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Pre-Campaign Focus Group Report
Persons working in Family Businesses (PFB)

Maria Brown, Ph.D.

Introduction

This report presents findings of the qualitative analysis carried out on
the data retrieved from the focus group held in June 2019 with a
sample of persons working in family businesses in Malta.

The analysis was carried out on the basis of the indicators identified
as relevant through the literature review exercise carried out for the
purposes of this research study, namely:

1. Household and lifestyle, with special attention to income and
consumption;

2. Financial literacy and capability, with attention to financial
education;

3. Retirement capability, with attention to an analysis pension
schemes; and

4. End-user engagement with awareness campaigns, with special
attention to media and social media dissemination channels.

Moreover, the review of literature also enabled identifying
mechanisms that transversally affect all these four main indicators,
namely:

a. Trends (identified within the cohort/s);

b. Assets and resources (that one or more social cohort/s already
possess/es or practice/s);

c. Limitations (that limit the financial literacy and/or retirement
capability of one or more social cohort/s);

d. Communication vehicles (that are relevant to one or more social
cohort/s when engaging with financial literacy and retirement
capability).

These indicators and mechanisms will also be used to organize the
structure of this report.



Household and lifestyle
Trends

Data retrieved during the focus group with persons in family businesses
shows that at the time of research eating out, recreational weekends and
use of online services trended among this cohort, as opposed to gambling:

...immur restaurant jew hotel ghall-weekend break.

Jien nahdem b’kollox online u iktar ma jkolli kollox online iktar nmexxi.
Vera komdu iktar b’e-id u kollox.

Le le dak nogghod ‘il boghod minnu, hafna wkoll! Kemm ikun hemm min
imur jilghab pero’ Casinos!

Le jien dal-affarijiet ahjar ma ndurx ghalihom. Kien hemm Zmien kont
Nilghab ta naq’a lottu, dik ta €2 jew x’inhu, pero’ issa waqaft.

Assets and resources

The focus group yielded little data that could be coded as assets and
resources facilitating this cohort’s household and lifestyle. These data
include evidence that participants considered family members as a non-
monetary asset to managing the financial aspect of their household and
lifestyle:

Ir-ragel u jien ghamilna patt...

...nipprova nsemmilha (lill-mara) naq’a affarijiet Zghar bhal 10 kelmiet u
tiskanta, tghidli xi haga u tkun ga rrangatli nofs il-problema! Sa imn’Alla.
Bil-ftit li taf tghin hafna xorta.

Limitations

Household and lifestyle of some of the persons working in family
businesses participating in the focus group emerged as financially
constrained to make long-term investment such as property, compared to
others:



Partecipant 1: Jien xtrajt propjeta ghax diK |-unika mod ghalija kif
nista’ nara investiment.
Partecipant 2: Imma jrid ikollok biex tixtri.

Financial scams were another identified limitation to household and
lifestyle of this cohort, particularly those that involve email or phoning. :

Ha nghidlek, certu scams huma vzibli. Emails u hekk ma naghtix kashom
ghax jistghu jghalluk!

Ifhem jien inwaqqaf international calls, dawk kollha spams!

Kemm kont ged nircievi calls, anzi nsomma nagsu issa!

lja, trid ma taghtix kashom ghax vera bdew jippersistu f hinijiet minnhom.
In this regard, the focus group also yielded data on how some of the

participants had fallen victims of financial scams. These findings will be
discussed in the subsection on limitations to financial literacy and

capability.



Communication

Figure 1
Word cloud - PFB household and lifestyle
Twenty (20) most frequent words
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Figure 1 graphically presents the twenty (20) most frequent words found
in the PFB focus group data that was coded as related to household and

lifestyle. The same analysis results are presented in table format in Table
1.



