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Foreword 
The Asia Pacific Family Business Symposium 2021 held on September 30, 2021 focussed on the 
theme of Family Business and Innovation in Times of Crisis. The symposium was a collaboration 
between the University of Western Australia and the Japan Academy of Family Business (JAFB). 
Presentations were conducted in English and Japanese. Although all were delivered online, 
Japanese presentations were conducted in collaboration with the University of Shizuoka.  

The symposium programme had papers from 3 streams: professional, research and student. 
All abstracts were refereed by at 2 academic referees, and authors were asked to consent to have 
their abstract reproduced in a collection of proceedings which would be issued under a Creative 
Commons License. The symposium received four professional, and thirty-five research abstracts, 
eight of which were student research abstracts. There 175 registrations for the Symposium. The 
abstracts reproduced here are as per the authors submission, and are reproduced as presented by 
the authors. 
 
Donella Caspersz 
Symposium Co-Convenor, University of Western Australia 
 
Abstract Collection 
 
Family business without family's ownership influence 
Masakazu Arao (Hogaraka Trust Co., Ltd) Koshi Nishimura (Appsmart Co., Ltd), Hiroshi 
Nishimura (Appsmart Co., Ltd), Toshio Goto (Japan University of Economics) Yasuhiro Ochiai 
(Faculty of Management Information)      
 
Purpose of the Research    
Heterogeneity study is one of the emerging streams in the field of family business (FB) research. 
Aiming at advancing this stream, this paper focuses on family-managed not owned FBs (named as 
“Type C”), to find their ownership and management structure, and their implications to the 
financial performance. The research question is “Why can “Type C” family produce a chief 
executive officer?” Focusing on the listed FBs in Japan, we will investigate under what conditions, 
such families can exert managerial influence.  
Literature Review     

http://creativecommons.org/licenses/by-nc/4.0/?ref=chooser-v1
http://creativecommons.org/licenses/by-nc/4.0/?ref=chooser-v1


 2 

There are two major streams of FB research, one of which presumes FBs as homogeneous and 
compare them to non-FBs. Three circle model, as an example, assumes ownership as an 
indispensable ingredient of the FB, which is intertwined with business and family. Extant literature 
identified numerous definitions of FB as many as 21 (Chua et al., 1999) and 82 (Iaz-Moriana, 
2019), most of which have certain level of family’s ownership as its requisite threshold.  

Another stream is emerging which recognize FBs as heterogeneous and focuses on the 
differences among FBs. Chua et al. (1999) included “family-managed not owned” among their 
typology. Such FBs certainly exist in Japan, such as Morinaga & Co. and Shionogi Pharmaceutical 
(categorized as “Type C” FBs), to name a few, and we pioneered its research (FBH, 2016: FBH, 
2018). Stock dispersion in big firms results in the separation of ownership and management (Berle 
& Means, 1932), and business expansion, especially after making the firm public, inevitably 
dilutes the major stockholders’ ownership (Goto, 2016).  

In order to examine the legitimacy of the emerging stream which recognize FBs as 
heterogeneous and focuses on the differences among FBs, this paper focuses on “Type C” FBs 
from various perspectives, which is unexplored. Longitudinal study posits “Type C” as an interim 
stage in the transition from Type A, FB with family influence on both ownership and management, 
to non-FB. Some Type C FBs become non-FB after losing managerial influence, while others 
maintain the status quo (FBH, 2018).  
Methodology     
In this survey, we obtained shareholder information (covering the top 30 shareholders) and 
management information from the Quick Workstation database. We define 2,298 listed companies 
as of March 31, 2017 (which are listed on the Tokyo Stock Exchange and local stock exchanges, 
excluding stock exchanges for start-up companies) by classifying them into three types of family 
businesses (six types in detail) and non-family businesses from the perspective of ownership and 
management (see the table below). And then, in this paper, we focused on "Type C" and 
quantitatively compared it with other categories of family businesses. 
 
Chart (1) Definition of Family Business 
“Type A” means that the family member participates as an executive and the largest shareholder 
(in the case of “Type a”, the top 10 major shareholders). 
 “Type B” means that family members do not produce officers and participate as the largest 
shareholder (in the case of “Type b”, the top 10 shareholders).  
“Type C” means that the family members are not the top 10 shareholders, but participate 
as a chief executive (in the case of “Type c”, the officers who are not either chairperson or 
president). 

 
Discussion   
This research discovered significant differences of Type C FB from other types in both ownership 
and management structure. Its characteristics in the ownership is summarized as the relatively 
weak influence of the major shareholders, which works to offset the disadvantage of the not-owned 
family, from the following four viewpoints: First, its ownership is widely dispersed among the top 
30 shareholders. Second, ownership of banks, insurance companies, employee stockholding 
associations, and shareholder associations of employees and business partners is relatively high, 
all of which tend to serve as stable shareholders to support the management. Third, the ratio of 
overseas institutional investors and trust accounts, who are sensitive to the financial performance 
and the governance, is as twice as much as in other types, meaning Type C is more appraised by 
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them than other types. It may also mean their surveillance results in a strained relation with Type 
C family to motivate it for better performance.  

Type C’s management structure works to the advantage of its family CEO in the following 
three aspects: First, ownership influence of the family CEO is outstandingly higher than that of 
other board members. Second, Type C has the highest ratio of producing two or more executives 
in all categories. Third, the term of the Type C CEO is longer than that of other types. Finally, 
CEO in Type C is more seasoned than in Type A, joining the FB younger and gaining more 
experience before elected as the board member.  

Summing up, In Type C, even the fact that family members are not the top 10 shareholders, 
the family CEO’s influence is outstandingly high among the officers, and the ratio of producing 
two or more officers is also high. So, Type C's family has strong influences over company. 

On the other hand, we may argue that, in order to offset the weak influence as the 
shareholder, Type C family may complement the low shareholding ratio of the family by building 
good relationships with shareholders such as banks and life insurance companies. 
Chart (2) Ownership and Management Structure for each Family Business Category 

 
Contributions    
This paper has the following three contributions. First, and foremost importantly, it endorsed the 
legitimacy of Type C, not-owned but managed, FB, as one of the heterogeneous types of FB, and 
presented its uniqueness in both ownership and management structure.  

Second, it developed the concept of family business diversity and heterogeneity proposed 
by Chua et al (1999). The concepts of family business categories and Type-C FBs defined by this 
study will be important concepts in considering the legitimacy and influence of families. 

Third, the study derived several hypotheses about the mechanism that CEOs are produced 
from Type C FBs, which have a low shareholding ratio. Exploring Type-C FBs has the potential 
to develop new research horizons for family business governance.  
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Narratives of Survival in Family Businesses and Business Families 
Britta Boyd, Sigrun Caspary, Tobias Köllner, Toshio Goto, Heiko Kleve, Tom Rüsen 
(Witten Institute for Family Business Witten/Herdecke University) 
Toshio Goto (Japan University of Economics) 
 
Literature Review 
Family businesses are well known for their ability and flexibility to recover from crises 
sustainably (Kraus et al. 2020). Long‐living companies are assumed to be experienced in 
coping with crisis scenarios because they succeed continuation over centuries and over 
generations (de Massis et al. 2016, Erdogan et al. 2020). To understand the internal process 
on how family business and business families manage to survive crises research on the micro‐ 
foundations became increasingly important (De Massis and Foss 2018). Especially the 
psychological aspects of human behaviour as a foundation of family firm resilience wait for a 
deeper research analysis (Picone et al. 2021). In this context, narratives have been identified 
to be a rich source for research on the complex and dynamic human behaviour (Cope 2005) 
and on emotional binding (Labaki et al., 2013) or attachment (Portuguez Castro and Gómez 
Zermeño 2020) in the intertwined system of family and business (Tagiury and Davis 1996, 
Larty and Hamilton 2011, Dawson and Hjorth 2012). 

