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Executive summary

From April to August 2018 we interviewed
=i | nearly 3,000 key decision makers in
family businesses with a sales turnover
of $5m+

-1 Interviews were in-depth taking
'E 35 minutes by phone, online and
in person

over the world with 10 case study
interviews with some of the world’s most
iconic family businesses

@I Participants were from 53 countries all

PwC

As digital technologies and innovations disrupt
whole industries, growth opportunities are rising
as well. PwC’s ninth Family Business Survey
finds that Finnish family businesses strongly
believe in their growth. To execute growth,
family businesses are planning to increase M&A
activities, conquering new countries and turning

more to experienced professionals with the right
skills and capabilities to steer the change. Next
Generation could play a key role in driving
change, but for now they are seen as unleashed
potential to many Finnish family businesses.

Family business leaders also recognize the
challenge of digital technology, but it doesn’t
mean they are ready for it - half of the
respondents state that they are taking significant
digital steps in the next two years.




Key questions that we
address in 2018

1. Whatis the future outlook and how are the
growth plans executed?

2. How do you finance your business? Are you
open to external sources of finance?

3. How are you approaching the digital age? Do
you have a strategy? Do you have the right
talent?

4. Do you codify your values and purpose? How
are they communicated? Do you, your family
and your business live by them?

5. Do Nordic Families plan to establish Family
Office in the near future and if so how will it
serve them?

pwc.fi/perheyritystutkimus

#PwCFamBizSurvey
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Demographics of Finland participants

Based on 68 interviews in Finland and 2,953 interviews globally
completed in over 53 territories worldwide, our 9t Global Family

Business Survey interviewed decision makers in businesses of

$5m+ sales turnover.

| Company profile — what companies were included?

%

Turnover (sales) (US$)

S1bn+
m $501m-$1bn
= $101-500m
m$51-100m
= $21-50m
= $11-20m
$10m and under

2018 2016

Family’s Role in the Business

#mOwn and manage

mJust own, don't
manage

PwC

Number of Generations

16 .
® 4+ generations
15
B 3 generations
50 = 2 generations
B 1 generation
15
2016
*Sector (2018)
Wholesale EFII
Technology (manufacturing) [EFN
Mamfacturing [ECHRN
Construction 2NN
Retail I
Food & drink (manufacturing) [N
Conglomerates [N
Automotive & repairs Other sectors: 3% or less

| Respondent profile — who did we talk to?

*Cwrrent Job Role / Position

-
CEO/MD
Chair
On Management Team
On Beard of Directors
Other role / position m

* Question changed from 2016 meaning comparisons not possible

65 or older
m55-64
4554
3544

® Under 35

19
mFemale
i mMale
2018 2016

m Non-family member

= Family member



Growth

An overview of growth, how growth is
financed and made happen



Growth overview: Key facts & figures Growth

Key facts Key figures

* Finnish Family Businesses have been growing * Revenues are expected to continue growing
and also strongly believe in future growth. for the majority of businesses (88%), with 13%

« 88% of Finnish of private company owners are saying growth will be “quick” and "aggressive”.
confident about growth prospects in the next » 75% of respondents saw revenue growth in the
few years. However positive growth prospects 12 months before the survey was conducted

have declined from 2016 by 8%. (56% in 2016).

PwC



Growth over the last 12 months has increased.
88% expect to grow over the next two years

%

Growth in last financial year Growth aims over the next two years

Double digit growth: 34%
Single digit growth: 41%

m Sales
growth

Sales
reduction

2018 2016 2018 2016

Finland Global

71% of businesses in Sweden have seen growth in last
financial year.

Q1a. Looking back over the last financial year would you say your sales have been... ?
Q1b. Which of the following best describes your aims for growth over the next two years?

m Grow quickly and

aggressively
Grow steadily

= Consolidate

Finland
B Shrink
75
Global Sweden
68 74

In 2016, 96% of businesses in Finland and
85% of Global businesses expected to grow
over the next five years.

PwC Base: all respondents answering (2018: Finland=68, Global=2950/2951. Sweden 78; 2016: Finland=54, Global=2802)



76% of family businesses in Finland currently export their goods or
services (down from 91% in 2016), somewhat higher than the global

average

%

Any current international sales Any future international sales (five years’ time)
o1 96
76 23 82 79 78 78 79
70 70 66
2018 2018
m 2016 m 2016
Finland Global Sweden Finland Global Sweden
On average, foreign sales accounts for 25% of On average, it is estimated that foreign sales
turnover in Finland. This average includes all will account for 34% of turnover in Finland in
businesses (even those not exporting at all). five years’ time. Again, this average includes all

businesses (even those expecting that they
won’t be exporting at all in five years’ time).

