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Abstract 

Problem:  

Family business is the most common type of enterprise in the world and an elaborative 

subject to perform research in. However, the linkage between motivation and family 

business is not common to study, especially form the non-family managers’ perspective. 

Therefore, this thesis aims to fulfill the missing gap in research concerning motivational 

factors for non-family managers within a family business. Motivational factors are cru-

cial for individuals in order to perform, although the motivational factors for a non-

family manager within a family business is a complex phenomena. Several parameters 

must be taken into consideration, such as the family businesses characteristics and 

sources to motivation. 

Purpose:  

The purpose of this thesis is to investigate and to reach an understanding for why non-

family managers are motivated to work within a family business.   

Method: 

The method used in this thesis is a qualitative research with an abductive reasoning, 

based on ten interviews with eight different family businesses. The interviews include a 

variation of family businesses, as well as a variation of respondents, in order to receive 

a wide overview of how motivation is applied in different type of areas. However, the 

selection of this thesis interviews is based on that all the organizations are medium to 

large sized family businesses that have both family members and non-family members 

within their management team. In addition, all the respondents are non-family members, 

with a management position, within a family business. 

Results:  

The result of this thesis argues that the main reasons for why non-family managers are 

motivated to work within a family business are: The opportunity to be part of the deci-

sion making process and the possibility to influence the future culture within a family 

business.  
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1 Introduction 

In this part of the thesis, the reader will be introduced to the topic of motivation within 

a family business. First, the background will provide an insight on related studies per-

formed within this thesis topic. Following, the problem will be discussed. Finally, the 

purpose of this thesis will be presented together with the research questions.  

1.1 Background 

The first known and still existing family business was founded in Japan, in the year of 

717 A.D. It is a business within the hotel industry which has passed through 46 genera-

tions of families and it is named Hoshi Ryokan (O’Hara & Mandel, 2004). Ever since 

this family business was founded, the trend of starting up new family firms has grown 

rapidly. Nowadays, family businesses are represented all over the globe (Barnett & 

Kellermanns, 2006). In addition, the same pattern can be seen in Sweden, whereas the 

oldest family firm is Berte Qvarn AB and it was founded in the year of 1569 

(www.berteqvarn.se, 2012-03-19).  

Family firms are the most common type of enterprise in the world (Barnett & 

Kellermanns, 2006). A study completed in free world economies is showing that a clear 

majority of all businesses are managed or controlled by families (Astrachan & Carey, 

1996). Furthermore, family firms contribute to a major proportion to a nation´s gross 

domestic product (GDP) and to a nation´s growth. Research founded on the S & P 

(Standard & Poor) 500 businesses is showing that approximately 35-40 percent of all 

the firms at the S & P 500 list are family firms (Anderson & Reeb, 2003). Additionally, 

Poza (2010), states that family businesses outperform non-family firms financially and 

family businesses tend to create more new ventures than non-family firms. 

Research performed in the area of family business is showing that too much influence 

of family in the firm can generate nepotism and free-riding (Barnett & Kellermanns, 

2006). Nepotism and free-riding within the family business can cause problems for the 

firm, since non-family members obtain the sense of injustice and the feeling of not be-

longing (Cropanzano & Greenberg, 1997).  

Nepotism can be a barrier for non-family members in a family business as well as have 

an impact on the non-family member´s ambitions to reach a higher position in the firm 

(Cropanzano & Greenberg, 1997). Correlated to ambition is motivation, which is im-

portant for the employees in order to perform and for the business to pursue its vision 

(Chua, Chrisman & Sharma, 1999). In addition, motivation is a long-term process in 

which aims to increase and develop the employees performance and satisfaction, in or-

der for the business to achieve organizational goals (Steers, Mowday & Shapiro, 2004).   
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1.2 Problem Discussion 

Family businesses will just like any other business reach the point where new employ-

ees have to be recruited. The employment can in some cases be essential for the firm’s 

survival, it is therefore sufficient that businesses find the right person for their job posi-

tion. If the firm is family oriented they will first with huge probability, recruit a family 

member, although if the firm cannot find the right competent person within the family 

they need to recruit a non-family member to the family business, according to Poza 

(2010). However, in some cases, Poza (2010) argues that a culture dilemma for the fam-

ily can occur when consanguinity is missing and when leading positions within a family 

business is taken by non-family members. Issues that can arise associated with recruit-

ment of a non-family member can be that the family´s business vision can be harmed. 

Meaning that, the non-family members can utilize short-term thinking while the family 

utilizes long-term thinking. 

Furthermore, another issue that can occur for the family business can be that the non-

family member sees a difficulty to adjust as well as to move up in the family firm’s or-

ganization, which can have an impact on the performance. In particular, Hersey, 

Blanchard & Johnson, (1996) advocates that family members often have a priority to 

the leading positions within a family business. In which means that family firms can 

face difficulties when recruiting non-family members, which have ambition to develop a 

career, within the family business. Therefore, it is of importance for the non-family 

members to be well aware of the situation related to the firm’s governance. In cases like 

this, motivation plays an important role in order for the non-family member to work 

within the family business.    

According to Schulze, Lubatkin, Dino & Buchholtz (2001) having both family members 

and non-family members within the management team, can lead to conflicts. Since, the 

thoughts and conclusions regarding the family business can vary between the members. 

Numerous non-family managers experience difficulties in finding an optimal balance 

between business and demands from the family (Dyer, 1992). Since, non-family man-

agers are often employed because of their task competence, family demands can be 

complicated to handle for a non-family manager.  Poza, Alfred & Maheshwari (1997) 

states that if a non-family manager holds the right competences then he or she can use 

these competencies as an antidote in order to avoid nepotism and to create career oppor-

tunities.  

The linkage between motivation and family business is not common to study, especially 

form the non-family managers’ perspective. Since, motivational factors are crucial for 

individuals in order to perform (Chua, Chrisman & Sharma, 2003). The authors of this 

thesis therefore believe that motivation within a family business for non-family manag-

ers is an interesting topic to investigate further.   
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1.3 Purpose 

The purpose of this thesis is to investigate the reason for why non-family managers are 

motivated to work within a family business.  

With this study, this thesis aims to reach an understanding for non-family manager’s 

specific thoughts and conclusions regarding their motivation of working within a family 

business.    

1.3.1 Research Questions 

The research questions of this thesis are based on the purpose that this study aims to 

reach, whereas the primary question is: 

 Why are non-family managers motivated to work within a family business? 

Furthermore, while answering the primary question, secondary questions will follow: 

 What is the advantage and disadvantage of working within a family business for 

a non-family manager? 

 

 What are the specific characteristics that provide the reason for choosing to 

work within a family business?  

The secondary questions aim to provide the answer that is required in order to support 

this thesis purpose. By combining the two research questions, the authors of this thesis 

were able to find patterns that were essential for investigating this thesis purpose.   

1.4 Delimitations 

The delimitations of this thesis are presented in order to clarify the focus of this thesis 

study, since the area of motivation within family business can be both broad and com-

plex. Therefore, this thesis will only focus on the non-family members with a managing 

or leading position within family businesses that are medium or large sized, with 35-500 

employees. The reason behind this thesis choice of study is that medium or large com-

panies usually have a mix of family members and non-family members in their man-

agement- and board groups. The authors of this thesis assume that this is difficult to find 

within small family businesses and in Multi National Enterprises’ (MNE), whereas the 

family culture can either be too strong or too weak. The authors of this thesis consider 

therefore that the target group of medium or large sized companies is the right target 

group that will supply the required data that is needed in order to fulfill this thesis pur-

pose.  
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2 Frame of Reference 

In this part of the thesis, the reader will be introduced to different theories that are ap-

propriate for this thesis study. First, a literature review will be provided with studies 

performed within motivation: important models, definitions, characteristics and the re-

lationship between Human Resource Management and motivation. Following, a litera-

ture review will also be provided with studies performed within family business: outper-

formance, definitions and characteristics of a family business. Finally, a summary of the 

literature reviews will be presented.    

2.1 Motivation Research  

Motivation is an area used in all types of organizations and situations in different ways 

(Baron, 1991). In this thesis, motivation is seen as a tool to inspire and guide the non-

family managers within a family business in order to continue working within the or-

ganization. Meaning that, motivation is a way to streamline an organization in order to 

become more competitive in the market. 

The concept of “Motivation” has a large number of different definitions, although most 

of them states that motivation is used in order to increase employee- as well as organi-

zational performance and satisfaction. However, different definitions of motivation as 

well as the definition that this thesis support is stated further down in this thesis.  

2.1.1 Important Models of Motivation 

Two of history’s most well-known researchers within the area of motivation are Abra-

ham H. Maslow and Frederick Herzberg. They developed the models of “Maslow’s Hi-

erarchy of Needs” and “Two-Factor Theory”. The models are widely used in books, 

journals and other literature as the base of motivation, since the models describe the 

process of motivation in a clear and understandable way.  

2.1.1.1 Maslow’s Hierarchy of Needs 

According to Maslow (1943, p. 394), “we are motivated by the desire to achieve or 

maintain the various conditions upon which these basic satisfactions rest and by certain 

more intellectual desires”. Maslow (1943) also states that there are five different goals 

which may be called basic needs. These different needs are:  
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Figure 2.1: Maslow’s Hierarchy of Needs.  

Source: Re-produced from Maslow (1954)  

 

- Physiological needs: deals with all the requirements that are literal for human 

survival. If these requirements are not met, the human body will not be able to 

function.  

- Safety needs: dominate behavior and take priority for the deficiency of physical 

safety. 

- Social needs: is interpersonal and involve feelings of belongingness whereas this 

need is extremely strong during childhood. 

- Esteem needs: present the human desire to be valued and accepted by others. 

- Self-actualization needs: deals with the fact that a person must “become more 

and more what one is, to become everything that one is capable of becoming” 

(Maslow, 1954, p. 22).  

In addition, the basic needs are related to each other in an arranged hierarchy of prepo-

tency. Meaning that, a need must be somewhat well satisfied in order to emerge for the 

“higher” need in the hierarchy. 

