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Study Object ives

Family Business Association - Atlantic is a not-for-profit organization that connects families with success. 
With a membership comprised of families in business across Nova Scotia, and plans to expand throughout 
the region, FBA-Atlantic provides a forum for members to connect with others to share knowledge and 
experiences that promote and support economic prosperity and success. 

In 2016, FBA-Atlantic rebranded from a national organization and is focused on becoming a stronger and 
more relevant organization to its current membership, expanding membership opportunity and extending 
its presence within the Atlantic Provinces. The aim of this study is to assist FBA in achieving these goals. 

Narrative Research (formerly Corporate Research Associates) was commissioned to implement three 
separate phases of research, namely secondary research, a member survey and a business survey. The 
objectives for the second phase (FBA Member Survey) are as follows:

1. Gauge members’ perceptions and expectations of FBA (what FBA does well, where it is not as 
strong), including perceptions of how the Association differs from its competitors;

2. Assess members’ use of external resources; and

3. Examine priorities of members, and identify information and skill development gaps.



Methodology

To meet this phase’s study objectives, an online survey was conducted with FBA members. All of FBA’s members (including both family business 
members and advisors) were invited to participate in the study. Unique links were sent to each email address, ensuring participants could 
complete the survey only once.  

In total, 61 FBA-Atlantic members completed the survey, yielding a 26 percent response rate. All those who completed the survey were eligible for 
a draw for a $250 VISA gift card.

Field Dates & Survey Length 
• September 18 – October 11, 2017
• Average survey length 12 minutes
• Available in English only

The following report presents a summary of research results for the FBA Member Study and includes an executive summary of results, a one-page 
infographic highlight summary and an analysis of findings. Detailed data tables are also attached which includes a breakdown of each question by 
key demographics. Table numbers are referenced throughout the report.  Results for the other two phases of the research are presented under 
separate cover.



Executive Summary

Results of the FBA Member Study suggests that while members are generally satisfied with FBA’s current offerings, there is a significant opportunity to enhance the 
existing service provision and expand the membership base.

Although FBA includes two distinct types of membership (family businesses and advisors), membership primarily includes family businesses.  Results show that there 
some differing needs between the two membership types.  Most members appear to be family members currently working in the business, and the majority of those 
are either first or second generation. On average, family business members employ 3.6 family members in their business, and one-third of advisor members also employ 
family members. 

FBA’s membership includes a wide range of business sectors and sizes. Most member businesses are well established and span a range of business life stages, with 
stages varying notably across member type. Of note, there are few members in the development / start-up business life stage, and this stage presents a potential 
growth opportunity for the Association given the prevalence of start-up family businesses, as identified in Phase 3 of this research. Differences in life stages are clearly 
evident across membership type with advisor members more likely to be focused on growth and expansion.

While the majority of family business members have a formalized succession plan in place, this too varies by member type and size, with larger family businesses being 
more likely to have such a plan.  That said, more than one-third of family businesses have no such plan in place, and this is especially prevalent among newer members.  
Given that family businesses are most likely to be passed on to the next generation, this is one area where FBA should continue placing focus.      

Overall, FBA members are generally satisfied with their membership and its value, and they are fairly engaged with the organization.  That said, engagement appears 
lacking among newer members, and suggests that greater efforts may be needed to encourage new members to become more active within the Association.   

Usage of FBA services and events varies notably by service and member type with social events, particularly the Peter Wilson Dinner, being most popular.  It is important 
to note that many members make notable use of FBA’s various services and special events, with one-half of members having used or attended five or more different 
services and special events.  This perhaps presents an opportunity for the Association to effectively demonstrate value to potential members through the use of such 
members’ testimonials.



Executive Summary ( cont)

FBA is largely meeting its members’ expectations in terms of key service offerings, with networking opportunities clearly deemed the most important member service 
and the greatest benefit of FBA membership, particularly among advisor members.  That said, there is a significant portion of members who choose not to make use of 
FBA’s various service offerings, outside of networking events.  In fact, more than half of family business members have not used professional advisors, while a significant 
minority have not used peer-to-peer groups, training sessions and educational resources. Demonstrating the value of such services will be key to increased usage.

Though generally held in high regard, members identify multiple areas where FBA could enhance its current offerings, particularly in the provision of unique services and 
the optimization of its website.  Moreover, as FBA looks to expand its current offerings, results show that members are highly interested in learning more about variety 
of topics, particularly best business practices, business expansion, and hiring and retention.  

