their day-to-day performance
and prospects for future growth but also ensure that
they are well-positioned to survive when the economy
falters and thrive when it rebounds.

2009 CBIA/UCONN SURVEY OF FAMILY BUSINESSES
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about the survey
Demographics

Methodology

Most survey respondents were first-generation family
businesses (47%). The remaining group consisted of
second-generation (31%), third-generation (17%),
fourth-generation (3%) and older family businesses
(3%). Businesses represented the following sectors:
manufacturing (33%), service (27%), retail trade
(13%), finance, insurance and real estate (8%),.
construction (8%), transportation and communications (5%), wholesale trade (4%),.
agriculture (2%) and mining (1%).
Companies’ most recent fiscal.
year gross sales or revenues.
were as follows:
• $50 million to $99.99.
million (6%)

9%

1951−1960

1941−1950

1981−1990

8%
1931–1940 (3%)

• $25 million to $49.99.
million (7%)

4%

1991−2000

• $5 million to $24.99 million
(22%)

14

%

• $1 million to $4.99 million (42%)
• Less than $499,999 (8%)

10% 9%

24%

• $100 million and over (3%)

• $500,000 to $999,999 (13%)

CBIA e-mailed this survey to members of the University
of Connecticut School of Business’s Family Business
Program and other Connecticut businesses; 521 family
businesses participated. The percentages quoted in this
report relate to the number of respondents answering
each question; thus the sample size for each question
varies. In addition, all figures are
rounded to the nearest whole
number and may not total
100%. The margin of
1971−1980
error is +/- 4.4%.
1961−1970

2001−2008

7%

4

%
4
%

1921–1930

1911–1920 (3%)
1900–1910

BEFORE 1900

Percentage of respondents on when their family business was established
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about CBIA
Connecticut Business
& Industry Association
CBIA is Connecticut’s largest business organization,
with 10,000 member companies. Our public policy
staff works with state government to help shape.
specific laws and regulations to make Connecticut’s
business climate competitive and support job creation. 
Our councils, committees, and roundtables give our
members forums in which to become involved in the
legislative and regulatory processes.
One of the most important functions of CBIA is to.
provide our members with information on topics that
can help them better manage their businesses. We
conduct training seminars and workshops; arrange for
consulting services; and hold conferences on environmental regulations, health and safety, human resources, compensation and benefits, taxes, energy, and
health care. Our free telephone consulting service
gives members access to our experienced staff of.
professionals on a wide range of business topics.
Many CBIA members take advantage of our employee
benefits plans. These include an innovative health.
insurance program as well as other insurance lines,
retirement plans, a COBRA continuation program, an

eyewear savings plan, and group purchasing.
opportunities.

Visit cbia.com.
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sponsor profiles
University of Connecticut
Family Business Program
Founded in 1995, the UConn Family Business Program
is dedicated to enhancing the success of businesses,
families and individuals by providing expert resources
and opportunities for collaboration. A member-driven
initiative, the Family Business Program is an integral
part of the University of Connecticut’s School of
Business and the Management Department’s
Connecticut Center for Entrepreneurship and
Innovation (CCEI).
Our goal is to help family businesses develop strategies and policies that will serve to perpetuate family
ownership—and develop methodologies to understand, plan for, and execute on issues ranging from
partnership agreements to philanthropy; estate planning to employment of family members; ownership
structure to outside counsel; legacy to leadership; taxes
to trust(s); succession to sibling rivalry, compensation to
competition; values to valuation; and ethics to expectations. These functions are addressed vis-à-vis special
forums that leverage the collective skills and insights.
of subject matter experts, academicians, and fellow
business owners—and facilitate these discussions in.
a confidential and unbiased environment.
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In keeping with our goal, we continually conduct
research and develop a speaker series, focus groups
and experiential learning opportunities that are.
tailored for our members. Together with the program’s
broad association of partners, members can acquire
the tools and guidance necessary to minimize conflict
and maximize goal congruence within the family and
the firm. We are committed to maximizing companies’
organizational health and well-being. As such,.
membership in the UConn Family Business Program
represents an investment in your company—and
Connecticut’s future.
To learn more about the UConn Family Business
Program, please call or e-mail us. We look forward.
to working with you.

Priscilla Cale, Director
University of Connecticut.
Family Business Program.
familybusiness@uconn.edu.
(860) 486-5628

Visit www.business.uconn.edu/familybusiness.
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sponsor profiles
Farmington Bank
When it comes to banking, Farmington Bank brings you
the best of both worlds: the modern convenience and
product choices of a full-service commercial and consumer bank, combined with the classic service and customer
focus of a leading community bank. Founded in 1851,
Farmington Bank is financially strong, safe and sound.

Business Services
• Merchant Services
• Payroll Services
• Remote Deposit Capture
• Business Debit Cards
• Online Banking with Bill Pay

Business Borrowing

BUSINESS BANKING

• Lines of Credit

Farmington Bank provides the expertise and dedication to help you and your business prosper in a busy
and complex world. The bank offers customized.
solutions and personal service.

• Terms Loans

Small Business Banking Specialty

Farmington Bank works hard to make your life easier,
offering many conveniences:

Farmington Bank’s Small Business Banking specialists provide broad expertise, a personal touch and customized
solutions to support family and other small businesses. 
The bank offers deposit accounts, loans and services to
help you manage your business efficiently and effectively.

Business Deposit Accounts
• Checking Accounts
• Savings Accounts
• Certificates of Deposit
• IRAs for you and your employees

• Mortgage Loans

PERSONAL BANKING

• Branch locations throughout Central Connecticut
• Extended hours—open weekdays early and late,
Saturdays mornings and afternoons
• 24/7 online banking with online bill pay
The bank provides competitive rates and flexible
deposit and loan options to help you reach all your
financial goals.

For more information, visit farmingtonbankct.com
or call toll-free (877) 376-2265.
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sponsor profiles
Kostin, Ruffkess & Company LLC
Kostin, Ruffkess & Company LLC is a certified public
accounting and business advisory firm committed to
helping family businesses succeed. Beyond traditional
accounting, auditing and tax consulting, the firm also
specializes in employee benefit plan audits, litigation
support, business valuation, succession planning,.
business consulting, forensic accounting, wealth.
management, estate planning, fraud prevention,.
and information technology assurance. With 140
employees and offices in Farmington and New
London, Conn., and Springfield, Mass., Kostin,
Ruffkess serves individuals, public and private.
middle-market companies, not-for-profit organizations,
and municipalities. Founded in 1949, the firm is.
celebrating its 60th anniversary this year.

For more information, visit kostin.com or call
(860) 678-6000.
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