Table 1

List - PFB household and lifestyle
Twenty (20) most frequent words

Word Length Count F}’g’r ecigr?ttaege %ivn;:rlgsr
online 6 4 3.51% online
calls 5 2 1.75% calls
kashom 6 2 1.75% kashom
komdu 5 2 1.75% komdu
nahdem 6 2 1.75% nahdem
patt 4 2 1.75% patt
propjeta 8 2 1.75% propjeta
ragel 5 2 1.75% ragel
tixtri 6 2 1.75% tixtri
bilfors 7 1 0.88% bilfors
break 5 1 0.88% break
casinos 7 1 0.88% casinos
emails 6 1 0.88% emails
ftit 4 1 0.88% ftit
fhinijiet 10 1 0.88% fhinijiet
granted 1 0.88% granted
hotel 1 0.88% hotel
international 13 1 0.88% international
investiment 11 1 0.88% investiment
inwaqqaf 8 1 0.88% inwaqqaf

These results inform on the vocabulary terms preferred by the sample
representing the PFB cohort to refer to items, concepts and practices related
to the financial aspects of household and lifestyle.

Moreover, they shed light on the quantitative relevance that each word had
when the focus group discussion focused on household and lifestyle
matters. In other words, on the frequency of the specific words tabulated
above during the fieldwork with the sample of the PFB cohort.




Financial literacy and capability

Trends

A good level of financial literacy trended among representatives of PFB,
notwithstanding differences concerning sources, origins and pathways that
ranged from primary groups to lots of trial and error up till employment
experiences:

Kelli missieri...fil-business kien (business wahdu fis-sens) u tghallimt
minnu.

Alna minn eta’ zghira hafna konna naraw fhiex ha nindahlu biex naqilghu
I-flus. B’hekk ta’ eta zghira kont imdorrija hafna.

Jien bdejt nitghallem mill-bidu tal-impjieg tieghi.

Tghallimt fuq flus meta verament bdejt nahdem, bl-esperjenza ggib kollox
u certament li bix-xoghol tasal.

Bghatejna hafna. Titghallem [-affarijiet bl-esperjenza, pjannar ta’
insurances apposta kif ukoll processi ohra bhal tat-taxxa u I-NI ...

Analysis of data retrieved from the focus group with persons in family
businesses illuminated trends targeting balance between short-term
gratification and long-term financial investment. Whilst investment in low
risk and long-term investment was given value - such as investment in
property - so was sustainable enjoyment of day-to-day life, particularly
when coupled to ways of saving money — such as using vouchers. There
was also evidence that participants did not prioritise short-term
gratification in times of financial need:

Ithem taqta I-kappricci trid. Jien hekk kont ghamilt fcertu sitwazzjonijiet.

Jien minn naha tieghi nogghod kieku lura mill-affarijiet li s-soltu kieku
nixtri, kappricci kif ged tghidu intom.

Jien xtrajt propjeta ghax dik [-unika mod ghalija kif nista’ nara
investiment.

Ir-ragel u jien ghamilna patt. Il-hajja ma tistax tohodha for granted. Trid
tgawdihom imma kollox b’moderazzjoni.



Jien kull fejn imur irid nuza vouchers. Bilfors. Jekk immur restaurant jew
hotel ghall-weekend break. Mela u nitlobhom dejjem ta, dejjem donnu
rnexxieli insommal!

Assets and resources

The research yielded evidence that in some cases kin relations contributed
— albeit not in a monetary way - to the financial literacy representatives of
the PFB cohort, with positive effects on their financial capability. Spouses
and parents were mentioned as positively influencing values, attitudes,
financial planning and decision-making of participants. There is also
evidence that PFB share financial concerns with very close family
members or no one at all. A general distrust in trade unons featured in the
data, as will be elaborated in the next subsection:

Personalment, jien tip ta’ persuna li ma tantx nagsam hafna affarijiet ma’
nies. Ghandi gurnal Zghir li nikteb kollox fih u nzomm rekord ta’ kollox
hemm.

