Contents
Stakeholders

3

Introduction

5

Executive Summary

7

Prepared with the support of Family Business Australia

Page 2 of 17

Stakeholders
Peartree Marketing
Established in 1996 by principal consultant, Lowen Partridge, Peartree Marketing
is an Adelaide based marketing consultancy that specialises in brand
engineering. We help our clients build value in their businesses.
This can include creating powerful and highly competitive brands, clever
marketing strategies that drive business development and staff training
particularly for service-based brands.
Our approach to building brand equity is based firmly on the principle that the
leaders of the company should take control of the strategic aspects of the firm’s
brand or brands. The brand, after all, is a key company asset. A vital task for
the leadership team is to create a clearly articulated Brand Identity that states
the core and extended elements that will enable the brand to powerfully
differentiate from competitors. The crafting of the Brand Identity is greatly
assisted by the early input of reliable market research.
Peartree Marketing also advocates building the brand from the inside out. That is
ensuring that the organisation is delivering on the brand promise internally with
its product offering and culture before launching costly and potentially wasteful
external brand communication campaigns.

Intuito Market Research
Intuito is a specialist market research company that has been providing custom
marketing research solutions for national and local companies initially under the
company name Bottomline and now under the company name of Intuito Market
Research since 1987. Clients have spanned finance, education, tourism,
government, packaged goods, business-to-business, retail and not-for-profit.
We provide clients with custom designed research at every step of the product
life cycle. We are a full service research company that specialises in business
and marketing strategy. This is important because it means that our clients don’t
just receive a research report they gain a report that relates to their overall
business objectives, marketing strategy and marketing mix.
Jan Turbill has many years of experience in the marketing communications
industry working with organisations such as Doyle Dane Bernbach, Bottomline,
Young & Rubicam, George Pattersons and McCann Erickson. The organisation
prides itself on the value it offers clients along with years of marketing
experience and enthusiasm for the marketing process.
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Family Business Australia
Family Business Australia is the peak body for family and private business in
Australia. Members include multi-generational family businesses, first generation
operators, multi-sibling/cousin owned businesses and their advisers. FBA’s
support programs are designed to build stronger families and healthier
businesses. The education programs foster entrepreneurship, innovation and
family business best practice. Members have access to specialist family,
business and technical services, and networking events generate opportunities
for families in business to learn and grow by learning and sharing with their
peers.
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Introduction
Many family businesses promote the virtues of their family business status as an
important plank in their marketing relying on the long-held belief that family
businesses are positively associated with a number of attributes including
honesty, reliability and good service.
However, these beliefs are largely based on “gut feel”, anecdotal experience and
international findings. There had been no independent data on how consumers
in Australia perceived family businesses.
Brand development specialist Peartree Marketing, whose clients include a
number of family business brands, saw a need for independent quantitative
research that would more reliably indicate the range of attitudes held by
Australian consumers toward family businesses.
Lowen Partridge, Principal of Peartree Marketing, approached a colleague, Jan
Turbill, Managing Director of Intuito Market Research to conduct a national study
that would provide a clearer picture of the relative strengths and differences of
family business brand claims.
Intuito Market Research and Peartree Marketing are grateful to Family Business
Australia (FBA) for its sponsorship of the survey. FBA’s members include families
in business including multi-generational family businesses, first generation
operators, multi-sibling/cousin owned enterprises and their advisers.

Research Objectives
The survey was designed to determine the following:
How positive are family brands compared to non family brands? What are the
positives and what are the negatives, if any?
What are the values that apply to family businesses compared to non family
businesses?
Given a choice, are Australians more likely to buy from a family business rather
than a non family business and if so which types of family businesses would they
consider buying from?
What are the differences between a family business that carries the family name
and a family business that does not?
What effect does size of business have on the positivity of family businesses
versus non family businesses?
What does having the family name add to or subtract from the business?
What major attributes do the Australian public associate with family businesses,
e.g. size, professionalism, service levels and product claims?
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Research Methodology
Intuito and Peartree initially conducted 6 one-on-one interviews to assist in the
development of the on line questionnaire. Utilising an on line panel called
MyOpinions, Intuito emailed a number of respondents across Australia inviting
them to complete the survey. An incentive was offered to respondents of a
chance to win a dozen bottles of premium wine by Fox Creek Wines along with
the usual MyOpinions Panel incentives offered for all surveys. We achieved a
response rate of 1,301 respondents Australia wide (against a target of 1250).
We have achieved very good ratios of people from the major States of Australia
and across age groups. The survey shows a skew toward female respondents
which we believe is very acceptable on two bases: firstly the majority of
shoppers in Australia are female and females tend to do the ‘shopping around’
and secondly we have sufficient male numbers to analyse them in their own
right.

