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About the Family Business Survey

The Family Business Survey is a global market survey among key decision makers in family businesses within a number of PwC’s key 

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

Interviews conducted 

between 1 April 2025 

and 17 June 2025

interviews were 

conducted in the 

Netherlands in 

this period

38

1,325
interviews conducted 

so far with family 

businesses

Online interviews 

averaging minutes

27

Across

territories

60+
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Brazil = 20

Colombia = 9

Mexico = 2

Peru = 7

*Guatemala = 4

*Panama = 1

*El Salvador = 1

*Venezuela = 1

1,325 interviews conducted in over 60 territories

Europe

Eastern Europe

Bulgaria = 13

Croatia = 5

Czech Rep = 5

Poland = 54

Romania = 3

Slovakia = 4

Slovenia = 3

*Latvia = 1

Western 

Europe

Austria = 21

Belgium = 7

Cyprus = 1

Denmark = 44

Finland = 42

Germany = 90

Greece = 35

Ireland = 46

Italy = 3

Netherlands = 38

Norway = 3

Portugal = 33

Sweden = 34

Switzerland = 36

Turkey = 4

UK = 38

North America

Canada = 14

USA = 81

Middle East

Middle East = 13

Bahrain, Egypt, Jordan, 

Lebanon, Oman, UAE, *Israel)

Africa

Ghana = 4

Kenya = 10

Nigeria = 24

South Africa = 35

Uganda = 6

Latin America

Australia = 30

Bangladesh = 34

Mainland China = 26

Hong Kong = 13

India = 33

Indonesia = 67

Japan = 127

Korea = 1

Malaysia = 10

New Zealand = 32

Papua New Guinea = 38

Philippines = 2

Singapore = 2

Taiwan = 32

Thailand = 36

Vietnam = 32

Asia and Pacific
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26
19 15

23
15

26
27

27

41

34

24
27 31

22

28

24 27 28
12

23

2025 2023 2021 2018 2016

4+ generations

3 generations

2 generations

1 generation

29

29

16

26

22

35

32

11

28

36

13

20

Owner managed

Family managed

Family controlled

Family owned (externally run)

2025

2023

2021

34

32

16

8

8

3

19

54

3

11

3

10

28

40

7

12

3

10

Consumer Markets (CM)

Industrial Manufacturing & Automotive (IM&A)

Energy, Utilities, Resources (EUR)

Financial Services (FS):

Technology, media, Telecommunications (TMT)

Health Industries (HI)

Other

2025

2023

2021

3 8 9 9 83
5 8 11 811

19 13
15 21

11

14 17
22 1539

38 36
27 328

8 5 8 826
8 11 8 6

2025 2023 2021 2018 2016

$1bn+

$501m-$1bn

$101-500m

$51-100m

$21-50m

$11-20m

$10m and under

Company profile – which companies have we interviewed?

% Selected

Turnover (sales) (US$)

Family’s Role in the Business

Shareholder Majority

Shareholder Majority
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45%

22

56

11

11

22

57

35

14

38

8

19

52

43

13

33

17

17

Owner

CEO / MD

Chair of the board

Member of the board of directors

Member of the Management Team

Other role / position

2025

2023

2021

5 11 7 3 4

18
17 19 24 18

29
31 28

42
34

26
25 36

26

31

21 17 11 5 11

2025 2023 2021 2018 2016

65 or older

55-64

45-54

35-44

Under 35

92 89 88 93 92

8 11 12 7 8

2025 2023 2021 2018 2016

Female

Male

Respondent profile – who have we spoken to?