PWC Base: all respondents answering (2018: Finland=68, Global=2950/2951, Sweden 78; 2016: Finland=54, Global=2802, Sweden 97) 10



Growth ambitions broadly match GDP growth in each
country but with some exceptions!

%
Looking to grow quickly / aggressively — by market ~ GDP Growth (2018) from IMF Data Mapper
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Q1b. Which of the following best describes your aims for growth over the next two years?

PwC Base: all respondents in each market (2018: all answering n=30-171)
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Bank credit and internal resources are mostly used to fund
the business

29% of Finnish FBs would consider bringing in private equity

%
Sources used / will use to help fund the business Actions would consider to help fund the business
Global Sweden Global Sweden
‘currently use’ ‘would consider’
Bank lending/ credit
- 1%
lines 85 g 81% 85% o _ 39%  33%
Bringing in private equity
Internal resources 65 71% 73%

exchange or placing shares
with chosen institutions

| I

Listing all or part of the
Venture capital |15 B 16% 8% business on a stock 26% 18%

Stock market |15 10% 3%
PR e 20% 17%
. Bringing in other families or
0,
Capital markets |01 15% 4% family offices
m Currently mWill start = Would consider
use to use = Most attractive

Q14p. Which of the following sources, if any, do you currently use to help fund the business?

Q14q. And which of the following sources, if any, do you think you will start to use to help fund the business over the next 1-2 years?
Q14r. And which of the following, if any, would you consider to help fund the business?

Q14s. And which of those is the most attractive?

PWC Base: all respondents answering (2018: Finland=68, Global=2950/2951, Sweden=78) 12



Just under half say they have a costed, formalised and documented
mid-term plan. 13% have no plan at all (lower than the global average)

%

Have a strategic plan for the next 3-5 years

47

Have a costed, formalised

and documented plan 49

65

Have a plan - but not costed,
formalised and documented

m Finland
m Global
E Sweden

No plan

Among those with any sort of plan...

34 %

86%

41

Next generation of the family have been
involved in developing and agreeing
strategic plan (48% Global, 55 Sweden)

Have communicated the plan internally
(82% Global, 86% Sweden)

Have communicated the plan externally
(53% Global, 55% Sweden)

Q4. Does your company have a strategic plan for the next 3-5 years? Q6. Has this strategic plan been fully costed, formalised and documented?

Q5. Which of the following were involved in developing and agreeing your strategic plan?

Q8b. And has this strategic plan been communicated...

PwC Base: all respondents/all with a strategic plan answering (2018: Finland=68/59, Global=2952/2327-2331, Sweden=78) 13



Securing legacy in a digital age

An overview of the challenges facing businesses
over the next two years

£ | &




Securing legacy in a digital age overview:

Key facts & figures

* In Finland Family Businesses are mainly
concerned of finding the right skills and
capabilities, to keep up with innovation as well
as competition stepping up and disrupting the
market.

» To execute the growth families are turning to
external advisors with right skills and
capabilities.

* Family business leaders recognise the
challenge of digital technology, but it doesn’t
mean they are ready for it.

PwC

Key figures

« Among the top challenges businesses are facing

are: accessing the right skills and capabilities
(72%) innovation (60%), and competition
(53%)

» Far more businesses feel vulnerable to digital

disruption (32%) than in 2016.

» To execute and reach growth expectations

Finnish family businesses are planning to bring
experienced professionals outside the family
(60%) to help run it and make significant digital
steps (51%)

15



Accessing skills & capabilities, innovation and competition are
the key challenges faced by Finnish family businesses

%

Key challenges over the next two years (Top 2)

[\S]

Access to financing

The growth of artificial intelligence/robotics
Cybersecurity

Corruption in the countries where you operate
Conflict between family members
International tax reform

The UK's decision to leave the EU

(68] [ee)

Accessing the right skills & capabilities
The need to innovate to keep ahead N
International competition
Domestic competition
Economic environment
Digitalisation
Professionalisation of the business
Data management
Succession
Prices of energy & raw materials
Regulation

(=]

Similar hierarchy in 2016
(for next five years)

