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We Need Your E-Mail
Address So You Can 
Receive Family Business
Quarterly Online

The Northeastern Center’s quar-
terly newsletter, Family Business
Quarterly, is moving online.
Actually, it has been online for
many months, as a supplement to
the printed edition, but beginning
with the next issue, and continuing
at least twice a year after that, it
will be available only online. 

According to Debbie de
Carvalho, Northeastern Center’s
administrative assistant, the newslet-
ter will continue to be published in
a printed paper edition at least
twice a year as well. “We are
experimenting to determine the
extent of interest in reading the
newsletter online,” she said. “To the
extent we can substitute an online
version for a printed version, we
can save significant expenditures.” 

We want to be sure you don’t
miss a single timely issue, so we
urge you to send us your e-mail
address so you can be alerted
when the next issue is posted. 

Send your email address to
d.decarvalho@neu.edu. Then we’ll
notify you when the issue is posted,
and provide you a link right to 
the newsletter.

Plans to re-launch fambiz.com are
in full gear.

The new improved version of the
most complete web site for family
businesses should be online and
available to users right around
January 1, 2002.

Brave River Solutions
(web.braveriver.com) a web design
firm is in the process of completing a
re-design of the fambiz.com site and
content experts are reviewing and
updating information to go on the
site. Northeastern University Center
for Family Business has taken over
hosting of the site. Fambiz.com was
originally launched in 1995, and last
re-designed in 1998. It was taken off

the web earlier this year to allow for
the current re-design and updating by
Northeastern.

According to Paul Karofsky, execu-
tive director of Northeastern’s Center
for Family Business, fambiz is
designed to accomplish two primary
goals:

1. Be a one-stop site for
information about family busi-
ness issues and challenges. “It
will have hundreds of articles about
all aspects of family business man-
agement and challenges,” says
Karofsky. “In addition, it will have a
powerful search engine that will
allow for searches by family business
topic and by key words.” 

2. Link together the world of
family business education.
“There are more than 100 university-
based centers for family business,”
says Karofsky. “We want to link as
many of them as possible from 
fambiz.com, so that users from
around the country, and around the
world, can check out the content and
events of as many education centers
as possible.”

As time goes on, Northeastern
expects to add more features to fam-
biz.com, including email news, chats,
and family business trends, according
to Karofsky. 

The newly designed and
updated fambiz.com web site
will be offering corporations
and professional service
firms a variety of opportuni-
ties to improve their visibility
among family businesses.

Fambiz.com is being 
hosted by the Northeastern
University Center for Family
Business. Paul Karofsky, executive
director of NUCFB sees fambiz.com
as a new media outlet for companies
and firms that want to establish a
stronger identity with family businesses.

According to Karofsky,
“Fambiz.com will be offering terrific
exposure for companies and profes-
sional service organizations that want
to brand themselves as being family-
business-friendly.” He estimates based
on past experience that fambiz.com
will have several thousand family com-
pany visitors each month, from around
the country and around the world.

He also notes that Northeastern will
be aggressively promoting fambiz.com
via public relations, direct marketing,
and other vehicles. “Our sponsors will
receive visibility every time fambiz.com
gets exposure. That visibility will trans-
late into more visitors to fambiz.com.”

Fambiz.com is in the process of
developing sponsorship plans for 
companies and firms. Those interested
in learning more about the opportuni-
ties should call Paul Karofsky at 
781-320-8015 or email him at 
p.karofsky@neu.edu.

New Promotional
Opportunities for
Fambiz.com Sponsors

Putting the 
Finishing Touches 
on fambiz.com



Can a family business owner successfully
combine careers in business and politics? 

Most would say no, but if you are Steve
Grossman, president of MassEnvelopePlus and
Democratic candidate for governor of
Massachusetts, the answer is a resounding yes. 

At a recent Executive Breakfast, he posed the
question: “Why do so few business people get
into politics?” 