Further, while members face a variety of challenges depending on their business size, hiring and retaining of good employees is considered the greatest challenge 
currently facing FBA members. FBA may wish to place particular emphasis on how its human resources-related programs and services can help its members address 
this challenge.   

Findings suggest that efforts are needed to attract new members.  Indeed, the vast majority of members have been with FBA for an extended period of time, with two-
thirds of FBA members having joined the Association more than five years ago in search of assistance or advice.  About half of members hold membership in other 
business associations, while a similar portion do not, relying only on FBA for business advice. Those subscribing to other associations tend to limit themselves to only 
one other membership, with membership to a Chamber of Commerce or an industry specific association being most common. FBA should consider how it can capitalize 
on the value it currently offers its members (particularly those solely using FBA) to demonstrate such value to others.

Finally, results show that when seeking membership base growth, members endorse a broader scope of membership type.  Indeed, while nearly all members believe 
FBA should consider increasing its membership with businesses that are owned/managed by family members, a clear majority of members also believe the Association 
should consider businesses that may or may not employ family members, including those with family investors/advisors and entrepreneurs.  Though members support 
the FBA’s recent name change as reflecting its current offerings, it may not align as strongly should FBA choose to broaden its membership scope. 

The following infographic provides a visual summary of FBA’s Member Study highlights.
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Member Business Profiles



Nature of  Business

The Family Business Association-Atlantic defines a family business as one that is either controlled or 
heavily influenced by family members or one that self-identifies as a family business. Currently, FBA 
membership includes two key membership types: family businesses and professional advisors.  

• Reflective of the actual membership base, the vast majority of survey respondents included family 
business representatives, while only two in ten included professional advisors. (Tables 1, 1b)

• Within family businesses, and regardless of business size, most survey respondents reported to be a 
family member currently working in the business.

FBA members primarily include family businesses, and most respondents are family members currently working in the business.



Nature of  Business

• When asked what industry best describes the nature of their business, findings confirm that members 
represent a wide range of industry types.  Among family business members, the most common industry 
type is professional services, followed closely by construction, manufacturing and retail. (Table 2)

• As would be expected, FBA advisor members are primarily in the professional services sector.

While FBA members include a wide range of business types, they are most likely to work in the professional service industry.



Size of  Business

• Overall, across member types, FBA member organizations are just as likely to be 
small (39% - 25 employees or less) as large (38% - more than 75). That said, the size 
of business varies notably by member type. 

• Family business members are most likely to be smaller businesses, although one-
third reportedly have more than 75 employees.  One-quarter of family business 
members have between 26 and 75 employees.  (Table 3)

• By contrast, professional advisor members are more likely to belong to a larger 
sized business. Further, the average business size of advisor members is nearly five 
times that of family business members (493 employees vs. 109 employees).

• As would be expected, the number of full-time employees varies notably by 
business size.  Smaller businesses (those with less than ten employees) reportedly 
have on average 2.7 full-time employees, while  those with 10-49 employees have 
an average of 21 full-time employees.  

FBA members include a diverse range of business sizes.

• The vast majority of members (79%) have few part-time employees, with businesses with less than 50 employees 
reporting to have on average only one part-time employee. Larger businesses are significantly more likely to 
employee part-time staff, with an average of 71 part-time employees. (Tables 4a, b)



Paid Employed Family  Members

• When looking at the number of paid family members employed by a 
FBA members’ business, findings show that the number of family 
members varies notably.  Among family businesses, members are 
most likely to report employing four or more family members.  Very 
few report to have one or fewer family employees.  On average, 
family businesses employ 3.6 family members in their business. 
(Table 4c)

• While the majority of FBA advisor members (67%) do not employ any 
paid family members in their business, a significant minority (33%) 
do.  In fact, one-quarter of advisor members employs four or more 
family members.

Family business members employ an average of 3.6 family members in their business, and one-third of advisor members employ family 
members.



Employed Family  Member Status

• Among FBA members with family members employed in their business (n=50), employed family members are most likely to be either first
or second generation.  Only family business members report to have employees who are third or fourth generation family members. 
(Table 5)

• The number of generations employed within the organization tends to increase with FBA membership tenure. Indeed, all of those with 
fourth generation paid family member employees have been FBA members for more than five years. 