% Selected

Current Job Role / Position

Gender

Age

FBN Member  (2025)
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6469
55

71
57

68
76

49

84

58

20 
9 

19 
8 

15 15 11 12 
5 8 

2016201820212023202520162018202120232025

21

16

14

5

16

5

65

76

63

76

57

79

11

7

20

16

23

13

2

1

3

3

4

3

Grow quickly and aggressively Grow steadily

Stabilise the core business Restructure/downsize to survive

Double digit growth: 18%
Single digit growth: 39%

Double digit growth: 25%
Single digit growth: 32%

Netherlands Global

Comparison with 2021 
FBs outlook for next 2 

years

Comparison with 2023 
FBs outlook for next 2 

years

Netherlands

Netherlands

Netherlands

Global

Global

Global

Growth

84%

73%

81%

77%

92%

86%

Sales growth

Sales reduction

Dutch Family Businesses: Strong Growth Ambitions

% Selected

Growth in last financial year Growth ambitions for next two years

% Selected

Q3, 4

Family Business Survey 2025PwC 7

Q3. Looking back over the last financial year would you say your sales have been: Q4. Which of the following best describes your company’s ambitions for the next two years?

Base: all Global respondents (2025: n=1,325, 2023: n=2,043, 2021: n=2,801, 2018: n=2,817-2,950, 2016: n=2,802), all Netherlands respondents (2025: n=38, 2023: n=37, 2021: n=75; 

2018: n=74; 2016: n=71)



Headline Findings for The Netherlands

01

Dutch Family Businesses Prioritize 

Purpose, Values, and Long-Term Trust

Dutch family businesses stand out for their 

clear company purpose, strong family 

values, and codified conduct. They are 

widely perceived as more trustworthy than 

non-family businesses and place high 

importance on maintaining their reputation, 

with 92% believing they have higher trust 

among stakeholders.

02

Agility and Cautious Adaptation Define 

Market Response

While Dutch family businesses show high 

agility—especially in operations and 

innovation—they tend to react quickly to 

market changes rather than proactively 

anticipate them. Their most common 

management response to disruption is 

cautious and incremental change.

03

Economic Volatility, Labor Shortages and 

Market Pressures are Top Challenges

Economic volatility, labor shortages, and 

intense competition are the most impactful 

megatrends and challenges. Market and 

competitive pressures, as well as talent 

development, are consistently cited as top 

concerns.

Family Business Survey 2025PwC 8



Headline Findings for The Netherlands

04

Leadership Succession and Generational 

Alignment are Strong, but Skills Gaps 

Remain

Most Dutch family businesses maintain 

original leadership succession timelines and 

demonstrate strong alignment between 

generations on key business priorities. 

However, preparing the next generation is 

challenged by skills gaps and differing 

visions for the company’s future.

05

Innovation and Investment Focus on 

Sustainability and Core Business 

Expansion

Innovation is primarily funded by 

reinvested profits, with long-term 

sustainability as a key investment priority. 

Dutch family businesses are highly engaged 

in local community contributions and 

impact investing, and their current 

investment priorities are core business 

expansion and digital transformation.

06

Governance is Centralized, but Boards 

Lack Age, Gender and Industry Diversity

Dutch family businesses are highly 

centralized in ownership and decision-

making, with boards that are small, family-

dominated but often lacking in age, gender 

and industry diversity.
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Leadership and Decision-Making 
in a Rapidly Changing World 04
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60

64

54

50

45

38

19

76

76

68

65

62

50

44

Related to the way we deliver our
products/services

Actively communicated regularly internally

Related to customer orientation

Written down/published on our website

Actively communicated regularly externally

Actively communicated regularly to family
members

Connected with specific SDGs Global

Netherlands

Dutch Family Businesses Lead in Purpose-Driven Communication and 
SDG Alignment

Q6,6a

Have a clear company purpose 

i.e. one that can be summed up / 

articulated in one sentence 89% Which statements are true of your company’s purpose? (among those 

who have a purpose)

% Selected

Family Business Survey 2025PwC 11

Q6. Do you have a clear company purpose i.e. one that you could sum up or articulate in one sentence? Q6a. Which of these statements are true of your company’s purpose:

Base: all Global respondents (2025: n=1,325), all Global respondents that have a company purpose (2025: n=1,064), Netherlands respondents (n=38), Netherlands respondents that have a 

company purpose (n=38)



83

64

64

57

84

66

63

61

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

The values of the family that owns the business are
clearly codified and define clear expectations for family

members

The family have a defined code of conduct

The family have a documented vision and purpose
statement Global

Netherlands

Strong Family Values and Codified Conduct Define Dutch 
Family Businesses

Q7

% Selected (3-4/4)