His answer? “Politics is unforgiving.” 
But Grossman said that for him personally,

“There is nothing I can do to be more useful.”  
The reality is that politics has at times been a

burden, to the extent that in 1998 he resigned
after two years as chairman of the Democratic
National Committee. His father’s health was
declining and his youngest son was avoiding
involvement in sports because his father wasn’t
around. The hard part was informing President
Clinton about his decision. 

“I told Clinton in the back seat of a car. I told
him I’ve had a 51-year love affair with my father.
The relationship you never were able to have.
We cried on each other’s shoulder about missed
opportunities.” 

How has his involvement in politics affected
his business? In certain respects it has hurt. “My
guess is that instead of being a $30 million busi-
ness, we could be a $40 or $50 million dollar
(a year) business” if he wasn’t in politics, he
said. Yet he also ticked off examples of cus-
tomers MassEnvelopePlus has won because of
his involvement in politics. 

He’s also seen the overlap of the two areas in
policy terms. His use of paid parental leave at
MassEnvelopePlus “has enabled us to keep a key
half dozen people. Without those half dozen
people, we probably wouldn’t be doing as well
as we are.” And it has made him a supporter of
the concept politically as well. 

He feels his involvement in business and poli-
tics has made him a stronger leader than he
might be otherwise. From business, he’s learned
that “the customer is king” and “to be a better
listener than talker.” 

He feels he also has a better sense of himself.
Whether in business or politics, “I’m a motivator
and nurturer of human capital.” 

And being in both arenas has impressed on
him this lesson: “Keep your sense of humor.”

By Joseph D. Tagliente, 
President and CEO

As we grow up, there are special
moments in our lives that strike remark-
able lasting chords within our memo-
ries. Your first kiss, the first time you
had chocolate ice cream with jimmies,
or your first trip to Fenway. For me,
there was a special moment in my life
that I know I will never forget; it is the
first time I ever asked my Dad to talk
to me about business.

At eight years old I was fairly
aware of what was going on around
me. We were living in Arlington. I was
attending Mrs. Burns’ third grade class

at the Pierce Elementary School. My
sister was in kindergarten, my brother
in diapers and my mom in a state of
shock from having to raise three kids
while my Dad was working very hard
to run his business. I have very vivid
memories of my father on the phone in
the kitchen of our Arlington home
always talking to someone. Whether it
be a vendor, an employee, a banker
or someone else, my Dad was always
working to make the business better.
When he would finally give himself
some time off, he would relax by
doing what he loved to do to relax:
talk about business, usually to my
mother. Many of these discussions
would take place in the car or at the
dinner table. “Gee, the P & Ls (profit
and loss statements) are going to look
pretty good this month, Teresa.” My
mom would usually reply with a con-
structive thought if she wasn’t too tired
of listening to him. Dad REALLY liked
to talk about business. 

As I observed my Dad in these vari-
ous conversations, I noticed one thing
about them: they never included me. If
my Dad and I were in the car together
alone going somewhere, he would
play the radio or really not say much
at all and get lost in his thoughts while
he drove. I was curious about this.
“Why doesn’t he talk to me about the
business? I’m smart. I understand,” I
thought. It was a bright spring day in
1974 when I decided that I should be

included in the discussions surrounding
my father’s fledgling hamburger
empire. As we drove through Winter
Hill, Somerville (how appropriate) in
his 1973 Plymouth Gold Duster, I
asked him, “Hey, Dad. How come you
don’t talk to me about the business?”

“Would you like me to talk to you
about the business Joey?”

“Sure, why not?”
The look that came over my father’s

face was a cross between a Cheshire
cat and a small boy who discovered
where mother hid the brownies. He
took a deep breath and filled his lungs
to begin the conversation that would
continue for the rest of my life. I wait-
ed for him to begin; the silence and
time of anticipation was maddening. I
once read a story about a Japanese
fisherman who survived a Tsunami.
When he realized what was happen-
ing to him, the fear of being over-
whelmed by Mother Nature’s mightiest
of wraths scared him, but waiting for
the impending power of the ocean
wave almost drove him insane.
Waiting for my Dad to start talking to
me about business...yeah, it was some-
thing like that. 