Prepared with the support of Family Business Australia

Page 6 of 17

Executive Summary
Attributes of family businesses and non family businesses
Generally consumers believe family businesses are small businesses that are
highly accountable, try harder, are driven by a desire to succeed, are
professional and sometimes offer better, tastier products and better service
levels. Non family businesses are, however, seen as more price competitive and
driven by profits.

Substantial neutrality exists though amongst younger consumers about a
number of these factors due we suspect to lack of personal experience or
consideration. Older consumers definitely believe family businesses are
accountable, try harder, want to succeed, are just as professional as non family
businesses and offer better service. They do not believe as strongly as the
younger consumers that family businesses offer better products or that family
businesses are not as price competitive. Older consumers are wiser and more
informed we believe. Those people living in the smaller States of South Australia
and Western Australia tend to be more likely to agree with the attributes of
family businesses too.
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Major advantages of family businesses
All of the major advantages included in the survey were agreed to by the
majority of consumers. Personal service and someone to talk to you personally
was rated the highest by eight in ten people. This was followed by nearly three
quarters of consumers agreeing that family businesses build the local economy
because profits stay in the family. Seven in ten consumers agreed that family
businesses are passionate about what they do and offer, and that they have a
strong reputation particularly if they are well known. The two other major
advantages of caring about the customer experience and higher integrity and
more trustworthy still gathered support by six out of ten consumers.
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Those consumers agreeing the most with all of these statements were the older
consumers aged over 40 years and those living in South Australia.

Disadvantages of family businesses
Six in ten consumers agreed that a disadvantage is that family businesses are
perceived as small, followed by there is a chance they will go broke (55.4% of
consumers) and they are not as price competitive (45.7%). There was far less
agreement with the following as disadvantages: they don’t invest in R&D and
therefore don’t keep up (only 23.8% agreed) and they don’t have the resources
to invest in good training (only 26.1% agreed), or that their processes are not
as rigorous (only 11.9% agreed).

Major strengths of NON family businesses
The major strengths are seen as better buying power, bigger range of stock,
bigger networks, and they are generally larger companies and often national.
There was some support for the views that non family businesses also provide
customers with more choice and they have better trading strength.
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Those more likely to hold these views are older males 40+ years, and a pocket
of younger consumers aged 25-30, white collar earning in excess of $150,000 pa
and generally living in SA and WA. This does not preclude all other age groups,
it is just that these consumers have a higher tendency than the average
consumer.

Major weaknesses of NON family businesses
The majority of consumers agree that non family business are impersonal (noone cares) and that they lack personal service, they're just in it to make money
and non-one takes responsibility. Fewer consumers believe that it is more
difficult to get a decision but this is still a prevalent view agreed to by nearly five
out of ten consumers.

Interestingly, those more likely to agree with these weaknesses are people aged
over 40 years, blue collar, retirees, those earning higher incomes and
predominantly living in SA and WA.
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Values of family businesses
Overwhelmingly, personalised is seen as a unique value of family businesses by
eight in ten people. Other values high on consumer’s lists are caring, passionate,
reputable, quality and honesty.

Females tend to nominate personalised more than males as they value this
more. Also those aged 40 years and above living in SA and WA featured high as
more likely to agree with value of personalised. Caring and reputable were
values more likely to be nominated by those aged 40 years and over and those
earning under $60,000 pa. Quality was nominated slightly more by those 55+
and those 25-30 years, blue collar and those earning high incomes.