The importance of narratives was recognized already some decades ago (Lyotard, 1984). 
Narratives follow a distinctive pattern in the way they are constructed and hence provide an 
important source in understanding about a person’s way of behaviour in given social context 
(Czarniawska 2004, Schütze 1987, 1983). Their analysis helps to understand the meaning of 
stories which are told over generations (Czarniawska 2004, Brown 2006, Shenhav 2015) and 
to learn about the relationship between family members and how it relates to the family 
business (Dawson and Hjorth 2012, Nordqvist and Gartner 2020, Suddaby and Jaskiewicz 
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2020).   
Narratives are understood as a motivational and cognitive means to reduce complexity and 

uncertainty in difficult situations (Herrmann‐Pillath et al. 2020). Narratives also help to transfer 
the values of the family internally within the family to the next generation(s), within the family 
business to the employees (Simon et al. 2005, von Schlippe and Groth 2007), and externally to 
stakeholders and customers (Watson, 2009). Narratives can contribute to create emotional 
attachment to connect the past to the present which shall be transferred into the future (Dalpiaz et 
al. 2014, Labaki 2020). Further, narratives about the founder offer a vehicle for entrepreneurial 
guidelines of following generations(Fletcher 2007, Jaskiewicz et al. 2015, Barbera et al. 2018). 
Succession and value transmission became important topics for narrative analysis in family 
business research (Byrne et al. 2019, Dalpiaz et al. 2014, Parada et al. 2010, Mussolino et al. 2019).  
We distinguish different forms (oral, written) and types of narratives (Labaki 2019, Floris et al. 
2020). 
Methodology 
In our empirical study we focus on narratives of survival and how the family manages and 
transfers this knowledge over generations.   

As a research design, we combine historical and social science research techniques into a 
qualitative case study analysis (Lambrecht 2005) of German and Japanese long‐term family 
businesses. Semi‐structured interviews are conducted with family members on various 
aspects of crises and successes in family and business. The interview guideline addresses 
different types of crises (family, socio‐political, financial/economical, technological) and 
asking about resources, insights, regulations, and explanations for the longevity of the family 
business. Historical documents, websites and other material are examined to triangulate the 
results and stories told during the interviews (Eisenhardt 1989). The selected family 
businesses from our institutional network are at least in the 5th generation and at minimum 
100 years of operation. The companies have a museum or archive so that the statements can 
be verified with historical material and documents. The questionnaire has been sent prior to 
the interview. From each of family business, 1‐3 family members have been interviewed. 
The second phase will proceed with the interview of Japanese companies. Japan isinteresting 
for comparison because it has the most long‐lived family businesses (Goto 2013) and 
company narratives in the context of company management are likely to be identified as 
“myths” (Hioki and Nakamaki, 2016). 
Findings 
The study presented here is a work in progress. Up today we conducted 10 interviews with 
long‐living German family companies. First insights presented here reveal that all companies 
make use of selected types of narratives. Narratives on individual successes help encourage 
the next generation when showing signs of worries about an uncertain future. They address 
the emotional aspect of pride of being a family member related to a ‘hero’ who managed to 
get the family and the company out of a crisis. Family members invested their fortune in the 
family business facing hardships to ensure the financial survival. Not giving up for the sake of 
the family business seems to be one message common to many narratives.   

The second step of interviews with Japanese family companies will be started later this 
year. The questionnaire needed to be adapted regarding the types of crises (natural disaster). 
Findings will be presented at a later phase of the project. 
Theoretical and Empirical Contribution 
As discussed above, several studies and reviews underlined the relevance of narratives for 
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family business research (Dawson and Hjorth 2012, Labaki et al. 2019, Floris et al. 2020). In 
this study we take up the analyzing of narratives to find out about their motivational effects 
on family entrepreneurship attitudesin terms of risk taking and resilience. The learning in our 
project aims at detecting an underlying pattern which might be helpful of other family 
businesses for coping with the emotional aspect in times of crisis. Being sensitized to the 
emergence, the use, and the effect of narratives ofsurvival may enable the respective players 
to participate in the generation and spread of such narratives. Our analysis contributes to 
questions on how to structure, organize and tell others about social life in private as well as 
in professional environments. The competence to deal with such narratives professionally are 
viewed as a key skill to manage crises constructively and to use them profitably in business 
contexts.   

In addition, because we are currently experiencing a major social crisis, the project hopes 
to develop a highly practical relevance. Long‐lived family businesses have already overcome 
similar crises several times, they developed narratives of survival that have been passed on 
from generation to generation and therewith strengthened families and companies. 
Collecting and analysing such stories offers huge learning potential that can be extremely 
beneficial for all actors in social crisis management. 
We are grateful to an unknown reviewer for valuable comments on improving research 
method and adding recent references. 
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Innovate or Dye: How Matex International innovated for sustainability 
Kenneth T. Goh  (Lee Kong Chian School of Business, Singapore Management University),  
Thomas Lim (Centre for Management Practice, Singapore Management University). Juliana Koh 
(Business Families Institute , Singapore Management University) 
 
Literature Review 

The concept of sustainability is of utmost importance in family business, particularly so in the 
current landscape of industry 4.0 and the Covid 19 pandemic. To build sustainable businesses, 
family owners will need to innovate new ways to manage and create value. Innovation is required 
to accomplish the seemingly paradoxical agendas of commercial growth in a manner that is 
socially equitable and environmentally sustainable (Sharma & Bansal, 2017; Bansal 2019).  
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In addressing the imperative of innovation in navigating this paradox, there has been a recent shift 
in focus away from the innovation (as an entity) to the process of innovation (Battilana et al., 2019 
Seelos & Mair, 2016). One approach to innovation is co-creation between different stakeholders 
and strategic partners (Sharma & Bansal, 2020). 

Given the importance of the relationships between stakeholders and strategic partners in 
co-creation, family business presents an interesting context for how co-creation is enacted because 
of the familial ties within the company, as well as longstanding commercial ties with partners 
(Rondi et al.,2019). This case study builds on extant work on co-creation and innovation by 
shedding light on the intricate dynamics of co-creation in a family business. This case study of 
Matex International Ltd, a publicly listed Singapore-based specialty chemicals and dye 
manufacture examines how it partnered with customers to co-create new products that were more 
sustainable. In this process, the firm exhibited responsible family ownership (Aragon-Amonarriz, 
et al., 2019; Waldman et al., 2020), remains committed to its UNSDP goals and family’s 
innovation DNA in tough times, to build a sustainable business.  

Methodology 

The data for this case consisted of interviews with the CEO, archival information, and site 
observations. Analysis involved the compilation of the data into a narrative teaching case study. 

Findings 

This case illustrates how a co-creation approach became core to Matex’s strategic advantage and 
fleshes out four key aspects of co-creation. 

First, innovation was a journey and not about the novelty of outcomes. This journey was 
customer centric and started with the end user in mind to create solutions that addressed customers’ 
pain points and latent needs.  

Second, embracing the co-creation process involves a redesign of the firm in terms of 
incentives, structure, talent management, and culture. Family businesses in particular require a 
mindset shift to adopt these new practices, especially where innovation is seen to depart from 
family legacy or traditional ways. However, these liabilities to innovation can be overcome by the 
strengths of family firms, such as loyalty amongst family members and patience in seeing 
innovative projects bear fruit (Bennedsen and Foss, 2015). 

Third, the process of innovating through co-creation entailed engaging and managing 
stakeholders. The case illustrates the importance of “strategic partnering” to identify, persuade, 
and incentivise the right partners to share the risks and benefits of co-creation. 

Finally, co-creation involves the management team learning to embrace a paradox mindset 
that conceives of strategic options from a “both–and” perspective – one that identifies 
dependencies between options or identifies solutions for bridging between options – instead of an 
“either-or” perspective.   