He started the conversation with a
simple discussion about people.
“People are what fuel the business,”
he said. “They are your customers,
your employees, your vendors and
your lenders. If you can’t relate to peo-
ple, you are going to have a hard time.” 

I asked him who all these people
were that he was talking about, and in
a very simple way he explained to
me, “The vendors are the people who
sell you things to run your business.
One man sells us meat, another sell us
buns and so on. A lender lets you bor-
row money to grow or start your busi-
ness. You pay him back with interest.” 

As I watched my Dad explain to
me these concepts, I could tell he was
delighted to explain to me what they
meant. As the years passed, I became
more familiar with what they meant
and how important these concepts he
taught me were as they were taking
shape in the form of real life problems
and solutions before my eyes.

There were times that my family
and I watched my father really strug-
gle with some tough challenges. He
would come home some nights
exhausted, with a look as if the weight
of the world were on his back. He
would sit down to dinner, sip red
wine, like all Italians do, and look at
my mom and the three of us to realize
we really loved him and appreciated
what he was doing. What I learned
watching my Dad through these tough
times is that no matter how tough the
times were, you could get through
them. No matter how tough the times
were, they were at least your tough
times because it was your business. 

Growing Up Tage — Part 2
The Day I Asked My Dad to Talk to Me 
About Business
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Family Perspective

Family Business and Politics: How Steve Grossman
Makes the Combination Work

Guest Speaker Steve Grossman (left) joins NUCFB Executive
Director Paul Karofsky during a recent NUCFB executive breakfast.

Joe Tagliente, President and CEO of the
Tage Corporation, Andover, MA.
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Monte Carlo Analysis:
A Crystal Ball For Private Investors

By Peter Talbot 
State Street Global Advisors

When it comes to achieving finan-
cial and estate planning goals, many
investors are unwilling to roll the dice.
Yet, we all recognize that risk is inher-
ent to investing.  Typically, private
investors, such as leaders of family
businesses, work with investment advi-
sors to determine the risk they are will-
ing to assume on an ongoing basis—
delivering an integrated solution that
addresses investment needs, tax conse-
quences, and ways to meet estate
planning goals and charitable inten-
tions. Today a few wealth manage-
ment firms offer a new tool—Monte
Carlo Analysis—which helps increase
accuracy in forecasting investment
results.

What is Monte Carlo
Analysis?

Drawing from technology used to
model nuclear reactions during the
“Manhattan Project,” a top secret gov-
ernment initiative launched during
World War II, Monte Carlo Analysis
allows investors to measure the effects
of the uncertainty surrounding their
own unique financial situations.  In
financial applications, Monte Carlo
Analysis is often used to illustrate the
effect of risk in a portfolio. 

Monte Carlo Analysis uses histori-
cal data and current expertise to
model thousands of “what if” scenar-
ios, identifying the results that emerge
most frequently. This analysis allows
advisors to pinpoint those scenarios
most likely to occur, and highlights
each investor’s respective probability
of reaching various goals. Some exam-
ples of the goals that can be modeled
for individual investors measure the
probability of having sufficient assets
to retire at a given age, or the effect
of a gifting program on the family’s
financial security. 

Why Monte Carlo?
Investment decisions, like business

decisions, are often made in an envi-
ronment filled with uncertainty around
many factors—the economy, market
performance, life expectancies and the
success of your family business. In
fact, it can be dangerous to depend
on the results of analysis that assume
all factors are known with confidence. 

Before Monte Carlo Analysis, linear
cash flow models assumed that your
assets would earn a fixed, unvarying
return each year and that you would
live to a specified age. History has
shown us that the markets do not yield
unvarying returns. The stock market’s
volatility is a factor that is subject to
considerable uncertainty and this
needs to be taken into account in the
financial planning process. 

