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Abstract 

The study focused specifically on family-owned restaurant businesses within the National Capital Region (NCR) of the Philippines. 

The NCR comprises sixteen highly urbanized cities and one municipality, providing a diverse and representative setting for the 

research. 

Firmographic Profile of the Family-owned restaurant mostly are 15 years and above with 11 –15 employees 500,001 – 2,000,00 

apitalization with multi- services 741 or 63%, Located in 4th District. Type of restaurant mostly are Fine Dining and partnership 

as type of business. 

Success factors of the owners of the family-owned restaurant business interms of location “Agree”, management, customer service, 

menu variety, quality of food, cost control, interpreted as “Strongly Agree”. 

Profitability of Family-Owned Restaurant in terms of technology, marketing and promotion, “Agree”. On the other hand, increase 

demand for delivery service, waste reduction strategy interpreted as Strongly Agree. Challenges Encountered in The Operation of 

The Family-Owned Restaurant Businesses success planning, Businesses Difficulties in management, financial issues, Lack of 

Professionalization, separating family and business, “Agree”. 

There is no significant difference in the assessment of the respondent on the success of the family-owned restaurant business when 

firmographic profile is considered. There is no significant difference in the assessment of the respondent on the profitability of the 

family-owned restaurant business when firmographic profile is considered Based on the result of the study linear regression model 

was also develop. 
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I. INTRODUCTION  
Family-owned restaurants play a significant role in the Philippine 

food industry, where business ownership and operations are 

primarily managed by family members. These establishments are 

deeply rooted in Filipino culture, often characterized by 

multigenerational management structures in which individuals 

related by blood, marriage, or adoption actively influence the 

vision and direction of the business (Center for Family Business, 

2019). Their unique family dynamic allows them to pursue distinct 

business goals while maintaining close personal ties.  

According to the World Bank (2020), the Philippines continues to 

experience economic growth, driven in part by an expanding 

middle class and an increasingly dynamic restaurant sector. 

Restaurants are central to Filipino social life, serving as venues for 

gatherings, celebrations, and everyday dining. This environment 

has led to a noticeable increase in family-owned restaurants across 

the country, many of which blend tradition with innovation to 

remain competitive.  

Modern trends are reshaping how family-owned restaurants 

operate. To address evolving customer demands—such as 

preferences for healthier, organic, vegetarian, and gluten-free 

options—these businesses are rethinking their traditional models. 

Additionally, growing competition among family-run 

establishments has intensified the need for uniqueness in terms of 

menu offerings, dining experience, and brand identity. Despite 

these opportunities, challenges remain.  

Family-owned restaurants often struggle with internal management 

issues, particularly succession planning, which can lead to disputes 

and operational instability. The overlap between family 

relationships and business roles can blur boundaries, making it 

difficult to separate emotional and personal issues from 

professional decision-making. Leadership conflicts may also arise 

when different family members have divergent visions and 

management styles, potentially impacting overall performance.  

Research Questions: 

1. What is the firmographic profile of the family-owned 

restaurant in terms of:  

1.1 number of years its operations,  

1.2 number of employees,  

1.3 capitalization to open the restaurant,  

1.4 type of services offered,  

1.5 location,  

1.6 type of restaurant, and  

1.7 type of business formation? 

 

2. What are the assessments of the owner-respondents on 

the success factors of the family-owned restaurant 

businesses in terms of: 

2.1 location, 

2.2 management practices, 

2.3 customer service, 

2.4 quality of food, 

2.5 menu variety, and 

2.6 cost control? 

 

3. What are the assessments of the respondents on the 

sustainability of the family- owned restaurant 

business in terms of: 

3.1 profitability, 

3.2 management practices, 

3.3 quality of the food, 

3.4 pricing of the products, 

3.5 marketing and promotion, and 

3.6 innovation? 

 

4. What are the assessments of the respondents 

on the challenges encountered in the 

operation of the family- owned restaurant 

businesses in terms: 

4.1 succession planning, 

4.2 difficulties in management, 

4.3 financial issues, 

4.4 lack of professionalization, 

4.5 separating family and business, 

4.6 staff shortage, and 

4.7 supplier shortage? 

 

5. Is there a significant difference in the 

respondents' assessment of the success 

factors of the family-owned restaurant 

business when a firmographic profile is 

considered? 