2.1.1.2 Herzberg’s Two-Factor Theory (Motivation-Hygiene Theory)  

The two-factor theory or motivation-hygiene theory, was developed by Herzberg (1968) 

after had analyzed over 200 interviews with engineers and accountants. The respondents 

in the interviews had to remind whenever they felt positive or negative on their work-

place as well as the reason why. Herzberg (1968) developed the model in order to un-

derstand employee motivation as well as employee satisfaction.    
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Figure 2.2: Herzberg’s Two-Factor Theory.  

Source: Re-produced from Herzberg (1968)  

 

Furthermore, the two-factor theory differentiates between: 

- Hygiene factors: in which do not provide any positive satisfaction and it in-

cludes aspects such as status, salary, work conditions and job security (Her-

zberg, 1968).  

 

- Motivation factors: deals with aspects such as responsibility, recognition, chal-

lenging work task and personal growth, which provides positive satisfaction se-

curity (Herzberg, 1968).  

The hygiene factors are needed in order to make sure that the employees are not dissat-

isfied. While, the motivation factors are needed in order to motivate the employees to 

increase their performances. 

According to Herzberg, Mausner & Snyderman (1959) job satisfaction is caused by cer-

tain factors in the workplace, while dissatisfaction is caused by a separate set of factors.  

Meaning that, job satisfaction and job dissatisfaction are independent to each other. Fur-

thermore, if a manager or a leader desires to increase the satisfaction on a job, then he or 

she must be apprehensive with the opportunities it presents for achieving status, respon-

sibility and self-realization. If a manager or leader desires to decrease dissatisfaction, 

then he or she must have a focus on the work environment, such as working conditions, 

procedures and policies. However, Herzberg et al., (1959) states that the manager or 

leader is most often equally concerned with providing attention to both of the different 

job factors.  
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2.1.2 Definitions of Motivation 

According to Baron (1991, p. 1) motivation is “the internal process that activate, guide, 

and maintain behavior (especially goal-directed behavior)”. Moreover, Ambrose & 

Kulik (1999) argues that creativity, groups and culture are three vital factors within mo-

tivation, whereas: 

- Creativity: deals with the fact that individuals must be influenced by motivation 

and creative performance in order for the organization to be effective.  

 

- Groups: deals with the importance of having groups and teams within an organ-

ization in order to be successful.  

 

- Culture: deals with the fact that individuals as well as organizations must under-

stand cultural differences in order to be competitive in the business market.  

However, this thesis defines motivation according to Steers, Mowday & Shapiro (2004) 

in which argues that motivation is concerned with events or factors that guide, energize 

and sustain human behavior over time. In other words, motivation is a long-term pro-

cess in which aims to increase and develop the employees performance as well as satis-

faction, in order for the business to achieve organizational goals.  

2.1.3 Characteristics of Motivation 

Motivation is a broad topic in which can be applied to any type of organization as well 

as any type of situation. The characteristics of motivation are numerous, since there ex-

ists different kind of motivational factors in which each and every one has its own pur-

pose. Therefore, the authors of this thesis have decided to put emphasis on intrinsic and 

extrinsic motivation, since these motivational characteristics are vital within organiza-

tions and family businesses.   

2.1.3.1 Intrinsic and Extrinsic Motivation 

According to Osterloh & Bruno (2000) employees are motivated both intrinsically as 

well as extrinsically. Intrinsic motivation occurs when an activity is undertaken for ones 

direct satisfaction need. Furthermore, Calder & Staw (1975, p. 599) argue that intrinsic 

motivation “is valued for its own sake and appears to be self sustained”. However, em-

ployees that are intrinsically motivated do not work for the benefit of their employers at 

all times. Therefore, intrinsic motivation has both advantages as well as disadvantages. 

In addition, Osterloh & Bruno (2000) argues that the most important advantage with in-

trinsic motivation is that it enables generations.  

Intrinsic motivation is also required for tasks that have a need for creativity. Moreover, 

intrinsic motivation has a great advantage in areas where prices and markets have a neg-

ligible role.  However, Osterloh & Bruno (2000) states that the disadvantage with intrin-

sic motivation is that it can have an unwanted content, and intrinsic motivation is also 

more difficult to change compared to extrinsic motivation. 
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Extrinsic motivation is if employees “are able to satisfy their needs indirectly, especial-

ly through monetary compensation” (Osterloh & Bruno, 2000, p. 539). Therefore, by 

linking the employees monetary motives to the goals of the organization, extrinsically 

motivated coordination can be achieved. Meaning that, the idyllic incentive system for 

extrinsic motivation is pay-for-performance. 

In addition, balancing intrinsic motivation and extrinsic motivation is both important 

and challenging in order to reach competitive advantage. According to Osterloh & Bru-

no (2000) the capability to manage motivation is vital for all tasks where the goals are 

complicated to prepare as well as where it is problematic to attribute completion of tasks 

to specific employees.  

2.1.3.2 Financial Incentives for Motivation 

Borg (2003) argues that the fundamental part of financial incentive is to create motiva-

tion to work. It is also useful if a firm wish for a key role-person to stay within the busi-

ness or to attract competent persons to the firm. The financial incentives can also be a 

reward or bonus for good performance. According to Rao (2006) when an employer 

implement a financial incentive plan, it is common that the employees are motivated to 

improve production levels and achieve higher productivity.  

 

Financial incentives can also be seen as a variable income for the employee. In some 

cases the fixed salary is placed lower in order to provide space for a variable income 

(Borg, 2003). The idea of financial incentives has been criticized for its way to reward 

success, although not penalized failure. Therefore, financial incentives can lead to a 

higher risk taking policy for the business.  

2.1.4 Human Resource Management and Motivation 

Today’s economic environment is forcing organizations to use Human Resource Man-

agement (HRM) practices (such as: recruitment and selection, training and develop-

ment, and so forth) in order for the businesses to become competitive in the market. The 

importance of hiring the “right people” (Terpstra, 1994) could nowadays be the link be-

tween the organizations survival on the market. Unfortunately, a large number of busi-

nesses have underestimated the potential contribution, in which suitable selection pro-

cedures can lead to organizational performance. Organizations must therefore under-

stand the importance of hiring the best people available on the market for their business. 

Thereafter, according to Terpstra (1994) it is the organizations responsibility to critical-

ly evaluate, motivate and develop these individuals.  

2.1.4.1 Employee Motivation 

Employee motivation is, according to Kovach (1995) the main aspect in determining the 

long-term success level of the employer. Meaning that, it is impossible for an organiza-

tion to motivate their employees over a short matter of time. Instead, organizations must 

invest both time and money in understanding their employee’s needs and wants in order 

for the workforce to be satisfied, as well as increase the workforce performance within 

the organization. Kovach (1995) also states that managers and leaders must communi-

cate with the employees in order for them to satisfy their workforce’s desires regarding 

motivation. In addition, Kovach (1995) argues that managers and leaders generally 

think that employee’s requests higher pay in order for the workforce to be motivated 

and satisfied.  
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However, Rynes, Gerhart & Minette (2004) states that managers usually have a tenden-

cy to ignore money as a motivational factor for their employees, even though there are 

clear evidence showing that most people actually are motivated by money. In context, 

employees rather appreciate an interesting job with challenging task, then receiving a 

higher salary. It is therefore vital for the managers and leaders to communicate with 

their employees in order to save time and money in actually investing those resources 

on what the workforce truly appreciates. In addition, the employees will be more satis-

fied as well as their performance will increase, which leads to achievement of organiza-

tional goals. 

According to Nohria, Groysberg & Lee (2008) all individual are guided by four basic 

emotional drives, or needs, that motivate everything we do. These emotional drives are: 

 

Figure 2.3: How to Fulfill the Drives That Motivates Employees.  

Source: Nohria, Groysberg & Lee (2008) 

 

- The drive to acquire: is fulfilled when individuals feel delight and the drive are 

unfulfilled when individuals feel unpleased. Furthermore, the drive to acquire is 

recognized to be relative and insatiable, whereas individuals compare what they 

have with each other as well as when individuals always want more. An exam-

ple could be to attain scarce good and social status.     

 

- The drive to bond: is characterized with having strong emotions such as love and 

caring, when the drive is met. However, the drive can also be negative, whereas 

individuals feel lonely, when the drive is not met.  
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Furthermore, the drive to bond is predictable when employees feel proud of be-

ing part of the organization, at the same time as the employees lose their morale 

when the business betrays them. An example is when employees form connec-

tions with both individuals and groups.   

 

- The drive to comprehend: occurs when individuals are frustrated when things 

appear meaningless, while individuals are revitalized by the challenge head. Fur-

thermore, employees are motivated by jobs that offer them a challenge and a 

chance to grow. Employees will feel de-motivated by those jobs that seem 

meaningless and repetitive. An example could be when individual’s desires to 

satisfy their curiosity.   

 

- The drive to defend: leads to feelings of confidence and security, however indi-

viduals can also feel bitterness and fear. An example is when individuals protect 

themselves against external threats.  

Furthermore, Nohria et al., (2008) states that, in order to fulfill these basic drives as ef-

fective as possible, organizations must meet the basic needs by distinct business lever, 

such as: 

- The reward system: combines rewards to performance in the organization, 

whereas those employees in which have performed well will be rewarded as well 

as the opportunity for advancement is provided.   

 

- Culture: deals with the fact that organizations must have some kind of culture 

that supports teamwork, openness, collaboration and friendship.  

 

- Job Design: aims to design jobs that are interesting, meaningful and challenging 

for the employees, in order for them to increase their motivation as well as per-

formance within the organization.  

 

- Performance Management and Resource Allocation Process: helps to meet in-

dividuals drive to defend by providing the employees with a fair, transparent and 

trustworthy process for performance management.  

Several actions must be taken in order for an organization to improve the motivation 

among their workforce, which can lead to increased performance as well as achieve-

ment of organization goals.  

According to Nohria et al., (2008) it is essential to consider that organizations must im-

prove its effectiveness in fulfilling all four basic drives, and not just one, in order for the 

business to progress its employee motivation.  
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2.2 Family Business Research 

Family businesses have a major role in today’s global economic environment, since the 

family firm’s exists within all kinds of business industries. The topic of family business 

is therefore common to study, whereas a large number of researches have been per-

formed. In addition, the following parts of this thesis will clarify the outperformance 

and the definition, as well as the characteristics of a family business.  