BB

Global
60%
66%
38%
49%
56%
44%
41%
39%
33%
43%
43%
25%
22%
39%
23%
14%
16%
11%

Sweden

58%
60%
37%
29%
31%
41%
29%
31%
22%
33%
28%
19%
12%
29%

8%

6%

9%

6%

10% have named
digitalisation as

major challenge in

Finland. (15%
Global, 13% Sweden)

Q3a. I'm going to read out a number of factors and I'd like you to tell me how much of a challenge you think each one will be for your business over the next two
years on a scale of 1-5, where 1 means it will be a minor challenge or not particularly important and 5 means it's going to be a major challenge for your business

PWC Base: all respondents answering (2018: Finland=68, Global=2948-2951, Sweden=78)

16



60% are planning to bring in experienced professionals from
outside the family to drive growth

Only a minority of businesses expect to change their business models or to be earning significant
revenue from new products or services.

%

Likely true of business in 2 years (Top 2)

Global Sweden
Will have brought in experienced professionals from _ . 500¢
outside the family to help run it 53% °
Will have made significant steps in terms of digital 57% 53%
capabilities
38% 44%
Will be selling its goods or services in new countries
18% 19%
Will have been involved in buying or merging with
other companies 21% 22 5%
Will have significantly changed its business model 20% 10%
Will earn the majority of its revenues from new 18% 5%
products or services

Q2. Thinking about the business in 2 years’ time, realistically how likely is it that the following statements will be true of your business? Please use a scale from
1to 5 where 1 is not at all likely and 5 is very likely.

PWC Base: all respondents answering (2018: Finland=68, Global=2948-2951, Sweden=78) 17



Far more businesses feel vulnerable to digital disruption (32%) than in
2016. Finnish businesses feel less vulnerable to a cyber-attack than the
global average however

%

Business vulnerability to digital disruption Business vulnerability to a cyber-attack
32% 17% 30% 24% 18% 40% Vulnerable
4 7
16 m Very vulnerable
21
33
| Fairly vulnerable
47
71
50 = Not very vulnerable
19 28 ® Not at all vulnerable
9
2018 2016 2018 2016 2018 2018
Finland Global Finland Global

Q2. Thinking about the business in 2 years’ time, realistically how likely is it that the following statements will be true of your business? Please use a scale from 1
to 5 where 1 is not at all likely and 5 is very likely.

PWC Base: all respondents answering (2018: Finland=68, Global=2948-2951) 18



Family businesses in Eastern Europe and Central / South
America more likely to have a high digital focus

Central/South America: 64%
Eastern Europe: 59%
% Middle East/Africa: 58%
Western Europe: 57%
Asia Pacific: 55%

High Digital Focus — by market
North America: 48%

. (0)
75 15 73 MINT: 65%

70 o5 o BRICS: 58%
66 66 64 64 63 63 63 63 63 63 EU: 57%

Global average 57%

44
3 41 40

32
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Q2_06. Thinking about the business in 2 years’ time, realistically how likely is it that “The business will have made significant steps in terms of digital capabilities’ will
be true of your business?

PWC Base: all respondents in each market (2018: all answering n=30-171) 19



Larger businesses and those with a focus on quick/aggressive
growth tend to have higher digital focus

%
High Digital Focus — by key sub-groups

58 58 58 58
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Q2_06. Thinking about the business in 2 years’ time, realistically how likely is it that ‘The business will have made significant steps in terms of digital capabilities’ will
be true of your business?

PwWC Base: all Global respondents in each sub-group (2018: all answering n=274-2624) 20



Five principles for building a digital legacy

Digital
rethink

Accept that the digital
revolution has created
a different world than
the business has
experienced in the
past. Assumptions
about how to create
value may have to be
re-evaluated.

PwC

58

NextGen
knowledge

Recognise that the
next generation in
your family business
can play a key role

in ensuring you are
digitally fit-for-
purpose. Accept
advice from next-gen
family members.

Q

Encourage
Innovation

Empower your next
generation family
members to
experiment, gain
experience outside
the business and give
them an innovative
role in digital
transformation.

i

Reverse
mentoring

Encourage next-gens
to bring older
employees along on
the digital journey
through “reverse
mentoring”.

v 4

Embed

digital

Embed digital into the
family’s values. The
business values
should remain the

same as you adopt a
new digital strategy.