6. Is there a significant difference in the 

respondents' assessment of the 

sustainability factors of the family-owned 

restaurant business when the firmographic 

profile is considered? 

7. Is there a significant relationship between 

the success and sustainability factors of the 

family-owned restaurant business? 

8. Is there a significant relationship between 

the success factors and challenges 

encountered by the family owned 

restaurant business? 

9. Is there a significant relationship between 

the sustainability factors and challenges 

encountered by the family-owned 

restaurant business? 

10. What Family-owned restaurant business 

model may be developed, based on the 

findings of the study? 

 

II. LITERATURE REVIEW 
Strategies of the Coconut Businesses: 

Family-owned restaurants in the Philippines operate within a 

unique framework where business and family dynamics are 

deeply intertwined. Studies have examined key factors such as 

ownership structures, generational transitions, management styles, 

and succession planning, all of which shape how these businesses 

function (Gimenez-Jimenez & Calero-Medina, 2022; Dyer, 2020). 

Family businesses often involve multiple generations and 

relationships—parents, children, spouses, and extended family—

taking on various roles such as owners, directors, employees, and 

advisors (Ghadoliya, 2020). These businesses can be categorized 

as: (1) Family-Owned, (2) Family Managed and Owned, and (3) 
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Family Led and Owned, depending on the level of family 

involvement in ownership and management. 

In the Philippines, about 80% of enterprises are family-run, 

including major corporations like Ayala, SM, and JG Summit. 

Though many are publicly listed, family members often retain 

leadership roles and board positions, maintaining significant 

influence over company direction (Jonston, 2023). 

Entrepreneurial orientation plays a vital role in the success of these 

enterprises. Research shows that family-owned restaurants that 

embrace innovation and proactive business strategies tend to 

perform better and sustain growth in competitive markets (Wiklund 

& Shepherd, 2023; Chrisman et al., 2020). 

SWOT Analysis of the Family-owned businesses in the 

Philippines: 

Strengths: 

Strong Family Commitment and Trust: Built-in trust among family 

members supports open communication, loyalty, and shared long-

term goals. 

 Personalized Customer Service: Family-run operations 

often deliver warm, hands-on customer experiences that 

foster loyalty. 

 Flexible Decision-Making: Informal structures enable 

quick responses and operational flexibility. 

 Heritage and Authentic Cuisine: Family recipes and 

traditions contribute to unique menu offerings that appeal 

to loyal and new customers. 

 Cost Efficiency: Family members often take on multiple 

roles, reducing labor costs and increasing operational 

efficiency. 

Weaknesses: 

Lack of Succession Planning: Many businesses are unprepared for 

leadership transition, leading to instability. 

 Blurring of Family and Business Roles: Emotional 

decisions and interpersonal conflicts may interfere with 

professional management. 

 Limited Access to Capital: Difficulty in securing external 

funding restricts growth and innovation. 

 Low Professionalization: Resistance to change or reliance 

on tradition can hinder modern business practices and 

competitiveness. 

 Inadequate Staff Recruitment: Overreliance on family 

limits access to diverse skills and talents. 

Opportunities: 

Growing Demand for Local and Authentic Food: Rising consumer 

interest in homegrown, unique dining experiences benefits family- 

owned establishments. 

 Digital Transformation: Adoption of technology (e.g., 

online ordering, digital marketing, POS systems) can 

improve efficiency and reach. 

 Sustainability Trends: Emphasizing eco-friendly 

practices and sourcing can attract environmentally 

conscious customers. 

 Government and NGO Support: Programs for MSMEs 

(Micro, Small, and Medium Enterprises) offer training, 

funding, and market access. 

 Tourism and Urban Growth: Increasing population and 

tourism in NCR provide a growing customer base. 

Threats: 

Intensifying Competition: Both corporate food chains and new 

independent restaurants heighten market competition. 

 Economic Instability: Inflation, rising food costs, and 

pandemic-related risks affect consumer behavior and 

profitability. 

 Supply Chain Disruptions: Unreliable suppliers or 

shortages in raw materials can disrupt operations. 

 Staff Turnover and Shortage: Difficulty attracting and 

retaining skilled workers, especially from outside the 

family. 

Changing Consumer Preferences: Demand for healthier, 

sustainable, or tech-integrated dining may outpace some traditional 

restaurants' ability to adapt. 