2.2.1 Outperformance of Family Business 

Previous research in family business is showing that family business outperforms non-

family business financially, and family business tends to create more new ventures than 

non-family businesses (Poza, 2010). Family firms contribute to the entrepreneurial cli-

mate in the business. Research founded from the mid 1990´s to 2002, is showing that 

family firms represented in venture capital businesses have invested over $271 billion in 

new venture projects. This can be comparable with $59 billion from non-family capital 

firms, according to Anderson & Reeb (2003). 

2.2.2 Definitions of Family Business 

Chua et al., (1999)  states that a family business is a vision for a firm held by a family 

with the intention to shape and pursue this vision, potentially across generations of the 

same family. A family business is characterized by family ownership and management 

of the firm and the vision to create a dominant coalition of the family members. Fur-

thermore, Schulze et al., (2001) define family business as an enterprise in which two or 

more family members own 15 % or more of the shares, family members are employed 

in the business, and the family intend to retain the control of the firm in the future.  

In this thesis, the authors have decided to follow the definition stated by Chua et al., 

(1999). The reason behind choosing this definition is that the authors preferred this 

broad perspective on a family business.  

2.2.3 Characteristics of Family Business 

The characteristics within a family business are exceptional from family firm to family 

firm; however there are some characteristics within a family business that are more im-

portant than others. The authors of this thesis have decided to mention some characteris-

tics that are similar between family businesses.   

2.2.3.1 Uniqueness of Family Business 

Uniqueness of a family business is what distinguishes the firm from other businesses; 

the uniqueness of a family firm can be defined as an intangible and exclusive asset that 

competitors cannot reach (Poza, 2010).  However, in a family firm, each family member 

in the business has unique systematic capabilities and resources.  

These unique systematic capabilities are then accumulated with the entire family, in 

which will have an impact on the performance of the family business social system 

(Habbershon & Williams, 1999).   

Astrachan & Carey (1996) has defined the uniqueness of a family business with a model 

consisting of three different stages. The stages are moving from a broad interpretation of 

the uniqueness of family business to a more narrowed down interpretation.  
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Figure 2.4: Family Business Universe.  

Source: Astrachan & Carey (1996) 

 

The three definitions can be explained with a circle model with three rings, where the 

first ring is called:  

- Control of strategic direction and family participation (1). This ring is the 

broader definition and requires that only some family members participate in the 

business and that the family has the control over the strategic part of the opera-

tion, for instance that the family have a position the family business board and 

not have the role as a manager. An example of a company that is mentioned in 

this thesis within this category is Akelius Fastigheter AB.   

 

- The second and the middle ring are called: Family runs the company and in-

tended to remain in the family (2). This ring defines the family business more 

precise than the first one, where the family has the power over the whole busi-

ness not just the strategic part. Also, the owner intends to pass the firm to the 

next generation. The owner has created a long-term vision for the business. An 

example of a company that is mentioned in this thesis within this category is 

Henning Persson Förvaltnings AB. 

  

- In the middle, the last ring is found; this ring is called the “bull´s eye” and takes 

the following two subjects into consideration: Multiple generations and more 

than one member of owner´s family with management responsibility (3). This 

ring may involve many generations in the business. For instance an older gen-

eration as a chairman of the board; a couple of siblings are owners and at the top 

management, and some cousins responsible for different departments, and so on 

and so forth. An example of a company that is mentioned in this thesis within 

this category is Hallpressen AB. 
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Furthermore, Astrachan & Carey (1996) underlines four criteria’s for a family business 

to create uniqueness; these criteria’s are strategic control, proportion of ownership, in-

tergenerational involvement, and the intention for a business to remain in the family. 

These criteria’s play an important role for a family business, although the level of im-

portance is depending on were in the business life cycle the family firm is. 

2.2.3.2 Culture of Family Business 

According to Poza (2010), the culture of a family business is a set of accumulated val-

ues; these values are compressed by behaviors from the family firm. These behaviors 

are approaching from owners and managers that have been active in the business during 

present time and past time. The family business culture also include unity in which is 

crucial to have in order to create continuity. Since, if there is unity in the business it is 

more likely that the firm will perform well. In addition, unity can be practiced in several 

ways. According to Poza (2010) the most common way is to allow the non-family 

members to take part of the board as well as to allow the non-family managers to have 

key-positions, so that they can support the top management with their skills and compe-

tences. Poza (2010) also emphasis the importance of having frequent meetings within 

the family since these can help the business to create unity. Furthermore, unity is when 

all the business competences are combined into a unique capability. This capability will 

then be the competitive advantage towards other businesses. 

The family business culture can be explained as a family system, whereas the family 

system provides an understanding to the theory of the family business. The system can, 

according to Poza (2010) be divided into three interdependent subsystems; ownership, 

family and management. In order to achieve good performance it is of importance that 

these three subsystems are integrated with each other. Furthermore, Bork (1986) states 

that the family system transfers messages, rules, patterns and expected behaviors to-

wards the family members. However, when patterns and expected behaviors are stated 

in the family system, there is a possibility that some family members implement new 

traits in the family systems. Nevertheless, these new traits are often diminished when 

tension appears within the family, and the family system moves back to its origin.  

According to Hall & Nordqvist (2008) cultural competence is a vital factor in order for 

a family business to continue its business. Since, cultural competence deals with the fact 

of understanding socio-cultural patterns that is created from the families influence on a 

firm. The core of cultural competence is the ability to be responsive and to understand 

the social processes as well as the family culture.  

Furthermore, Hall & Nordqvist (2008) argue that a CEO in which does not have any 

cultural competence about a family business is more likely to fail with the firm, even 

though the CEO is formally competent. In addition, the CEO must be both culturally 

and formally competent in order to manage a family business successfully, no matter if 

the CEO is a family member or a non-family member.  

However, for a CEO that is a non-family member within a family business, it is essen-

tial that the CEO can acquire both general cultural competence as well as context-

specific cultural competence in order for the CEO to be successful with the family firm 

(Hall & Nordqvist, 2008). General cultural competence deals with the fact of recogniz-

ing the culture of the family business, while the context-specific culture competence 

deals with the fact of understanding the norms, goals and values of the firm.  
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The culture of the family in the business is coloring the business´ strategy. The public 

business climate in the world today is generally focused on short-term, such as quarterly 

and daily terms according to Poza (2010). In private family businesses however, the fo-

cus is mainly in long-term, since it is of importance that the firms can survive in the 

long-run. If the family business is exposure to public markets, it is fundamental that 

there is no lack of liquidity. Since, the liquidity helps the firm to act in short-terms. Fur-

thermore, if the family business has the burden of illiquidity, there is a counteracting to 

use for family firms called zero-sum dynamics. The zero-sum dynamics appears in the 

relationships between the family members within the business and is characterized by 

the sense that everyone is within the same boat. Moreover, Poza (2010) argues that the 

principle of zero-sum dynamics is easy to interpret and it can be explained in countless 

ways. The principle of zero-sum dynamics is to set off gains and losses in the business 

different parts. When the zero-sum dynamics is implemented, the family business will 

most often utilize a short decision making process in order to adapt to the environment. 

A specific example could be the balance between a growth strategy and reduced divi-

dends to shareholders. If the business decides for a growth strategy in which will gener-

ate large investments, then the business might need to reduce its dividends towards their 

shareholders in the short run. In order to implement zero-sum dynamics it is vital that 

the family is holding meetings frequently as well as is creating a family council. The 

family council is beneficial to have when it comes to educating the family members, 

about responsibilities, strategies, and various rights. 

Moreover, Schein (1987) suggests that the culture of the family can have artifacts. The 

artifacts can either be audible or visible, whereas common artifacts within a family 

business are names, operational methods and phrases. Artifacts are often important to 

the family when it comes to protect the business name and reputation. 

2.2.3.3 Decision Making Process of Family Business 

According to Chua et al., (2003) it is vital to involve non-family managers in the deci-

sion making process of a family business future strategic direction. Then the family can 

make sure that the non-family managers understand how the future is attached to the 

family business.   

During the decision making process, in a family business where there are several of 

owners that is controlling the business, it is important that no one is uninformed and 

performed decisions completed on bounded rationality (Poza, 2010). If the decision 

making process is democratic, opinions that are uninformed and nearly guessed can 

harm the decision making process.  

The decision making process should be part of the family council; therefore the council 

can inform about communication and education before the decision making process 

starts. Furthermore, the decision making process is taking the planning of the business 

and the policy-making process into consideration.  

Poza (2010) argues that during the decision making process it is important that the fami-

ly is sharing the information among all the family members that is taking part in the 

process, so that the process becomes effective and correct. However, the decision mak-

ing process should not be based on voting; instead the decision should be based on con-

versations and deliberations between the family members, and also on rules and facts 

regarding the firm (Poza, 2010; Tyler & Blader, 2000). When, implementing policies it 

is important that the majority of the decision makers agree upon these policies.  
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2.2.3.4 Vision Thinking of Family Business 

According to Poza (2010) vision thinking within a family business is considered to be a 

vital characteristic in order to develop a substantial firm. This characteristic is an intan-

gible asset for the family business that creates competitive advantage. Poza (2010) also 

argues that the vision thinking is of importance in order to create career opportunities to 

family members and to maintain unity within the business. Furthermore, vision thinking 

is highly important to the performance and the substantially existence. In the creating 

process of a vision for the family business, the family discusses future policies for the 

firm.  

Implemented policies in the vision thinking process often concern requirements for the 

family members to be allowed to work in the business and expectations on returns. In 

order to pursuit the vision the family business need to invest in their ownership subsys-

tem, which means investments in a suitable control and ownership structure. Some ex-

amples of investments that the family business can perform to build up the ownership 

subsystem are: educations to the employees, mediate information between employees, 

and engage shareholders (Poza, 2010).  

Since, the family business wants to build a firm that lasts and is substantial; the short-

tem thinking might not be a good option to implement. Often, the short-term thinking 

applies in a larger extent whereas the focus is more on revenues, growth, market-share 

and profitability. Poza (2010) suggests that this can harm the unity of the family as a re-

sult of pressure from higher returns and shorter time horizons. 