Jien nitkellem mal-familja u nistqarr maghhom I-affarijiet kif sejrin.
...nipprova nsemmilha (lill-mara) naq’a affarijiet zghar bhal 10 kelmiet u
tiskanta, tghidli xi haga u tkun ga rrangatli nofs il-problema! Sa imn’Alla.
Bil-ftit li taf tghin hafna xorta.

Ir-ragel u jien ghamilna patt...

Kelli missieri...fil-business kien (business wahdu fis-sens) u tghallimt
minnu.

Technology stood out as an increasingly valuable asset to representatives
of this cohort, albeit incurring necessities:

Jien nahdem b’kollox online u iktar ma jkolli kollox online iktar immexxi.
Vera komdu iktar b’e-id u kollox.

T-teknologija dejjem tikber u fiha d-domandi taghha dags id-domanda tal-
klijent.

Limitations



Representatives of persons working in family businesses commented that
lack of knowledge is a pressing limitation and this was associated with
poverty:

L-ikbar haga li hawn hu tassew in-nuqqas ta’ gharfien. L-ikbar fagar hu
dan.

In relation to this, it is also worth mentioning some participants’ bad
experiences with entrusting financial matters to persons they presumed
were knowledgeable:

Mela mhux bhali, dak iz-Zmien kont sa nizzewweg u minghalija kelli
Lm38,000. Kelli wiehed mill-Furjana kumbinazzjoni, johodli hisieb u aqta’
kemm ghax spiccajt fixxa b’xejn! Ma kontx naf kif kien sa jirnexxilna
nghixu! Konna nibqu bil-guh certu granet ‘habba f’hekk imma ghall-
grazzja ta’ Alla rnexxielna.

Some of the participants also mentioned having been victims of financial
scams:

Jien niftakar kelli €15,000 li haduhomli xi kumpanija mill-Amerika mill-
credit card tieghi. Bqajt iccassat kont! Kont ¢cempilt il-kumpanija u galuli
jekk ma ntihomx invoice, ma jistghu jaghmlu xejn! Imma ghidli wahda,
x’invoice stajt natihom? Eventwalment il-bank galuli li sakemm il-flus
ghadhom ma ttiehdux mill-bank account mela m’ghandhiex ghax
ninkwieta. Imma dan il-process kien dam xi 3 xhur ghaddej, tistghu
timmaginaw kif kelli msarni f” saqajja. Esperjenza kerha.

...mid dehra kien hemm xi iadd li beda johodli flus minnu dan [-account u
beda jiehu ammonti li huma inqas mill-ammont li kKieku |-bank jigbduli
attenzjoni fughom. Daqqa ta’ €200, dagqa €250, daqqa €260 ecc. Indunajt
imbaghad u cempilt mill-ewwel u kienu tawni flusi lura almenu imma aqta’
kemm inkwetajt!

PFB representatives also manifested a general distrust in trade unions,
despite a minority of data that testified to ambivalence. Irrespective of
differences there is no evidence of first-hand experience of trade union
membership:



Le jien gatt ma kont go Trade Union.
Angas jien ta.
Jien smajt hafna stejjer differenti bit-trade unions, min jghid li jaqbillu u

min jghid li ahjar le.

Some data also flag negative evaluations of financial services sought from
servizz.gov:

...l konna sibna naga hekk kienu servizzi.gov. Donnha ma stajniex
nifhmuhom dagshekk. Jist’a jkun l-esperjenza taghna biss ta imma ma
tantx rajt li kien hemm ghajnuna ta’ barra minn hawn fuq dak li ridna afina
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Communication

Figure 2 graphically presents the twenty (20) most frequent words found
in the PFB focus group data that was coded as related to financial literacy
and financial capability. The same analysis results are presented in table
format in Table 2.

Figure 2
Word cloud - PFB financial literacy and capability
Twenty (20) most frequent words
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These results inform on the vocabulary terms preferred by the sample
representing the PFB cohort to refer to items, concepts and practices related
to the financial literacy and capability.