III. METHODS 
The researcher conducted this investigation using a quantitative 

method. It will use the descriptive technique. Employing a 

descriptive evaluative, comparative, and correlational method with 

a survey form as the primary instrument. According to Palladino 

(2018), descriptive research seeks to describe and document the 

characteristics of a certain phenomenon or group of individuals 

without manipulation or interference. Additionally, (Babbie, 2017), 

descriptive research entails observing, documenting, and analyzing 

the behavior, attitudes, and relationships of individuals and groups 

in specific environments. 

Population and Sample of the Study 

This research study's demographic consisted of management 

officials from family-owned restaurants. It used purposive 

sampling techniques, which are suited for the study because they 

allow me, the researcher, to perform an in-depth examination of the 

phenomenon. Purposeful sampling also allows for the 

identification of varied situations, the presentation of multiple 

views, and the inclusion of participants who provide value to the 

study.The population for this study consists of family-owned 

restaurants operating in the National Capital Region (NCR) 

The National Capital Region serves as the geographical scope, 

encompassing various urban and suburban areas within its 

jurisdiction. 

To ensure diversity in the sample, restaurants that are explicitly 

identified as family-owned, currently operational family-owned 

restaurants, restaurants of varying sizes, including both small-scale 

and large-scale establishments, and restaurants of various types, 

such as fine dining, casual dining, fast-food, and others, are 

included. The exclusion includes chain restaurants that are not 

family-owned, as well as enterprises with little or no family 

participation.The sampling frame will include family-owned 

eateries operating in the National Capital Region. The list of 

potential participants will be compiled from corporate directories, 

industry groups, and government databases. 
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Table 1 

Respondents of Family Owned Restaurant Per City 

Geographical Spread of 

family owned 

Restaurant in NCR 

Total 

Respondents per  

(Family Owned 

Restaurant 

Business) 

Total 

 Population 

(Respondents) 

Sample of  

Respondents 

 

 

Actual Number of 

Respondents 

Manila 3,568 1 3568 178 64 

Marikina City 659 1 659 33 12 

Parañaque City 1,543 1 1543 77 42 

Pasay City 1,159 1 1159 58 26 

Las Piñas City 666 1 666 33 12 

Makati City 4,545 1 4545 227 183 

Muntinlupa City 1,175 1 1175 59 45 

Pasig City 2,501 1 2501 125 97 

Pateros 50 1 50 8 5 

Taguig City 1,437 1 1437 72 23 

Mandaluyong City 1,245 1 1245 62 54 

Quezon City 6,621 1 6621 331 221 

San Juan City 601 1 601 30 8 

Caloocan City 1,186 1 1186 59 275 

Malabon City 459 1 459 23 32 

Navotas City 104 1 104 5 34 

Valenzuela City 1,390 1 1390 70 43 

Total 28,909   1445 1176 

Statistical Treatment 

The data that was obtained from this present study are statistically 

treated. Following the data collection processes, all raw data will be 

tabulated, calculated, and evaluated using statistical software. 

Frequency and Percentage. It was used to support the answer SOP 1 

that measures the distribution of a dataset relative to its mean and 

will be calculated as the square root of the variance. 

Weighted Mean. It was used to answer SOP 2-4 to assess the 

indicators under the profitability and challenges encountered of 

family-owned businesses. 

Likert Scale 

Scale Interval  Qualitative Interpretation 

 4 3.50-4.00      Strongly Agree 

 3 2.50-3.49       Agree   

 2 1.50- 2.49     Disagree 

1 1.00-1.49    Strongly Disagree 

 

IV. RESULTS AND DISCUSSION 
The firmographic profile shows that most family-owned restaurants 

in the National Capital Region (NCR) have been operating for over 

10 years (62.6%), indicating strong community ties. The majority 

operate with 11–20 employees, highlighting the importance of 

close team dynamics and family culture in operations. Capital 

investment varies, but a large number (61.5%) fall within the 

₱1,000,001–2,000,000 range, suggesting moderate startup 

requirements.Most businesses offer multiple services (63%), 

including family-style, home delivery, and lounge services, 

showing adaptability to customer demands. Restaurants are mostly 

located in the 2nd and 4th Districts, reflecting potential market 

concentration in these areas. Fine dining is the leading restaurant 

type (45.7%), followed by fast food (29.9%), while casual and 

buffet formats hold smaller shares. In terms of legal structure, 

nearly half are partnerships (48.5%), showing a preference for 

shared control, while corporations (38.8%) offer scalability and 

liability protection. Sole proprietorships remain relevant for those 

valuing direct ownership and personal engagement. 