Agreement with statements

Family Business Survey 2025PwC 12

Q7. How strongly do you agree or disagree that…

Base: all Global respondents (2025: n=1,325), Netherlands respondents (n=38)
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67

79

58

53

45

42

78

72

61

56

44

33

Operational adjustments

Decision-making speed

Product or service innovation

Technology adoption

Strategic partnerships or collaborations

Market expansion or entry
Global Netherlands2

10
18

44 34

34 39

11 8Very agile

Agile

Moderately agile

Slightly agile

Not agile at all

Global Netherlands

Dutch Family Businesses show High Agility, especially in Operations 
and Innovation

Q10,a

% Selected

Agility levels

% Selected among those who selected Agile 

Areas agility has been most evident in their business

Family Business Survey 2025PwC 13

Q10. How would you rate your company’s agility in responding to market changes, customer demands, and operational challenges over the past year?

Q10a. In what areas has this agility been most evident in your business? 

Base: all Global respondents (2025: n=1,325), Netherlands respondents (n=38), Base: those who say their company is T2B ‘Agile’ (n=592), Netherlands respondents who say their company 

is T2B ‘Agile’ (n=18)
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89 90

73

15

89
84

74

18

In our market, changes are taking place continuously Competition in our market is intense Our clients regularly ask for new products and services In the last year, nothing has changed in our market

Global Netherlands

Continuous Market Change and Intense Competition shape the Dutch 
Family Business Environment

Q9

% Agree (3-4/4)

Agreement with the following statements about the market environment in which their company operates

Family Business Survey 2025PwC 14

Q9. How much do you agree with the following statements about the market environment in which your company operates?

Base: all Global respondents (2025: n=1,325), Netherlands respondents (n=38)
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58

47

46

28

35

39

41

23

58

50

47

42

37

34

26

24

Economic volatility (e.g., inflation, supply chain disruptions)

Labor shortages and workforce challenges

Geopolitical risks (e.g., trade conflicts, regional instability)

Climate change and sustainability pressures

Tax challenges

Technological innovation (e.g., AI, automation)

Changing consumer expectations and behaviour

Societal fragmentation and political polarization
Global

Netherlands

Economic Volatility and Labor Shortages are the most Impactful 
Megatrends

Q11

% Selected ‘More Impact’ (4-5/5)

% Selected ‘More Impact’ (4-5/5)

Family Business Survey 2025PwC 15

Q11. How significantly have the following global megatrends impacted your family business in the past year?

Base: all Global respondents (2025: n=1,325), Netherlands respondents (n=38)
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3 2 3 5 5 4 7 7

11 11
14

16 19 19

25
30

35 35
36

33

39 37

32

40

40 39
35 36

29 30
27

19

11 12 11 10 9 10 9
4

Economic Volatility
(e.g., inflation,
supply chain
disruptions)

Changing consumer
expectations and

behaviour

Labor shortages and
workforce
challenges

Technological
innovation (e.g., AI,

automation)

Geopolitical risks
(e.g., trade conflicts,
regional instability)

Tax challenges Climate change and
sustainability

pressures

Societal
fragmentation and

political polarization

3 5 3 3 3 5

11 5 13 18

24

39
29

50

47
47 37 34

53
29

29

26

29
29 37

42

16

18 34

21

11 13 11
5 5

11
3 3

Proactively anticipate and adapt
to market changes before they
occur

Monitor trends and make
adjustments ahead of major
shifts

React quickly once market
changes become apparent

Wait until change is unavoidable
before taking action

Struggle to adapt to market
changes

Global

Netherlands

Global

Netherlands

Global

Netherlands

Global

Netherlands

Global

Netherlands

Global

Netherlands

Global

Netherlands

Global

Netherlands

Dutch Family Businesses react Quickly but rarely Proactively to Market 
Trends

Q12

% Selected

Response types to market trends:

Family Business Survey 2025PwC 16

Q12. For each of the market trends below, which statement best describes how your company responds?