The majority of employed family members are either first or second generation.



Stage of  Business L i fe

• When asked about the current life stage of their business, 
findings show marked differences in business life stages 
across member type.

• Family businesses are typically well established, with only 
two members being in the development / start-up phase.  
Rather, family businesses are most likely to be in a growth or 
expansion stage, and equally as likely to be in the maturity
as they are the transfer / succession stage.  This highlights 
the varying needs of family businesses, and an opportunity 
for growth of new FBA members among start-up family 
business. (Table 6)

• Advisor members are primarily in the growth / expansion
mode, which likely reflects their interest in an FBA 
membership.  Just one-third described their business life 
cycle as maturity, and none are in the start-up or succession
stages of life.

FBA-Atlantic member businesses span a range of business life stages, with stages varying notably across member type. 



Success ion Plan

• It is far more likely for a FBA family business member (n=47) to have a formalized succession plan in place for business than not. Further, 
findings show there is a link between likelihood of having a formalized succession plan in place and business size, with larger businesses being 
more likely to have such a plan in place. In fact, more than six in ten (63%) businesses employing 50 or more people have a succession plan, 
compared to only four in ten (44%) businesses with fewer than 10 employees.

• Of note, one in ten family businesses with between 10-49 employees are unsure if they have a formalized succession plan in place. Also, it 
warrants mention that newer members (those who joined FBA within the past year) are significantly less likely to have a formalized succession 
plan in place. (Table 7)

The majority of family business members have a formalized succession plan in place.



FBA Membership Qual it ies

• The most common reason for becoming a FBA/CAFE NS member is in search of 
assistance or advice. In fact, one third (34%) of family business members joined 
the FBA/CAFE NS seeking support. On the other hand, it is less likely for a 
professional advisor member to have joined for this reason. In the case of advisor 
members, it is far more likely they joined the Association after being 
recommended by another professional advisor. (Table 9)

• It is becoming more common for family business members to refer others to join 
FBA/CAFE NS. Those who have joined within the past year were more likely than 
any other member to have been referred by another family business. None of the 
newest members indicated their reason for joining the Association to be in search 
of assistance or advice.

Most FBA members joined the Association more than five years ago in search of assistance or advice.

• The majority of FBA/CAFE NS memberships are longstanding, having a 
tenure of more than five years. More specifically, more than half (60%) of the 
family business members have had a longstanding membership, and nearly all 
(92%) professional advisor members fall in this category. (Table 8)



Involvement in other  Business Groups

• FBA members were asked to indicate their involvement in other associations and groups providing business advice. Findings show involvement in 
other associations varies by member type.  Regardless of business size and tenure at FBA, about one-half of family business members are currently 
involved in other associations or group  for business advice.  By contrast, advisor members are more likely to be involved in other associations / 
groups. (Table 10)

• Of the members who are involved with other associations (n=31), a significant minority indicated their current involvement with a Chamber of 
Commerce. These results are comparable between both family business (43%) and advisor (38%) members. Advisor members are however twice 
as likely to be involved with financial or insurance associations than family business members (25% vs. 9%) which is likely reflective of their 
increased likelihood of being in the professional services sector. (Table 11)

Members involved in external associations most commonly have memberships with Chambers of Commerce.



Member Involvement 



FBA Engagement Level

• When considering FBA members’ levels of engagement with the organization, the vast majority of members describe their level of engagement as 
moderate or active.  Member tenure rather than member type seems to dictate the level of engagement. The highest percentage of members 
indicating active engagement (37%), have been FBA members for more than five years. On the other hand, three in ten members (29%) who have 
been FBA members for less than a year are not engaged with the organization. This highlights a need to better engage new members. (Table 12)

FBA-Atlantic members are fairly engaged with the organization, though engagement appears lacking among newer members.



Importance of  FBA Member Serv ices

• When asked how important various FBA member services are to their business, findings highlight some notable differences across member type. 
Overall, members rate FBA special events/networking events to be of highest importance to their business, though advisor members place 
considerably more importance on this service than family business members. 

• Approximately one-half of family businesses place high importance on special events and peer-to-peer groups, with no other member service 
holding as much importance to their business. Perhaps not surprising, advisor members place critical importance on FBA’s professional advisor 
services, and little importance on peer-to-peer groups. (Table 13a-e)

Special events/networking are deemed the most important member service, particularly for advisor members.
.

