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» Economic conditions differ across Europe, reflecting varying growth
momentum and labour market conditions

IMF estimates (2024-2025) and latest IMF projections (2026)
Markets ordered based on GDP

GDP Growth (%) Unemployment (%)

_ 2024 2025 (Est.) 2026 (Proj.) 2024 2025 (Est.) 2026 (Proj.)

Germany 39 »#
() France 1.1 0.8 1 7.4 7.6 7.9 4
() ray 0.7 0.7 0.8 6.6 6.1 6.0
S Spain 3.2 2.5 2.3 11.3 10.5 9.8 |
S Netherlands 1.0 1.3 1.6 3.7 3.9 4.1 4
e Poland 2.9 3.2 3.5 2.9 2.8 2.8 =
{3 Sweden 1.0 1.8 2.6 8.3 8.3 8.4

Source: IMF World Economic Outlook, April 2026. 3
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Executive Summary

1. Europe's confidence is holding,
but the warning signs are becoming
more severe

Business confidence remains resilient over the long term, with family businesses continuing to demonstrate greater
resilience. However, expectations for the year ahead have softened across Europe, with Germany emerging as the
clearest warning signal. Confidence remains intact, but it can no longer be taken for granted.

2. Germany's softening outlook is a
warning to European
competitiveness

Germany records the sharpest deterioration in short-term business confidence and is consistently more critical than
other markets on competitiveness, taxation, regulatory burden and Al-related employment expectations. As Europe’s
largest economy, its changing business sentiment should be treated as an early warning for Europe.

3. Europe continues investment
attraction, but businesses are
demanding a more competitive
operating environment

Businesses continue to invest across Europe and see the Single Market as a platform for growth. Future investment,
however, increasingly depends on a more competitive operating environment, including competitive tax systems, faster
approvals, lower administrative burdens and stronger economic growth. Businesses are not asking the EU for more
intervention; they are asking it to remove friction so they can invest, grow and compete.

4. Administrative complexity is
becoming one of Europe’s greatest
competitive disadvantages

Administrative complexity has become a competitive disadvantage. Regulatory compliance is absorbing resources that
businesses would rather invest in innovation, digital transformation, infrastructure and skills. While businesses welcome
simplification efforts, many remain unconvinced they will deliver meaningful relief, particularly in Germany.

5. Europe's competitiveness
increasingly depends on its ability to
scale Al

Al adoption is progressing, but most businesses have yet to move beyond implementation. Businesses consistently
identify skills, regulatory clarity and harmonised rules as the foundations for wider Al adoption. Here too, the message is
clear: businesses are not asking the EU to lead Al adoption for them, they are asking it to remove barriers, provide
certainty and create the conditions that allow Al to scale.

6. Family businesses remain a
strategic strength, but continuity
cannot be assumed

Family businesses remain resilient and confident about generational continuity, but succession readiness is weakening.
The growing gap between confidence and formal succession planning suggests that sustaining Europe’'s family business
model will require both a stronger business environment and greater investment in long-term succession planning.
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» Short-term business confidence is giving way to growing unease, with Germany
emerging as the clearest warning signal

Future outlook for the next 12 months: Better than today 2025 vs 2026
Markets ordered based on GDP

m 2025 m 2026
Change i 14 +2 -4 = :
; EU 7 EU 4
| 2026 3 2026
i 60% 60% - ?
| 47% 49% - 50% 51% 3
; 52% ; 52% } -4
! B ‘ ' ‘ ' - - PN
O | - - W A 4
EU7 | Germany France Italy Spain Netherlands Poland Sweden
( Business confidence is cautiously positive, with more optimism in the South and Germany most pessimistic. l
EU 7: the 7 European markets tracked in 2026 / EU 4: the 4 markets tracked in 2025 (Germany, Spain, Italy and France) I /W significantly higher / lower than 2025 at 95%
Q1. What do you think the general state of your company will be in each of the following? Please select one response per statement using a 5-point scale where 1 means “A lot worse than today” and 5 means 7

“A lot better than today”. Top 2 “Better than today in the next 12 months”. Base: All respondents - 2026 (N = 2,101), All respondents - 2025 (N = 2,401).
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» Family businesses demonstrate greater resilience across most markets,
although Italy and Sweden stand out as notable exceptions

Future outlook for the next 12 months: Better than today by business model

Markets ordered based on GDP 2026 VS 2025
! ®m Family Business ® Non-Family Business il

Change i 12 -32 = +11 -6 +1 +2 15 0

vs 2025 |
| EU 4
| 2026
i = =5
i B 6o =
: 49% 49% 49% 4% Family Business Not a family business
: 5203 50% -6
& 0 0 s = ®
| - - \ 4 A\l 4

EU7 ' Germany France Italy Spain Netherlands Poland Sweden

The decline in confidence observed in Germany and Spain, particularly among non-family businesses, is driven primarily by a shift towards more neutral rather
than more pessimistic expectations, suggesting growing caution rather than declining confidence.