Moreover, they shed light on the quantitative relevance that each word had
when the focus group discussion focused on financial literacy and
capability. In other words, on the frequency of the specific words tabulated
above during the fieldwork with the sample of the LIEP cohort.

It is however to be noted that a considerable number of participants in this

focus group were non-Maltese speakers. Notwithstanding this also reflects
the economic migrant demographic in the country at the time of the study.
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List - PFB financial literacy and capability

Table 2

Twenty (20) most frequent words

Word Length Count F}’g’r ecigr?ttaege %’ivrgirlgsr
flus 4 7 1.12% flus
business 8 6 0.96% business
online 6 6 0.96% online
bank 4 5 0.80% bank
esperjenza 10 4 0.64% esperjenza
nahdem 6 4 0.64% nahdem
bzonn 5 3 0.48% bzonn
dagga 5 3 0.48% dagga
ghajnuna 8 3 0.48% ghajnuna
kappricci 9 3 0.48% kappricci
komdu 5 3 0.48% komdu
post 4 3 0.48% post
teknologija 11 3 0.48% teknologija
tghallimt 9 3 0.48% tghallimt
trade 5 3 0.48% trade

union 5 3 0.48% union, unions
144 3 2 0.32% 144
153 3 2 0.32% 153
account 7 2 0.32% account
ammont 6 2 0.32% ammont
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Retirement capability

Trends

PFB representatives manifested little consideration towards and trust in
pension provisions that were mainstream at the time of the study,
particularly in the pay-as-you-earn (state contributory) pension system.
This was considered as too low to sustain a decent living as well as
unsustainable and unavailable by the time a number of participants would
reach pension age. Moreover, it was also noted from an older participant
that he still had to work despite he was 70 years old:

Ghalhekk jien mhux inqgisa I-pensjoni, ghaliha ma teZistix ghax mhux sa
jkollna. Wara kollox insomma, bil-pensjoni ta’ issa angas tasal imkien!
Vera baxxa, ma nafx kif jghixu jahasra.

Le angas jien mhux inqisha l-pensjoni, ghax minbarra li hi baxxa bhala
valur ta’ flus, infoss li mhux sa nillkagha sakemm nasal biex nirtira jien.

Sakemm nasal biex nirtira, pensjoni ha tispicca.
...bil-pensjoni ta’ issa... hi mizera!

Heqq lili mhux tarani, ghandi fuq s-sebghin u bqajt ghaddej nahdem, u
nibga ghaddej.

The data set does not include explicit mention about participants’
contributions, which is understandable considering the sensitive nature of
this kind of information, particularly when divulged in the presence of a
broad mix of third parties, as was the case during the focus group.
Notwithstanding, the data set testifies to lack of regard towards making
such contributions and the national pension system at the time of the study.

Assets and resources

Participants identified self-sought and profitable business opportunities as
assets to retirement capability, personal savings, as well as professional
guidance in investment. Practical examples included business and
investments role-modelled in family contexts:

In-nanna kienet lucky hafna wkoll f’dan it-tagsima u bil-pensjoni. Kellha
persuna vera tajjeb li kien irnexxilu ma jitilfilniex dagshekk flus meta miet

13



In-nannu (ir-ragel taghha) u lucky bizzejjed li ged tghix hajja komda. Mhux
kulhadd ghandu dak il-privilegg.

Jien u |-familja ga bdejna nfaddlu apparti ‘zabba f’hekk. Ma rridx li nasal
f’punt la nikber u nghid stajt ghamilt iktar. U kif ghidna l-ewwel, bil-
pensjoni ta’ issa... hi mizera!

Hemm hafna investimenti, low.... medium and high risk u bil-pensjoni
marret low risk investment u rnexxilha tikseb hafna!

Limitations

As mentioned earlier, the foreseen unsustainability of pension system
existent at the time of the study was identified among the limitations to
retirement capability. Data show that ideas that disregard the value of the
state pension system at the time of the study were rooted also in
socialization within the family context:

Missieri galli li hemm cans li ma jkollniex pensjoni. Dik tinkwetani, mela
I-NI li nkunu ged nhallsu mhux ghall-pensjoni?