21



Family involvement
and succession
planning

An overview of next generation involvement
and family governance issues, succession
and future plans for the business.




50% plan to pass on management and/or ownership onto
the next generation.

%

Passing on management/ ownership to the next generation?

Yes, both

Yes, management only

Yes, ownership only

No

Don't know

38

16

22

24
3

—
= N

50% plan to pass

on management
and/or ownership to
the next gen

(57% Global)

m Finland
Global
m Sweden

But rising to...

63%

44,

of those who already have next gen
working in the business, plan to pass on
management and/or ownership to the next
generation (68% Global)

have NOT involved next gen in
preparations for these changes
(30% Global)

Q14f. Is there any plan to pass the leadership and management and / or the ownership of the company to a next generation family member?
Q14h. And in what time frame are you likely to pass the [leadership and management and ownership / leadership and management] of the company to a next

generation family member?

Q14j. Have you involved the next generation family member (or members) in any preparations for this/these changes?

PWC Base: all respondents/all passing on mgmt and/or ownership answering (2018: Finland=68/34, Global=2940/1661-1665, Sweden=78/53) 23



Only 3% of Finnish family businesses have a robust, formalised and
communicated succession plan in place (lower than the global average

of 15%). 62% have no plan

%

Have a succession plan in place?

(4% in 2016)
(15% in 2016)
(8% in 2016)

Have robust, formalised and
communicated plan

-

Have a plan - E
but less formal w

28
62
4
54
7

o

® Finland
m Global
m Sweden

Don't know

Among those with no plan, 43% claim
they are likely to develop one (45%
Global, Sweden 42%)

Q14a. Does your company have a succession plan in place? Q14b. Is this succession plan robust, documented and communicated or is it less formal than that?

Q14e. How likely are you to develop a succession plan in the next 2 years?

PWC Base: all respondents/all without a plan answering (2018: Finland=68/47, Global=2951/1507, Sweden=78/53)



51% of Finnish family businesses have next generation
family members working in the business

%

Involvement of next generation in business

On the Board of Directors

N
o

II\D IN I—‘ I
H : I

On the leadership team

- 51% of Next Gen

work in the business
(65% Global, 71%
Sweden)

Senior Executives

Working in the business but not in a senior role

N
i
N
~
i
)}
i
[y
J

|

Not working in the business but who are shareholders

o)}
N
(o)}

Engaged in Family Office

[
[y
B

Engaged in philanthropic activities

]
[y
H

= Finland
Global
E Sweden

Involved in some other way

—
s

Q12a. Are there any next generation family members involved in the business who are...?

PWC Base: all respondents (2018: Finland=68, Global=2951, Sweden=78)

25



Next gen working in the business are largely expected to gain internal and
external experience and be just as suitable as other candidates

%

Expectations for next gen family workers Sweden

Fulfil the official job specification i.e. be just as B4 65%
suitable for the role as non-family members

Gain experience from inside the family business 71%

N ~J (@)

Gain experience outside of the family business 82%
o . . 60 429%
Have specific foreign language skills = 0
Apply for roles through the official recruitment process 44%
. 46 ® Finland
Graduate from a business school 53%
59 m Global

Q12b. Generally speaking, are next generation family members working in the business expected or encouraged to...?

PWC Base: all respondents with next gen working in the business answering (2018: Finland=35, Global=1903, Sweden=73) 26



94% of Finnish family businesses have some form of
policy/procedure in place within the business

%

Policies and procedures in place

N
(o]
()]
-

Pre-nuptial arrangements 62

Shareholders agreement

(]
N
N

al
©
SN
al
(o))
~
~
~
~

Testament/last will

IS
w
w
o
w
o

Emergency & contingency procedures

940/0 have some form

of policy / procedure in
place within the business
(84% Global, 97%
Sweden)

I
(@]
w
ol
w
(o))

Entry and exit provision

Conflict resolution mechanisms

N
[
w
o
N
w

(3]
N
~
N
~

[(e} B [
= w

N
N

N

N

Family constitution or protocol
Very few have written

family constitution or
established family council

Family council

Third party mediator

N
(o)}

None of these [Jili]

EFinland ®mGlobal ®Sweden

Q13. Which of the following policies and procedures, if any, do you have in place?

PWC Base: all respondents answering (2018: Finland=68, Global=2946, Sweden 78)

27



Five principles for a forward looking
succession strategy

Legacy Strategic Leadership
Plan Succession

Effective leadership
succession is best
handled through long-
term strategy, planned
over five to fifteen
years, with a variety
of candidates who are
given training and
opportunities to grow.