Theoretical and Empirical Contribution 

The findings from this case study contributes practical insights into the process of co-creation in 
the context of family business. It builds on the view of innovation as a process (Garud et al. ,2015;  
Garud et al., 2016), and sets the stage for further theoretical development into the dynamics of 
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innovation in family businesses.  (De Massis et al., 2013; De Massis et al., 2016; Brines et al., 
2013). 
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The impact of socioemotional wealth on the relationship between entrepreneurial orientation 
and debt financing of family businesses: Evidence from Nigeria 
Afusat Jaiyeola, Yong Wang, Samia Mahmood (University of Wolverhampton Business School) 
 
Literature Review 
Family businesses are fundamental to the business landscape in developing countries and are 
intrinsic to the economy (Masulis et al., 2011). In recent years, the challenges faced by family 
businesses are perhaps unprecedented, particularly, competing in a more turbulent business 
environment dominated by pluralistic social values, intensified competition, and rapidly changing 
politics and regulation. The innumerable challenges have placed family businesses in a volatile 
position due to their limited resources. Undoubtedly, the family business success in responding to 
the challenge of the business environment depends largely on their strategy for engaging in 
entrepreneurial behaviours and the availability of debt financing to family businesses (Wiklund 
and Shepherd, 2005; Hernández-Linares and López-Fernández, 2018). Understanding the factors 
that influence debt financing, therefore, becomes important (Chua et al., 2011; Romano et al., 
2001). In exploring the factors that influence debt financing, prior studies investigate the effects 
of entrepreneurial orientation and socioemotional wealth (SEW) in isolation from each other. 
Moreover, literature on the effect of SEW on debt financing shows mixed conclusions. The current 
study, by considering SEW as the kernel, firstly examines the influence of entrepreneurial 
orientation on debt financing. Secondly, it examines the impact of SEW on the relationships 
between entrepreneurial orientation and debt financing. Given that the family business has been 
described as having dynamic, complex, and unique intangible resources being the family 
(Habbershon and Williams, 1999), the resource-based view (Barney, 1991) and the behavioral 
agency theory (Wiseman and Gomez-Mejia,1998) is adopted as a theoretical lens for the current 
study. 
Methodology 
The study adopted a quantitative approach where primary data were collected from family 
businesses in Nigeria. As there is no formal business database available in Nigeria, the study 
followed a snowball sampling procedure. A total of 500 self-administered questionnaires were sent 
out to family businesses to collect primary data. Out of the number sent, 405 useful responses were 
gathered for the quantitative study generating a response rate of 81%. The Statistical Package for 
the Social Sciences (SPSS) computer software and Analysis of Moment Structures (AMOS) 
software version 26.0 was used to analysis data.  
Findings 
The research results suggest that, firstly, entrepreneurial orientation influences debt financing of 
family businesses. Secondly, more importantly, SEW has a significant moderating impact on the 
relationship between entrepreneurial orientation and debt financing. 
Theoretical and Empirical Contribution 
The study contributes to the literature in three major areas. Firstly, against the backdrop of mixed 
conclusions in prior research about the effect of SEW on debt financing this study finds that the 
effect of SEW could be examined along with the dimensions of entrepreneurial orientation. 
Specifically, it establishes that SEW moderates the effects of the entrepreneurial orientation 
dimensions on debt financing of family businesses i.e., the antecedents of debt financing. 
Secondly, unlike prior studies and models that examine the influence of SEW and the 
entrepreneurial orientation in isolation from each other, this study develops and validates a model 
to examine how these factors jointly shape debt financing. Specifically, the model shows that 



 12 

entrepreneurial orientation influences debt financing but also SEW would intensify the influence 
of entrepreneurial orientation on company debt financing. Therefore, by using the 405 family 
businesses in Nigeria, this study has for the first time in the Nigerian family business landscape 
tested an empirical model and came out with meaningful findings which help clarify the role of 
SEW. Lastly, even though family businesses are the dominant form of organisation and are the 
prime source of wealth creation and employment particularly in developing countries, it has 
received insufficient research attention. This study has, therefore, added to the scanty research 
available about family businesses and their contribution to poverty alleviation, employment 
generations, and sustainable economic growth in developing countries. On the whole, the study 
makes a theoretical contribution to the literature, with the development of a conceptual model that 
examines the role of SEW on the relationship between entrepreneurial orientation and debt 
financing in family businesses.  
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Long-lived family firms know how to survive major crises 
Noriyuki Kato (Ise-Shima Research Institute), Yuji Fujimura (Valcreation Co., Ltd), Takuya 
Matsumoto (Valcreation Co., Ltd), Toshio Goto (Japan University of Economics) 
   
Research question    
Focusing on the long-lived family firms in operation over a century during COVID-19 crisis 
in Japan, this paper aims to empirically examine from the resource-based view, their value, 
strategies and new roles they play facing the crisis, which the literature has not analyzed in 
depth. Research questions are, “How do long-lived family firms behave during COVID-19 
crisis?”  
Literature Review  
Longevity is considered to be one of the most important nonfinancial goals (Tagiuri & 
Davis, 1992) of family firms, since it is a dream aspired by any family and its business 
(Ward, 1987). Despite such a strong aspiration for longevity, family business is often said 
to be notoriously short-lived (Ward, 1987: Neubauer & Lank, 1998). 

Long-lived family firms have experienced major crisis over generations, making major 
decisions for survival to prioritize something at the sacrifice of others. Researches are scarce on 
how FBs overcome crises (Kraus et al., 2020: Neubaum & Payne, 2021). Long-lived FBs during 
the major crises are unexplored in the extant literature. What do they prioritize and what to sacrifice 
facing the crises? How do they mobilize their assets, tangible and intangible, for survival?  

These findings are expected to provide valuable contributions both in academic and practical 
perspectives, and COVID-19 crisis provides a rare opportunity for such a study. With the above-
mentioned questions in mind, the Research Institute of Centennial Management1, to which the 
authors are involved in various capacities, conducted an Internet survey and follow-up interviews. 
This paper highlights some major findings and analyze them from the resource-based perspective 
(Barney, 1996). 
 
Methodology   
The Internet survey was conducted primarily to investigate the value and behavior of the top 
management of the long-lived family firms amidst the COVID-19 crisis between May 8 and 15, 
2020. Considering the emergency situation, the survey was designed to be short and easy to answer 
with 11 closed-end and 3 open-ended questions, of which coding was duly processed. In total, 95 
valid replies were received.  

Follow-up interview, on-line 90 minutes dialogue with CEOs, started on July 22, and in total 
21 seminars were conducted bi-monthly as of this writing. Dialogue is structured as a semi-open 
questionnaire covering four subjects (overview of the business, the involvement of the speaker to 
the family business, current business status, and the future vision). All are recorded for further 
coding and in-depth analysis. 
Major Findings    
Questions and answer relevant to this paper are introduced underneath: Q (Question) 4 asks 
“How long do you think the pandemic will last?”: The answers include 1 year (30.5%), 2 
years (34.7%), 3 to 4 years (15.8%), 5 years or longer (13.7%). Q5 asks the nature of the 
COVID-19 pandemic as “fundamental change” of the consumer behavior, value and society 
(91.6%). Q7 asks the liquidity at hand: 59.8% replied “more than 1 years”, of which 27.2% 

 
1 https://100-keiei.org/ 
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replied “more than 2 years”. Q9 asks their responses to the pandemic: Major answers include 
sales channel changes (81.2%), production method change (36.5%), and new business 
(30.6%).  

In-depth case study of Funabashiya: Funabashiya is a confectionery family business 
founded in 1815, specializing Japanese-style fermented kudzu cakes, with 40 stores located 
mostly in major department stores in Tokyo and its vicinities. Watanabe family has 
continued to contribute to the local community in various capacity including Mayor and the 
governor of the nearby Kameido Tenjin Shrine, which is a symbol of the local community 
since it was built in 1646. 

Funabashiya’s following actions deserve special attention. First, Chairman, the 
president's father gathered employees in April to tell "Such crises can and did occur once 
every 10 years”, which appeased their anxiety, because he continued, “Our long history 
shows our ability to overcome and I bet we can overcome this pandemic too. With full 
confidence in our long history, I’m convinced that all colleagues get together to overcome 
any difficulties."  