Firmographic Profile of the Family-Owned Restaurant Businesses 

Table 2 

Firmographic Profile of the Family-Owned Restaurant 

  Frequency Percentage 

Number of years of its 

Operations 
    

        1 – 5 years 180 15.3 
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        6 – 10 years 260 22.1 

       11 – 15 years 337 28.7 

       15 years and above 399 33.9 

Number of employees     

       11 –15 668 56.8 

       16 – 20 384 32.7 

       21 and above 124 10.5 

Capitalization to Open the 

Restaurant 
    

       Less than 500,000 180 15.3 

       500,001 – 1,000,000 120 10.2 

       1,000,001 – 1,500,000 352 29.9 

       1,500,001 – 2,000,00 372 31.6 

       2,000,001 and above 152 12.9 

Type of services offered     

       Family Service 261 22.2 

       Lounge Service 29 2.5 

       Home Delivery 145 12.3 

       Others (multi- services) 741 63 

Location     

       1st District 144 12.2 

       2nd District 360 30.6 

       3rd District 288 24.5 

       4th District 384 32.7 

Type of restaurant     

       Fine Dining 538 45.7 

       Buffet 154 13.1 

       Casual Dining 132 11.2 

       Fast food 352 29.9 

Type of business formation     

       Sole Proprietorship 150 12.8 

       Partnership 570 48.5 

       Corporation 456 38.8 

Total 1176 100 

Table 3 

Success Factors of the Owners Of The Family-Owned 

Restaurant Businesses In Terms Of Location 

Indicator 
Weighted 

Mean 

Qualitative 

Interpretattion 

1 The restaurant is accessible 

by public transportation and 

major roads 

3.48 Agree 

2 The restaurant has parking 

for customer 
3.05 Agree 

3  The location is area safe 

and well-lit at night 
3.43 Agree 

4 The restaurant has suitable 

for future expansion or 

growt 

3.95 
Strongly 

Agree 

Grand weighted mean 3.48 Agree 

Legend: 3.5-4.00 Strongly Agree; 2.5-3.49 Agree; 1.50-2.49 

Disagree; 1.0-1.49; Strongly Disagree 

It shows the success factors of the owners of the family-owned 

restaurant business in terms of location Grand weighted mean 3.48 

as Agree, "The restaurant is accessible by public transportation 

and major roads" WM= 3.48, "The location is area safe and well-

lit at night" WM=3.43 interpreted, " The restaurant has parking for 

customer" WM=3.05, as Agree, while "The restaurant has suipop 

for future expansion or growth" WM=3.95 interpreted as ―Strongly 

Agree‖. 

Table 4 

Success Factors of the Owners Of The Family-Owned 

Restaurant Businesses in terms of Management Practices 

Indicator 
Weighted 

Mean 

Qualitative 

Interpretatti

on 

1 The restaurant has well-defined 

job descriptions and 

responsibilities for each 

position.  

3.77 
Strongly 

Agree 

2 The restaurant has a proper 

system in place for tracking 

inventory, ordering supplies, 

and managing cash flow  

3.75 
Strongly 

Agree 

3 The restaurant has trained 

effectively and regularly the 

employees.  

3.74 
Strongly 

Agree 

4 The restaurant has a process for 

handling customer complaints 

and feedback.  

3.58 
Strongly 

Agree 

Grand weighted mean 
3.71 

Strongly 

Agree 

Legend: 3.5-4.00 Strongly Agree; 2.5-3.49 Agree; 1.50-2.49 

Disagree; 1.0-1.49; Strongly Disagree 

It shows the success factors of the owners of the family-owned 

restaurant business in terms of management practices, "Grand 

weighted mean‖ 3.71, "The restaurant has well-defined job 

descriptions and responsibilities for each position" WM=3.77, 

"The restaurant has a proper system in place for tracking inventory, 

ordering supplies, and managing cash flow" WM= 3.75, "The 

restaurant has trained effectively and regularly the employees" 

WM=3.74, "The restaurant has a process for handling customer 

complaints and feedback" WM=3.58 interpreted as Strongly Agree. 