Base: all Global respondents (2025: n=1,325), Netherlands respondents (n=38)
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60

47

36

35

34

34

29

28

30

22

25

53

47

34

34

29

26

26

24

24

13

11

Market and Competitive Pressures

Talent and Leadership Development

Balancing Short-Term and Long-Term Goals

Regulatory and Compliance Challenges

Decision-Making

Succession Planning

Governance

Maintaining Company Culture and Values

Generational Transitions and Engagement

Conflict Management

Access to Capital Global

Netherlands

Market Pressures and Talent Development are Top Challenges for Dutch 
Family Businesses

Q13

% Selected ‘More Impact’ (4-5/5)

Key challenges impacting family businesses:

Family Business Survey 2025PwC 17

Q13. Which of the following challenges have impacted you in the past year? Q13. Which of the following challenges have impact ed you in the past year?

Base: all Global respondents (2025: n=1,325), Netherlands respondents (n=38)
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3
8

32

22

35

11

21

32

37

Cautious Approach

Make incremental changes 

but largely stick to familiar 

management styles and 

decision-making processes.

Selectively Experiment

Test new management 

approaches in certain areas 

while maintaining stability in 

others.

Actively Innovate

Rethink management 

strategies, implement new 

leadership approaches, and 

embrace adaptive decision-

making.

Fully Reinvent Approach

Disruptions push us to 

fundamentally change how we 

lead and manage the business.

Entrench Deeply

Double down on traditional 

strategies, minimize risk, and 

focus on protecting core 

business operations.

35% of global family businesses take a cautious approach

NetherlandsGlobal

Cautious and Incremental Change is the Most Common Management 
Response to Disruption

Q14

% Selected

Management response to market disruption or significant industry changes:

err on the side of caution 

and make incremental 

changes while sticking to 

familiar management styles 

and decision-making 

processes.

37%

Family Business Survey 2025 18

Q14. During times of market disruption or significant industry changes, how does your family business typically respond in terms of management approach?

Base: all Global respondents (2025: n=1,325), Netherlands respondents (n=38)
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66

66

39

39

39

32

29

29

24

18

16

16

24

21

50

37

32

29

47

18

24

34

34

34

11

13

11

24

29

39

24

53

53

47

50

50

Technological advancements

Digital transformation and automation

Family governance

Leadership transitions

Sustainability/Climate change

Competition and market saturation

Shifting consumer preferences

Workforce and talent availability

Regulatory and policy changes

Supply chain and operational costs

Economic conditions (inflation, recession)

Artificial Intelligence/Generative AI (AI tools that can create new content—like text, images, or …

Opportunity Neutral Risk

Global 
‘Opportunity’

65%

64%

31%

37%

27%

24%

37%

26%

19%

20%

19%

61%

Technological Advancements and Digital Transformation are seen as 
Key Opportunities, but also Risks

Q15

% Selected Opportunity (4-5/5) / ‘Risk’ (1-2/5)

Areas of opportunities and risk for family businesses 

Family Business Survey 2025PwC 19

Q15. For each of the following factors, indicate whether you see it primarily as a risk to minimize or an opportunity for gro wth in your family business.

Base: all Global respondents (2025: n=1,325), Netherlands respondents (n=38)
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42

33

16

3

5

63

32

5

0

0

Highly centralized – Ownership, decision-making, and operations are tightly controlled 
by a small group or single leader.

Somewhat centralized – A core leadership team makes most decisions, but some 
functions or branches operate independently.

Moderately fragmented – Different family members or divisions have autonomy, but 
there is still a shared strategic direction.

Completely fragmented – No clear central leadership or strategy; different parts of the 
business operate as separate entities.

Highly fragmented – Multiple family branches or business units operate independently, 
with limited coordination or shared vision.

Global

Netherlands

Dutch Family Businesses are Highly Centralized in Ownership and 
Decision-Making

Q16

% Selected

Level of fragmentation across ownership, decision-making, and operations:

Family Business Survey 2025PwC 20

Q16. How would you describe the level of fragmentation within your family business across ownership, decision -making, and operations?