EU 7: the 7 European markets tracked in 2026 / EU 4: the 4 markets tracked in 2025 (Germany, Spain, Italy and France) I /W significantly higher / lower than 2025 at 95%

Q1. What do you think the general state of your company will be in each of the following? Please select one response per statement using a 5-point scale where 1 means “A lot worse than today” and 5 means 8
“A lot better than today” Top 2 “Better than today in the next 12 months”. Base: All respondents - 2026 (Family Business N = 1,673, Non-Family business N = 419), 2025 (Family Business N = 1,992, Non-Family
business N = 409).
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Future outlook for the next 5 years: Better than today 2025 vs 2026

Markets ordered based on GDP

Despite uncertainty, business leaders remain focused on long-term growth

m 2025 m 2026
Change | 3 4 2 4 o o
vs 2025 ! 3
EU7 | EU 4
! 2026 3 2026
| 68%  69%f
N 5 69% 68% 66% 70% 65% 64% |
Both family and non-family businesses
: . - A remain equally confident about the future,
0 ! ‘ ' ‘ ' - U/ W with long-term confidence strengthening
wr | Germany e taly Netherlands botand Sweden across both business models in the EU 4.
EU 7: the 7 European markets tracked in 2026 / EU 4: the 4 markets tracked in 2025 (Germany, Spain, Italy and France) I /W significantly higher / lower than 2025 at 95%
Q1. What do you think the general state of your company will be in each of the following? Please select one response per statement using a 5-point scale where 1 means “A lot worse than today” and 5 means 9

“A lot better than today”. Top 2 Box “Better than today in the next five years” Base: All respondents - 2026 (N = 2,101), All respondents - 2025 (N = 2,401).
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» Family businesses show greater short-term resilience, while long-term confidence
remains strong across both business models

Future outlook: Better than today 2025 vs 2026 by business model
Markets ordered based on GDP

Next 12 months Next 5 years

vs 2025 vs 2025
EU 7 53% 68%

49% 68%

Germany 47% -12 & 67% +1

34% 32 3 77% 9

France 49% - 65% 2
49% +11 1 64% +16 1

Ital 49% -6 66% -1

y 60% +1 68% -3

S a‘in 61% +2 77% +5

P 55% -15 § 75% -1
Netherlands 57% 71%

44% 62%

54% 65%

Poland

4B 50% 62%
\» Sweden

. . minln =1
I Family Business Il Non-Family Business |l

EU 7: the 7 European markets tracked in 2026 I /I significantly higher / lower than 2025 at 95%

Q1. What do you think the general state of your company will be in each of the following? Please select one response per statement using a 5-point scale where 1 means “A lot worse than today” and 5 means 10
“A lot better than today” Top 2. Base: All respondents - 2026 (Family Business N = 1,673, Non-Family business N = 419), All respondents - 2025 (Family Business N = 1,992, Non-Family business N = 409).
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Europe must remain competitive to attract
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Business leaders are divided on the EU's attractiveness, with recent declines

reported in Germany, Poland and Sweden

Attractiveness of the EU as a business location vs 2 years ago

Markets ordered based on GDP

Net attractive 4pts -1

(More attractive

- Less attractive)
0,
More attractive

Neither

1 11 16 5
34% 33% I

I,

\

The lack of clear
consensus suggests
that businesses are

reassessing the

EU's competitive

appeal.

Both business models
(i.e., family and non-
family businesses)
mirror the overall

_ 5 trend, with no
Less attractive 30% significant difference
39% between the 2 grcD
N\
- O 0 - =
o - w A\l 4
EU7 Germany France Italy Spain Netherlands Poland Sweden
EU 7: the 7 European markets tracked in 2026 I /I significantly higher / lower than 2025 at 95%
Q3. Over the past two years, has the EU become a more or less attractive business location? Please select one response using a 5-point scale where 1 means “Much less attractive” and 5 means “Much more 12

attractive”. Percentages may not total 100% due to rounding. Base: All respondents (N = 2,101).
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> Most businesses continue to prioritise investment in the EU despite mixed
perceptions

Geographic investment allocation over the past 2 years - EU 7

53% 31%

of businesses invested in the EU (home and/or EU invested inside and outside
countries) the EU
14% reported no
27% 26% 24% 6% e ants
Invested only in Invested in home country and Invested both within and Invested mostly
home country other EU countries outside the EU outside the EU

Highest EU Investment Focus Most International Footprint
a
\ 4 O/
Germany Sweden Poland 34%
; 9 Driven by the largest share investing both within
G d Swed rd the strongest European investment focus (55%
ermany and sweden reco s P (55%) and outside the EU (29% vs 24% in EU 7)

Q4. Which of the following best describes your company’s investment decisions over the past two years? Please select one response. Percentages may not total 100% due to rounding. Base: All respondents (N 13
=2,101).
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> Investment within the EU reflects strong regional and economic connections

Top destination countries for investment - among businesses that invested in home market and EU countries

1. France 14% 1. Germany 14% 1. France 15%
DE";;:“" 2. Germany 10% 2. Spain 14% 2. Croatia 8%
K 3. Spain 9% 3. Italy 12% 3. Spain 7%
g GERMANY 6%
BELGIUM 10% 1. Hungary 9% 1. Croatia 8% 1. Germany 20%
K ms":“"“c 2. France 7% 2. Hungary 8% 2. France 11%
‘ 3. Croatia 7% 3. Romania 6% 3. Czech Rep. 11%
AUSTRIA
FRANCE - 5% HUNGARY
1. Germany 9%
ITALY 2. Denmark 8%
5%
s:ﬁn 3. France 8%