• A few (n=10) FBA members cited 
a number of other services of 
importance, including 
workshops/guest speakers, 
awards/recognition, social 
events/annual dinner and 
advocacy. (Table 13f)



Events  and Serv ices Used by  Members

• A key measure of engagement is member attendance or usage of 
various services and events.

• A large majority of FBA members have attended or made use of at least 
one service or special event offered by the organization. In fact, one-half 
(49%) of members have made use of / attended five or more of FBA’s 
services or special events.  Of all the services and special events that FBA 
members participated in, the Peter Wilson Dinner is clearly most 
popular, across member types.

• About one-half of members make use of FBA’s training sessions and 
educational resources, while fewer take part in the John Abbass Sr. 
Memorial Golf tournament.

• There are notable differences in participation by member type for a few 
key services.  In particular, most family businesses take part in the peer-
to-peer groups, while few advisor members do so. Furthermore, 
professional advisor services are used by one-half of advisor members, 
while one-third of family businesses make use of such service. (Table 14)

• Of note, only those who have been members for less than a year did not 
attend any events, once again highlighting the need to better engage 
newer members. 

Members usage of FBA services /events varies by service and member type with social events being most used.
.
.



Member Satisfaction



Membership Sat isfact ion with FBA Overal l

• FBA-Atlantic members are generally satisfied overall with their FBA membership. Further, the majority of FBA members are satisfied with the value 
of the membership price. That said, there are still one-third of members who report only a moderate level of satisfaction with either the FBA 
membership overall (34%) or the perceived value of the membership (31%). 

• While there is no significant difference in satisfaction between member types, satisfaction levels are clearly influenced by tenure with the 
Association.  In fact, high satisfaction with the Association increases with tenure, with those who have been members for over five years being more 
likely than newer members to be very satisfied with their membership (66% top 3 box vs. 46% 1-5 year membership and 43% membership under a 
year). (Tables 15 a, b)

FBA members are generally satisfied with their membership and its value.



Member Sat isfact ion with FBA Performance

• When asked to evaluate FBA’s performance across its key events / 
services, findings show that its networking / special events and peer-to-
peer groups are deemed most effective of the services offered.  Overall, 
across services, at least three in ten are very satisfied with FBA’s 
performance.  Importantly, little dissatisfaction is evident.

• That said, findings reveal a few points that warrant mention.  Most 
notably, results suggest that all services other than special events / 
networking are secondary.  In fact, a significant portion of members 
reportedly do not make use of training sessions or FBA’s educational 
resources.  

• Further member usage of some services varies by member type with the 
vast majority of advisor members not using peer-to-peer groups and 
most not making use of professional advisor services or educational 
resources. (Tables 16 a-e)

While those who use FBA services are generally satisfied, a significant portion of the membership does not make use of available services. 



Gap Analys is

A gap analysis was conducted to assess how members’ expectations of FBA 
compares to its actual performance (i.e. the percentage of members who 
deem a service critically important but who are less than completely 
satisfied).  Typically, gap scores of up to 30% should be expected.

• Results show that FBA largely meets members’ expectations, with 
minimal gaps in its performance. These low gap scores indicate that 
generally, members are satisfied with the factors they have deemed 
to be critically important. (Tables 16 a-e)

• Special events/networking presented the largest performance gap 
score from this survey. More specifically, one-quarter of professional 
advisor members who indicated special events/networking were 
critically important to their business were not completely satisfied 
with this category’s performance.

FBA is largely meeting its members’ expectations. 



FBA Membership Benef its

When asked what they consider to be the greatest benefit of being a FBA member, members were most likely to suggest networking events and 
opportunities, particularly professional advisor members.  (Table 17)

Family business members are considerable more likely than advisor members to consider peer-to-peer groups a key benefit.

Networking events are deemed the greatest benefit of FBA membership.



Greatest  Chal lenge Facing Family  Business Today

When family businesses were asked what they consider to be the greatest 
challenge facing business today, family business members were most likely to 
cite hiring or retaining good employees. This challenge is more prevalent among 
larger businesses (with 50+ employees) (37%). (Table 18)

Key challenges vary depending on the size of the business. Indeed, one-third of 
businesses with fewer than ten employees note competition as their single 
greatest challenge. Smaller businesses were also more likely than other business 
sizes to indicate taxes or continued growth as the greatest challenge. Larger 
businesses (21%) are also far more likely than medium sized (11%) or smaller 
businesses (0%) to view succession planning as their greatest challenge.