Base: all Global respondents (2025: n=1,325), Netherlands respondents (n=38)
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82%

18

26

32

18

5Extremely vulnerable

Somewhat vulnerable

Neutral

Slightly vulnerable

Not vulnerable at all

78% of global family 

businesses said ‘Very 

Important’

Global 
vulnerability

19%

27%

29%

20%

4%

Maintaining Reputation is Crucial, but Perceived Vulnerability remains 
Moderate

Q17,18

% Selected

Those that said maintaining the family 

business’s reputation is ‘Very Important’

% Selected

Level of vulnerability of the family business in the current 

business environment

Family Business Survey 2025PwC 21

Q17. How important is maintaining your family business’s reputation to you? Q18. How vulnerable do you feel your family business’s reputation is in the current 

business environment?

Base: all Global respondents (2025: n=1,325), Netherlands respondents (n=38)
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43

20

19

25

21

53

26
24

18
16

Negative media coverage or public scrutiny Consumer perception of sustainability
efforts

Political and social stance misalignment
with stakeholders

Employee activism or workplace culture
issues

Ethical concerns related to supply chains or
business practices

Global Netherlands

Negative Media Coverage and Sustainability Perceptions are the 
Greatest Reputation Risks

Q19

% Selected

Greatest risk factors to their 

business’s reputation

Family Business Survey 2025PwC 22

Q19. Which of the following factors pose the greatest risk to your business’s reputation?

Base: all Global respondents (2025: n=1,325), Netherlands respondents (n=38)
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Dutch Family Businesses are Perceived as More Trustworthy than non-
Family Businesses

92%
of Dutch family business leaders say 

their family business has higher trust 

compared to non-family businesses in 

terms of trust and reputation with 

customers, employees and partners. 

(% Select 1-2/5)

74% globally

Q20. How do you think your family business compares to non-family businesses in terms of trust and reputation with customers, employees and partners?

Base: all Global respondents (2025: n=1,325), Netherlands respondents (n=38)

% Selected

Level of trust in family business in terms of trust and reputation with customers, 

employees and partners, compared to non-family businesses:

39

35

18

7

1

42

50

5

3

Much higher trust – Our family values strengthen our 
reputation

Somewhat higher trust – We are perceived as slightly more 
trustworthy

About the same – Family and non-family businesses are 
viewed similarly

Somewhat lower trust – Family dynamics occasionally raise 
concerns

Much lower trust – Family involvement weakens our 
reputation

Global

Netherlands

Q20
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Long-Term Objectives take Priority over Short-Term Profitability for 
most Dutch Family Businesses

% Selected

How family businesses balance long-term 

goals with short-term financial pressures:

16

29

55

Over Half
of Dutch family business leaders 

prioritize our long-term objectives even 

at the expense of short-term profitability

34% globally We balance both equally

We prioritize immediate/short-

term returns and profitability 

over long-term returns/growth

We don’t have long-term goals

51% globally

12% globally

3% globally

Q21. How does your family business balance long-term goals with short-term financial pressures?

Base: all Global respondents (2025: n=1,325), Netherlands respondents (n=38)

Q21

Family Business Survey 2025 24
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Strong Leadership and Agility enable Change; Uncertainty and Expertise 
Gaps hinder Adaptation

% Selected

Factors best enabling family businesses to adapt to change:

54

51

31

27

10

26

61

58

42

21

11

8

Strong leadership and governance structures

Agility in decision-making processes

A culture that encourages innovation and
experimentation

Access to capital and financial flexibility

A well-established external advisory network

Alignment between generations on business
strategy

.
Netherlands

Global

% Selected

Factors most hindering family businesses from adapting to change:

46

35

17

15

33

12

42

32

21

18

16

11

Uncertainty about external economic or market
conditions

Lack of internal expertise in new areas (e.g.,
technology, sustainability)

Resistance to change among family leadership

Lack of alignment between generations on priorities

Financial constraints or risk aversion

Complexity in decision-making due to family
governance structures

. Netherlands

. Global

Q22. Which of the following factors best enable your family business to adapt to change? Q23. What most often delays or prevents your family business from adapting to change? 