Top 2 EU economies

Q4A. In which countries did your company make investments? Within the EU: Please specify. Businesses that invested in home countries, other EU countries and some investments outside the EU (N = 1,064). 14
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» Taxation, growth and regulation drive EU investment decision, even though
business priorities differ across countries

Incentives to invest more in the EU - among businesses that invested in their home market and other EU countries

Market Insights:

Lower corporate tax burden

a

[ 40%

Economic growth and consumer
demand

I 39%

Fewer regulatory requirements

[ 38%

Lower labour costs

[ 36%

Germany

1. Lower corporate tax
burden

2. Economic growth and
consumer demand

3. More competitive
energy costs

France

Fewer regulatory
requirements

Lower corporate tax
burden

Economic growth and
consumer demand

Italy

Lower corporate tax
burden

Fewer regulatory
requirements

Lower labour costs

A
wr
Spain

1. Economic growth and
consumer demand

2. Lower corporate tax
burden

3. Fewer regulatory
requirements

More flexible labour market rules [ 32% A Pl
- 4 A\l 4

Faster approval procedures e 31% Netherlands Poland Sweden

. 1. Fewer regulatory 1. Economic growth and 1. Economic growth and
More competitive energy costs _ 31% requirements consumer demand consumer demand

— - 2. Lower corporate tax burden 2. Lower labour costs 2. More flexible labour market
Improved availability of skilled I 24% 3. Economic growth and 3. More flexible labour market rules
workforce ° consumer demand rules 3. Lower labour costs

EU 7: the 7 European markets tracked in 2026

Q4C. What factors would encourage your company to invest more in the EU? Please rank up to 3 factors, where 1 = would increase your investment the most, 2 = second most, and so on. Base: Businesses that
invested in home countries and/or inside the EU (N = 1,117).
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» Tax competitiveness remains a universal priority, while larger businesses place
greater emphasis on operating conditions

Incentives to invest more in the EU - among businesses that invested in their home market

and other EU countries

° o e00e0 .ﬁ%.
® e
Medium Large
Small Businesses Businesses
EU7 Businesses (10- (50-249 (250+
49 employees) employees) employees)
Lower corporate tax burden P 40% P 43% I 36% R 39%
Econon;ic growth and consumer  39% P 39% N 38%  39%
eman
Fewer regulatory requirements R 38% R 39% W 37% I 39%
Lower labour costs I 36% P 35% I 38% I 33%
More flexible labour market rules [ 32% e 31% e 31% e 36%
Faster approval procedures e 31% e 31% e 31% I 33%
More competitive energy costs I 31% R 29% | I 34% | I 31%
Improved availability of skilled B 24% i 23% i 25% N 26%

workforce

EU 7: the 7 European markets tracked in 2026

Small Businesses
" " (10-49 employees)

Tax competitiveness is the primary investment
lever, with lower corporate taxes (43%) emerging as
the strongest incentive for additional investment.

Medium Businesses
(50-249 employees)

Operational cost competitiveness takes priority,
with lower labour costs (38%) and more competitive
energy costs (34%) becoming increasingly important

investment drivers.

m Large Businesses
iR (250+employees)

Growth is increasingly linked to business
efficiency, with greater emphasis on more flexible
labour market rules (36%) and faster approval
procedures (33%) to support investment and
expansion.

Q4C. What factors would encourage your company to invest more in the EU? Please rank up to 3 factors, where 1 = would increase your investment the most, 2 = second most, and so on. Base: Businesses that

invested in home countries and/or inside the EU (N = 1,117).

16
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) Global investment is directed towards North America and Asia's major growth
markets

Top destination countries for investment - among businesses that invested outside the EU

1.US 14% 1.US 15% 7%
‘ B Ca:ada e China 2. China 11% 2. Chin 13% 2. China 7%
6% A ;n:/:d g 8% 3. Japan 9% 3. UAE 3. India
T
g 1. China 7% 1. China 26%
= 2. Vietnam 7% 2. India 8% 2. UK 11%
j"e . 3. Indonesia 7% 3. Vietnam 7% 3. India 10%
pan

1.US 14%

2. Singapore 10%

3. India 7%

v

Top 2 global economies

Australia
5%

Q4A. In which countries did your company make investments? Outside the EU: Please specify. Base: Businesses that invested in EU countries and some/significant investments outside the EU (N = 648).

17
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> Europe’s investment appeal depends on a common competitiveness agenda with
distinct national priorities

Drivers that would make the EU a more attractive place to invest - among businesses that invested outside the EU

o Market Insights:

EU7
- O 0 S
wr
Faster approval procedures _41 %
Germany France Italy Spain
o,
Lower labour costs _ 39% 1. Fewer regulatory 1. Lower labour costs 1. Faster approval procedures 1. Faster approval procedures
- requirements 2. More flexible labour market 2. Lower labour costs 2. Stronger economic growth
More flexible labour market P 35% 2. Lower labour costs rules 3. Improved availability of and consumer demand
rules 3. More flexible labour market 3. Faster approval procedures skilled workforce 3. Lower labour costs
Stronger economic growth and rules
0,
consumer demand _ 35%
Improved availability of skilled
0,
workforce _ 33% A 4B
. - A4 A 4
Fewer regulatory requirements _ 33% Netherlands Poland Sweden
" o
More competitive energy costs I 31% 1. Lower labour costs 1. Lower labour costs 1. Faster approval procedures
2. Faster approval procedures 2. More flexible labour 2 Im.proved availability of
Lower corporate tax burden - 29% 3. Stronger economic growth market rules skilled workforce
and consumer demand 3. Faster approval procedures 3. Fewer regulatory
requirements

