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Now, the signature event is held on behalf
of statewide sponsors, and the family busi-
nesses that are nominated, go through the
application process, and are honored. The
2009 event was held on October 15, and
awards were given for small, medium and
large family businesses, for distinguished
community service, and for overcoming
adversity.

“It’s a warm family event with a great
deal of celebration,” said Tarlow. “It doesn’t
feel like a competitive awards dinner. We’re
coming together as a family in one big
group.”

While winning an award is always nice,
the FBA sees the application process as
the most worthwhile part of its signature
event.

“The key is here is to see how you mea-
sure against high standards,” said Davis.
“People can learn how other companies
have rebuilt and renewed their strategy,
transferred their organization from one
generation to another, and dealt with the
wealth inside the family.”

“It also causes some of these businesses
to do an internal self evaluation as they go
through the application to recognize, ‘we’re
doing these things really well, but we’re not
doing other things as well as we could be,
maybe we need to redirect some of our ef-
forts,” Nagle said.

Tarlow said the FBA has heard from sev-
eral different businesses that the applica-
tion process has brought families in busi-
ness closer. As they take an introspective
look at their business, they also learn new
things about their family.

“One of the remarkably unexpected and
most gratifying results of the application
process is that three generations will sit
down, and the first and second generations
will tell stories that the next generation
hadn’t heard,” Tarlow said. “It’s discovering
the stories and the history of their family
that binds them together in ways that they
had not bound themselves together in the
past. It creates a family theme which has a
branding element to it.”

Stretching across all industries and all
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business sizes and types isn’t easy. Trade as-
sociations can be very territorial and picky
with whom they do business.

An Explosion of Interest

But everybody has a mother. Each indus-
try can appreciate the unique challenges
family businesses face.

“It’s the largest category of all business,
that nobody had been able to wrap their
arms around before because it was so frag-
mented,” said Davis.

Tarlow pointed out when the Massachu-
setts Building Congress inducted three new
members to their Hall of Fame this year,
two were family businesses: J.C. Cannistra-
ro of Watertown, which is second genera-
tion, and Bond Brothers of Everett, which
is fifth generation.

“The people that got up and spoke didn’t
talk about the great buildings they built,
they talked about their fathers, and the con-
tribution their fathers made to them to pass
on the value system of the business,” Tarlow
said. “Although they were being rewarded
by the industry they’re in for their accom-
plishments in the industry, they should have
been awarded by us for their family accom-
plishments, and that gets overlooked by the
trade associations. So we are the intersec-
tion between the two disciplines.”

What has surprised even the founders
of the FBA is how quickly the marketplace
has taken to their efforts. Along with The
Warren Group, publisher of Massachu-
setts Family Business magazine, the Boston
Business Journal, Entercom Communica-
tions, and Comcast Television have quickly
become the non-profit’s media partners.

“Because we do connect so well to our
audience, the four cornerstones of media
[newspapers, magazines, radio and televi-
sion] all volunteered their platforms to sup-
port what we were doing to communicate
with family businesses,” Davis said. “We
now have the ability, for what we’re doing
naturally, to touch every family business in
the state on a weekly, monthly, quarterly
and annual basis and give them access to the
knowledge base to manage their businesses
more successfully.”

“I think the reason that the media atten-
tion has grown so quickly is that there is a

need in the marketplace, there was a vacu-
um as to who was going to [pull] all these
diverse groups together to help family busi-
nesses,” DeNapoli said.

The Next Steps

The FBA is just approaching its one year
anniversary; the non-profit s still in its ado-
lescence. But unlike most wayward youths,
this one has a plan to bring its platform to
the national stage.

“We think that honoring these people,
who go through the sacrifices, who are
the backbone of the commonwealth of
Massachusetts — but also the backbone of
the other 49 states — allows us to take this
award program, and the educational com-
ponent of it [to a bigger level],” said Tarlow.
“I think it’s our independence that makes us
so attractive... and the lack of identification
with any one organization.”

But going national is for the future; the
FBA first has to ensure its continued suc-
cess.

The FBA is moving on to stage two of its
four-stage plan. The first stage was devel-
oping an independent statewide non-profit
organization. The second stage will be to
offer programming throughout the year
leading up to the 2010 awards event.

Stage three is to start pulling in member-
ship, and to do programming in a member-
ship context, and stage four is to create a
family business center under the FBA% di-
rection.

“These are stages, and it’s important to
us, as an organization, to make sure that
each stage is done properly before mov-
ing on to the next one,” Nagle said. “We’re
building a template. We want the template
to work properly, so we’d rather take our
time.”

But it’s hard for the founders to not be
excited about their early success; they’ve
come together to love this non-profit just
as a family loves its business.

“We all feel so passionate about this, I
think it helps us understand what these fam-
ily businesses go through,” Watson said.

“It’s captured all our hearts, not just our
intellects,” said Davis. “We’ve tapped some-
thing that was bigger than maybe even we
realized.” |
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THE KELLIHER GROUP

Skittish about investing? If market volatility has shaken your confidence about
investing, then it’s time for a fresh approach. Our core business is managing
customized portfolios for our clients and advising corporate retirement plans.

Custom Portfolio

* Risk-managed investment process

*  Fixed income, municipal bonds, mutual funds, stocks, ETFs, and Mutual Fund Portfolio Strategies
* Discretionary, fee-based asset management through Morgan Stanley Custom Portfolio™

*  Accounts managed by experienced portfolio managers

Retirement Plans

*  Comprehensive fiduciary framework and support

*  Ongoing plan investment analysis, and employee education and communication

*  Named on the Nations “most successful” retirement and Plan Advisory practices by PLANSPONSOR
magazine, 2004—2008 (top 5 nationally in 2008*).

The Kelliher Group has grown to a practice of 14 professionals and well over $1 billion in assets. Our clients
include family businesses, unions and publicly traded companies, endowments, foundations and nonprofit
organizations. Explore how a disciplined investment strategy can help your portfolio recover. Please contact:

The Kelliher Group Stephen Kelliher Jack Corbett

600 Longwater Drive Senior Vice President Senior Vice President

Suite 202 Financial Advisor Wealth Advisor

Norwell, MA 02060 Senior Portfolio Manager Portfolio Manager

877-535-4437 stephen.kelliher@morganstanley.com jack.corbett@morganstanley.com
781-681-4933 781-681-4913

* Source: PLANSPONSOR magazine, December, 2008. Ranking was based on overall client satisfaction, along with evidence
of increased participation rates, enhanced rates of participant deferrals, improved asset allocation, and either reduced fees or
expanded service levels for the 2008 year.

Morgan Stanley Smith Barney, Morgan Stanley & Co. Incorporated and Morgan Stanley Smith Barney’s Financial Advisors do

not provide tax or legal advice under the Internal Revenue Code or otherwise with respect to the services or activities described E E
herein, and this material was not intended or written to be used for the purpose of avoiding tax penalties that may be imposed on g2
the taxpayer. Individuals are urged to consult their tax or legal advisor before establishing a retirement plan or to understand the E §
tax, ERISA and related consequences of any investments made under such plan. S E
Investments and services offered through Morgan Stanley Smith Barney LLC, member SIPC. ég
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& COMPANY, P.C.

Certified Public Accountants
and Business Consultants

Insight and Integrity

99 High Street, Boston, MA 02110 * Phone (617) 439-9700
1500 Main Street, Springfield, MA 01115 « Phone (413) 747-9042

125 Wolf Road, Albany, NY « Phone (518) 454-0880

www.wolfandco.com