Base: all Global respondents (2025: n=1,325), Netherlands respondents (n=38)

Q22,23

Family Business Survey 2025 25
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External Events and Expansion Opportunities most often Trigger 
Strategic Shifts

% Selected

Most recent triggers of a significant strategic shift in family businesses:

24 Major external events (e.g., regulatory changes, geopolitical shifts) (15% globally)

21 Opportunities for expansion or diversification (21% globally)

16 A major leadership transition (e.g., generational succession, appointment of new leadership) (20% globally)

16 A financial crisis or significant business challenge (e.g., declining revenue, profitability concerns) (18% globally)

11 A shift in consumer expectations or behaviour (10% globally)

8 Employee or customer demands for transformation (4% globally)

5 Competitive pressure from new market entrants (10% globally)

Q24. Which of the following has most recently triggered a significant strategic shift in your family business?

Base: all Global respondents (2025: n=1,325), Netherlands respondents (n=38)

Q24

Family Business Survey 2025 26
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Long-Term Perspective and Employee Commitment are Key 
Competitive Advantages

Q25,26

% Selected

Biggest competitive advantages associated with the family-owned 

business status:

63

59

58

53

57

48

48

25

32

82

71

66

66

55

39

37

26

21

Long term perspective

Strong commitment/loyalty among
employees/non-family executives

Shared values and culture

Deep market expertise

Flexibility and agility

Relationships developed over generations

Strong commitment/loyalty among family
members

Community involvement

Cost efficiencies

Global Netherlands

% Selected

Level of advantage of being a family business:

76%
Believe family businesses have a moderate 

to significant advantage compared to non-

family businesses when responding to 

market disruptions and industry changes

63% globally

29% Believe family businesses have a 

significant advantage

22% globally

Q25. In today’s business environment, which of the following do you feel are competitive advantages associated with your busi ness’s family-owned status? Q26. Do you believe family 

businesses have an advantage or disadvantage compared to non-family businesses when responding to market disruptions and industry changes?

Base: all Global respondents (2025: n=1,325), Netherlands respondents (n=38)
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% Selected

Ways family businesses adjusted the timeline for leadership 

succession due to industry changes and business dynamism:

47

28

14

10

63

29

8 0

We are maintaining the original transition timeline We have no clear leadership transition plan We are accelerating the transition to the next
generation

We are delaying the transition due to uncertainty

Global Netherlands

Most Dutch Family Businesses Maintain Original Leadership Succession 
Timelines

Q27. How has your family business adjusted the timeline for leadership succession due to industry changes and business dynamism?

Base: all Global respondents (2025: n=1,325), Netherlands respondents (n=38)

Q27
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Board Composition and non-Family Management Roles are the most 
Common Governance Changes

% Selected

Changes considered or implemented to maximize opportunities and 

navigate business challenges in response to market changes:

37

38

31

22

14

21

42

42

39

16

16

8

Adjusting the composition of the board of directors (e.g., adding
external/independent advisors)

Increasing the role of non-family executives in management

No significant governance changes have been made

Changing the level of family involvement in decision-making

Updating the family employment policy for the next generation

Creating or revising a formal succession plan
Global

Netherlands

Q28. Which of the following governance changes has your family business considered or implemented to maximize opportunities and navigate business challenges in response to 

market changes?

Base: all Global respondents (2025: n=1,325), Netherlands respondents (n=38)

Q28
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Dutch Family Businesses see Opportunity to Lead in Sustainability and 
Societal Impact

Q29

% Selected

How family business leaders feel about the role of their family business today:

18 18 18

29 29
37

53 53
45

There is an opportunity for family 

businesses like ours to lead the way 

in sustainable business practices

Neither

Family businesses like ours are 

unlikely to lead but we will play 

our part when required

50% globally

24% globally

25% globally

We see the value in paying 

our fair share of taxes as 

good corporate citizens

Neither

We see tax as a cost to 

the business, which needs 

to be minimized to stay 

competitive

44% globally

25% globally

31% globally

In order to succeed going 

forward our business is going 

to need to deliver greater 

benefits for the planet and 

human society

Neither

We will play our part, but it is 

the role of the government not 

businesses like ours to deliver 

greater benefits for the planet 

and human society

43% globally

36% globally

21% globally

Q29. Which of the statements below best describes the way you feel about the role of your family business today?