2.2.3.5 Family Influence Affecting Non-Family Members 

A challenge that family businesses often faces is the recruitment process of a non-

family manager to the business. The situation in most family businesses is that family 

members often holds key-positions in the firm, although in large cooperation’s it is una-

voidable to not allow non-family members to hold a key-position (Poza, 2010). 

According to Poza (2010) aspects that need to be taking into consideration in the pro-

cess of finding the right manager, is how to encourage value-creating behaviors and atti-

tudes to the new manager. Since the manager has a fundamental role in the business, it 

is of importance that he or she understands the values and attitudes that the family has. 

In some cases this can be crucial for the success or fail for the business. 

During the recruitment process of a non-family member to the family business, it is im-

portant that the family not eludes fairness towards the non-family member and family 

members.  If a non-family member does not perceive that decision processes and out-

come are not fare, it will be difficult for the family business to reach commitment with 

this non-family member. However, if unfairness arises, non-family employees can cre-

ate a perception concerning injustice. Issues that can create these injustice perceptions 

can be based on performance, compensation, and promotion.  

According to Barnett & Kellermanns (2006) when a family business practices Human 

Resource (HR) with family involvement and influence, non-family members often fos-

tering three different justice perceptions about the business. The three perceptions are: 

- Distributive: Distributive perception justice appeals when someone´s percep-

tions concern the fairness of the outcomes of a decision process in relation to 

another person. 
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- Procedural: the procedural perception justice is based on the fairness when the 

decision making process outcomes are determined. 
 

- Interactional: This perception handle the quality of interpersonal treatment as 

decisions are completed which also describe the interaction between the decision 

maker and the non-family members in a process, so that the non-family member 

is treated with respect, honesty and propriety.  

Barnett & Kellermanns (2006) states that these three justice perceptions together with 

HR practices, family influence and the employee´s value creating behaviors creates a 

certain scheme. The scheme is summarized in Figure 2.5. The family influence of the 

business can have a direct affect on the non-family member’s justice perceptions or af-

fect the HR practices of the business. Depending on how the family influence is per-

ceived by the employees. The level of family influence is determined by how much in-

teractions there are between the family and the business. The level of influence is in turn 

related to how the business utilizes their long- term vision. This means that the level of 

influence of the family in the business is determined on the strategy that the business 

contains.  This theory is implemented in the thesis for its structure in order to see how 

the different family influences affecting the employee’s motivation. 

 

Figure 2.5: Justice Perceptions of Non-family Members.  

Source: Barnett & Kellermanns (2006) 

 

According to Barnett & Kellermanns (2006) when a family business constructs policies 

for HR, they need to be aware of how much influence of the family´s values and goals 

they should implement. Hence, too much influence can create an environment with fa-

voritism; this can lead to negative perceptions based on unfair treatment towards non-

family members.  
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The influence that the family business utilizes in the business is based upon experience, 

culture and power. The combinations of these will lead to negative or positive results 

for the firm. In particular, too much family influence in the HR practices may create 

agency based problems, such as adverse selection, nepotism and free riding. These 

problems can create negative distributive justice perceptions for non-family members. 

2.2.3.6 Advantage versus Disadvantage of Non-Family Members  

According to Schulze et al., (2001) having both family members and non-family mem-

bers within the management team, can lead to conflicts. Since, the thoughts and conclu-

sions regarding the family business can vary between the members. Furthermore, one 

major disadvantage of having a non-family member within a family business is, accord-

ing to Sonfied & Lussier (2009) the loss of “familiar”. Meaning that, the non-family 

members can bring dissident and a different mindset to the family business.   

However, Chua et al., (2003) argues that there are several advantages of having a non-

family member within a family business, whereas non-family members are considerate 

to be necessary for a family business in order to grow, since they can provide with new 

ideas and needed skills. Furthermore, Sonfied & Lussier (2009) states that having a non-

family member within a family business can lead to a decrease of disagreements and 

conflicts within the family.  

Another advantage is that the family business can be more open-minded regarding the 

“issue” of having a non-family member within the management team of the firm 

(Sonfied & Lussier, 2009). The opportunity to reach top positions within a family busi-

ness increases for the non-family members. Furthermore, Sonfied & Lussier (2009) also 

states that an important advantage of having a non-family member within a family busi-

ness is that the firm can be more positive and flexible in using different management 

styles. In other words, the chance of using outside advisors, consultants or other finan-

cial methods increases due to the non-family member’s way of opening the mind of the 

family business.  

2.3 Motivation and Family Business 

2.3.1 Previous Studies 

Previous studies that have discussed  problem that are explaining  the agency problems 

within family business and how CEO family members generate non-family members in 

order to become dedicated to reach goals that the owning family has. However, the au-

thors of this thesis assume that this research is not enough in order to clarify the motiva-

tional relationship between a family business and the non-family managers within the 

firm.  

Chua et al., (2003) argues that non-family managers are less satisfied with the clarifica-

tion of the vision that the family has stated, the non-family managers experiencing a 

lack of clarity in the strategy and diffuse plan to achieve growth. 

According to Chua et al., (2003) non-family members sometimes obtain the feeling that 

there is a glass ceiling, which means that family members will only employ family 

members on senior positions. In that case, it is vital that the family business compen-

sates non-family managers in a higher degree.  
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Furthermore, Chua et al., (1999) advocates that there are two reason for why family 

business compensates non-family managers; the first one is to avoid redundancies. The 

cost of recruiting new competent persons is too high, therefore family businesses decide 

to compensate non-family managers to a higher level. The second reason for compen-

sating non-family managers in a higher degree is because non-family managers do not 

have the opportunity to reach a senior position. The economical compensation is there-

fore implemented for the purpose to substitute the opportunity to reach a higher position 

within the company.  

However, Chua et al., (2003) suggests that the agency based problems are discussing is-

sues that appear between family business owners and non-family managers. A conflict 

between the different parts can arise when there are divergent interests in the relation-

ship between them. Furthermore, also involved in this issue is the concept of asymmet-

ric information and rational boundaries.  

Rational boundaries in the case of agency based problems are for instance if the owner 

composes decision about the future with short amount of time and with cognitive limita-

tions and information. Asymmetric information in this context, it means that the non-

family manager knows more about his or hers capabilities than the owner.  

Moreover, Schulze et al., (2001) have provided research in the area of unreciprocated 

altruism. The altruism is seemed to be asymmetric, where the non-family managers feel 

the unreciprocated altruism, when inequality treatment appears between non-family 

members and family members. For instance, when the family business owner allows 

family members to utilize free-riding or when the non-family manager got problems in 

contract enforcement.   

This thesis is going beyond what is discussed above and aims to provide the reader with 

a clear understanding of the relationship between motivation and family business for 

non-family managers.    

2.3.2 Summary of Motivation and Family Business Research 

Barnett & Kellermanns (2006) explains justice perceptions that appear due to family in-

fluence. The justice perceptions are the foundation to the value creating attitudes and the 

behaviors that the non-family managers will receive. Nevertheless, how justice is per-

ceived by non-family managers is individual. Since, these justice perceptions will affect 

how the non-family managers will work, the authors of this thesis assumes that there is 

a linkage between motivation and these justice perceptions and the performance of non-

family managers.    

The motivational research in this thesis starts by presenting two models: Maslow’s Hi-

erarchy of Needs (Maslow, (1943) and Herzberg’s Two-Factor Theory (Herzberg, 1968) 

in which has provided a major impact on the theory of motivation. These models ex-

plain the process of motivation that all individuals have to face as well as the models al-

so argue for different needs, wants and factors that are vital in order for an individual to 

be motivated and satisfied.  

Furthermore, important to mention about motivation is that it has several characteristics 

as well as it also exists different types of motivation, such as intrinsic and extrinsic mo-

tivation.  
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However, the main aspect with motivation and the reason behind organizations choice 

of applying motivation to their business is due to the fact that motivation is a long-term 

investment in which benefits the organization in the long-run. Meaning that, the aim of 

motivation is to provide support and guidelines for employees and organizations in or-

der to increase performance as well as the overall satisfaction, in which leads to 

achievement of organizational goals. In addition, employee motivation is a vital part in 

this thesis, since it supports the reasons behind non-family manager’s choice of working 

within a family business.   

The family business research contains characteristics that distinguish the firm from a 

non-family business. The decision making process and the visionary thoughts and zero-

sum dynamics are some few characteristics of a family firm (Chua et al., 1999). Fur-

thermore, family unity within the business is also a characteristic that is vital for the 

family business to perform. Moreover, the structure of a family business “spin” is clear-

ly rooted in the family´s culture. Accordingly, the culture of a family business is a set of 

accumulated values; these values are compressed by behaviors from the family firm. 

These behaviors are received from owners and managers that have been active in the 

family business during the firm’s history. 
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3 Method 

In this part of the thesis, the reader will be introduced to the method of abductive rea-

soning in a qualitative research, as this thesis chosen research strategy. Following, the 

reason of the chosen method will be adapted. Finally, the result of the research strategy 

will be presented. 

3.1 Research Method 

According to Ahrne & Svensson (2011) the method is what helps researchers to move 

from a problem to a solution. It is vital to consider that it is not the method itself that 

will solve a problem, without having any tool to solve the issue. In addition, the method 

is what outlines the tools that one has to use in order to solve the problems that have 

arise or built up over time.  

There is a difference between science and everyday method practices, whereas in sci-

ence there is a greater requirement to explain and argue the methods used. Since, the 

science methods have a major impact on the results for a researcher, investigator or stu-

dent; therefore it is essential that the reader receives an overview of the work process. 

The method part in this thesis is going to be used as a tool for the authors of this thesis 

during the data collection. In order to conduct a research method on this topic it is im-

portant that the purpose of the research is stated correctly. The purpose of this thesis, as 

stated before, is to investigate why non-family managers are motivated to work within a 

family business. In addition, this thesis research will focus on the relationship between 

motivation and family business, for non-family members, in a management position. 

Thus, the authors of this thesis have utilized interviews as a qualitative research method 

with an abductive reasoning, in order to answer this thesis purpose.   