Values for NON family businesses
Consumers were just as consistent with their agreement of values for non family
businesses with eight in ten agreeing that they are profit driven. They are
conversely to family businesses seen as big, corporatised and impersonal. Lower
on the agreement scale but nevertheless worthy of noting were cheaper, cold
and compliance driven. They were seen as lacking in integrity, honesty, quality
and professionalism. Most consumers did not see non family businesses as
accountable or reputable.

Prepared with the support of Family Business Australia

Page 11 of 17

Profit driven was nominated more by older consumers, and those earning high
incomes and living in SA. Big was nominated by younger people 18-24 years,
blue collar, high income earners and people in WA. Corporatised again was
nominated by more 55+ consumers and higher income earners. Impersonal was
nominated more by females, professional/executives, high income earners and
older consumers perhaps because they have grown up with or come to expect
personal service.

Unique characteristics of family businesses
Family business was described by the majority of consumers as small to medium
in size, offering unique or specialty products, and typically been in business for a
long time and less mainstream. A smaller percentage (four in ten) agreed that
they are reputable. Most consumers did not agree that family businesses are
more expensive but better.
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Again the older consumer features as more likely to agree with these
characteristics being unique to family business. We conclude it is because they
are more knowledgeable, older, wiser, and have an opinion whereas younger
consumers have perhaps been less exposed to 'traditional' family businesses and
feel they are not necessarily relevant in today's consumer society. Many young
people also purchase on line and will be less exposed and therefore less
experienced with family businesses than older consumers. This is also a result of
mass marketing by major corporations over the past 30 years that bigger is
better, cheaper, easier and quicker.

Attitudes to family and non family businesses being competitive
The vast majority of consumers agree that family business can be just as
competitive (71%), family business is perceived to be more expensive (78%)
and non family businesses have better buying power (80%). Those more likely
to agree are older consumers 40 years and older, higher income groups and
those living in the smaller States of Australia.

You can negotiate more with family business (57%) and I buy from big business
because of better pricing (50%) were also agreed to by the majority of
consumers but with more people neither agreeing nor disagreeing. Those
who were more likely to agree with big business offering better prices were the
younger consumers under 18-24 years, and those on high incomes and living in
the smaller States of Australia.

Importance of family businesses using their family name
Six in ten consumers believe it is importance for family businesses to use their
family name while the remaining third of people neither agreed nor disagreed.
Those consumers 40 years and above were significantly more likely to agree
whilst those under 40 tended to not have an opinion.
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When a family business has a family name
When consumers see a family name (i.e. Jones and Sons) they are more likely
to believe that the business values their name and that the business is more
personal and more local. Consumers do not necessarily believe though that it is
more appealing or reminds them of a name connection, or that it makes the
business sound small or that it doesn't mean anything.

Again these views were more strongly held by those aged 40 years and above.

Types of businesses associated with being a family business
In descending order here are the business sectors consumers most associate
with family businesses:
o Small retail trade (eight in ten)
o Food (eight in ten)
o Trades (seven in ten)
o Accommodation (six in ten)
o Wine (six in ten)
o Professional services (five in ten)
o Personal and other services (four in ten)
Those not seen as being associated with family business are education, health
and community services, cultural/recreational services, communication, finance
and insurance, large retail, manufacturing, mining and transport and storage.
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Those older consumers and professional/executives are more likely to agree with
the above distinctions. The younger consumers may lack understanding of what
a family business is and in what sectors they are mostly found.

Likelihood of choosing a family business by sector
When asked how likely they would be to choose a family business over a non
family business in these categories; there were some differences with how they
associate family businesses. Whilst eight in ten said small retail trade was
associated more with being family business only 55% of consumers would
choose a family business over a non family business. Food businesses were
more associated too with family business but only 68% would choose a family
business over a non family business. Other business sectors that this occurred in
were accommodation (six in ten associated but only 49% would choose a family
business) and wine (six in ten associate but only 51% would choose a family
business). Trades, professional and personal services were equal on both
association and choosing. This does indicate that whilst consumers see particular
businesses as more likely to be a family business it doesn't necessarily mean
that they would choose a family business over a non family business. This is
where the competitive equation probably outweighs the values of caring,
passion, honesty and integrity in particular sectors.

