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InUgan- 
da, one of 

the most 
beautiful 
transitions 
wasin the 
Mulwana 
Group, the 
transition 
from James 
to Geoffrey. 
Itis a beau- 
tiful story of 
anindige- 
nous busi- 

aness that 
“*moved from 
the first 
generation 
tosecond 
generation. 

° 
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fyou have followed this column 
antil this point, then some ma- 

Jor themes muct have emerged. 
Onelsthat strategyin the emerg: 

ing world i amorphous, second is 
thatfamily businessisthe future. All 
great economies are sustained by re- 
silient family businesses. Yet, fam- 
ily businesses are alko some of the 
most complex systems to run be- 
causc of the intersection of family 
and business. 

Family businesses are usually 
characterised by the founder, the 
Matriarchor Patriarch that built the 
business from the trenches. They 
were the revolutionary, the gencr- 
al that bears many scars because of 
this business growth journey.Quite 
often, theirs s not lassroom knowl- 
edge,it i street knowledge, efined 
with time and experience. They 
have come to acquire a natural sen- 
sitivityabusiness instinct 

‘While the rest of the business is 
Tooking Eastwards,they will notice 
that the real way to goiis Westwards. 
‘The Founder has peculiarities that 
make them successful in their in- 
dustry. They have their own pat- 
temn recognition, abstract reason- 
ing andare also great atinsane xe- 
cution.The time it takes for aFound- 
ertogo fromidea to execution isal- 
‘most zero.They have a bias towards 
actions,and know themost efficient 
pathto gettotheright outcome. 
“The point here s that the Found- 

er has qualities you will never find 
in any business school. They have 
been battle-hardened,they havethe 
social capital. Customers have dealt 
with them overtime and they trust 
their word. The Founder represents 
certainty, quality, everything that 
the worid comes to associate with 
the business brand. In fact, most of 
the goodwill of the business s em- 
bedded within the personality of 
the Founder. The Founder isa cru- 
cialintangible asset of the business. 
But the time always comes when 
the Founder (15t Generation) hasto 
hand over themantle. 
Transitions 
InUganda,one of the most beau- 

tiful transitions was in the Mulwa- 
na Group, the transition from James 
to Geoffrey It is a beautiful story of 
an indigenous business that moved 
from the first generation to second 
generation. 

Usually Founders will ry toman- 
age the transitions. Increasingly re- 
ducetheir presenceandinput o the 
business while giving the 2nd Gen- 
eration a chance to come in, find 
their way around the ropes of the 
business. The Founder will take on 
the role of Observer or Coach, only 
coming inwifBh itis absolutely nec- 
essary. 

At this point, 1 am describing 
this as a smooth transition. It s al- 
‘ways far from true. There isnever a. 
smooth transition.First, the Found- 
er and the 2nd Generation come 

Tho Aga Khan siblings have continuad to carry on the family businasses. PHOTOS/ABUBAKER LUBOWA 

Managing transitions 
1n family businesses 
been formed by different conditions. 
In business,the hardest thing torep- 

| licate are the conditions that created 
| anentrepreneurEvery conditioncre: | 
atesacertainkind of entreprencur. 

‘The second generation will be an 
early adopter of many new technol 
ogies,new people management phi- 
losophies, and they will not have 
manyattachments o the people that 
‘worked with the Founder The Found- 
er will have many people to whom 

! they owe some loyalty, those peo- 
ple with whom they fought in the 
renches.Yet,they may now be liabil 
ities. 

In one of the companies, the 
Founder had kept a certain driver on 
the payroll simply because he'd been 
his first driver, the one who choseto | 
trust him aka Employee 001. Thessec- 
ond generation may not share some 
of these sentimentalities and this 
will beasourceofconflict. 

‘The major conflct i that the two 
generations have different perspec- 
tives, and are products of different 

environments, Thus, s a conflict of 
world views. Where the Founder ex- 
ercises Strategic Patience, the 2nd 
Generation may want to move in 
fast, break things fast,and carry out 
quick reforms. But the Founder has 
also learned by getting burnt, they 
know that sometimes agency is not 
everything, But how do they pass on 
suchamessage? 

Usually, it s to allow the second 
‘generation the freedomto alsomake 
their own mistakes, so that some- 
‘where along the way,the two worlds 
find a meeting point At this meeting 
‘point, they borrowlessons from each 

foarm difrant yorlds, they have _ other and areable o hartout away. 

intothe future for the business. 

Thohardesttest 
The hardest testis always the 
onesatby the second generation. 
‘They have more to prove,and 
they have their full reputation 
on theline. The first generation 
‘may have faced pressure, but if 
they had failed, no one would 
have blamed them. It would be 
another business failure.For the 
second generation, there is just 
1o room o fail. They must suc- 

ceed because thereisa reference 
point of someone who already 
didit. 

Yet, second generation also 
faces the huge task of reinven- 
tion, pivoting, pointing the busi- 
ness to new worlds, new vays of 
thinking and they must get bu- 
in for these transformations. 
‘They also face conflicting loyal- 
ties from those accustomed to 

‘the Founder. 
Above all,for the Founder, it 

takes along imeto trust the sec- 

ond generation at the wheels, 
they will keep micro-managing 
them,vetoing their decisions. In 
the end, we find that there s .| 
‘proper way to do a transition, 
every family business must do 
souksearching and doit in their 
own best way possible. It s the 
case of when the old world is dy- 
ing and the new world is strug- 
glingtobeborn. 

lan Ortegais aconsultant and 
‘Managing Partner at Ortega 
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