Job definitions and responsibilities are seen as a critical success 

factor, with owners placing a strong emphasis on clear 

organizational structures to ensure smooth operations. Operational 
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systems for inventory, supplies, and cash flow management are 

essential, with owners strongly agreeing that these systems 

contribute to their restaurant's success by maintaining efficiency 

and financial stability. Employee training is highly valued, 

highlighting the importance of investing 

in continuous development to improve service quality and enhance 

staff morale. Customer complaint management is also an important 

factor, though slightly less emphasized than the other areas, as it 

plays a role in ensuring customer satisfaction and brand 

improvement. 

Table 5 

Success Factors of the Owners of the Family-Owned Restaurant 

Businesses in Terms Of Customer Service 

                     Indicator 
    Weighted 

  Mean 

Qualitative 

Interpretattion 

1 The restaurant employees are 

trained to consistently provide 

friendly, efficient, and 

attentive service to customers. 

3.74 
Strongly 

Agree 

2 The restaurant customers were 

greeted in a friendly and 

welcoming manner when 

entering the restaurant. 

3.73 
Strongly 

Agree 

3 The restaurant has a process in 

place for taking customer 

orders accurately and 

efficiently. 

3.69 
Strongly 

Agree 

4 The restaurant has a process 

for handling customer 

complaints and feedback, and 

for resolving issues quickly 

and effectively. 

3.54 
Strongly 

Agree 

Grand weighted mean 
3.67 

Strongly 

Agree 

Legend: 3.5-4.00 Strongly Agree; 2.5-3.49 Agree; 1.50-2.49 

Disagree; 1.0-1.49; Strongly Disagree 

It shows the success factors of the owners of the family-owned 

Business in terms of customer service‖ Grand weighted mean of 

3.67 Strongly Agree.‖ The restaurant employee trained to 

consistently 

Provide friendly, efficient and attentive service to customers‖ 

WM=3.74, ―The restaurant customers greeted in a friendly and 

welcoming manner when entering the restaurant‖ WM=3.73, ―The 

restaurant has a process In place for taking customer orders 

acuratley and efficiently ― WM=3.69 

―The restaurant has a lace for handling customer complainst and 

feedback, And for resolving issues quickly and effectively‖ 

WM=3.54 Strongly Agree. 

SUMMARY, CONCLUSION, AND 

RECOMMENDATION 
This section provides a synthesis of the findings and a discussion. 

It comprises a description of the findings, a conclusion based on 

the study's findings, and recommendations to assist fix the 

problem. 

1. Firmographic Profile of the Family-owned restaurant 

Firmographic Profile of the Family owned restaurant as to number 

of years of its operations: 1 – 5 years 180 or 15.3%, 6 – 10 years 

260 

or 22.1%, 11 – 15 years 337 or 28.7 and 15 years and above 399 

or 

33.9%. Number of employees: 11 –15 668 or 56.8%, 16 – 20 384 

or 

32.7 lastly 21 and above 124 or 10.5 

Capitalization to open 

the restaurant: Less than 500,000 180 or 15.3%, 500,001 – 

1,000,000 

120 or 10.2%, 1,000,001 – 1,500,000 352 or 29.91%, 500,001 

– 

2,000,00 372 or 31.6% and 2,000,001 and above 152 or 12.9%. 

Type of services offered: Family Service 261 or 22.2%, Lounge 

Service 29 or 2.5%, Home Delivery145 or 12.3% and Others 

(multi- services) 741 or 63%. Location: 1st District 144 or 

12.2%, 2nd 

District   360 or 30.6% 3rd District 288 or 24.5 and 4th 

District 

384 or 32.7%. Type of restaurant: Fine Dining   538 or 

45.7%, 

Buffet 154 or 13.1%, Casual Dining  132 or 11.2%, Fast food 

352 or 29.9%. Type of business formation: Sole Proprietorship 150 

or 12.8%, Partnership 570 or 48.5% and Corporation 456 or 38.8%. 

2. Success Factors of the Family-Owned Restaurant 

Business 

Success factors of family-owned restaurant business interms of 

location Grand weighted mean 3.48 interpreted as ―Agree‖, 

management practices Grand weighted mean 3.71, customer service 

Grand weighted mean 3.67, menu variety Grand weighted mean 

3.63, quality of food Grand weighted mean 3.61, and cost control 

Grand weighted mean 3.59, were interpreted as ―Strongly Agree‖. 