Can consumers name five family businesses?
Four in ten people attempted to name five family businesses although clearly
there were some consumers who were confused with which companies are
family businesses (i.e. calling David Jones and Harris Scarfes family businesses).
There is an indication that if a business has a family name (or naming like a
person's name) that it is falsely viewed as a family business. There is also quite
a number of consumers that named 'local butcher' as opposed to the actual
brand name of the business.
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People able to name five businesses were more likely to be aged 40 years and
over, retirees, professional/executives living in smaller populated States of SA
and WA.
Two in ten people could not even name one family business and these people
were more likely to be 18-24 years (25%), mature families (27.9%), those who
refused to provide their income (30%) and QLD (26.5%).
An analysis of the business names revealed that the majority of businesses
named used family names, i.e. RJ Richard & Sons or Tony Fischer Electrical. A
substantial percentage of people cited franchised businesses as family
businesses such as Harvey Norman, Bakers Delight, Bob Jane Tyres, Jim’s
Mowing and Good Guys – and this is because of either the figureheads or
originators of the business or the way the businesses are promoted (Good Guys
and Bakers Delight) which does illustrate that family values and attributes can
successfully be communicated to consumers. Some of the more prevalent
companies perceived as family businesses were Harvey Norman, Bob Jane
Tyres, Brown Brothers Wines (and many other wine brands), Dick Smith, local
plumbers and electricians, local food businesses and individual car dealerships.

Conclusions
People aged 40 and over (and particularly those aged over 55 years) are
definitely more understanding of family business values and are more likely
across the board to choose family businesses in a range of business sectors.
People aged less than 40 tend to be less influenced despite viewing the values of
family businesses as high. This could be attributed to family businesses not
promoting themselves or their values as much in 2010 as say they did in the
1970s or earlier. Younger demographics also have higher opinions of non family
businesses valuing their buying power and delivery of products and services.
Family businesses today must rely more heavily on word of mouth and digital
advertising and web presence than traditional advertising to promote themselves
because of the cost and also the advertising clutter.
There are clear distinctions between family businesses and non family
businesses particularly with regard to attributes, values, advantages and
disadvantages. Family businesses are seen as SME’s and non family businesses
as big and often national. Family businesses are seen as being more flexible with
pricing than non family businesses and whilst most people believe they are more
expensive there is a perception that they can be just as competitive because of
a greater willingness by family businesses to negotiate.
Most people believe that it is important for family businesses to use a family
name to highlight the advantages of being a family business. Businesses using a
family name are generally seen as valuing the name and being more personal
and local.
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Positives, opportunities and challenges
The positives from this research are:
•

The values and attributes of family businesses are very positive and
include attributes such as professionalism, high accountability, better
products and flexibility which means family businesses can be just as
competitive as non family businesses.

•

People prefer dealing with family businesses as evidenced from the values
they attribute.

•

If family businesses want to tap into the values associated it will be easier
to do so if they have a family name (particularly a Christian and
surname).

•

The values and attributes of family businesses give family businesses of
all sizes the instant credibility to build into their brands.

The opportunities from this research are:
•

Family businesses need to incorporate the intrinsic values of being a
family business into their total brand plan and built on it.

•

Family businesses should use the FBA ‘badge’ to identify themselves as a
family business and the advantage of this could be strengthened through
some sort of FBA industry campaign.

•

Women are more pre-disposed to the values of family businesses than
males because they value the things that go with personalised service, i.e.
caring.

•

Family businesses would do well to ‘go local’.

•

If a family business has a target market that is 40 years and over, that
business would do well to promote their brand as a family business.

•

There is no substitute for family businesses developing strong strategic
brand development for their products and services – strong positioning in
the marketplace is the key to success.

The challenges from this research are:
•

Reaching the under 40s market requires different communication and
brand strategies than reaching the older market.

•

Just having a high association as a family business doesn’t mean people
will choose a family business over a non family business in particular
sectors. Companies still have to build their brands strategically.

•

If family businesses want to gain from these values and attributes, they
need to live up to them. The message is ‘don’t be a Dodgy Brothers’.
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