Second, employees spontaneously started to show up with ideas to increase sales and 
improve the operation. Masaji states: "To train employees, we must cultivate three types of 
trust: trust in the firm, trust in products, and trust in yourself. Funabashiya has always been 
passionate about employee education. The focus of its education is to allow employees to 
fully understand our philosophy, improve employees' sense of identity with Funabashiya, 
and cultivate autonomy. If this is done, they will make their own decisions and provide 
spontaneous assistance to the company in an emergency.” One of the most significant 
achievements is a new employee who joined the firm one year ago started the firm's SNS 
using the software she often uses, which directly resulted in the sales increase.  
Contributions 
This paper contributes to advance the FB research in the following three manners: First, it 
discovered the long-lived FBs’ risk management as structured in the four layers, which are 
composed of mental level (anticipating the emergence of major risks every decade), physical 
level (preparation of human, financial and social capitals), business execution level (steady 
and flexible business conduct and a long-term perspective as addressed by Sharma (2004)), 
and resilience level to mobilize the above-mentioned capitals. Extant literature addresses 
FB’s risk management from various perspectives (Goto, 2017: Kamei & Dana, 2012), but 
not in-depth as this paper did. 

It also discovered their stakeholder-first approach (Uhlaner et al.,2004) as the 
community leader to work with external stakeholders (Sharma, 2004) even including the 
competitors, which drives them to take a unique community-oriented approach to deal with 
the crisis. Their external stakeholder approach is extended from typical intra-family 
stewardship, which is explained as “family owner tends to serve its family’s interest” (Miller 
& Le Breton-Miller, 2014), giving important implication to the extended stewardship theory 
(Miller & Le Breton-Miller, 2014) related to SEW (Gómez-Mejía et al., 2007). 

This finding differs from the intra-family stewardship, which prompt each family 
owner to serve its family’s interest (Miller & Le Breton-Miller, 2014), indicating long-lived 
FBs extend stewardship from intra-family (inside) level to external level. They understand  

These discoveries contribute to the progress of family business research, not only 
about the long-lived FB, but also FB in general. 
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A case study of a M&A attempt under the COVID-19 Pandemic 
Yukihiro Kiriake, Miwa Oyama, Toshio Goto (Family Business Succession Institute) 
 
This paper presents a case study and its analysis of an M&A attempt under the COVID-19 
pandemic in Japan. The research question is “How did the target family business respond the M&A 
offer under uncertainties?” The rest of the paper is composed of the literature review, a case study, 
discussion, contributions and conclusions. 
Literature review   
Very few researches are made on how FBs overcome crises (Kraus et al., 2020) and the process of 
FB’s surviving in chaotic setting (Neubaum & Payne, 2021). Literature review in the last three 
decades acknowledges M&A activity is stronger than ever and FBs are very much involved in 
(Woreck, 2017). Relatively few researches, however, shed light on it in the context of the major 
crises, except for Kengelbach et al., (2020) and Atmar et al., (2020).  

Woreck (2017) divides major subjects related to M&A in FB into propensity, process and 
performance, but none of which is discussed from the perspective of the target FB under 
uncertainties. Hence, this paper presents a case study of an M&A attempt under the pandemic, to 
focus on the unexplored subject about the target FB and third parties in M&A. 
Case study   
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Company A, founded in 1966, is a wet towels rental provider headquartered in Tokyo, Japan, with 
annual revenue around 1billion yen and 230 employees. Succeeding her founding father 10years 
ago, the current CEO/owner, 53 years old with a 25-years-old son, started several diversifications 
in time for the forthcoming Tokyo Olympic of 2020. 

Facing the emerging danger of the COVID-19 pandemic, Japanese government proclaimed 
a one-month state of emergency for Tokyo and several prefectures on 7 April 2020, which was 
extended a week later to the rest of the country, affecting the daily life of society and business 
activities including the postponement of the Olympic. Company A’s major clients such as 
restaurant, coffee shop and hotel etc. were among the industry segments most severely affected, 
and Company A lost more than 30% of its annual revenue compared to the previous year. Such a 
circumstance led Company A’s managers and employees to lose their trust on their CEO, 
especially about her diversification strategies, so that some managers started raising objections to 
her. Losing her confidence to continue the business, she, as a last resort, started considering the 
feasibility to sell the business. At this point, she couldn’t think the succession to her son as an 
alternate solution, because she could not dare to ask his will to succeed the business, due to the 
lack of open communication with him. 

It is at this moment when she received a letter to recommend an M&A deal, telling many 
advantages of selling under the crises, from Company B, one of the major listed M&A brokerage 
firm with annual revenue around 12.5 billion yen, well known for its “no advance fee for service” 
TV commercials. Its aggressive approach to SMEs is supported by the Small and Medium 
Enterprise Agency (SMEA), which promotes third-party successions facing the business owners' 
aging and lack of successors (SMEA, 2019).  

With little knowledge about M&A, Company A’s CEO visited Company B and got a request 
to sign an “irrevocable and non-negotiable” contract on the spot. She felt unsecured and, refusing 
the request, consulted her life planner2, who, lacking professional knowledge about M&A, advised 
her to contact a professional M&A consulting firm, which is owned and managed by the current 
author. After providing fundamental knowledge about M&A, he recommended her to talk first 
with her son to find if he is willing to succeed the company. Following the suggestion, she 
conversed with her son, and found that he was considering the succession. This confirmation 
recovered her confidence to make her best effort to manage the company until her son becomes 
ready to succeed.  
Discussion  
The above case sheds light on the importance of the following three issues, which the extant 
literature seldom addresses. First is the mentality of the target FB and its unpreparedness about 
M&A. Since relatively few FBs have the succession plan ( SMEA, 2021), this issue deserves 
serious researches. 

Second, M&A consultants and brokers can’t be overemphasized under such a circumstance. 
The literature addresses consulting specialized in the post-merger HRM and others (Michelson & 
Worley, 2003: Steen et al., 2006), but the pre-merger consulting isn’t discussed related to the 
unprepared target FB. Limited availability of the professional consultants in both quality and 
quantity makes the uncertainties of the target FB owners quite serious. Regarding brokers, the case 
indicates important issues such as ethical conducts and conflict of interest. Company B, for 
example, represents both the target and the acquirer, takes full advantages of the asymmetric 

 
2 “Life Planner” is a term given to the consultants of Prudential Life Insurance Co. in charge of lifelong financial plan. 
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information and launches a strong sales challenge, which result in exorbitant rewards (Kobayashi, 
2019: SMEA, 2021).   

Third, M&A, as an alternate succession, should involve the perspective of the next 
generation and inter-generational communication. The issue needs not only the economic, but also 
the family’s sociological and psychological considerations.  

Target FB is under the uncertainties about the pandemic, M&A and succession, all of which 
are intertwined to make this case unique and worthy of further study. 
Contributions:  
This research academically contributes to advance the study of FB-related M&A, specifically 
about the target FB and the third parties involved, FB behavior under uncertainties facing major 
crises, and the inter-generational communication in FB. It also has managerial contribution 
addressing the importance of the succession plan including M&A, and the administrative 
implication about M&A brokerage, Its deviation from the global standard (for example, US 
investment bankers stand on either the target or the acquirer only.) calls for immediate actions 
taken by the government to protect target FBs. 
Conclusions: 
This paper, presenting a case of M&A attempt under the uncertainties facing COVID-19 pandemic 
in Japan, revealed new findings the extant literature seldom addresses. Further study is required to 
address other M&A occasions and investigate the performance after merger to make the findings 
valid. 
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Does Family Control in the Family Business and Independent Board Affect  
Dividend Policy and Company Structure?  
Rio Dhani Laksana (University of Jenderal Soedirman), Dian Purnomo Jati (University of Jenderal 
Soedirman) 
      This study aims  to examine the effect of family business controls and independent boards on 
dividend policy and capital structure. This study also examines the character of the independent 
board moderating variable on the effect of family business control on dividends and capital 
structure policies. This study uses Panel Data with 26 companies listed on the Indonesian Stock 
Exchange during the period 2016 - 2020. The results show that family business control has a 
significant negative impact on dividend policy while the independent board has a significant 
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positive effect on dividend policy and has a negative effect on capital structure. The moderating 
variable of the independent board can affect the negative family business control of the dividend 
policy. On the other hand, the independent variable board moderates the effect of family business 
control with a strong negative effect on capital structure. Firm size and growth opportunity have a 
significant positive effect on the dividend payout ratio. the greater the percentage of independent 
boards in companies controlled by the family business, the smaller the long-term debt used 
 
 
Cooperative behavior for sustainability: Numerical inter-firm scenario analysis applying a 
Lattice-gas model. 
Ayako Morishita (Japan University of Economics), Kei-ichi Tainaka (Graduate School of Science 
and Technology, Shizuoka University) 