3.1.1 Qualitative Research 

According to Denzin & Lincoln (2005) a qualitative research method seeks to interpret 

and understand the phenomena in terms of developing a new meaning by studying 

things in their normal context. In addition, according to Bryman (2006, p. 111) a quali-

tative research “is often depicted as a research strategy whose emphasis on a relatively 

open-ended approach to the research process frequently produces surprises, changes of 

direction and new insights”. However, Bryman (2006, p. 111) also states that a quanti-

tative research is “by no means a mechanical application of neutral tools that result in 

no new insights”. Nevertheless, Stake (1995) argues that the major difference between a 

qualitative and a quantitative approach is developed from the researches purpose, as 

well as the level of knowledge construction and the role of the researcher. Furthermore, 

Stake (1995) also argues that a quantitative research is more sufficient when there is an 

interest in understanding the uniqueness of a context and case.  

Moreover, Attride-Stirling (2001) argues that a qualitative research is essentially a one-

sided process benefiting from the researches gratitude of the contingency, enormity and 

fragility of signification. In addition, Silverman (2004) states that the reason for using a 

qualitative research method is in order to light up the richness, meaning and magnitude 

of the one-sided experience of social life.  
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This thesis have used a qualitative research method in order to gain an enhanced under-

standing of this thesis research questions, as well as to have the possibility to change the 

research along the way (Hyde, 2000). Furthermore, the qualitative research method is 

provided by interviews in which will be presented and discussed further down in this 

thesis.  

3.1.1.1 Abductive Reasoning in Qualitative Research 

The authors of this thesis have used an abductive reasoning as a qualitative research ap-

proach, which is a combination of inductive approach and deductive approach.  

On the one hand, the inductive approach is seen as a theory building process. The ap-

proach starts with seeking for observations for the investigation. An important key func-

tion of the inductive process is that it explains the movement of the collected data to the 

theories. This approach is seen as a flexible approach, since it implies changes of re-

search during the entire process (Hyde, 2000).   

One the other hand, according to Saunders, Lewis & Thornhill, (2009) the deductive 

approach is using established theory in order to create hypothesizes that is being used in 

a new context for thesis. The deductive approach explains the causal relationships, in 

which these relationships are referred to different variables.  

The inductive approach as well as the deductive approach, are two extremes of method 

approaches, it was therefore more beneficial to combine these methods when perform-

ing this thesis research. In addition, the subject of this thesis unites two areas: Non-

family managers in a family business and motivational factors. First, the authors of this 

thesis implemented a frame of reference from the existing literature regarding the two 

areas. This was performed with the deductive approach. Thereafter, the authors appre-

hended that there was a missing gap in the literature that was not explaining the phe-

nomenon of motivational factors for non-family managers in a family business; there-

fore the authors of this thesis also utilized the inductive approach.  

3.2 Strategy for Research 

3.2.1 Data Gathering 

The authors of this thesis have decided to use interviews as a tool to gather primary da-

ta. In order to receive sufficient data for this thesis research, the authors had to gather all 

the relevant data that this thesis required. In turn to find family businesses for this the-

sis, the authors compiled a list of family businesses from the host company list that is 

provided by Jönköping International Business School. In the selection process of com-

panies, the authors of this thesis examined each company’s background and financial in-

formation in order to find the right target group. Further, the first contact with the com-

panies where performed by telephone and e-mail.  

The companies that were collected from the school´s host company list are: Claes 

Nybergs Bil AB, EAB AB, Hallins Verkstäder AB, Hallpressen AB, and Holmgrens Bil 

AB. These companies contributed to six interviews to the data collection. However, to 

collect the right amount of data for this thesis research, the authors needed to glance be-

yond the school´s host companies. Therefore, the authors acquired contact with family 

businesses that they knew. These companies are: Akelius Fastigheter AB, Brännehylte 

AB, and Henning Persson Förvaltning AB.  
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These companies contributed to the missing data, with the total of four interviews. The 

total of amount of interviews that was needed to fulfill the data collection was ten inter-

views. Since, this number represents a fair sample size in which was needed in order to 

receive a broad overview as well as a trustworthy result for answering this thesis pur-

pose.   

3.2.2 Interviews 

Today, according to Ahrne & Svensson (2011) interviews are probably the most com-

mon research method among both students and among the researchers working with a 

qualitative approach. Interviews can be used for a variety of purposes, such as to gather 

knowledge about social conditions, as well as receive answers on questions about indi-

vidual feelings and experiences of interest. Czarniawska (1999) argue that interviews 

are the mutual exchange of views, whereas it is a way for a person to learn something 

from someone else. However, important to point out is that an interview does not al-

ways say everything, it only provides a picture of the moment when the interview was 

conducted, how the interviewees understood the questions posted, and something about 

what was discussed during the interview. 

Ahrne & Svensson (2011) argues that one advantage of performing qualitative inter-

views is that the interviewer can adapt the questions and the order of them as the situa-

tion is in a completely different way than if one is tied to a fully standardized question-

naire. The interviewer can also receive answers on so-called follow-up questions as well 

as see a broader picture of the interviewee's situation, compared with standardized ques-

tions. Furthermore, another advantage of qualitative interviews is that the interviewer is 

more comfortable in taking up new subjects, new questions and find new approaches 

during the meeting (Gubrium & Holstein, 2002). However, the disadvantage of inter-

views is that it provides a limited picture of a phenomenon, and thus the interview must 

be treated accordingly, and if possible, include more methods. 

Interview strength is, according to Ahrne & Svensson (2011) that the method is relative-

ly quick and easy to implement and that the interviewer can receive a wide range of ma-

terial if the interviewer is using qualitative-oriented interviews. For its weaknesses, is 

that the interviews are only the result of a meeting in a certain place and at any given 

moment, where what is said - even if it is performed with honest intention - may have 

other purposes than what the interviewer imagined or understood. 

In this thesis, the authors conducted both face-to-face and telephone interviews with ten 

respondents from eight different family businesses, whereas the interviews were 30-45 

minutes long. The selection of this thesis interviews was based on medium to large fam-

ily businesses that had both family and non-family members within their management 

team. The authors of this thesis have therefore chosen to focus this thesis interviews on 

the non-family managers within the contacted companies, aimed to receive answers for 

this thesis purpose as well as this thesis research questions.  

Lastly, all the interviewees were anonymous and are therefore referred to as “respond-

ents”. Since, a clear majority of the respondents preferred to be anonymous, therefore 

the authors of this thesis decided to be consistent throughout this thesis.  
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3.2.2.1 Face-To-Face 

The authors of this thesis conducted face-to-face interviews in order to receive answers 

for this thesis purpose and research questions.  

The face-to-face interviews were performed in the way that the authors of this thesis 

contacted the family business in order to schedule a meeting. Thereafter, the authors of 

this thesis visited the company in order to perform the face-to-face interview, which 

aimed to receive a qualitative research. Thus, the interviews were performed in an open 

and relaxed way, whereas the respondent received the chance to respond freely to the 

questions that the authors of this thesis prepared.  However, when the respondent 

slipped of the subject, then he or she received the change to continue speaking, although 

the authors of this thesis tried to move on to the remaining questions shortly thereafter. 

This is because of the fact that, the authors of this thesis had a timeframe of 30-45 

minutes for completing the interview, which meant that the interviews had to be effec-

tive. In addition, the reason behind the authors of this thesis choice of performing face-

to-face interviews was since face-to-face interviews provide the opportunity to have a 

good discussion as well as the change to develop a relationship with the respondent, in 

which increases the chance of receiving more reliable and relevant information.  

Nevertheless, the face-to-face interviews did also allow the opportunity to analyze body 

language and tone of voice of the respondent, whereas the authors of this thesis could 

see whether the respondent was telling the truth or not.  

In addition, since the authors of this thesis consist of two students, one had the task to 

listen and analyze, while the other recorded the interview, asked questions and wrote 

down some small notes on what was being said. Lastly, the interviews ended with the 

authors of thesis thanking the respondents and the family business for taking their time 

to meet up.   

3.2.2.2 Telephone 

Telephone interviews were also applied to this thesis, since some family business did 

not have time to perform a face-to-face interview. Hence, the telephone interviews were 

conducted in the same way as the face-to-face interviews; the difference was that the in-

terviews became more direct. In other words, there was no way to build a relationship 

with the respondent in order to obtain a comfortable and open conversation. The same 

applies to the opportunity to analyze the body language of the respondent. Instead, the 

authors of this thesis had to analyze the tone of voice of the respondent and thus deter-

mine whether the respondent was honest or not. 

The approach to the telephone interviews were the same as with face-to-face interviews, 

in which the timeframe was 30-45 minutes and the aim of the telephone interview was 

that the respondent answered to the questions that the authors of this thesis had pre-

pared. This is because of the fact that the authors of this thesis needed information in 

order to support the purpose and research questions of this thesis.  
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3.2.2.3 Questionnaire for Interviews 

Questionnaire for interviews are attached in Appendix.  

The questionnaire consists of questions that are relevant in order to receive information 

and support for this thesis purpose and research questions. Therefore, the questions in 

the questionnaire have a base on earlier parts in the literature review in the frame of ref-

erence part of this thesis.  However, important to point out is that the questionnaire was 

not something that the author of this thesis did hand out to the respondents in the inter-

views. The questionnaire was only a helpful tool in maintaining positive and effective 

interviews. Furthermore, the questionnaire was originally written in Swedish, although 

the authors of this thesis translated the questionnaire to English.      

3.3 Data Analysis  

Data analysis of this thesis is based on a predetermined strategy that the authors have. 

The interviews took place on several occasions, the interview where recorded and writ-

ten down in documents. The gathered data from each of the interview were summarized 

into a document. Thereafter, the document was emailed back to the respondent from 

each company. The respondent examined the summarized material and provided the au-

thors of this thesis with feedback and inputs. Moreover, after the gathering of all col-

lected data, the authors of this thesis analyzed the fundamental parts from each inter-

view. Thereafter, the authors of this thesis linked the same questions to the different an-

swers in order to come across some patterns. The patterns that were discovered were 

conjunction with the frame of reference.  

3.3.1 Trustworthiness 

In order to create trustworthiness in the research it is crucial that there are no ambigui-

ties concerning the credibility and objectivity of the research. The endeavor with this 

thesis was to produce a clear picture that mirrors the linkage between motivation and 

family business in the real world. Therefore, it is vital that the “final product” corre-

sponds to the topic that is discussed, i.e. the research represent the real world instead of 

reproducing it (Hammersley, 1992).   