For example, a linear model can’t
accurately predict your portfolio’s per-
formance in a year where the index
underperformed 26%, especially if you

happened to be one year away from
retirement or selling your family busi-
ness. It also doesn’t effectively measure
an unexpected change of life circum-
stance you might encounter or how
such an event could alter your finan-
cial situation. 

A Case Study 
Let’s look at a specific situation.

John, age 56, and Mary, age 55,
have $10M in total assets, of which
$6M resides in a taxable account and
the other $4M rests in their respective
retirement accounts. Mary and John
are trying to determine if they can
afford to retire now.  Mary and John’s
annual expenses are estimated at
$230,000, including mortgage pay-
ments. They would like to maintain a
$6M asset balance at all times. The
couple has two children, both finan-
cially self-sufficient. Alison, age 32, is
single and Michael, age 30, is mar-
ried with one young child. At their
death, Mary and John would like to
leave 80% of their wealth to their chil-
dren and 20% to a charity of their
choice. The following Monte Carlo
Analysis shows us a few different prob-
abilities.

What It Means
Overall, John and Mary have an

85.55% chance of maintaining a $6M
asset balance until the death of the sur-
vivor of them. The above graph
depicts the possible value of their
estate at the end of each year, and
demonstrates the danger of relying on
static projections. An important vari-
able in this analysis is how long John
and Mary live. The chart below shows
the probability of John and Mary
reaching their goal, assuming the sur-
vivor of them dies in a given year. 

The distribution of their estate
between family and charity is also sub-
ject to uncertainty. The chart below

illustrates a range of possible results,
from conservative predictions (90%
probability) to very optimistic forecasts
(5% probability). 

Additional Monte Carlo
Benefits 

Monte Carlo can do more than
forecast portfolio returns. For example,
State Street Global Advisors has devel-
oped other useful applications for pri-
vate clients. Clients who are consider-
ing funding a trust designed to reduce
estate taxes, make a gift and receive
income over a period of time can also
benefit from this tool. Given this new
technology, estate planning techniques
like charitable remainder trusts (CRTs)
and grantor retained annuity trusts
(GRATs), are suddenly more attractive
to investors because today’s sophisti-

cated estate planning experts can fore-
cast how such trusts are likely to per-
form in the future. 

For example, if an individual were
to fund a CRT, a Monte Carlo Analysis
would illustrate different probabilities
surrounding the amount the charity will
receive when the trust terminates. In a
GRAT, property left in the trust at the
end of a specified term of years is dis-
tributed to the grantor’s children. With
Monte Carlo Analysis, the most proba-
ble minimum amount the children are
likely to receive can be determined. 

The Power of Monte Carlo
Analysis    

In essence, Monte Carlo Analysis
alerts you to possible outcomes given
the assumptions and unknown vari-
ables unique to your financial situation.
Given this, data can be examined to
identify and avoid potential problems
long before they occur—enabling you
to reach your financial goals and
estate planning objectives even when
obstacles do emerge.

It is important to note that any
Monte Carlo Analysis should be revisit-
ed on a periodic basis to ensure that
in the event of an unexpected change
of circumstance, your estate and finan-
cial planning goals continue to be met.
Finally, while Monte Carlo cannot 
predict the future and cannot guaran-
tee outcomes, it provides a solid
framework for thoughtful investment
planning.

Peter Talbot is a Principal at State
Street Global Advisors. You can reach
him at (617) 664-3227.

Total Investment & Retirement Assets — Yearly Values

Division of Estate On Death of Survivor: Minimum Expected Amounts Based on Probability

Total Investment & Retirement Assets — Yearly Values



* Treat the board members as if
they represented shareholder control
of the business, whether or not this
is the case. Competent board mem-
bers will not stay unless they believe
their decisions carry weight.

* Define the boards’ mandate, func-
tions, responsibility and authority in
writing.

* Encourage board members to
learn as much about the business as
possible and to improve any skills
that would aid in the decision mak-
ing process.