Literature Review 
The impact of COVID-19 is still ongoing and unpredictable. This paper analyzes the scenario 

of inter-firm relationships to find a guide for our action in such an unpredictable world. There are 
two sustainable organizations whose disciplines are connected in the model discussed underneath. 
One is well-established companies, mostly family businesses, because they have overcome many 
difficulties such as recession, war, epidemics, and natural disasters. Family businesses often have 
a long-term view, a lasting vision, strong will for business continuity [1-4]. They also have an 
ability to build cooperative connections with customers, suppliers, and other outsiders [5-7]. 
Another is the biological world. A fundamental aspect of all biological systems is cooperation [8]. 
Cooperative interactions are necessary for many levels of biological organization, from a single 
cell to a population of animals [8-12]. Human societies are also often based on mechanisms that 
promote cooperation [13-15]. Both sustainable organizations have cooperation strategies. We 
focus on the theory of cooperative alliances [16-18], which are argued in family and non-family 
businesses. A model used in the biological world is applied to discuss the effects of cooperative 
alliance in family businesses. The basic equation is population dynamics, a symbiosis model (win-
win relationship) between organisms [19]. Hence, our research question is, “what is the model of 
cooperation and coexistence for surviving an unpredictable world?” 
Methodology 
Model 

We use a mathematical model to analyze a strategy of cooperation and coexistence. Each grid 
point (cell) represents a unit asset, and that each cell (asset) is either occupied by a company or is 
vacant land, which allows us to assume an upper limit on the number of individuals. The sum of 
assets of all firms cannot exceed the total number of cells. Simulations can provide close conditions 
to actual corporate activities. A basic equation can be derived by applying the lattice gas model 
[19-22]. We consider a market composed of n companies and use a lattice with cells; L denotes 
the growth limit of the market. Each cell is either empty (O) or occupied cell 𝑥𝑥𝑗𝑗 by company (j = 
1, 2, . . ., n). 

X  + O  X  + X   (rate 𝐺𝐺𝑗𝑗)   （1a） 
X     O  (rate 𝑚𝑚𝑗𝑗)   （1b） 

Here, the parameter 𝐺𝐺𝑗𝑗 and 𝑚𝑚𝑗𝑗 are the growth and decreasing rates of company j, respectively. We 
assume the rate 𝐺𝐺𝑗𝑗 is affected by the other company 𝑘𝑘(𝑘𝑘 ≠ 𝑗𝑗):  

      （2） 

j  → j j

j  →

j j jk k
k

G r e x= +∑
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where 𝑟𝑟𝑗𝑗 is rising rate, and 𝑒𝑒𝑗𝑗𝑗𝑗 is mutualistic rate from company 𝑘𝑘 to 𝑗𝑗. If 𝑒𝑒𝑗𝑗𝑗𝑗 is positive (negative), 
the company 𝑘𝑘 give merit (damage) to company 𝑗𝑗 (see Table 1). 
If the lattice size L is sufficiently large, the dynamics can be represented by rate equations (3):  

  （3） 

The first and second terms on the right-hand side come from the reactions (1a) and (1b), 
respectively. See Table 1 for details of the parameters. 
 

Table 1 Parameters compared biological model and company model 
Symbol Biological model Inter-firm model 

𝑥𝑥𝑗𝑗 Abundance (density) of species j Profit (density) of company j 
𝑟𝑟𝑗𝑗 Reproduction rate  Competition (growth) rate  

𝑒𝑒𝑗𝑗𝑗𝑗 Mutualistic effects from species k to j Cooperation effects from company k to 
j 

1
−�𝑥𝑥𝑗𝑗

𝑗𝑗

 Density of empty site Density of empty site in a market 

𝑚𝑚𝑗𝑗 Mortality rate Decreasing rate of profit 
 
Case: Cooperative relationship among San-yone grocery store suppliers 

San-yone is a grocery store, a well-established Japanese family business founded in 1892. Their 
customers are satisfied with their inexpensive, high-quality products. The company is also known 
for taking good care of its employees and suppliers. The company has dealt directly with producers 
without using wholesalers such as Agricultural Cooperatives. In recent years, the company has 
also provided technical guidance and training to producers by academic experts. Producers have 
been improving their production techniques and cooperate among them. However, though few, 
some producers have neglected to make efforts to improve their process and quality. 
Findings 
Cooperation effects for three company’s model 

Fig. 1(a) shows typical dynamics when all mutual interactions are ignored (𝑒𝑒𝑗𝑗𝑗𝑗 = 0). It is found 
from this figure that only a single company survives. The winner is the company that has the largest 
value of the ratio (𝑟𝑟𝑗𝑗/𝑚𝑚𝑗𝑗), the strongest competition. When companies mutually have win–win 
relations (𝑒𝑒𝑗𝑗𝑗𝑗 > 0), all companies coexist, as shown in Fig. 1(b). 
 
 
 
 
 
 
 
 
 
 
Case: Cooperative relationship among San-yone grocery store suppliers 
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(a) Case of no cooperation (𝑒𝑒𝑗𝑗𝑗𝑗 = 0).      (b) Case of cooperative interactions (𝑒𝑒𝑗𝑗𝑗𝑗 = 0.3). 
Figure 1. Typical results in a three-company system depend on whether cooperate or not. 
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Fig. 2 is result of the scenario in the three-company system. Company 1, 2, and 3 had been 
coexisted by competing and cooperating. However, when t ≥ 500, company 3 with the lowest 
competition rate has defected and decreased cooperation rates (𝑒𝑒13 and 𝑒𝑒23) by 50%. 1 and 2 will 
continue to cooperate. Company 1 and 2 realized the defection and retaliated (tit for tat) against 
company 3 for t ≥ 1000: companies 1 and 2 decrease 𝑒𝑒31 and 𝑒𝑒32 by 50%, respectively. The share 
of company 3 is decreased. Even with low competitiveness, defection gains short-term profit but 
disadvantageous in the long-term. It is clear that cooperation influences coexistence. 
Theoretical and Empirical Contribution 

This paper advances family business research with three contributions as following: First, our 
model, applying the lattice gas model, simulates management scenarios involving multiple firms 
to discover the sustainability of companies [23], market limitation effects for sustainable 
management [24], and cooperative relationship between contractors and subcontractors [25]. 
Second, our model can quantitatively evaluate the results of the previous qualitative studies 
conducted through interviews and questionnaires to further elaborate their findings more in detail 
and under new parameters. Third, as the first step towards merging methods of family business 
management and natural science, this research presents a potential in the future to develop new 
disciplines that haven't been explored. Fourth, further study may elaborate our model to examine 
"Five rules for the evolution of cooperation." [26], These are, for example, the benefits of family 
business building cooperative relationships in a community for generations or firms within a 
regional industry (cluster) cooperating to compete with other clusters [27, 28]. 
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Development Process of Willingness for Innovation of Owner Managers 
- A Qualitative Study of Long-Established Family Business in Hokuriku Region of Japan - 
Nobuo Murakami (Japan Advanced Institute of Science and Technology), Hao Wang (Zhejiang 
University City College), Rihyei Kang (Institution: Japan Advanced Institute of Science and 
Technology) 
 
Literature Review 
It is very known that in order to make family business success, family businesses must be 
innovative. Few studies, however, investigated the reasons why family business owner managers 
determined to start innovation (Calabrò, Vecchiarini, Gast, Campopiano, De Massis, & Kraus, 
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2019). Thus, we came up with an idea of a qualitative survey to clarify the willingness development 
process in which they started thinking about innovation. 
On conducting the survey, we tried to shed light from three points - external knowledge, 
entrepreneurial legacy and tradition. External knowledge is the knowledge obtained from outside 
of family business (Chirico & Salvato, 2008). Integrated with internal knowledge, it can have 
positive influence on the innovation ability of owner managers and family business (Letonia & 
Duh, 2016). Entrepreneurial legacy is “reconstructed narratives of the family’s past entrepreneurial 
behavior or resilience,” and by imprinting it to new generations, entrepreneurship, a psychological 
basis of innovation, can be handed down across generations (Jaskiewicz, Combs & Rau, 2015). 
Although innovation is required for longevity of family business, sometimes it conflicts with 
maintenance of coherent identity, which is also required for the longevity. Suddaby and Jaskiewicz 
(2020) decomposed traditions of family business into structure (traditium) and meaning (tradere), 
and solved the conflict by insisting that what innovation changed was not meaning or identity, but 
only structure. 