Base: all Global respondents (2025: n=1,325), Netherlands respondents (n=38)
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Generational Dynamics and 
Talent Development

02
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Strong Alignment Between Generations on Key Business Priorities, but 
Value Differences Remain

% Selected

Alignment between current and next generation on key business priorities:

3 5 3
8 11

24 21 26
21

21

74 74 71 71 68

Business growth and
expansion strategies

Succession and family
legacy preservation

Innovation and technology
adoption

Commitment to
sustainability and social

impact

Risk tolerance and financial
priorities

Aligned (T2B)

Not Aligned (B2B)

Neutral

*63%

*27%

*10%

*60%

*30%

*10%

*58%

*30%

*12%

*55%

*32%

*12%

*53%

*34%

*13%

*global family businesses

Q30. How aligned are the current and next generation on key business priorities? Q33. Would you say family conflict is something that…

Base: all Global respondents (2025: n=1,325), Netherlands respondents (n=38)

Q30
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Strong Alignment Between Generations on Key Business Priorities, but 
Value Differences Remain

% Selected

Governance policies in place

45

48

41

26

28

22

18

28

26

25

21

15

71

71

71

45

45

29

29

29

24

24

21

3

Testament/last will

Shareholders agreement

Dividend policy

Family constitution or protocol

Family council

Entry and exit provision

Conflict resolution mechanisms

Family education

Pre-nuptial arrangements

Family employment policy

Shared family capital strategy

None of the above

Global

Netherlands

Q31

Q31. Which of the following policies and procedures, if any, do you have in place?

Base: all Global respondents (2025: n=1,325), Netherlands respondents (n=38)
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Long-Term Goals: Family Continuity, Legacy, and Societal Contribution 
are Top Priorities

Q32

% Selected ‘Important’ (4-5/5)

Importance of longer-term goals

68

77

78

68

57

27

79

79

74

66

61

32

To ensure the business stays in the family

To preserve the family’s legacy

To protect the business as the most important family asset

To create dividends for family members

To contribute to solutions for society and the environment

To create employment for other family members Global

Netherlands

Q32. How important are the following longer-term goals to you (i.e. over the next five years or longer)?

Base: all Global respondents (2025: n=1,325), Netherlands respondents (n=38)
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Family Conflict is Rare and usually Managed Internally or through Open 
Discussion

% Selected ‘Important’ (4-5/5)

Does family conflict within the business occur?

14

38

38

10

16

42

42

0

Never

Seldom

From time
to time

Regularly
Global

Netherlands

% Selected ‘Important’ (4-5/5)

How is this conflict handled? (among those experiencing it at least seldomly)

54

39

10

12

7

55

47

5

5

3

Conflict is handled within the
immediate family

Conflict is discussed openly
by the family

We use a third-party conflict
resolution service

We apply our conflict
resolution mechanism

We ignore conflict because
of societal norms

Global

Netherlands

Q33. Would you say family conflict within the business is something that: Q34. Which of the following (if any) describe how family conflict is handled at your company?…

Base: all Global respondents (2025: n=1,325), Netherlands respondents (n=38)

Q33,34
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Preparing the Next Generation: Skills Gaps and Differing Visions are the 
Biggest Challenges

% Selected (ranked top 2)

Ranked - Challenging for Next Gen preparation 

29

35

43

37

56

16

29

39
42

74

Resistance from the senior
generation to transition

leadership

Difficulty balancing family legacy
with innovation and change

Lack of interest from the next
generation in joining the

business

Differences in values and vision 
for the company’s future

Need for specialized skills and
education in modern business

practices

Global Netherlands

Q35. What are the most significant challenges in preparing the next generation for leadership?

Base: all Global respondents (2025: n=1,325), Netherlands respondents (n=38)

Q35
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Innovation and Sustainability 
through Capital Deployment

03
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Dutch Family Businesses are Highly Engaged in Local Community 
Contributions and Impact Investing

% Selected

Local community contributions / philanthropy businesses engaged in

67

21

45

13

74

37

37

11

Contributing to our local community

Impact investing

Traditional philanthropy/grant-based giving

Venture philanthropy

Global

Netherlands

Q8. Which, if any, of the following does the business or the family owning the business engage in?