EU 7: the 7 European markets tracked in 2026
Q4B. What would make the EU a more attractive place to invest? Please rank up to 3 factors, where 1 = would increase attractiveness the most, 2 = second most, and so on. Base: Businesses that invested in 19

EU countries and some/significant investments outside the EU (N = 648).
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Businesses of all sizes prioritise a more efficient business environment, with

investment priorities evolving as companies grow

Drivers that would make the EU a more .at.tractive place to invest - among businesses that invested outside the EU

0 Small

EU7 Businesses (10-

49 employees)
R 41%

Faster approval procedures

Medium
Businesses (50-
249 employees)

I 41%

m

Large Businesses

(250+
employees)

R 37%

I 43%
O 39% [ 39%

Lower labour costs

W 38%

T 39%

T 30%

More flexible labour market rules [ 35%

L 36%

D 42%

Stronger economic growth and
consumer demand

T 35% T 34%

W 35%

T 36%

Improved availability of skilled
workforce

W 33% R 32%

I 34%

I 34%

I 33% I 36%

Fewer regulatory requirements

o 30%

T 31%

b o31% T 31%

More competitive energy costs

W 32%

T 31%

o0 .
/ Small Businesses
'N (10-49 employees)

Administrative efficiency is paramount, with faster approval
procedures (43%) and fewer regulatory requirements (36%)
emerging as the strongest drivers of investment
attractiveness.

Medium Businesses Large Businesses
(50-249 employees) (250+employees)

As businesses grow, flexibility becomes increasingly
important, with greater emphasis on labour market flexibility

B 29% B 29%

Lower corporate tax burden

N 27%

T 30%

EU 7: the 7 European markets tracked in 2026

\ and improved availability of skilled workers.

Q4B. What would make the EU a more attractive place to invest? Please rank up to 3 factors, where 1 = would increase attractiveness the most, 2 = second most, and so on. Base: Businesses that invested in

EU countries and some/significant investments outside the EU (N = 648).

20
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Businesses are looking beyond tax rates, they
want predictable and competitive tax systems
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other European and developed economies

\[=14

Attractive -3pts -11

Attractive

Not

Attractive
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Most businesses view their domestic tax system as less attractive than those of

Competitiveness of domestic tax conditions vs other EU countries and other developed countries
Markets ordered based on GDP

Compared to other EU countries

+12

-3 +1
oomilE

-5 -9

Compared to other developed countries

-6pts -18 -2 -14

MMMMMMMM

EU 7: the 7 European markets tracked in 2026

® - -
‘ ' - v w A\l 4

EU7 Germany France Italy Spain Netherlands Poland Sweden EU7 Germany France Italy Spain Netherlands Poland Sweden
Business leaders in the Netherlands deem their tax conditions to be attractive vs other countries. Business leaders in Germany and Sweden are the most critical

the attractiveness of their tax regime.

I /I significantly higher / lower than 2025 at 95%
Q10. How do you assess the tax conditions in your home country compared to the following. Compared to other EU countries /Compared to other developed countries (non-EU countries). Percentages may not
total 100% due to rounding and the exclusion of “Don’t know” / “Prefer not to say” responses. Base: All respondents (N =2,101)

7

22
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) Businesses want a tax system that is easier to navigate and provides certainty

Priority measures to enhance economic success and competitiveness - EU 7

hg? &

21% 19% 16%

Simplifying tax Reducing tax rates on Improving tax
compliance business profits predictability and
requirements long-term stability

% axn 3]
15% 14% 13%

Introducing tax Reducing or eliminating Reducing or eliminating
incentives for taxes on business succession and
reinvested profits ownership inheritance taxation

Businesses see tax competitiveness as a combination of simpler compliance, greater predictability and competitive tax rates.
Within markets, Italy assigns higher priorities to simplifying compliance and reducing tax rates.

Priorities are consistent across markets, business models and business sizes.

Q11. Which of the following tax-related measures would most significantly enhance the economic success and competitiveness of your business? Please rank up to 3 factors, where 1 = would enhance

competitiveness the most, 2 = second most, and so on. Base: All respondents (N = 2,101).
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Administrative complexity is becoming a
barrier to competitiveness
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For one in four businesses, regulatory compliance represents a significant cost
of doing business

Compliance costs as a share of annual revenue

Markets ordered based on GDP r§_—\

More than 10%

=
-

Germany reports the
highest compliance
burden among all
surveyed markets.

® @ o0 o0 = c & - J

w
EU7 Germany France Italy Sweden
EU 7: the 7 European markets tracked in 2026

Less than 3%

Difficult to
estimate

Spain Netherlands Poland

Q7. What share of your company’s annual revenue would you estimate is related to regulatory compliance (e.g., compliance officers) and reporting requirements? Base: All respondents (N = 2,101).