According to Silverman (2004) it is impossible to find one set of qualitative methods 

that can be used to analyze data from observations and interviews. Silverman (2004) 

recommends using several types of sets of qualitative methods to create a coherent set. 

For this reason, the authors of this thesis have created an objectivity and credibility for 

this thesis study. In order to underline trustworthiness, it is fundamental that the re-

search contains inclusiveness and accuracy.  

3.3.1.1 Validity 

The collected data for the research should stand for what the thesis represent, if so, then 

this thesis is showing validity according to Schegloff (1993). Meaning that, the data col-

lected from the interviews should represent the respondent’s attitudes and values. It is 

vital that the there is a relationship between the frame of reference and the data collec-

tion. In order to strengthen the validity further, Schegloff (1993) argues that it is crucial 

to use the relevancy of categorization.  
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The authors of this thesis will categorize the respondents into basis of age and work ex-

perience. Furthermore, this will help to interpret and understand the setting of the inter-

views in the analysis work. Transparency during the research is something that the au-

thors of this thesis have utilized. Reports have been handed in to the tutors frequently 

and the authors of thesis have also been open to feedback during the whole process of 

writing this thesis. 

3.3.1.2 Reliability 

According to Silverman (2004), reliability is fundamental in research in order to create 

trustworthiness. In addition, to practice reliability it is important that the discovered re-

search is standing out and is independent from temporary changes in the research area 

(Silverman, 2004). If the research is reliable, a replicate of the research will come up 

with the same results and uniqueness. However, to investigate reliability in research, 

will often show if that the gathered data is correct. Since, the gathered data and the final 

result of the research are highly correlated with each other. It is therefore vital that the 

data gathered for this thesis is of good quality. If the collected data is of poor quality, 

the result becomes misleading and incorrect.  

In order to make sure and to receive an accurate data in qualitative research, it is fun-

damental to use audio and video devises as a tool. The data that these tools can record 

and memorize is valuable for the research; the tools will also help to eliminate problems 

concerning indeterminate accuracy. Sacks (1984) suggests that the benefit of using au-

dio and video devises to recording data in qualitative research is simply that the re-

searcher can repeat the collected material over and over again. Silverman (2004) argues 

that recorded data of the interaction will provide a more detailed picture and more ac-

cessible data for the public. 

Discussing the topic of recorded data in reliability of research further, Silverman (2004) 

argues that there are three types of losses of inclusiveness of the data.  

- Temporal processes: While gathering recorded data in a qualitative research, it 

needs to be highlighted that the process is well in timing of actions. In order to 

avoid the risk of missing the timing of actions, a process called longitudinal 

study design can be implemented instead. 

 

- Documentary realities: Written documents are conducted as a domain, the do-

main constitutes the social interaction. Written documents is commonly appear-

ing as a compliment to social interactions such as telephone and interviews. 

Nevertheless, written documents can also describe and provide a full under-

standing of the telephone interaction. The written documents should be collected 

together with the collected recorded data.  

 

- Ambulatory events: During an interaction between participants it is common that 

human ambulatory appears. In which, using multiple cameras for video and au-

dio recording, can capture the ambulatory event more accurately and compre-

hensive. 

However, researchers that is performing this type of reliability can prevent these poten-

tial losses to happen, by determine well plan strategy for the data collection. 



 

 
26 

Furthermore, the researchers can also prevent these issues by imitate a reconstruction of 

these issues before starting, so they are well prepared. The authors of this thesis planned 

a strategy before the data gathering, by investigate possible issues that can appear and 

harm the reliability and validity.  

In addition, the authors of this thesis decided to utilize several theories and techniques 

in order to create reliability and validity. During the interviews, the authors of this thesis 

applied audio devises in order to record.  
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4 Empirical Findings and Analysis 

In this part of the thesis, the reader will be introduced to the empirical findings and the 

analysis of this thesis. First, some background information to the interviewed compa-

nies will be applied. Following, the results from the interviewed companies will be pre-

sented. Finally, an analysis of the adapted empirical findings will be provided.  

4.1 Background to the interviewed companies 

The authors of this thesis provided ten interviews with eight different family businesses, 

whereas the family firms are serving in various industries. The manager positions of the 

respondents distinguished from each other, since all companies are structured different; 

therefore it was difficult to find businesses with identical work titles. In other words, the 

authors of this thesis has chosen to interview a variation of family businesses, as well as 

a variation of respondents in order to receive a wide overview of how motivation is ap-

plied in different type of areas. 

4.1.1 Interviewed Companies I 

 The authors of this thesis have presented some background information about the inter-

viewed family businesses; in order to provide the reader with a hint of the chosen com-

panies. In addition, this background information was added from the family businesses 

during the interviews.   

 

Table 1: Companies I 

 

Company: 

 

Industry: 

 

Founded: 

 

CEO: 

 

Owner: 

 

Employees: 
 

Akelius Fastigheter AB 

 

Real Estate 

 

1982 

 

Pål Ahlsén 

 

Roger Akelius 

 

200 

 
Brännehylte Handels AB 

 
Manufacturing 

 
1969 

 
Kent Erlandsson 

 
Alf & Kent Erlandsson 

 
136 

 

Claes Nybergs Bil AB 

 

Car Sales 

 

1975 

 

Anders Larsson 

 

Mats Nyberg 

 

162 

 

EAB AB 

 

Manufacturing 

 

1957 

 

Per-Åke Andersson 

 

Per-Åke & Gunnar Andersson 

 

200 

 

Hallins Verkstäder AB 

 

Manufacturing 

 

1922 

 

Tommy Hallin 

 

Tommy & Christer Hallin 

 

75 
 

Hallpressen AB 

 

Informatics 

 

1865 

 

Roger Jonsson 

 

Hamrin Family 

 

446 

 

Henning Persson Förvaltnings AB 

 

Real Estate 

 

1935 

 

Max Ralman 

 

Ralman Family 

 

40 

 

Holmgrens Bil AB 

 

Car Sales 

 

1960 

 

Benny Holmgren 

 

Holmgren Family 

 

420 

 

4.1.2 Interviewed Companies II 

The table below provides an overview consisting of six parameters related to the inter-

views with the family businesses. The parameters are: Company name, number of inter-

views of each company, type of interview, date when the interview took place, and the 

duration of each interview.   
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Table 2: Companies II 

  

Company: 

Number of 

interviews: 

Type of 

interview: 

 

Date: 

 

Duration:  
  

Akelius Fastigheter AB 

 

1 

 

Face-To-Face 

 

19-April-
2012 

 

42 min 

  

Brännehylte Handels AB 

 

2 

 

Face-To-Face 

 

24-April-
2012 

 

30/30 min 

  

Claes Nybergs Bil AB 

 

2 

 

Face-To-Face 

 

25-April-
2012 

 

33/37 min 

  

EAB AB 

 

1 

 

Telephone 

 

23-April-
2012 

 

32 min 

  

Hallins Verkstäder AB 

 

1 

 

Telephone 

 

24-April-
2012 

 

27 min 

  

Hallpressen AB 

 

1 

 

Face-To-Face 

 

23-April-
2012 

 

40 min 

  

Henning Persson Förvaltings AB 

 

1 

 

Telephone 

 

25-April-
2012 

 

27 min 

  
Holmgrens Bil AB 

 
1 

 
Face-To-Face 

 
26-April-

2012 

 
37 min 

Total:                 8 10    

 

4.1.3 Interviewed Respondents  

In order to maintain the anonymously of the respondents; the authors of this thesis have 

used an alias for each respondent. The alias is first marked with “Respondent” then with 

a letter in alphabetical order from the English alphabet.  

4.2 Results from the interviewed companies 

A summary of the interviews is provided with the most essential results that the authors 

of this thesis believe have an impact on this thesis purpose. The authors of this thesis 

have chosen to present these results from the interviews as quotes, in order to avoid re-

petitive results. Since, some of the respondents provided answers that where similar to 

others. However, the similarities in some of the respondents´ answers have helped the 

authors of this thesis to clarify the purpose. In addition, all the respondents’ answers are 

processed equally, although only some of them are presented.  

The result of the findings was divided into four categories; Justice Perceptions, Motiva-

tional Factors, Characteristics of Family Business and Vision Thinking. These four cat-

egories conclude as well as answer the research questions and the purpose of this thesis. 

Important to point out is that “Vision Thinking” is within an own category in this part of 

the thesis. Instead, of being a subcategory to “Characteristics of Family Business”, 

which was the case in the theory part of this thesis. In addition, this separation is pro-

vided in order to highlight the importance of the two categories in which are essential 

for this thesis study.   
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4.2.1 Justice Perceptions  

Justice perceptions comprehend the aspects of how the non-family managers perceive 

the companies that they are working for. By asking open questions about the respond-

ent’s reason to work within their specific family business. The authors of thesis aimed 

to find out what the respondents thought about their family business, both before start-

ing to work there as well as after they started to work there. Justice perceptions include 

how the respondent’s answers to the following questions from the interviews: 

- Why did you choose to work here? Did you know that it was a family business? 

If yes, was that a reason for you to choose to work here? 

The answers distinguish between the respondents as well as the respondents did have 

different knowledge about the family business before starting to work within the organ-

ization. 

Respondent D stated that “I knew all about the company before even starting to work 

there.  I also enjoyed the fact that it is a family business, since the management team 

was known for embracing quick decisions as well as they also allow the workforce to in-

fluence in the decision making process”.  

However, respondent B argues that “I did not know that the company was a family 

business, I just noticed the fact that the organization was reaching out to recently grad-

uated individuals. I did enjoy the fact that the business had a strong local profile”.    

Respondent F stated that “I knew that it was a family business, since I have been work-

ing externally for the company.  I enjoyed the fact that the organization was going to 

continue as a family business, which resulted in that I started working for the organiza-

tion”. 

Respondent A argues that “I knew that the company was a family business, however my 

decision on working with the organization was based on the fact that the family busi-

ness was inspiring, supportive and goal oriented.  I also choose to work within the fami-

ly business, since I knew that the company is accurate with wide margins”. 