Based on the review above, we set our research question to be "what is the willingness 
development process in which owner managers start innovation?” For approaching to this 
question, we tried to clarify their process of starting to think about acquiring external knowledge, 
the ways how entrepreneur legacy was used to nurture entrepreneurship, and how the conflict 
between innovation and tradition was solved. 
Methodology 
Fifteen family business firms with history of more than one hundred years old were selected from 
429 firms registered as major firms or profit organizations whose headquarters or activity bases 
located in Hokuriku region of Japan (as of June 30, 2020), and asked to participate in our interview 
survey. The selection was based on theoretical sampling to avoid the biased distribution regarding 
industry types and located prefectures. Then, semi-structured face-to-face or online interviews 
were conducted on owner managers of eleven firms consented to our request from April to June 
in 2020. The interviews were recorded and digitally documented. 

The documented text was analysed with M-GTA, which was obtained by reconstructing 
the original GTA (Glaser & Strutzel, 1968) and systemizing various analysis methods including 
data analysis one. In detail, a three-step coding process was conducted. Firstly, keywords or key 
sentences found in the text were named and conceptualized. Secondly, the text was structuralized 
and categorized by grouping and labelling the concepts found. Finally, the relations of the 
extracted concepts and categories were positioned along with a timeline to clarify the process story 
from succession of family business to acquiring external knowledge. Note that Langley, Smallman, 
Tsoukas and Van (2013) insisted that the way to generalize the results of a process study was to 
create a process story, which must contain at least the procession or the order of events. 
Findings 
As a result, seven concepts were obtained as follows: 1. Birth of Sense of Ownership, 2. 
Exploration of Family Business History, 3. Self-Recognition based on the History, 4. Redefinition 
of Family Business, 5. Realization of Innovation’s Importance, 6. Resolution as Owner Manager, 
7. Exploration of External Knowledge. They were considered to urge owner managers to acquire 
external knowledge along with the process shown below. 

First, although owner managers had a sense of family business from childhood, it was 
vague and not elaborated. However, their succession of business pressed them to have a sense of 
ownership and seriously reflect on the relation between them and their inherited business – What 
did family business mean to them? Where should it be positioned in their lives? (1). Then they 
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moved to learn history of their family business themselves (2), recognized that their lives had been 
affected by the history, culture, and practice of their long-established business (3) and redefined 
their family business in their own way after realizing how they had been formed historically (4). 
Moreover, they realized that innovation was critical for the permanence of their business knowing 
that their predecessors had put much effort in innovation for keeping up their business (5). Finally, 
they made resolutions to accept their fate to be owner managers with innovation-oriented mind 
(6), and set sail for exploring knowledge useful for innovation outside their family business (7). 
Based on the analysis above, the answer to the research question, "what is the willingness 
development process in which owner managers start innovation?” could be that owner managers’ 
deep understanding of their family business history made them notice the importance of 
innovation, accept responsibility of their family business seriously, and try to seek for external 
knowledge necessary for innovation.  We also found that predecessors did not imprint 
entrepreneurial legacy to owner managers, but nurtured their entrepreneurship by offering 
opportunities in which they could experience it voluntarily. Moreover, we confirmed that the 
conflict with tradition was solved through the process of owner managers’ inheritance of meanings 
(history, culture, and practice) of their family business, realization of the importance of innovation 
by reflecting on the meanings, and determination of changing structure by causing innovation. 
Theoretical and Empirical Contribution 
The theoretical contribution of this study is clarifying the first several steps in the innovation 
process of family business focused on the willingness development of owner managers’ acquiring 
external knowledge, and the practical contribution is presenting basic data helpful for successor 
nurturing of family business or self-enlightenment of owner managers. 

Although our findings help understanding of willingness development process of external 
knowledge acquiring, there is still much room for further research regarding the relationship 
between owner managers and external knowledge in family business. For instance, if owner 
managers want to start open innovation, it is necessary for them to develop abilities to perceive 
and discern external knowledge. We plan to investigate into the processes of their acquiring these 
abilities in the near future. 
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Digital Engagement of Philippine Family Businesses: The Pandemic Jolt 
Andrea Santiago, Janice Bolen. Christine Nifras, University of St. La Salle 
 
Literature Review 
The digital era is compelling organizations to shift their business models to become closer to their 
value chain in real time (Warner and Wäger, 2019).  More than at any other time, information 
technology has become central to any organization’s continued success, rendering many business 
models obsolete. Despite its centrality, the pace by which businesses have taken the leap had been 
less than stellar (Issa et al., 2018).  Surveys on digitalization revealed that organizations have been 
challenged not so much by the investment costs in the technology but more for the human aspect 
of transformation ((Fitzgerald et al., 2013). This lack of digital readiness is heightened in smaller 
entities that may not even recognize the value of social media, mobility, analytics, and cloud 
technology in maximizing its profits. 

Working within the same external context, it was found that the greatest barrier to digital 
transformation was attributable to the leadership team.  The leadership team can be too tied up 
with its history, habits, and emotions, that it fails to respond on a timely basis to the disruptive 
technology (Bouchikhi and Kimberly, 2003).  This phenomenon is associated with organizational 
inertia. 

The tendency to be bound by history is more predominant in family businesses.  The strong 
attachment to legacy may explain the slow pace by which family businesses move towards 
digitalization as compared to non-family businesses (Duran et al., 2015).  Chirico (2007) explains 
that family inertia, which inhibits forward-thinking, is more present in family businesses where 
authority and decision-making is centralized.  The effect is compounded when the decision-maker 
does not have the knowledge nor the desire to gain knowledge about any proposed change (Lopez-
Fernandez et al., 2015). Such inertia apparently can prevail despite disruptions. 

Industrial revolution 4.0 has been tagged as disruptive, owing to the rapid developments in 
digital technology. Apparently, it has not been disruptive enough to witness widespread digital 
transformation in enterprises. Then, entered a pandemic that had paralyzed production due to the 
restrictions in the movement of people and resulted to unparalleled global recession (Irimiás and 
Mitev, 2020).  Almost immediately, firms had to shift to the digital world to communicate with its 
stakeholders and provide the reassurances needed. He and Harris (2020) noted that companies had 
to learn in a day the technology that had been available for the last 20 years.  Thus, the speed by 
which firms were able to use digital technology, initially for marketing innovations, to their 
advantage spelled the difference between success and failure.  
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This article explores whether an environmental jolt such as lockdowns resulting from a 
country’s management of the Covid-19 pandemic, is sufficient to create a permanent shift towards 
digital adaptation. To manage environmental context, the study focuses only on family businesses 
in the Philippines.  
Methodology 
The research on digital technology adaptation rode on a larger survey on the response of Philippine 
family businesses to the Covid-19 pandemic.  The portion on digital technology required 
respondents to indicate the extent of their use of certain digital technology platforms before and 
during the government-mandated lockdowns as well as their expected use of the platforms after 
the initial lockdowns. Respondents were also asked to indicate the degree to which they needed 
digital technology advise. For both, a 5-point Likert scale was used. 
Findings 
Our results indicated that there was an increase in the usage of digital technology platforms during 
the stringent lockdown period and that there were intentions to make use of the platforms more 
extensively after the lockdown. However, there was still a relatively large portion of the family 
businesses that indicated they had no intentions of making the shift. Neither were they open to 
learn more digital technology applications. It was found that the external shock of the pandemic 
was still insufficient to convince all family business leaders to take the leap into the digital realm 
permanently.   
Theoretical and Empirical Contribution 
The findings of our study support past research that leadership is a barrier to digital technology 
adaptation and that family inertia impacts the decision-making process. Therefore, if family 
businesses are to make the digital shift, it is necessary to address the centralized authority of 
traditional family business owners.  This is the first step that needs hurdling.  More effort must be 
exerted for firms that have business leaders with extended tenure. 