25
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sustainability-related requirements

Most burdensome regulatory areas

Operational regulations create the greatest administrative burden, ahead of

EU 7

N 19%
N 18%

Financial regulation

Germany France

Labour regulation

o
)_())o

-_
—_

Data protection Financial regulation

Italy

1. Labour regulation

A
wr
Spain

1. Data protection

Dat tecti 0 i 2. Financial regulation 2. Labour regulation 2. Data protection 2. Labour regulation
a ata protection . 17% ! 3. Sustainability / ESG 3. Data protection 3. Financial regulation 3. Financial regulation
! reporting
C’} Sustainability / ESG reporting [ 10% |
% Supply chain regulations P 9% i . A
: - 4 v
@ Climate regulation I 9% ! Netherlands Poland Sweden
Q Environmental regulations I 8% | 1. Financial regulation 1. Financial regulation 1. Financial regulation
2. Labour regulation 2. Data protection 2. Labour regulation
Rules on cross-border mobility . ! 3. Data protection 3. Labour regulation 3. Data protection
@ of employees I 7% !

EU 7: the 7 European markets tracked in 2026

I /I significantly higher / lower than 2025 at 95%

Q8. Which areas of regulation currently create the greatest administrative burden for your company? Please rank up to 3 areas, where 1 = greatest burden, 2 = second greatest burden, and so on. Base: All

respondents (N = 2,101).

26
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> Regulatory burden is limiting investment in the capabilities that drive Europe’s
competitiveness

Regulatory cost impact Most impacted areas by regulatory burden

‘
Digital transformation and IT P 40%
of business leaders Market expansion P 39%
(o) S.ay. re$U'at°rY bur.den Physical infrastructure and equipment I 36%
(o) limits investment in
critical areas Training and human capital 32%
New products and/or services P 29%
Research and innovation R 25%
- a_ 4
Germany France Italy Spain Netherlands Poland Sweden -
Germany I;(?ly Sgﬁ\in
0 0 0 0 0 0 0 #1
85% 81% 88% 82% 81% 83% 80% Physical Infrastructure: 40% Training & human Market expansion: 47%
capital: 36%
Large businesses are more affected than small — -
g - W Al 4
: . 0 0
businesses: 88% vs 79%. Netherlands Poland Sweden
#1 #1 #1
JE— Digital transformation & IT: Physical Digital transformation
44% Infrastructure: 40% &IT : 46%
I /I significantly higher / lower than 2025 at 95%
Q8A. Do regulatory compliance and bureaucracy limit your company‘s ability to invest in some critical areas? Base: All respondents (N =2,101) | Q8B: In which areas of your business do you notice these 27

investment limitations? Base: Businesses that agree that regulatory burden limits investment in critical areas (N = 1,745).
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Businesses believe in the promise of simplification but remain unconvinced

that it will deliver meaningful administrative relief, especially in Germany

Business perceptions of the EU's administrative simplification efforts - Net agreement (% agree minus % disagree, percentage points)

EU7

More disagreement | More agreement
Simplifying recently adopted regulations

(e.g., CSRD, CSDDD, EUDR) will deliver
tangible reductions in administrative burden

Simplification announcements by the EU will 0
provide tangible relief to our business

Compliance requirements have become 0
clearer as a result of EU initiatives

EU measures will lead to faster approvals and 7 I
licensing processes

In our industry, new regulations are balanced

by efforts to reduce existing administrative

burden

13 |}
19-

EU measures will abolish unnecessary rules
and regulations

EU 7: the 7 European markets tracked in 2026

18

Germany

I

10 [}

s

19 |}
28 IR

e

France

-
| 3

5 |}
13.

-

Italy

- -
K

| 2

s i
12!

Spain

-

K

K
14.

6! 17

Netherlands

- -

2

Poland

m -

-

4
w

Sweden

=F

Q9. The EU has launched various initiatives to reduce administrative burden (simplify reporting obligations). To what extent do you agree or disagree with the following statements? Please select one response 28
per statement using a 5-point scale where 1 means “Strongly disagree” and 5 means “Strongly agree”. Net top 2 minus bottom 2. Base: All respondents (N = 2,101).
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Europe remains a platform for growth, but
businesses expect a more connected and
competitive Single Market
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) Businesses continue to see the EU as a platform for growth and expansion

Current business operation locations and plans to expand across EU countries

oF 419

Plan to expand in other EU countries

A 56%

Have no plan to expand in other EU countries

A \
|
19%
. . We currently operate in We don't operate in
We currently operate in We don't operate in y p' P .
. . other EU countries but other EU countries and ,
8 other EU countries and other EU countries but do not plan currentlyto B have no plans to Don’t know/ not sure
plan to expand further plan to expand there donotpian y no plans
expand further expand there
. a_
- 27% .e
Germany Netherlands
.m. Large Small Businesses (10-49 43%
VI 31%
m employees)

Q5. Does your company currently operate in, or plan to expand into, other EU countries? Please select one response. Percentages may not total 100% due to rounding. Base: All respondents (N = 2,101).
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To unlock the full potential of the Single Market, businesses call for less
friction, simpler rules and better-connected markets

Priorities for further EU Single Market integration - among those operating in the EU markets (outside of home country) or intending to
expand in other EU countries

45%
39%
° 35% .
I 30% 30% 30% 29%
Simplified administrative Better connected and Removal of cross-border Easier labour Harmonised digital rules Stronger infrastructure Standardised norms
procedures and less more competitive EU barriers mobility
regulatory fragmentation energy markets

Large Businesses

Not a family business
(250+employees) U/ L

R Not a family business

Large businesses place Poland

the highest priority
for: Better connected
and more competitive
EU energy markets
(46% vs 39%)

Top priority: Easier
labour mobility &
qualification
recognition: 37%

Non-family businesses
place significantly
higher importance on
harmonised digital &
Al rules (35% vs 29%
for family businesses)

Q6A. In your view, which areas should be prioritised for further EU Single Market integration? Please select up to three answers. Base: (N = 1,305).