* Share business problems.
Remember, everybody has them.
The board cannot help unless it
knows about them.

* Prepare for board meetings. The
agenda and all additional relevant
information should be sent to each
board member in advance.

* And prepare minutes for each
meeting, summarizing action plans
and timetables.

* The owner who is willing to make
the giant leap from sole decision
maker to accountability may find
that an independent board provides
a valuable source of business experi-
ence. It’s a first step to making sure
future successes don’t depend on
outrageous risk.

This article is reprinted with 
permission.

About Our Sponsors
Goulston & Storrs, P.C.
With more than a century of experience in advising
family and closely-held businesses and their owners,
Goulston & Storrs is skilled at representing businesses
at each stage of development and often over the
course of several generations, guiding our clients
through the most significant events in the lifecycle of
their businesses. With over 150 attorneys in our
Boston office, we provide sophisticated legal services
in virtually all areas of the law to a broad range of
local, national and international clients. For more
information, please visit us at www.goulstonstorrs.com.
Jeffrey S. Wolfson is available at (617) 574-4146.

State Street Global Advisors
State Street Global Advisors (SSgA) provides cus-
tomized wealth management solutions to wealthy indi-
viduals and families. We have 200 years of experi-
ence working with New England’s family businesses,
and our clients benefit from the expertise and
resources of one of the world’s investment leaders. To
meet family businesses’ needs, SSgA, integrates a tax-
efficient approach, sophisticated investing techniques
such as concentrated stock strategies, and estate and
financial planning decisions to create customized
investment solutions. Peter Talbot is available at 
617-664-3227 and Michael Lindquist is available at
617-664-5910.

Citizens Bank
Commercial and Consumer Banking
Citizens Bank is New England’s second largest banking
institution with a full array of commercial and con-
sumer banking products and services. Our Corporate
Banking Group is especially focused on serving New
England’s privately-held family businesses, their own-
ers and their employees. For assistance with your
banking needs, Lisa Murray is available at 
(617) 725-5667.

Forman, Itzkowitz, Berenson & LaGreca, P.C.
Forman, Itzkowitz, Berenson & LaGreca has been
building long-term relationships with clients, their busi-
nesses and their families for over 60 years. In addition
to traditional accounting and tax preparation services,
we provide a full range of financial services and con-
sulting designed to minimize taxes and maximize
wealth in accordance with each client’s goals and
objectives. Our medium size enables us to offer clients
the best of both worlds-technical expertise and close
personal attention. Peter Berenson and Carl LaGreca
are available at 617-964-2800.

Northwestern Mutual Financial Network
Northwestern Mutual, established in 1857, manages
$86 billion in assets, receives the highest ratings pos-
sible from all four major rating services, and has been
recognized by FORTUNE as “Most Admired”
Corporation 1983-2000. The Northwestern Mutual

Financial Network is dedicated to providing expert
guidance and innovative solutions to help clients iden-
tify and meet their financial goals. Our network of
experienced Representatives and financial specialists
have exclusive access to the Northwestern Mutual’s
wide array of products and services. David J.
Feldman, CLU, ChFC, Sy Marcus, CLU, ChFC, and
Carrie Seligman, JD, LLM, who together have 60
years of combined experience working with family
businesses, are available at 617-742-6200.

Shields & Company
Shields & Company was founded in 1991 to provide
investment banking services to private and public
New England companies. The firm assists its clients in
achieving their long-term growth and shareholder
objectives. Clients today include over 150 private and
public New England companies and generally range
in size from $25 million to $500 million in annual
sales. Investment banking services include mergers
and acquisitions, capital raising (including recapital-
izations), business valuations and fairness opinions,
and financial advisory assignments. Shields &
Company’s managing directors serve on the corporate
Boards of Directors of over 15 New England public
and private companies. Shields & Company personnel
include fourteen professionals, including six managing
directors. Jan Shields can be reached at 617-946-2900.
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Save These Dates
April 2, 2002

5:30 pm-8:30 pm
Family Dinner

June 11, 2002
8:30 am-1:00 pm

Internet Know-How for 
Family Enterprises

November 27, 2001
7:30 am-10:00 am

The Housens Revisited

question all major decisions?
My own experience suggests three

reasons why they should.
First, an independent board lifts the

family business owner’s aspirations,
confidence and commitment. Its mere
presence signals to employees and
potential financiers that the family
remains interested in keeping and
expanding the business.