Jekk in-nies li ged jahdmu bhalissa mela jispiccaw bla flus ghal meta jaslu
ghall-pensjoni, ha nispiccaw nikkrejaw il-faqar.

Tax brackets affecting working persons who, at the time of the study, were
past their pension years, were described as failing to adequately cater for
certain representatives of this cohort:

U ohra jien pensjonant u ghadni nahdem. Hdimt dagshekk, apparentament
tlajt f’bracket iehor u hadli pensjoni kollha! Nerga nirepetti, kollha! Hekk
sew issa?

Jien wkoll pensjonant. Bqajt nahdem ukoll!
Limitations to retirement capability of persons working in family
businesses also included lack of interest in working in the family business

by the younger generations that were due to inherit the business. This may
infer job and income uncertainties for workers of such family businesses:

14



Problema hi li issa hadd mit-tfal...ma donnu jrid ikompli, u dik problema
kbira ghalina.

Communication

Figure 3
Word cloud - PFB retirement capability
Twenty (20) most frequent words
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Figure 3 graphically presents the twenty (20) most frequent words found
in the PFB focus group data that was coded as related to retirement
capability. The same analysis results are presented in table format in Table
3.

These results inform on the vocabulary terms preferred by the sample
representing the PFB cohort to refer to items, concepts and practices related
to retirement capability.
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Table 3

List - PFB retirement capability
Twenty (20) most frequent words

Word Length Count F}’g’r (i:igr?ttaege Similar Words
pensjoni 8 12 6.56% pensjoni
nahdem 6 2.19% nahdem

flus 4 1.64% flus
baxxa 5 1.09% baxxa
fbracket 9 2 1.09% f’t},rsl‘jﬁft'
jghixu 6 2 1.09% jghixu
kollha 6 2 1.09% kollha
low 3 2 1.09% low
lucky 5 2 1.09% lucky
mizera 6 2 1.09% mizera
nafx 4 2 1.09% nafx
pensjonant 10 2 1.09% pensjonant
problema 8 2 1.09% problema
risk 4 2 1.09% risk
sebghin 7 2 1.09% sebghin
tagsima 7 2 1.09% tagsima
ammont 6 1 0.55% ammont
apparentament 13 1 0.55% apparentament
bizzejjed 1 0.55% bizzejjed
bla 1 0.55% bla

Moreover, they shed light on the quantitative relevance that each word had
when the focus group discussion focused on retirement capability. In other
words, on the frequency of the specific words tabulated above during the

fieldwork with the sample of the PFB cohort.
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End-user engagement with awareness campaigns

Trends

Despite lack of reference to campaigns in the dataset of this cohort,
technology and more traditional forms of making contact (e.g. telephone)
trended among outreach initiatives of representatives of family businesses:

...jien nara I-GRTU? /i vera huma ta’ ghajnuna u anzi ghandhom jaraw kif

Jifthu iktar fugna u jghinuna jew ikun hemm wahda apposta taghna. Meta
kelli bzonn dejjem sibthom, incempel u jghinuni over the phone ukoll,
konvinjenti.

...Mentri servizz.gov mhux ta’ barra minn hawn.

Teknologija dejjem tikber ...

Assets and resources

During the focus group specific support participants made specific
reference to the resourcefulness of support telephone lines, from which it
may be inferred that campaigning targeting awareness of such services had
an impact on this cohort — together with their experience of users of such
services:

lja u hemm helplines tal-144 u 153.

Limitations

The focus group yielded little data that could be coded as a limitation to
this cohort’s engagement with awareness campaigns. Exceptionally,
participants, and older digital migrants in particular, reference to the
challenge of or resistance to becoming digitally literate:

Partecipant 3: Imma trid titghallem ghax dan hu avvanz necessarju taz-
Zmien.