A forward-looking,
mid-term strategic
plan focuses both
on transition and
also how the next
generation become
the new managers
of the business.

Legacy should involve
a plan for leadership,
board and ownership
succession to create
a comprehensive,
formalised “continuity
plan”.

PwC

i

Board
Consultation

Board members

with multiple industry
perspectives can
help with navigating
the vast changes
that businesses are
facing today,
especially around
digital disruption.

Il

Ownership

A good ownership
succession plan
should consider

the most effective
ownership structure
for the business, and
should be continually
assessed by the
family.

28



‘The values of a company are the
operating beliefs and principles that
guide behaviour, Jamong not
just the leadership but among also
its employees. These concepts are
often embedded in the ‘
culture.’




Getting values from your values overview: Values

Key facts & figures

+ Companies that are managed with strong
values, a clear purpose and an eye for legacy
will tend to build trust and loyalty among staff,
suppliers, and consumers, and will have a
greater resilience during downturns.

* Our research shows that family businesses that
make their values and purpose explicit and
measurable, and incorporate them into strategic
plans, see better returns and greater
longevity.

» Businesses that embody their values in
everyday practices and routines get better
results.

PwC

+

Key figures

» 72% of Finnish family businesses have clear

sense of values and purpose as a company

» Those family businesses with a clear sense of

agreed values feel strongly that these benefit the
company in many ways; notably in areas of staff
retention 86% and business reputation 84%

* Only 40% of respondents had values articulated

in written form.

30



72% have a clear sense of agreed values and purpose as a company but
only 40% have their values and company mission down in written form

%

Agreement with statements

You have a clear sense of agreed values and purpose as a company 79

You are committed to and adhere to Corporate Social Responsibility 77

The family that owns the business has a clear set of family values 75

You have a documented vision and purpose statement (mission) for
your company 68

The values of the family that owns the business define clear
expectations for family members 60

You have the family values and mission for the company articulated in
written form 49

You have a defined code of conduct 66

Sweden

69%

71%

73%

62%

51%

42%

60%

® Finland

Global

Q15. I'm now going to read out some more statements. For each one | read out, I'd like you to tell me how much you agree or disagree on a scale of 1-5,

where 1= Disagree strongly and 5 = Agree strongly.

PwC Base: all respondents answering (2018: Finland=68, Global=2948-2951, Sweden 78)



Those with a clear sense of agreed values feel strongly that these benefit
the company in many ways; notably in areas of staff retention /
recruitment and business reputation

In “harder” areas too, around three-quarters feel their values have had positive effects on

competitiveness and profitability
%

Would say that values and purpose...

Sweden
Made your company a happier place for employees to work 85_ 83%
Improved your company's reputation in the market with customers 87_ 83%
Made your company more attractive to potential joiners 79_ 85%
Created a competitive advantage 75_ 80%
Increased sustainability 78_ 83%
Increased your company's revenue and profitability 70_ 78%
Improved your company's staff retention 82_ 85%
Increased brand awareness 73_ 78% ® Finland

Global

Q17. And which of the following impacts, if any, would you say that these values and purpose have had on the business? Would say they have...

PwC Base: all respondents saying their company has a clear sense of agreed values and purpose answering (2018: Finland=49, Global=2320, Sweden 78)

32



Over the longer term, 63% want to protect the business as the
most important family asset and 66% seek to create a legacy

%

Long term goals (Top 2)

Global Sweden
To create a legacy _ 60% 54%
To protect the business as the most important family asset 76% 71%
To create dividends for family members 57% 67%
To ensure the business stays in the family 61% 58%
To become environmentally sustainable 60% 63%
To create employment for the wider community 59% 47%
To create employment for other family members n 20% 6%

Q140. I'm going to read out some potential longer term goals i.e. over the next 5 years or longer. | would like you rate each goal on a scale of 1-5 where 1
means it's not important to you over the long term and 5 means it’s essential to you.