Knowledge acquisition is important to convince business leaders about the benefits of 
digital technology adaptation.  This may be a catch-22 situation if the business leader is entrapped 
in his or her own ego. 
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The Role of Value-fit in Family Business Succession: Aligning Incumbent and Successor 
Perspectives 
Hwee Hoon Tan and Shengqin Zhu, Singapore Management University 
Literature Review 
A peak of successions among the high-net-worth households in Asia is happening, particularly in 
China. According to the report by the Industrial Bank (China) and the Boston Consulting Group 
in 2017, 45% of the interviewees were reported to actively consider wealth succession within the 
next three years. A review of the literature on succession showed that the majority of studies 
focused on a relatively small part of the succession process, such as the qualities of successors 
(Ahrens, Landmann, & Woywode, 2015), the intentions of incumbents to hand over the business 
and the intentions of successors to take over the business (De Massis, Chua, & Chrisman, 2008). 
Most studies focus on the perspectives of the incumbents (Tatoglu, Kula, & Glaister, 2008) 
although family business succession has been identified as a process of mutual role adjustments 
between incumbents and successors (Handler, 1990). Hence, perspectives of successors and the 
interactions between incumbents and successors are somewhat lacking in the literature.  
Methodology 
The current research takes a dual-perspective approach in studying family business succession by 
identifying factors important for a successful succession from both the perspectives of the 
incumbents and successors. Two studies are conducted.  

In study 1, an exploratory qualitative study is conducted to understand the process of family 
business succession and by doing so, derive a set of factors which incumbents and successors 
regard as beneficial for successful succession. We adopted a snowball sampling method with a 
final sample of two incumbents who are the current owners of family firms and five successors 
who are selected successors of family firms. Semi-structured interviews with the seven informants 
serve as the primary data. The interviews are audio-recorded, transcribed and data analysed via a 
grounded theory approach.   

Building on the findings in Study 1 and drawing from the work on Person-Environment fit, 
we developed and tested a model on the successors’ perceived fit with their environment on 
succession success in Study 2. We focus on the degree to which successors’ values match their 
incumbents’ values (P-S fit) and the degree to which successors’ values match their organization’s 
values (P-O fit).   

Ninety-five (95) Chinese participants from the alumni networks of one of the co-authors 
participated in the study. The sample consists of 64% male with an average age of 30 years old. 
The following model was tested based on the findings from Study 1. Measurement of all study 
variables were drawn from established scales, for example, for Successor-incumbent value fit, we 
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adapted the 7-item scale used to measure the value identification between individuals by Cheng, 
Chou, Wu, Huang, & Farh (2004) to measure the value congruence between successors and 
incumbents.  

 

 
Findings 
In Study 1, we found that from the perspective of the incumbents, to enable successful succession, 
one must create successor awareness, to build on successor capabilities and values with an eye on 
managing the networks in the firm. From the successor perspective, s/he needs to aspire to take 
over the business, to trust incumbents in terms of shared values and experiences and to manage 
networks in the firm as well. Hence it is a deliberate and gradual process of value fit that is built 
over time such that both parties are ready to enable succession.  

The research model proposed in Study 2 was largely supported. We found that willingness 
to take over the business partially mediates the relationship between successor-incumbent fit and 
perceived succession success and fully mediates the relationship between successor-organization 
fit and perceived succession success. Also, the successors’ fit with the family firm’s values 
contributes to succession success in terms of both succession satisfaction and continued 
profitability.  
 
Theoretical and Empirical Contribution 
The current research contributes to the theoretical and empirical literature in four ways. First, the 
current research studies family succession from the mutual interactions of incumbents and 
successors, a multi-faceted approach. Second, based on the results of the qualitative study, we 
focus on the role of value congruence between successors and their incumbents and organizations 
in the succession process. Third, by interviewing the successors, we focus on successors (Daspit 
et al., 2016; De Massis et al., 2008). Last, the field study explicates the relation between 
successors’ fit with their environment and perceived succession success by testing the mediating 
role of successors’ willingness, contributing to the research on succession intention (Venter, 
Boshoff, & Maas, 2005).  
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Family Enterprise and Ownership (CEFEO), Jönköping International Business School), 
Qiaozhuan Liang (School of Management, Xi’an Jiaotong University), Wei DENG (School of 
Management, Northwestern Polytechnical University) 
 
Literature Review 
A rich body of literature have demonstrated the strategic implications of the group diversity within 
the leaders of businesses and has revealed diversity of top management team, board members, or 
cofounders, can help or hinder firm outcomes (Boone et al., 2019; Tuggle et al., 2010). However, 
such literature has focused on the diversity of groups who are formally with the firm. Instead, we 
examine the diversity of relevant groups that are not formally with the firm but could shape the 
key strategic decisions or behaviors of firm leaders. Specifically, we aim to link individuals’ family 
diversity with their likelihood of setting up new businesses. 

We develop our theoretical model on the effect of individuals’ family diversity on their 
business entry by intersecting the two well-established theoretical foundations of group diversity 
(Horwitz, 2005) and family embeddedness (Aldrich & Cliff, 2003). Both perspectives are relevant 
since the theory of group diversity indicates that diversity, the distribution of differences among 
the members of a unit, can affect group members’ behaviors (Horwitz, 2005) while the family 
embeddedness perspective “emphasizes how the characteristics of entrepreneurs’ family systems 
can influence the processes involved in venture creation (Aldrich & Cliff, 2003, p. 574). 

First, we argue that individuals who have family members in different industries are more 
likely to receive more benefits such as richer and more diverse ideas (Tuggle et al., 2010), and 
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hence have a higher propensity for business entry. Second, we argue demographic diversity in 
families is likely to negatively impact individuals’ business entry across the key demographic 
attributes of age, gender, and education since the differences in the attributes can causes conflicts 
which limit the support from families. Third, we theorize that family demographic diversity acts 
as a negative moderator of the relationship between individuals’ family industry diversity and 
business entry. Forth, we identify a key activity in family life, namely, family meals (Veeck et al., 
2018) to positively moderate the relationship between family diversity and business entry since 
group members’ interactions (e.g., the frequency) strengthen the positive effects and weaken the 
negative effects of group diversity (Horwitz, 2005).  
Methodology 
We test our hypotheses by using data for the period 2014–2018 from the China Family Panel 
Studies (CFPS) (Xie & Hu, 2014). All independent variables are from the 2014 data. To test our 
hypotheses, we used an event history survival analysis to predict both the occurrence and the 
timing of business entry. 

Business entry is measured by change in their occupational status from employee or “not 
working” to employer. Family diversity is measured by standardized coefficient (for age diversity) 
and Blau’s index of heterogeneity (for industry, gender, and education diversity). Family meals is 
measured by following question: “In general, how many times per week do you usually have dinner 
with your family?” We also control for several key variables in our study. 
Findings 
Our results support the direct effects of family industry diversity (positive) and family 
demographic diversity (negative). Also, the negatively moderating effect of family education 
diversity on the effect of family industry diversity is supported. Regarding the moderating effects 
of family meals, our results suggest that family meals positively moderate both the direct effect of 
family industry diversity and the direct effect of family education diversity. 
Theoretical and Empirical Contribution 
Our study offers important contributions. First, we integrate the theoretical perspectives of group 
diversity and family embeddedness to craft a theoretical model that deviates from the predominant 
literature that studies diversity of groups of executives within existing firms in general (e.g., Boone 
et al., 2017) and family firms in particular (e.g., Sciascia et al., 2013) by studying the diversity of 
individuals’ family that are not formally working for the focal businesses.  

Second, we distinguish the key types of group diversity in a family and found them to carry 
differential impact on business entry, calling the need to distinguish group diversity of distinct 
attributes (Pelled, 1996) especially in a family.  