4.2.1.1 Analysis of Justice Perceptions 

Justice perceptions are created from the family’s influence within a business (Barnett & 

Kellermanns, 2006). These justice perceptions can either be positive or negative de-

pending on whether the employees was treated fair or unfair during the recruiting pro-

cess. In addition, eight out of ten respondents argued that their justice perceptions re-

garding the recruiting process was positive and therefore these respondents received an 

encouraging view of the family business. However, two out of ten respondents stated 

that they were treaded unfair during the recruiting process and therefore they received a 

negative view of the family firm in which could have lead to bad performance (Barnett 

& Kellermanns, 2006). Furthermore, the justice perceptions can be divided into three 

different categories, which all relates to how the non-family manager perceived the fam-

ily business during the requirement process. These categories that Barnett & 

Kellermanns (2006) explains can also be found in the respondent’s justice perceptions.  
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The authors of this thesis assume that the procedural of justice perception appeared sev-

en out of ten times, and the distributive justice perception appeared one out of ten times, 

and lastly the interactional justice perception appeared two out of ten times. In addition, 

the assumption is based on the respondents as well as the model of Barnett & 

Kellermanns (2006) in Figure 2.5.     

Furthermore, several of the respondent’s argument for working within a family business 

has its base in Astrachan & Carey (1996) model of family business universe (see Figure 

2.4). The first category in the model is supported by respondent A, since the owner of 

the family business has fully control of the firm due to the fact that he has a strategic 

position of the business, although he is not managing the firm. In addition, the second 

category is supported by respondent I, because the owner of the family business has a 

strategic position of the firm, at the same time as he also is acting as a manager within 

the business. At last, the third category in the model by Astrachan & Carey (1996) is 

supported by respondent H, since the family business is not only lead by one owner, 

leader or manager. Instead, the family firm is directed by several family members in 

which all have their thoughts and opinions about how to run the family business.  

The authors of this thesis assume that all the respondents can be related to Maslow’s 

Hierarchy of Needs and the fifth step in the hierarchy, which is the need for “Self-

actualization”. Since, all the respondents were within the thought of mind whereas they 

tried to “become more and more what one is, to become everything that one is capable 

of becoming” (Maslow, 1954, p. 22). In addition, the authors of this thesis therefore as-

sume that the first four stages within Maslow´s Hierarchy of Needs are achieved by all 

of the respondents. Since, the authors of this thesis received the impression of that all of 

the respondents had a stable and healthy life situation. The assumption is based on some 

open questions that were asked during the interview as well as on Maslow’s Hierarchy 

of Needs.   

4.2.2 Motivational Factors 

Motivational factors include the respondent’s answers to the following questions from 

the interviews: 

- What motivates you in your work? How important are financial considerations? 

Are there other aspects, if so, which ones? 

o Have the special culture that occurs within the family business a positive 

or negative impact on motivation? 

- What is required for this company to motivate their employees? 

o What motivates you as a non-family manager to continue working within 

the family business? 

The answers to these questions differ widely from the respondents, whereas several mo-

tivational factors where mentioned as the main reason to why the respondent work with-

in a family business.   

Respondent D states that “I think that financial aspects does effect the motivation, how-

ever the opportunity to effect the family business decision process and the liberty to 

work under the owner of the company is motivation in itself. The most important moti-

vational factor for me is the chance to influence the culture of the family business, 

through the decision making process”.   
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Respondent E supports respondent D statement; whereas the respondent argues that 

“The culture within a family business is what motivates the employees the most. Espe-

cially, if the owner have a relaxed profile in the sense that they allow the employees to 

work freely, although the workforce have clear instructions in how to perform their 

work”. Furthermore, respondents E also argue that “The financial aspects, such as in-

centives and salary, have an influence on the motivational factor, although this is not 

the main reason for working within the family business”.  

Respondent C states that “The most important motivation factor is the challenge that 

the job offers as well as the job also has diversified tasks. In other words, neither the fi-

nancial aspects nor the culture of the family business has influenced my decision to 

work within the organization”.  

Furthermore, respondent C also argues that “The financial aspects are rather de-

motivating then motivating, since the salary is not that large. Therefore, the tasks and 

the challenge of the job have a vital impact in the motivation factor of this job”.  

Respondent J argues that “Responsibility and the opportunity to influence the family 

business decision making process and future are vital factors in order to be motivated 

as an employee. Since, these factors are important in order to receive a higher salary; 

the financial aspects are therefore an indirect motivational factor, because it reflects an 

employee’s performance”. 

4.2.2.1 Analysis of Motivational Factors 

According to Herzberg et al., (1959) there are several motivational factors that affect the 

job performance as well as the job satisfaction for the employees within an organization. 

In addition, eight out of ten respondents argued that the financial incentives are only an 

indirect motivational factor. Instead, the challenge as well as the tasks provided within a 

job was what truly motivated the respondents.  

Furthermore, all the respondents argued that they are motivated by having the oppor-

tunity to be part of the decision making and by having the opportunity to influence the 

future culture within the family business. In addition, these motivational factors are 

supported by Kovach (1995) in which argues that employees rather appreciates an inter-

esting job with challenging tasks then receiving a higher salary.  

Nohria et al., (2008) supports the argument above by stating that organizations must de-

sign jobs that are interesting, meaningful and challenging in order for the employees to 

increase their motivation as well as the performance within the business. Moreover, 

Herzberg (1968) also argues that motivational factors are needed in order to increase the 

employee’s performances as well as employee’s satisfaction. In other words, the finan-

cial incentives only effect the employee’s motivation in the short-run. It is therefore vi-

tal for all organizations to motivate their employees by providing them with challenging 

tasks as well as by offering them the chance to influence the business, in order for the 

organization to have a motivated as well as a satisfied workforce in the long-run.   

According to Osterloh & Bruno (2000) the idyllic incentive system for extrinsic motiva-

tion is pay-for-performance. While, intrinsic motivation occurs when an activity is un-

dertaken for ones direct satisfaction need as well as it is required for challenges that is in 

need for creativity.   
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Nevertheless, balancing intrinsic motivation and extrinsic motivation is important in or-

der to achieve organizational goals, since employees are motivated both intrinsically as 

well as extrinsically. In addition, two out of ten respondents highlighted the fact that 

motivation must be implemented both by providing the employees with interesting and 

challenging task as well as by providing the workforce with financial incentives. The 

respondents also stated that motivation through financial incentives could be a short-

term motivational factor, while the design of interesting and challenging task can be a 

long-term motivational factor. 

Poza (2010) argues that is vital to have a unity within a family business. Since, the per-

formance of the family business can be increased, due to the familiar relationship within 

the firm. Furthermore, the unity strengthens the philosophy of continuing the family 

firm. This theory is supported by one of the respondents in which argued that the rela-

tionship with the CEO and the owner of the family business is vital in order to be moti-

vated as a non-family manager.  

Furthermore, all the family businesses that were interviewed are private owned. The fi-

nancial incentives that were implemented did therefore not include ownership. This was 

strengthening when all of the respondents did argue that they received financial incen-

tives, although not related to any shares of the company.    

4.2.3 Characteristics of Family Business 

The characteristics of a family business and whether these characteristics are positive or 

negative for a family member is clarified in the following questions that was asked to 

the respondents, whereas the questions are: 

- Advantage and Disadvantage of working in the company? 

o Advantage and Disadvantage of working as a non-family manager within 

a family business? 

- Characteristics of a family business: 

o What is the reason/special features to work within a family business? 

o What incentives are available to work within a family business? 

o Do you think that these incentives differ between family and non-family 

managers? 

The answers to these questions distinguished since the majority of the companies oper-

ate in different industries. Nevertheless, there are some answers in which reflect each 

other. 

Respondent E states that “The positive aspect of working within a family business is 

that the company becomes more as a large family. Meaning that, the relationship with 

the owner is more friendly and relaxed”. Furthermore, respondent I also states that 

“The flexibility and the short decision making process within a family business is an-

other vital aspect in order to have a positive family business”.  

Respondent A supports respondent J, in which argues that “One positive aspect is also 

that the solidity within the family business is more than stable. Meaning that, the family 

business is prepared, in case of a crises or fluctuation within the world economy”.  
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However, respondents B argues that “A negative aspect within a family business is that 

one must have a perfect relationship with the owners, otherwise one will have a hard 

time in the company, which provides a sense of abuse of power”. 

Furthermore, respondent D also argues that “The last word is always said by the owner; 

therefore a no is always a no, in times of decision making”. Nevertheless, respondent I 

states that “The owners focuses too much on details, rather than on the more important 

questions within the company”. Respondent H argues that “The most negative aspect in 

working within a family business is that it is nearly impossible to reach the top”.    

The financial incentives differ between family members and non-family members with-

in a family business since the family members have the possibility to earn dividends. 

Respondent H stated that “There is a major difference in salary between a family mem-

ber and a non-family member even though they have the same job”. Respondent F ar-

gues that there is a difference in financial incitement between family members and non-

family members, since “Non-family members do participate in bonus programs, while 

family members receive dividends”. 

4.2.3.1 Analysis of Characteristics of Family Business 

The authors of this thesis assume that working within a family business has both its ad-

vantages as well as its disadvantages; the respondents of this thesis study emphasize the 

advantage of family atmosphere in the company. In context, this means that the family 

business reflects their values and a behavior towards their employees in a positive way, 

as well as it creates unity (Poza, 2010). This advantage is strengthen by Schein (1987) 

in which argues that the family business has unique values and behaviors that non-

family managers can adapt. Furthermore, seven out of ten respondents highlighted the 

importance of short decision making processes that exists within the family firms.  

The short decision making processes can be related to the zero-sum dynamics that often 

is used by family businesses (Poza, 2010). In addition, this can be correlated to the posi-

tive financials that the family firms usually contain, according to three out of ten re-

spondents.  

 

Concerning the decision making process, all the respondents had only positive thoughts 

about it. The opportunity to influence the process was preferred by these respondents, 

and considered as a motivational factor. Chua et al., (2003) proves that it is vital to in-

volve non-family manager into the decision making process within a family business. 

Since, the non-family manager is part of the firm, it is therefore important to include the 

manager in the future process of the family business. In addition, Tyler & Blader (2000) 

suggests that the decisions should be performed from facts and rules with inputs from 

others, not just from a family perspective.  

 

It is noticeable that seven out of ten respondents underline the uniqueness of continuity.  