Non-family businesses
place significantly
higher importance to
standardised product
& technical norms
(33% vs 28% for family
businesses).

31
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) Businesses are de-risking supply chain dependency through diversification
rather than nearshoring

Strategies used or considered to reduce supply chain dependency

Using multiple suppliers for

key parts

EU 7

T 45%

Germany

B 52%

France

B 45%

Italy

B 39%

Spain

B

A A
-wr

Netherlands

B 45%

Poland

B 2%

w

Sweden

B 9%

Reducing reliance on any

single country

I 39%

B 0%

B 31%

B 2%

B 8%

B 37%

B 0%

Expanding operation to new

markets

Y 32%

B 36%

B 30%

B 30%

B 32%

B 31%

B 28%

Relocating supply chains
closer to Europe

Y 23%

B 19%

B 21%

B 19%

B 27%

B 16%

B 30%

No strategies/changes

planned

N 12%

B o12%

B 13%

N 10%

B o12%

B 13%

B 15%

{ Germany is the most proactive in strengthening supply chain resilience, consistently reporting the highest adoption of diversification strategies across Europe. ]

EU 7: the 7 European markets tracked in 2026

Q13. Which strategies is your company using or considering to reduce its supply chain dependency? Please select all that apply. Base: All respondents (N =2,101).
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) Businesses don't expect a single solution: they expect the EU to play a
multifaceted role in strengthening supply chain resilience

EU’s role in helping businesses reduce supply chain risk

& 5 X @ I i
38% 37% 35% 35% 35% 27% 25%

Simplify regulatory Support EU production Negotiate strategic Improve Strengthen Promote Facilitate
frameworks for supply of critical raw trade agreements to infrastructure and international diversification of information sharing
chains materials diversify supply logistics networks partnerships to supply chains across between companies
sources enhance supply chain regions
resilience

Businesses see supply chain resilience as requiring a combination of regulatory simplification, industrial capacity, infrastructure and
international partnerships.

Q14. What role should the EU Institutions play in helping companies reduce supply chain risks? Please select up to three answers. Base: Businesses that are using or considering some strategies to reduce supply
chain dependency (N = 1,593).
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Businesses are embracing Al, but most remain
in the early stages of the journey

Edelman Intelligence / September 2026
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transformation

Al and digital transformation readiness

Al fully integrated

Al adoption journey is progressing, but most businesses have yet to scale

-~

~

across the 2 1 % Italy ) )
Full Integration organization have reached Highest in Al full Family businesses are
- integration: ;
Stage Scaling Al solutions scaling or full 23% more. concentratefj n
across transformation the implementation
multiple functions phase
‘ ' (31% vs 25% for non-
Implementation Implementing Al 30% Italy family businesses).
St Solutions in specific 0 ioh in A
age business areas in operational Al Highest in i I . )
Implementation: While non-family
33% businesses are more
Running pilot projects 4 7% A “kely ;O havel.
i or experimentin . . rogressed to scalin
Exploration : . of businesses are in w W pros o 0 g
Stage the early stages of Spain  Poland Al (25/) VS 1 9/))
Exploring Al opportunities Al adoption . .
or researching solutions Highest in Al
Exploration:
51%
Q15. How would you describe your company’s current stage in adopting Al and digital technologies? Percentages may not total 100% due to rounding and the exclusion of “Don’t know” / “Prefer not to say” 35

responses. Base: All respondents (N =2,101).
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Businesses remain divided on Al's workforce impact, with optimism
outweighing pessimism

Expected impact of Al on workforce size

2,294 g~ 38

Net decrease in workforce Increase in workforce

A A

. Expect workforce to decrease by . Expect workforce to Expect no change in Expect workforce to Expect workforce to increase by . Expect workforce to increase
5% -10% due to Al decrease by up to workforce due to Al increase by up to 5% due 5% - 10% due to Al by more than 10% due to Al
5% due to Al to Al
-4.1% 8.1%
. (o) o ()
Average decrease Average increase
Germany is the only country where businesses are ‘ ' Ital3|/(frecords thihSt;ﬂr;gecsit eX'IzeCtlat]ons fotr'
- more likely to expect workforce reductions than ol wc:rt.orlcehgrcr)]w ( t°l' esplfe a slc()frepor ‘gg .
Germany increases as a result of Al adoption (34% vs 32%). y g;\/;ve y high expectations or workiorce reauctions
o).

