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Is new organizatio..
the right fit for your
family business?

BY R I C H A R D M. S E G A L

he Family Firm Institute (FFI), in Boston, Mass.,
(ffi.org) holds an annual conference in the fall.
The annual conference is as unusual as the organization itself.
FFI is an international organization of multidisciplinary professionals that services family
businesses. Imagine collecting academics, lawyers,
accountants, financial professionals, consultants
and advisors and attempting to check all the egos
while getting the members to buy into common
goals and agree on "best practices." Then, consider the vision of doing it internationally. Needless
to say, if your professional advisors are not members of FFI, you need to ask them why not.
The Connection
One of the programs FFI offers is a Certificate
in Family Business Advising. Nothing else like it
exists. I am honored to hold the Certificate with a
Fellows status with only 122 others worldwide. I
Ann Kinkade, above, believes America needs a family business
advocacy group to pave the way for future collective success.
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only mention that because it has been our task to
mentor those enrolled in the Certificate Program,
and I was fortunate enough to mentor Ann
Kinkade, who was director of the Family Business
Center at the University of Wisconsin School of
Business before she left to take on a new challenge.
This year's conference was right on Times
Square in New York. It was attended by almost 50
percent of FFI's membership with about one-third
of the participants living outside of the United
States. That's pretty amazing and unique. The conference offered the venue for Kinkade and her
associates to "test the water" of the FFI membership on a new venture: Family Enterprise USA
(FEUSA) (www.familyenterpriseusa.org).
As its president and CEO, Kinkade has taken
on an Everest-sized challenge.
"The most powerful factor that influenced my
decision to lead Family Enterprise USA is my
strong conviction and belief that there is a need
for a family business advocacy group in the United
States," says Kinkade. "Organizing a critical mass
of family businesses with shared interests is the

FAMILY BUSINESS
only way they can collectively have sustainable
influence in Washington D.C. and appropriate
recognition."

cent of new job creation, it's time for more family
firms to use the tag line—family business—in
their advertising.
o

Family Enterprise USA - the Overview
Family Enterprise USA is an independent
national 501c3 membership organization whose
primary purpose is to increase the public's
general knowledge of the family business sector
and its interests, and to broaden awareness of the
positive contributions made to U.S. society and the
economy by its millions of family businesses.
The mission and vision of FEUSA is simple, yet
monumental: inspired and guided by its members,
FEUSA educates the general public, policy makers
and the media about the collective issues faced by
family enterprises and publicly promotes their
contributions to the common good.
Part two of the vision is that in 10 years FEUSA
will have 20,000 members, primarily businessowning families who take pride in describing their
business as "family owned." "Family business"
will be a clearly defined brand of its own, one that
owners, employees, customers, suppliers and all
constituents will understand and comfortably
espouse. The general public will have increased
awareness of the difference family businesses make
in their communities. Ten years from now the
interests of family business owners will be considered when policy makers convene and make decisions based on their impact to business-owning
families and their communities. Family business
concepts will be widely integrated into college
curricula and research, thereby preparing next
generation leaders to be most effective in this critical business sector.

The Key Strategy
FEUSA will promote awareness of family enterprise issues through education and communitybuilding. Its three strategic priorities for the next
3 to 5 years include:
1. Creating a collective family enterprise
identity.
2. Educating policy makers and the general
public about the importance of family enterprises
to our society and economy.
3. Advocating on behalf of family enterprises
to the general public and media.
Kinkade says, "Family Enterprise USA firmly
believes that its family businesses 'human-ness' is
what makes them worthy of attention. Warts
and all, we cannot deny that family businesses
contribute up to half of our country's gross
domestic product and employ at least 36 million
people (using the most conservative estimates).
Beyond their economic impact, they generate
immense and immeasurable goodwill in their
communities. These are the factors that need to
define their image."
While Family Enterprise USA is in its infancy,
it has already attracted keen attention. The session
FEUSA hosted at the FFI Conference quickly
proved the need and interest with a standing room
only crowd. Those gathered only got an appetizer
of the meal to come. Much of the discussion
around FEUSA is how to define and separate
family business. Ritch L. Sorenson, who holds the
Opus Endowed Chair of Family Enterprise at the
Opus College of Business, University of St.
Thomas, Minneapolis, Minn., teamed up with
Leonard Bierman, professor of management at
Texas A & M University, to publish a paper in the
Family Business Review (Volume 22 Number 3,
September 2009, 193-5). It makes a case for family
social capital being the key destination that separates family from nonfamily businesses.

Bravo!
Kinkade says the role of the organization is an
important one, if for no other reason than the
voice it offers this category of business.
"Family Enterprise USA does not believe family businesses should be put on a pedestal. Rather,
FEUSA will convene a large number of members so
that they can have a platform. What would you
say to the general public, the media and policy
makers if you and 20,000 other family businesses
had a platform?"
Previous grass roots family business organizations focused on taxes—more specifically estate
taxes. But FEUSA is going way beyond tax issues,
to build recognition for the category itself. With
family businesses accounting for at least 29 percent of the U.S. gross domestic product and 78 per-

Call to Action
1. Pronounce boldly that yours is a family business—after all your name is probably on the door
2. Get on board with Family Enterprise USA
www.familyenterpriseusa.org. It could change
everything. ••
Richard Segal is the chair of the Family Business Council, a
membership organization of family owned businesses. He can
be reached at RMSegal@aol.com.
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