Base: all Global respondents (2025: n=1,325), Netherlands respondents (n=38)

Q8
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85

18

36

22

89

26

24

24

Reinvesting profits

Government grants or subsidies

Third-party funding (e.g., private equity, bank loans,
etc.)

Strategic partnerships or joint ventures
. Netherlands

. Global

Innovation is Primarily Funded by Reinvested Profits; Long-Term 
Sustainability is a Key Investment Priority

Q36,39

% Selected

How do you fund innovation in your business?

% Selected

How businesses prioritize short-term financial returns and long-term 

sustainability

25

50

21

5

39

37

18

5

We focus primarily on long-term sustainability

We balance short-term returns with long-term
sustainability equally

We prioritize short-term returns but consider long-term
sustainability

We focus primarily on short-term financial returns

. Netherlands

. Global

Q36. How do you fund innovation in your business? Q39. When considering capital investments, how do you prioritize short-term financial returns and long-term sustainability?

Base: all Global respondents (2025: n=1,325), Netherlands respondents (n=38)
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Nearly Half of Dutch Family Businesses have a Family Office, Mostly 
Single Family Offices

% Selected

Those that have a family office

47%

33% globally

% Selected

Type of family office for those that have a family office

6

17

78

Single family offices 

(SFOs)

Embedded family 

offices (EFOs)

6% globally

Q37. Do you have a family office? Q38. What type of family office do you have?

Base: all Global respondents (2025: n=1,325), Netherlands respondents (n=38). Base: those that have a family office (2025: n=439), Netherlands respondents that have a family office (n=18)

Q37,38
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5

18

58

18

Core Business Expansion and Digital Transformation are Top 
Investment Priorities; most prefer Proven Innovations

% Selected

Key current priorities

75

39

44

21

45

15

89

50

45

34

34

8

Core business expansion

Digital transformation and AI adoption

Strengthening internal talent and leadership
development

Sustainable and environmentally friendly initiatives

Diversification into new markets or industries

Startups, venture capital, or new business ventures
Global

Netherlands

% Selected

Investment approach in emerging technologies

We invest selectively, focusing on proven 

innovations

We take a wait-and-see approach, following 

industry leaders

We are risk-averse and do not prioritize new 

technology investments

We actively invest and are early adopters of 

new technology

17% globally

51% globally

24% globally

8% globally

Q40. Where is your family business currently prioritizing investment for long-term growth? Q41. How does your family business approach investment in emerging 

technologies (e.g., AI, automation)?

Base: all Global respondents (2025: n=1,325), Netherlands respondents (n=38)

Q40,41
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Ensuring Resilience, Digital Transformation and Innovation are the 
Most Important Five-Year Priorities

Q42

% Selected ‘Important’ (4-5/5) / % Selected ‘Not Important (1-2/5) 

Key priorities over the next five years

95

87

79

79

66

58

58

5

3

16

13

16

5

8

21

18

18

29

26

Ensuring long-term business resilience and adaptability

Enhancing digital transformation and technology adoption

Increasing financial performance and profitability

Investing in innovation and new business models

Investing in sustainability and ESG initiatives

Strengthening family governance and succession planning

Expanding into new markets or industries

Important Not Important Neutral

(Global: % ‘Important’)

88%

78%

86%

73%

45%

68%

68%

Q42. Over the next five years, how important do you believe the following will be for your family business?

Base: all Global respondents (2025: n=1,325), Netherlands respondents (n=38)
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Dutch Boards are Small, Family-Dominated and Often Lack Age, Gender 
and Industry Diversity

4.2
Average number of people 

on the Board of Directors 

The global average is 5.0

61%
Have no women on the board
While a further 26% have just one woman on 

the board (vs. 35% globally).  

32% globally

76%
Have no one aged under 40 on the 

board

59% globally

13%
Have only family members on the 

board

33% globally

24%
Have no one from a different industry 

background on the board

29% globally

Q43. How many people are there on the company’s board of directors? Q44. And how many people on the company’s board of directors …… 

Base: all Global respondents (2025: n=1,325), Netherlands respondents (n=38)
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