Partecipant 4: Imma jien ma rridx nitghallem u hadd m’ghandu
jisfurzani imma.

1 Consideriation of this data should factor in that the GRTU assisted the research team to snowball
participants from this cohort. To secure and facilitate participation the focus group was held at
GRTU premises and for related reasosn a GRTU representativ was present during the focus

group.
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Partecipant 5: Jien it-tifel kien qalli li issa wasal zmien [i tinsa’ [-karti u
tara kollox fug computer. Mhux haga li xtaqt ovjament
imma la Zminijiet huma hekk issa, xi trid taghmel?

Partecipant 4: Heqq imma dik id-diffikulta kollha! Jien ma rridx!

Communication

Figure 4 graphically presents the twenty (20) most frequent words found
in the PFB focus group data that was coded as related to end-user
engagement with awareness campaigns. The same analysis results are
presented in table format in Table 4.

Figure 4
Word cloud - PFB end-user engagement with awareness campaigns
Twenty (20) most frequent words
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These results inform on the vocabulary terms preferred by the sample
representing the PFB cohort to refer to items, concepts and practices related
to end-user engagement with awareness campaigns.

Table 4
List - PFB end-user engagement with awareness campaigns
Twenty (20) most frequent words

18



Word Length Count Pv}/er e(jg:g:ge ?/ivrgirlgsr
online 6 2 2.27% online
rridx 5 2 2.27% rridx
zmien 5 2 2.27% zmien
144 3 1 1.14% 144
153 3 1 1.14% 153
apposta 7 1 1.14% apposta
artificial 10 1 1.14% artificial
avvanz 6 1 1.14% avvanz
barra 5 1 1.14% barra
bzonn 5 1 1.14% bzonn
computer 8 1 1.14% computer
dags 4 1 1.14% dags
diffikulta 10 1 1.14% diffikulta
domanda 7 1 1.14% domanda
domandi 7 1 1.14% domandi
gov 3 1 1.14% gov
grtu 4 1 1.14% grtu
ghajnuna 8 1 1.14% ghajnuna
helplines 9 1 1.14% helplines
intelligence 12 1 1.14% intelligence
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Moreover, they shed light on the quantitative relevance that each word had
when the focus group discussion focused on end-user engagement with
awareness campaigns In other words, on the frequency of the specific
words tabulated above during the fieldwork with the sample of the PFB
cohort.

Main conclusions and recommendations

Representatives of the PFB cohort manifested awareness of and
sensitization to a culture characterized by conscientiousness and
sustainability, to which they attributed value. The research also
yielded evidence of related practices such as prioritizing needs over
wants. Analysis of focus group data also illuminated the relevance of
family members in the financial decision-making of this cohort, from
parents to spouses. Related data also identified the relevance of
competent professional support to make decisions and manage
financial matters.

In relation to this last point, the data analysis also yielded evidence
that representatives of this cohort reach out to services available
online and via more traditional means of communication -
particularly support lines (144 and 153) to cater for their financial
needs. It follows that the design of a financial literacy and retirement
capability campaign could dwell on this evidence and boost how such
good practices may inform planning for the pension years.

Indeed, the headline finding of this report is the distrust among this
cohort in the mainstreamed pension arrangements existent at the time
of the research. The dataset contained no explicit verification as to
whether persons working in family businesses were paying
contributions at the time of the study. The sensitive nature of such
information corroborates. Notwithstanding, the available data flagged
that a number of participants had already reached pension age yet
they were still working; others stated that the average pension was
not enough. Research participants associated retirement capability
with personal savings and private investments, rather than with state
contributory pension.

Analysis of the research data identified the family as the context with
which they associate discussion on financial matters. Consequently, it
is likely that members of the PFB cohort are more likely to find
campaign content that is contextualized within family environs as
familiar, accessible and understandable. On a smaller scale, reference
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was also made to more formal organizations such as social partners
and state support services.
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