Third, we believe that our findings offer broad implications for research on the antecedents 
of business entry.  
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Internationalization of Chinese family firms during times of significant external disruption 
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Literature Review 

 
Figure 1 Concept map 

 
As figure 1 shows, this study draws on the point of intersection of three bodies of literature. 
Domain 1, family firm (FF) and internationalization strategy are two literatures that have been 
increasingly studied together (e.g., Arregle, et al., 2017; Debellis et al., 2020; Williams, et al., 
2018; Yang, et al., 2018) to shed light on the unique influences of being owned and managed by a 
family on the firm’s strategic moves in the international markets. Domain 2 addresses how external 
disruptions (such as COVID-19) affect family firms, and how family firms respond to such 
disruptive environment (e.g., Cesaroni et al., 2020; Laffranchini et al., 2019; Zahra, 2021). Domain 
3 focuses on the impact of external disruptions on the firm’s internationalization strategy, which 
is primarily investigated in the international business literature (e.g., Costa et al., 2017; Wenzel et 
al., 2020). At the intersection of these literatures, this study found the highlighted paradoxes, which 
is the puzzle part. It is unknown in what ways characteristics of family firms limit or enhance their 
ability to adapt their internationalization strategies to external disruptions.  

The grim socio-economic crisis in 2020 because of the COVID-19 pandemic is the most 
recent and significant external disruption that affects virtually all businesses, many of whom are 
actively considering how to tackle the devastating nature of this pandemic (Zahra, 2021). China 
obviously plays a very important role in this crisis. It is the first country to suffer from this 
pandemic and has taken actions managing to restore economic order, while the impact of COVID-
19 is still continuing in China. For example, the Chinese government has promulgated policies that 
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strictly restrict people's travel and advocates staying at home. So, many companies and factories 
could not operate for several months, especially those engaged in international business that 
suffered losses due to their inability to transport goods and services. However, under such external 
shocks, the economies of the world and other major countries have declined, but only China’s 
GDP in 2020 has increased by 2.3% (National Bureau of Statistics of China, 2021). Therefore, the 
uniqueness of Chinese companies in dealing with significant external disruptions and restoring the 
economy is worthy of this study. In the Chinese economy, family businesses are the most common 
and largest business type (Yang et al., 2018). Chinese family firms have created immense value 
for society and employment, and they also play a very important role in China's import and export. 

However, there is still limited research on Chinese family businesses. Overall, they are 
mostly young companies; most of them are only in the first or second generation of operation as 
China’s private sector only emerged when the economic reforms started from the end of the 1970s. 
Therefore, they may have not accumulated sufficient experience and capabilities to respond to the 
impact of this pandemic of COVID-19.  This research recognizes that the crisis during and in the 
aftermath of the COVID-19 pandemic represents a unique context (De Massis et al., 2020), and 
China is analytically ideal for this study.   
Methodology 
This study will employ an exploratory longitudinal multi-case study design, over a 12-month 
period focusing on the significant disruption caused by COVID-19. The data for this study mainly 
comes from semi-structured interviews with Chinese family firms.  
Findings 
Please note that this is a work in progress and that there are yet no findings. The primary result of 
this study is to answer the research questions: In what ways does the family influence changes to 
the internationalization strategies of Chinese family firms during times of significant external 
disruption? Therefore, this study seeks to understand the way in which characteristics of the 
owning family influence how family firms adapt their internationalization strategy as the COVID-
19 pandemic unfolds.   
Theoretical and Empirical Contribution 
This study focuses on the important roles of resources and dynamic capabilities in adapting 
strategies to external disruptions, which is the theoretical perspectives for this research. Resource-
based view (RBV) helps to understand the peculiarities of family and business resources in a 
family firm, and which can provide a sustainable competitive advantage for key businesses, such 
as international trade (Barney et al., 2001). More importantly, dynamic capabilities (DCs) 
emphasize a firm's capacity to sense new opportunities in its environment changes and then seize 
those opportunities by adapting, integrating, and reconfiguring its key resources and activities 
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(Teece et al., 1997). Therefore, this study established a theoretical model of DCs of the family 
business, which is an adaptation based on DCs stylized model proposed by Zahra et al. (2006). 

 
Figure 2 Theoretical framework - Dynamic capabilities 

 
This research will make contributions in both theoretical and practical aspects. Since this 

study addresses the impact of the ongoing COVID-19 pandemic, findings from this research 
provides timely and relevant insights for stakeholder at multiple levels, including policymakers, 
business practitioners, and scholarship. Family business owners or leaders can refer to this research 
to better understand and manage their business and prepare for future crises in advance. 
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Knowledge transfer in long-lived family firms: The role of transgenerational house precepts 
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and Technology) 
 
Literature Review 
This paper is qualitative research on the transfer of house precepts in long-lived family firms in 
Japan that have been active for over 100 years since their establishment. House precepts are 
transgenerational knowledge, and the knowledge is defined as “information that is relevant, 
actionable, and based at least partially on experience” (Leonard & Sensiper, 1998). The diffusion 
of house precepts for merchant houses in feudal Japan was closely related to a historical family 
society called ie in Japanese. Ie was not only house and household, but also an entity 
independent of its members and was permanent across generations, and family members as 
household were united and governed under its tradition and were required to contribute to its 
permanence and prosperity (Horie, 1966). The ie institution is one factor that explains the 
longevity of family firms in Japan (Goto, 2013, p.560). In such a situation, house precepts 
demonstrated the beliefs derived from the experience of the master of the household to the next 
generation (Adachi, 1970). There is no ie institution because of the amendment of the Civil Code 
in 1947 after the Second World War, but this custom has not disappeared. Even now, the house 
precepts partly remain in family firms. 

We seek to consider the modern meaning of house precepts in the succession process of 
the family business. Looking at the house precepts in the relationship between a predecessor and 
a successor in the succession of the family business, the transferred knowledge is not limited to 
written texts and oral tradition. Cabrera-Suárez et al. (2001) explain the need for a successor to 
acquire both explicit and tacit knowledge in the succession process. The transfer of subjective 
and intuitive tacit knowledge is not as easy as explicit knowledge (Nonaka and Takeuchi, 1995, 
p.9). Lambrecht (2005) also states that in case studies of long-lived family firms in Europe, 
transferring to the next generation needs to take a long time. A successor may acquire tacit 
knowledge through an unconscious process: implicit learning (Reber, 1989). Taomoto (2012) 
argues that in Japanese long-lived family firms, the sense of values in house precepts may be 
explicitly demonstrated, or house precepts may be embedded in the organisation as tacit 
knowledge. However, in the process of succession, inquiry in terms of how explicit and tacit 
knowledge are handed down is insufficient. 
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The research question is as follows: How are the house precepts of Japanese long-lived 
family firms transferred to the successor? 
Methodology 
Data for this study were collected using a semi-structured interview approach from 10 CEOs 
who succeeded long-lived family firms in the Hokuriku region of Japan. Next, interviews were 
transcribed and coded, then transferred house precepts were conceptualised. Subsequently, the 
analysis of the coding and the context of transcription with the concept identified the ways of 
transfer for house precepts. 
Findings 
The transfers of house precepts to successors were found in all samplings explicitly and/or 
tacitly. House precepts consist of attitude for persistence, reciprocity in community, diligence 
with employees, and continuous contribution to customers with self-renewal. On the transfer of 
house precepts, explicit ways are written and oral, and tacit ways contain history, legacy, implicit 
learning, and predecessor’s attitude. 
Theoretical and Empirical Contribution 
Though there is no doubt about explicit ways, we need to confirm tacit ways carefully. The 
factors of history and legacy in the transfer of house precepts are characteristic for long-lived 
family firms. They also let successors consider the meaning of persistence. The successors have 
been familiar with the family business and had many chances for implicit learning since they 
were young. They may be unconscious of transferred house precepts because the precepts have 
been natural for them. Successors embed explicit and tacit house precepts in their management 
policy. For the successor, the transferred knowledge is the integration of all these elements. 
Therefore, from the perspective of the successor—who is the person who can convey the house 
precepts—it is rational to consider explicit and tacit knowledge as house precepts. Until now, the 
study of house precepts in Japan has primarily looked at explicit knowledge, and house precepts 
transferred as tacit knowledge were treated as different means of transfer. However, explicit and 
tacit knowledge complement each other in the process of transfer. Such a combined view of 
explicit knowledge and tacit knowledge in the process of succession brings us a deeper 
understanding of the essence of house precepts. 
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