PwC Base: all respondents (2018: Finland=68/47, Global=2951/1507, Sweden=78/53) 33



Globally 80% say they have a clear sense of company and/or family
values. When asked to describe what these values are, however, the
answers tend to be rather thin and somewhat generic

Words that come up consistently include: Honesty Integrity
Hard work Good value
Respect Employee

Companies who have written down their family values and mission give richer and more detailed answers. More
values, better articulated — evidence that the rigour of committing values to paper is a meaningful process. Additional
words that come up regularly include:

Community Integral Sustain Trust
Customer Committed Innovate Fair
People Ethical Quality Open

Companies who have written down their family values and mission are also more likely than average to:

* Have a formal succession plan in place

» Have a fully costed, formalised and communicated mid-term strategic plan in place
» See cyber and Al as challenges

* Have grown in the last two years

» Expect to grow in the next two years

Q18. Can you please describe what these family values / expectations of family members are? Open ended question

PwC Base: all Global respondents who have a clear sense of agreed values and purpose (2018: n=2323)

34



Majority engaged in some form of philanthropic activity; for
most this has a good causes/community focus

%
Engaged in any philanthropic activities?
gad yp P Sweden
Giving money to good causes & your local community 77%
Engaging employees in decision making about community service 13%
Providing voluntary services to your local community 29 23%
(90
- 54%
You have a family foundation . 13%
y are engaged in ’
6] any philanthropic
Running a 'salary sacrifice' donation scheme for employees . activity above 9%
® Finland giving money to
You have a joint foundation with other families E u Global good causes 1%
(68% Global)
1
Other B 24%
10
None of these 14%

Q19b. Which, if any, of the following philanthropic activities does the family business and/or the family owning the business engage in...

PwC Base: all respondents answering (2018: Finland=68, Global=2949, Sweden 78)



$100m+ business, those seeking fast and aggressive growth and
businesses not managed by the family are more likely to have a ‘high’
focus on philanthropy

%
High focus on philanthropy — by key sub-groups Global average 15%

Q19b. Which, if any, of the following philanthropic activities does the family business and/or the family owning the business engage in...
Q20. Which of the following methods, if any, do you use to ensure that these philanthropic activities happen? Is philanthropic activity...
Q21. Do you try and measure the success or impact of these philanthropic activities?

PWC Base: all Global respondents in each sub-group (2018: all answering n=274-2623) 36



Five principles for defining purpose in a family business

Contextual
repurposing

Balance profit and
purpose in your family
business values by
repurposing your
mission statement in
today’s context to
ensure a successful
statement to take
forward.

PwC

il

Strategic
planning

Translate this purpose
into a fully developed
strategic plan,
including key
performance
indicators including
business performance
and also sustainable
outcomes.

Personal

purpose

Think about your
personal purpose in
holding the business
together, ensuring
accountability and
speaking to next-gens
about their future
roles within the
business.

97

Purpose
application

When you think about
a major transaction,
apply the lens of
purpose to your
assessment of the
risks and rewards,
and be clear on how
it aligns with your
purpose.

5
&

Purposeful
partners

Engage with non-
governmental
organisations that
inhabit the world of
purposeful activity.
They may be able to
help facilitate your
own journey with
purpose.

37



Family Office
— securing the
wealth in Nordics

Usage of dedicated resources to manage the
financial and personal affairs of the family



Only 1% of Finnish businesses have a family office outside the family
business and 12% have one within the family business. Most (75%) have
no plans to establish a family office in the near future

%

Family office usage

eSS = Dontknow

No family office and not planning to
establish one in next two years

m No family office but planning to
establish one in next two years

m Have family office within the family
business

3

21

m Have family office outside the family
8 business

Finland Sweden

Q24. Which of the following best describes the usage of dedicated resources to manage the financial and personal affairs of the family i.e. a "family office"?

PWC Base: all respondents answering (2018: Finland=68, Sweden=77, Nordics=185) 39



Across the Nordic countries, the family office is used for a number of

elements but in particular tax or legal support and managing and advising
on family investments

%

Elements managed by family office — Nordics

Tax or Legal support for family members (e.g. tax returns)
Managing and advising on family investments
Property management

o . o . = Finland
Coordination of family activities or meetings

= Sweden
Next Gen Education

Coordination of social and philanthropic activity

Other

Q25. Which of the following elements of the financial and personal affairs of the family are currently managed directly by dedicated resources / family office?

PWC Base: all respondents answering 2018: Finland=68, Sweden=77, Nordics=185) 40



Read more, share,
follow or tweet

#PWCFaIIVI‘E“iWZSUI'Vey
#perheyritystutkimus
@PwC_Suomi


http://www.pwc.fi/perheyritystutkimus