3. Sustainability Factors Of Family-Owned Restaurant 

Sustainability of family-owned restaurant in terms of profitability 

Grand weighted mean 3.41, marketing and promotionGrand 

weighted mean, 3.20, and innovation Grand weighter mean 3.41, all 

were interpreted as ―Agree‖. In terms of management practices 

Grand weighted mean 3.71, quality of food Grand weighted mean 

3.67 and pricing of the producs Grand weighted mean 3.51, 

allwere intepreted as―Strongly Agree‖. 

4. Challenges Encountered In The Operation Of The 

Family-Owned Restaurant 

Challenges Encountered In The OperationOf The Family Owned 

Restaurant Businesses in terms of success planning Grand weighted 

mean 3.36, difficulties in management Grand weighted mean 3.27, 

financial issues Grand weighted mean 3.31, lack of 

professionalization Grand weighted mean 3.28, separating family 

and business and staff and supply shortage, had a Grad weighted 

mean 3.26, and all were interpreted as ―Agree‖. 

5. Significant Difference In The Assessment Of The 

Respondent On The Success Of The Family-Owned 
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Restaurant Business When Firmographic Profile Is 

Considered 

There is no significant difference in the assessment of the 

respondent on the success of the family owned restaurant business 

when firmographic profile is considered. 

6. Significant Difference In The Assessment Of The 

Respondent On The Sustainability Of The Family-

Owned Restaurant Business When Firmographic Profile 

Is Considered 

There is no significant difference in the assessment of the 

respondent on the profitability of the family owned restaurant 

business when firmographic profile is considered. 

7. Relationship between the Success and Sustainability 

Factors of the family owned restaurant business 

Strong Relationship as to Technology, Food Quality, Marketing, 

Cost Control, and Waste Reduction are all statistically significant 

and show a moderate correlation with success. This suggests that 

operational efficiency and modernization are central to 

sustainability. Low but Significant Correlation as to Management, 

Menu Variety, and Customer Service have lower correlations but 

still statistically influence busines outcomes. These are 

foundational, though not as impactful individually. 

No significant relationship in terms of Location (p = 0.889) showed 

no significant relationship—suggesting that family-owned 

restaurants can thrive regardless of exact location, possibly due to 

customer loyalty or niche offerings. 

CONCLUSIONS 

1. Firmographic Profile of the Family owned restaurant 

mostly are 15 years and above with 11 –15 employees 

500,001 – 2,000,00 apitalization with multi- services 741 

or 63%, Located in 4th District. Type of restaurant mostly 

are Fine Dining and partnership as type of business. 

2. Success factors of the owners of the family-owned 

restaurant business in terms of location interpreted as 

―Agree‖, management practices, customer service, 

quality of food, menu variety, and cost control, 

interpreted as ―Strongly Agree‖. 

3. Sustianability of family-owned restaurant in terms of 

profitability, marketing and promotion, and innovation 

interpreted as ―Agree‖. On the other hand management 

practices, quality of food and pricing of the products, 

interpreted as ―Strongly Agree‖. 

4. Challenges Encountered In The Operation Of The 

Family-Owned Restaurant Businesses in terms of success 

planning, difficulties in management, financial issues, 

lack of professionalization, separating family and 

business, staff and supply shortage, interpreted as 

―Agree‖. 

5. There is no significant difference in the assessment of the 

respondent on the success of the family owned restaurant 

business when firmographic profile is considered. 

6. There is no significant 

7. difference in the assessment of the respondent on the 

sustainability of the family owned restaurant business 

when firmographic profile is considered. 

8. Based on the result of the study linear regression model 

was also developed. 

RECOMMENDATIONS 

The study recommended that the owner of a family owned 

restaurant take the following activities to ensure the business's long-

term survival: 

1. The owner should have a plan on how to pass along a 

family business. This could be accomplished by 

identifying the best member in the family with the 

necessary abilities, interests, and concern for the family's 

history. The best person should be motivated to work 

towards a larger business. Attending seminars/trainings 

on business entrepreneurship, leadership, and other 

related courses as part of the plan is required in order to 

advance to higher positions in the company. 

2. Consider an outsider in the family. Outsider in the family 

may refer to someone who is not a family member but 

has a successful track record in business, such as a 

business consultant. 

Encourage full engagement and involvement of family members in 

their business ventures. Family members should always be 

involved in company operations such as planning how to run the 

business, making managerial and financial decisions, and investing, 

among other things. As a result, family members will develop a 

strong dedication to the firm. 
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