Second, effective boards stimulate
action on essential but taboo family
issues. Too often, such topics as estate
planning, succession, family compensa-
tion and benefits, dividend policy, and
authority of family members–all loaded
issues with family consequences–are
set aside for more proper or more
comfortable consideration. A board
considers these to be routine points of
business discussion.

Third, managers gain professional-
ism and momentum by reporting to a
board. When internal family disputes
arise over the business–a time when
communications in family businesses
may become undignified–directors act
as the voice of reason.

Making sure a board succeeds in a
family business environment isn’t easy.
Family managers have to break out of
old habits of authoritarianism and
secrecy. They should also provide
some guidelines for the board, such as
a written mandate and clearly defined
boundaries to set off their responsibili-
ties from those of shareholders and
management.

The family will also have to give up
some of its sinecures. Everyone who
sits on the board should be a contribut-
ing member, which means honorary

Recently, a family business owner
was advised that his company could
really benefit from an outside board of
directors. He resisted the idea. If we
had a board, it would have told us not
to do the outrageously risky things we
did to become successful, he said.

His comment highlights two prob-
lems with the growing family enterprise.
Success often substitutes as evidence of
good planning. And family patriarchs
and matriarchs are usually accountable
to no one-and like it that way.

A board of directors could offer a
solution for both dilemmas.
Unfortunately, boards are usually an
unused appendage. For most family
businesses, boards of directors are
made up of family members and the
companies’ lawyers.

Surveys by Pervin & Co. in
Canada in 1998 and by MassMutual
in the United States in 1995 indicated
that more than 60 per cent of family
businesses have a board of directors
or advisory board. But both surveys
suggest that more than 80 per cent of
board members are insiders-family and
close associates only.

These boards exercise little authori-
ty. Less than half of the survey respon-
dents believed that their boards made
a contribution. It seems members’ prin-
cipal function is to affix their signa-
tures in the proper places to signify
that a legally ordained meeting was
held, even though it never took place.

Should things be any different?
After all, the boss generally is the con-
trolling shareholder. Why would the
people with the most at risk want to be
accountable to outsiders who would

positions are abolished. This can be
troublesome when the chief executive
officer’s spouse, or a passive owner
who understands little about business
and does not work in the firm occupies
the honorary position.

In fact, most insiders don’t belong
on the board–neither key employees,
family members nor the company
accountant or lawyer, whose advice
the business already has. Getting
inside directors to leave can be a deli-
cate matter. If insiders’ board member-
ship constitutes their chief source of
company information, they still need to
be kept informed once they’re off.

Directors also have to make adjust-
ments. They should appreciate that
family-run firms are different from other
businesses, and sometimes impose spe-
cial demands. For instance, family busi-
nesses often embody deep-seated val-
ues or religious feelings that family
members consider important. There
may also be specific financial consider-
ations for the family with respect to
money it withdraws from the firm.

It’s the family’s job to forge a con-
sensus on these matters and give board
members a clear mandate. A board
cannot function without family consen-
sus, and perhaps the company can’t
either.

To work with an outside board, the
family CEO’s chief prerequisite is to
have enough confidence to relinquish a
degree of control. The leader must be
convinced that the benefits justify sur-
rendering some control.

If this condition is met, the CEO can
learn to live with the board by follow-
ing a few rules:

Outsiders on the Family Board Can Make a Difference
By Aron Pervin

May 8, 2002
7:30 am-10:00 am

A Business Family Case Study:
Bargeo Ventures, Inc.