Q17: Over the next two years, by what percentage do you expect your company's total workforce to change as a direct result of Al adoption? Percentages may not total 100% due to rounding and the exclusion 36
of “Don’t know” / “Prefer not to say” responses. Base: All respondents (N =2,101).
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> Alis expected to reshape a substantial share of employees' core tasks within
the next two years

Percentage of remaining workforce that will have at least 20% of their core tasks automated by Al within the next two years

] = 8 4

None to limited Moderate Broad
20% (0 - 24% of workforce) (25 - 49% of workforce) (50 - 100% of workforce)

said "Don't

know",
indicating

uncertainty 1 7%
about the
extent of Al-
driven task
automation.

|
45%
(o)
of businesses expect at least one-quarter of their workforce

to have at least 20% of their core tasks automated by Al within
the next 2 years.

Italy leads in limited automation
‘ ' expectations, with 43% expecting Al-
driven task automation to affect less
than 25% of their workforce (vs 35%
average).

Italy

AERVE Large Businesses 0
(250+ employees) 52 /0

Q18. Over the next two years, what percentage of your remaining workforce will have at least 20% of their core tasks automated by Al? Please enter an approximate percentage, if you are unsure, please
provide your best estimate. Percentages may not total 100% due to rounding and the exclusion of “Don’t know” / “Prefer not to say” responses. Base: All respondents (N = 2,101).
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To accelerate Al competitiveness, businesses expect the EU to build the right
foundations: skills, harmonised rules and regulatory clarity

EU priorities to accelerate Al adoption and competitiveness

Invest in Al skills and talent development

Standardise Al rules across the EU

Ensure strong data protection and digital
sovereignty

Simplify and clarify Al regulation
Improve access to high-quality data for

Al development

Provide financial incentives for Al
adoption

Strengthen European Al research and
innovation capabilities

Invest in Al infrastructure

EU 7: the 7 European markets tracked in 2026

EU7

I 36%
I 32%
I 32%
I 31%
R 25%
R 25%
R 24%
R 24%

Top and distinctive priorities by Al maturity group:

Exploration Stage

» Skills and talent

» Standardised Al
rules

» Data protection
and digital
sovereignty

Implementation Stage

Q16. What should the EU prioritise to accelerate Al adoption and competitiveness? Base: All respondents (N = 2,101).

Skills and talent

Simplify and
clarify Al
regulation

Full Integration Stage

Skills and talent

Access to high-
quality data for Al

Financial
incentives for Al

Invest in Al
infrastructure
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The future of family businesses depends on
turning succession ambitions into succession
readiness

Edelman Intelligence / September 2026
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» Confidence in generational succession remains strong, particularly among
larger family businesses

Likelihood of the next generation taking the following roles - among family businesses

Ownership of the business Day-to-day management

. . o,
0'9‘0 Sma“(roa-T‘;]eer E)u:;gesses 6% ,Q Small Family Businesses 62%
6 8 o/ - ploy 6 60/ 0-0 (10-49 employees)
(0] % Medium Family Businesses 71% (0]
EU7 EU7

Medium Family Businesses ()
50-249 empl
( employees) (50-249 employees) 68 A

Large Family Businesses  72% . . o
@ (250+employees) 0 @ Large (I;?g\;r%loB;::?esses 71%
79%
57% 57%
9 0
I 65% N o2 M 73* WM 7% QM 68% 7% I 67% I 64% 66% [l 67%

@ 0 0 ¢ < > a (O O ¢ = -

- - w A\l 4 w A\l 4

Germany France Italy Spain Netherlands  Poland Sweden Germany France Italy Spain Netherlands ~ Poland Sweden

EU 7: the 7 European markets tracked in 2026 I /I significantly higher / lower than 2025 at 95%

Q2. How likely is it that the next generation will take over the following aspects of your family business? Please select one response per statement using a 5-point scale where 1 means “Very unlikely” and 5 40
means “Very likely”- top 2. Base: All respondents (N = 1,673).
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) Confidence in succession is not matched by formal succession planning

55%

of family business leaders say there is a designated
successor for executive management from the current

or previous CEO/owners family

EU 4: 56% (-9% vs 2025)

49%
®

successor for the supervisory or advisory board from
the current or previous CEO/owners family

of family business leaders say there is a designated }

EU 4: 48% (-10% vs 2025)
EU7 EU 7
Change Change
vs 2025 -18 -10 -11 -3 vs 2025 -21 -10 -16 -13
62% 60% 58%
53% 59% o g
20 39% 42% 47% 48% 41%
- - & — «I
@ (0 0 2 T e © @ 0 0 < < e ©
Germany France Italy Spain Netherlands Poland Sweden Germany France Italy Spain Netherlands Poland Sweden
Succession readiness is weakening, particularly in Germany, highlighting a growing gap between long-term aspirations and current preparedness. '

EU 7: the 7 European markets tracked in 2026

$10. To better understand family involvement in your company’s governance, please indicate whether the following statements apply to your organisation. Base: Family Businesses 2026 (N = 1,673)/ Family

Businesses 2025 (N = 1,992).