Overall, hiring and retaining good employees is considered the greatest challenge facing family business members, although challenges 
vary by business size.



Future Business  Ownership Plans

When ready to pass on ownership of their business, a large minority of FBA family business members plan to pass it on to the next generation. 
(Table 19)

A difference in future planning is notable among business size. Smaller businesses are the least likely to have developed a plan for the future of 
their business, and are more likely to be planning to sell the business in the future.

Family businesses are most likely to be passed on to the next generation.



Opportunities for the Future



FBA-Atlant ic  Members’  Opinions

FBA members were asked to what extent they agree with a number of 
statements concerning the Association.

Overall, members agree that FBA’s new name and logo effectively reflects the 
nature of the organization, with family business members voicing strong 
agreement in that regard.

More than one-half of members strongly agree that the Association 
communicates effectively with its membership, while one-half also agree that 
FBA offers services unavailable elsewhere. Of note, one quarter of advisor 
members and two in ten family business members disagree with that 
statement. 

FBA appears to effectively meet the business needs of about one-half of 
members, and findings suggest there is room for improvement, particularly 
among family business members.

The FBA website is perceived to provide an effective information source for 
most advisor members, but is less likely to do so among family members.  This 
is likely reflective of the fact that family business are less likely to use the 
website as an communication method with the Association. (Tables 20a-e)

Though held in high regard, members identify multiple areas where FBA could enhance its current offering.



Mode of  Communicat ion

When examining the methods of communication members use to interact with Family Business Association-Atlantic, virtually all members 
communicate with FBA using email. Less than one-half of members reportedly communicate by telephone or in person with the Association and 
overall, only about one-third of members interact with FBA using its website.  While all members use multiple modes of communication with 
the Association, advisor members are more likely than family business members to use most methods.  Regardless, email is the primary mode of 
communication with FBA.  (Table 21a)

Across membership type, email is clearly the preferred way for FBA to communicate with member businesses. (Table 21b)

Email communication is the primary mode of communication with FBA and also the preferred method.



FBA Membership Growth 

Members were asked which type of businesses FBA should consider when looking to grow its membership.  

• Findings show that members are largely supportive of the Association exploring a broader membership base definition. Virtually all members concur that 
when it comes to growing FBA’s member base, private businesses owned and managed by more than one family member should be considered; 
however, that is clearly not the only type of business that should be considered. 

• Six in ten members also agree that other membership growth opportunities can be found in sole proprietor businesses which may or may not employ 
family members.  Further, there is notable support for including members who are private businesses where family members are investors or advisors, 
but not necessarily employed in the business. Advisor members are significantly more likely than family business members to suggest the consideration 
of private businesses with family investors or advisors who may or may not employ family members. (Table 22)

When seeking membership base growth, members endorse a broader scope of membership type.



Interest  in  Future FBA Member Offer ings

FBA members were asked to indicate their level of 
interest in various topics that the FBA may consider 
when expanding its current offerings to members. 

When relating to their business, FBA members are 
most interested in learning about best business 
practices. Not far behind is the interest in learning 
about business expansion, business practices and 
management and hiring and retention. (Tables 23a-j)

There are some interesting differences  of opinion 
between member type.  In particular, advisor 
members are more interested in exit strategies, and  
mergers and acquisitions than family business 
members. 

Topics of least interest to FBA members overall include 
adding new products and services, exploring new 
markets and mergers and acquisitions.

FBA members are most interested in learning more about best business practices.



How Can FBA Better  Serve its  Members?

When asked how FBA could better serve its members, 
members provided little direction. One-half of 
members (48%) were either unable to provide a 
suggestion or indicated they were satisfied with its 
current efforts.  Others, however, offered tangible 
suggestions, primarily including more educational 
resources or increasing membership. 

Suggestions differed notably across membership type 
with family businesses expressing interest in increased 
education resources, while advisor members would 
like FBA to grow its membership base. No other 
suggestions were made by more than one in ten. 
(Table 24)

Suggestions for enhanced service to members primarily focused on more educational resources for family members and growing the 
membership for advisor members.