I /I significantly higher / lower than 2025 at 95%
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Succession planning is becoming more complex as businesses face capability and

external challenges

Barriers to family succession among businesses with lower succession likelihood

9
6-0

Small Family Businesses

e

Medium Family Businesses

25

Large Family Businesses

EU7 | (10-49 employees) (50-249 employees) (250+employees)
- generation i
@ Geopolitical uncertainty or - 21% E - 20% _ 24% _ 21%
= instability !
minim Preference within the famil |
L to sell the business 18% ! ? ? ?
A, Unfavourable macroeconomic E
m Unfavourable regulatory |
% Financial constraints specific | 0 0 o
to succession (e.g., taxes) - 14% i - 15% - 16% - 10%
EU 7: the 7 European markets tracked in 2026 I /I significantly higher / lower than 2025 at 95%
Q2A. What are the reasons the next generation may not take over the family business? Please select up to three answers. Base: Low likelihood of taking over family business (N = 286), Small Businesses (N = 42

153), Medium Businesses (N = 55), Large Businesses (N = 78).
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> Study Specifications

Methodology

Methodology: We conducted a 10-to-15-minute online survey in
markets' local languages.

Audience: Business leaders of companies with 10 or more
employees across 7 markets, as outlined below:

» Consistent with previous wave: Germany, France, Italy, Spain
* Newly added markets: the Netherlands, Poland and Sweden.

Sample Size:
» Total sample, N = 2,101
* N =300 per market

Hard quotas were placed on Family Businesses per market, whilst
soft quotas were placed on business size and industry to ensure
good representation

Fieldwork dates: Monday 25th of May - Monday 22nd of June 2026

Logos

Throughout this topline report, we use a series of logos to visually
represent a number of different samples.

Please find these outlined below:

A 4
O.v""""

Germany Spain France Italy Netherlands Poland Sweden

anane
Business Business Small Medium Large Family Non-
revenue is less  revenue is Businesses (10- Businesses  Businesses Business family
than €100m €100m+ 49 employees)  (50-249 (250+ business

employees) employees)

Sig testing keys

I / B significantly higher / lower than EU / at 95%
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Reading Guide

Reporting Scope:

EU 4: Trend comparisons with 2025 are available only for the four
markets tracked in both waves (Germany, France, Italy and Spain).
EU 7: Refers to the combined results across all seven markets

surveyed in 2026.

Germany

France

Italy

Spain

Netherlands

Poland

Sweden

Market Order:
For all the data points, markets are presented in a consistent order
throughout the report, based on GDP size.

Germany France Italy Spain Netherlands  Poland Sweden

Sample Size Threshold:
Results for base sizes below 30 respondents
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> Respondents’ profile

Gender

Age

Genz [} 7%

Millennial - 58%
Genx [ 28%

Boomers & Silent

o,
Generation I 3%

Percentages may not total 100% due to rounding and the exclusion of “Don’t know” / “Prefer not to say” responses.

Region
Germany France Italy

14% 14% 14%

A FE Y
w W W
Netherlands Poland Sweden

14% 14% 14%

Company Size

Small Businesses - 42%
Medium Businesses - 33%
Large Businesses - 25%

A
-wr
Spain

14%

Seniority

Executive level (General
Manager, Executive Vice
President, Executive

Director, etc.)

Senior executive level
(CEO, Owner, Founder,
Finance Director, etc.)

Company Revenue

<€s5M D 31%
N 33%
Pl 15%
M 12%

B 9%

€5M to €19.9M
€20M to €49.9M
€50M to €99.9M

€100M or more

Tenure

1to 3 years - 27%
4 to 5 years - 27%
More than 5 years - 46%

Employment Status

Employed full-time - 84%
I 16%

46

Self-Employed or running
my own business full-time
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> Breakdown of family businesses within the sample

Family Non-family Proport] ol
: : family
Businesses businesses :
businesses

0 TOTAL EU 7 N=2,101 N=1673 N=419 80%
® cermany N=300 N=255 N=44 85%
() rrance N=300 N=238 N=61 79%
() ray N=300 N=246 N=53 82%
S Sspain N=300 N=255 N=44 85%
S Netherlands N=300 N=248 N=50 83%
@ Poland N=300 N=226 N=73 75%
(> Sweden N=301 N=205 N=94 68%

S8: Would you describe your company as a family business? Base: All respondents - 2026 (N = 2,101)
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> Respondents’ profile

Company Age
6-10 years | 2%
11-20 years [ 22%
21-50 years [N 70%

More than 50 years

B 6%

Family Business Management

Led by family members _ 449

only

Led by non-family

professional management - 15%

only

Led by both family and o
non-family management - 39%

Sector

Information and Communication Technology I 14%
Business and Professional Services I 1 3%
Manufacturing GG 1 1%
Transport & Logistics e 11 %
Wholesale, Trade & Hospitality I 1 O%
Construction s 10%
Retail mmmssssm 10%
Health mmmmm 6%
Education mmmm—— 6%
Energy & Utilities 5%
Other services 3%

Family Involvement
The company has a supervisory or o,
advisory board _ 64%
Family members are active in executive _ o
management 60%

Designated successor for executive

management from the current/previous _ 53%

owner’s family
Family members are active on the _ o
supervisory/ advisory board 5 2 A’
Designated successor for the
supervisory/advisory board from - 46%

owner's family

Percentages may not total 100% due to rounding and the exclusion of “Don’t know” / “Prefer not to say” responses.

Generational Ownership

First-generation (founded o
by current owner/family) - 39%
Second-generation o
leadership - 34%

Third generation or
beyond - 25%

Export Activity Outside the EU

59%

export goods and
services outside
the EU
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