Meaning that, the family business has the intention to let the business remain within the 

family (Astrachan & Carey, 1996). Related to continuity is unity, in which family firms 

radiates. More or less, all of the respondents stated that the unity is essential within the 

family business, in order for the firm to perform. In other words, the unity within a fam-

ily business is part of the culture of the firm, in which is essential to understand as a 

non-family manager in order to perform well within the family business (Poza, 2010).   

 



 

 
34 

According to three out of ten respondents, there is injustice when it comes to salaries 

between family members and non-family members. The respondents argue that the fam-

ily members receives a higher wage, both fixed and variable, which is contradictory in 

respond to what the theory is stating. Whereas, Chua et al., (1999) argues that non-

family managers often are compensated more due to the expense to redundancies.  

4.2.4 Vision Thinking 

The authors of this thesis assume that the vision thinking within a family business can 

both be seen as positive as well as negative for all the employees. In addition, the ques-

tions below will provide answers on whether non-family managers are more or less mo-

tivated by the long-term thinking within a family business, whereas the questions are: 

- Long-term vision for a family business? 

o  How do you think as a non-family manager on the long-term vision that 

family business often have? Is it an advantage/disadvantage for you? 

o What do you think about the chance to take over a family business as a 

non-family manager? Do you think that is possible? 

The answers from the interviews with the respondents combine long-term thinking and 

visionary thinking. In which, all the respondents highlight the importance as well as the 

advantage of having a long-term thinking strategy within a family business.  

Respondent C states that “If there is a visionary thinking, the family business will in-

crease its performance, rather than decreasing it. Since, not containing a visionary 

thinking will inhibit the development of the family business”.  

Respondent A argues that “An advantage for the employees regarding long-term think-

ing within a family business is that the workforce knows that the company is taking care 

of the employees. Another, advantage is that the visionary thinking within the family 

business is that the organization aims to continue their company as a family business. 

The long-term thinking is therefore vital in order to keep up that visionary state of 

mind”. Respondent I argue that “The long-term thinking is positive since it leads to 

long-term decisions and wise investments, instead of short-term investments and solu-

tions”.  

Respondent G states that the long-term thinking is negative, due to the fact that “The 

requirement for performance is significantly lower, which in this case is a shame. With 

the greater focus on profitability, the company and I can develop faster and better”. 

Furthermore, the opportunity to reach the top of a family business and become the own-

er or CEO of the company is something that the respondents do not think is possible to 

achieve. Respondent A argues that “It is impossible to become the owner of a family 

business; however I do think that it is possible to become the CEO”.  

Moreover, respondent D supports this arguments and states that “I think that the chance 

of becoming the owner of the company is impossible since there is always a new gen-

eration that is willing to own the family business”. However, respondent G argues that 

“I do not believe that there are any obstacles in reaching the owner position in a family 

business, except cash, since every owner is willing to sell their company at the right 

price”.  
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Respondent F argues that “It is not uncommon for one or more employees to take over 

companies, usually in connection with generational change. The advantage is that em-

ployees are familiar with operations and its stakeholder, and the activity initially may 

be continued without major changes, i.e. if it is not necessary for the company’s future 

survival”. 

4.2.4.1 Analysis of Vision Thinking  

In order to have a motivated workforce within an organization, it is vital for the em-

ployees to understand the vision and the goals of the business (Poza, 2010). This is es-

sential, if the workforce have a hard time to increase their performance and their satis-

faction within the organization.  Since, the employees can experience a lack of clarity in 

the strategy and the diffuse plan in order to achieve growth (Chua et al., 2003). It is 

therefore important for all organizations to highlight the vision and the organizational 

goals for the workforce, in order to have motivated employees in the long-term. Fur-

thermore, eight out of ten respondents argue that the long-term thinking within a family 

business is positive for both the organization as well as for the employees.  

Since, the long-term thinking within a family business highlight that the organization is 

aiming to continue their business, which provides the employees with a safe feeling 

about their position within the organization.  

According to Poza (2010) the visionary thinking within a business is strongly related to 

performance of the business. Meaning that, the performance of the employees can in-

crease due to the long-term vision within the family firm. In addition, the visionary 

thinking is seen as an intangible asset in which aims to create competitive advantage 

(Poza, 2010).  

Eight out of ten respondents emphasized this statement by arguing that a family busi-

ness must aim to think forward in order to increase the performance. Otherwise, if the 

vision thinking is missing, the business would rather go backwards in which means that 

the growth would decrease.    

However, two out of ten respondents believe that the visionary thinking within a family 

business is a disadvantage for the employees. Since, long-term thinking can sometimes 

be far too long, whereas it becomes impossible to reach the top of the organization. In 

other words, the visionary thinking can affect the employees negatively, especially if the 

employees are stuck with the same job tasks and responsibilities over a long time, 

whereas no career possibilities are offered. The possibility to reach the top of the family 

business becomes therefore more difficult. Furthermore, Poza (2010) supports the fact 

that vision thinking can create career opportunities. Nevertheless, the authors of this 

thesis assumes that the career opportunities are primary completed for family members 

and indirect to non-family members. That is why the authors of this thesis assumes that 

the career opportunities that the respondent´s businesses, only did concern family mem-

bers.  

Furthermore, in order to pursue the vision it is of importance that the family business is 

advocating education and engagement for their employees (Poza, 2010). In order to im-

plement the vision, the family must conduct clear information about future goals of their 

firm. In context, since eight out of ten respondents preferred the vision thinking, the au-

thors of this thesis assumes that the family businesses have conducted the vision accord-

ing to the education and engagement theory by Poza (2010).    
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5 Discussion 

In this part of the thesis, the reader will be introduced to the importance of this thesis 

study as well as limitations and future investigation for additional research within this 

thesis topic.  

The authors of this thesis argue that the chosen topic has been interesting to investigate, 

although there was not as much research performed regarding the linkage between mo-

tivation and family businesses. Previous research from Kovach (1995) states that em-

ployees are appreciating challenging tasks before receiving a higher salary. The authors 

of this thesis support this statement, although this thesis study had the aim to find more 

detailed motivational factors for non-family managers within a family business.  

In addition, the authors of this thesis assume that this thesis study can fill in the missing 

gap between motivation and family business research, from a non-family manager’s 

perspective. Since, this thesis has come up with the main reasons for why non-family 

managers are motivated to work within a medium or large sized family business. This 

thesis has also come up with characteristics that non-family managers find important in 

order to work within a family firm. The importance of financial incentives and whether 

or not this is an important factor in order to motivate non-family managers within a 

family firm, has also been clarified. 

The authors assume that this thesis study is essential for all medium to large sized fami-

ly businesses that have non-family managers within their firm. Since, this thesis has 

clarified and therefore also simplified family firm’s method of motivating their non-

family managers. In other words, this thesis has provided the medium and large sized 

family businesses that have non-family managers within their organization, with a 

“guideline” on the main reasons for why non-family managers are motivated to work 

within family firms. The authors of this thesis also assume that this thesis study can lead 

to extended research regarding the linkage of motivation and family business from a 

non-family manager’s perspective.   

Previous research within family business performed by Schulze et al., (2001) is explain-

ing that having both family members and non-family members within the management 

team, can lead to conflicts. Since, the thoughts and conclusions regarding the family 

business can vary between the members. However, the authors of this argue that this 

was not supported by the respondents in this thesis research.  The respondents stated 

that conflicts were not appearing in the management team between family members and 

non-family members, in the same context as Schulze et al., (2001) explained. In addi-

tion, these finding shows that this thesis has contributed to research that have gone be-

yond what this thesis was aiming for. 

There is much research that is left to be performed in this thesis area of study, as well as 

there also are some considerations that are to be applied regarding this thesis method of 

study. By integrating several parameters into the research of this thesis, completely dif-

ferent results can be introduced. For instance, if the target group of this thesis would 

have been different, such as by investigating non-family managers with a certain gen-

der, within a specific age group. Furthermore, another parameter that could have been 

used is if this thesis would have interviewed different companies, for instance compa-

nies within the same industry. This kind of research can have generated to different kind 

of results compared to this thesis study.   
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Lastly, the authors of this thesis believe that an interesting topic for future research 

would be to investigate if there are any differences in motivational factors between non-

family members and family members within a family business in Sweden compared to a 

family business in Australia, Mexico, and so forth. In addition, that sort of research can 

facilitate the task of applying motivational factors within a family business for owners 

and CEO: s all over the globe. 
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6 Conclusion 

In this part of the thesis, the reader will be provided with the author’s contribution to 

this thesis purpose and research questions.  

The authors of this thesis contribute to the motivational research within family business, 

whereas the main reasons for why non-family managers are motivated to work within a 

family business are: 

- The opportunity to be part of the decision making process. 

  

- The possibility to influence the future culture within a family business.  

In addition, the authors of this thesis can conclude that the financial incentives are only 

an indirect motivation factor for the non-family managers in order to work within a fam-

ily business.  

Furthermore, the authors of this thesis found that the there are more advantages than 

disadvantages regarding the aspects of working within a family business as a non-

family manager. However, the authors of this thesis conclude that non-family managers 

working within family businesses impose positive attitudes towards the unity in which 

the family business radiates.  

On the one hand, non-family managers appreciates that the family business embraces 

short decision making process through zero-sum dynamics. On the other hand, a disad-

vantage for non-family managers that can occur in family businesses is that; carrier op-

portunities are most often provided for family members. The disadvantage can generate 

a sense of injustice towards non-family managers, although the family business can then 

compensate the non-family manager with monetary benefits, due to the cost of recruit-

ing new competent people.  

The authors of this thesis can also conclude the importance of vision thinking is an ad-

vantage for non-family managers. The conclusion is based on the benefits that the vi-

sion thinking generates in form of stability, clarification of goal setting and continuity 

for the non-family managers.  

However, the authors of this thesis advocate that these advantages and disadvantage are 

the underlying criterion to the specific characteristics of a family business. These char-

acteristics constitute to the foundation of the motivational factors for why non-family 

managers are motivated to work within a family business.   
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Appendix 

Appendix: Questionnaire for Interviews 

Questionnaire: 

- Company name: 

- Number of employees at the company: 

- Name of the respondent: 

- Age of the respondent: 

- Working position of the respondent: 

- Number of years in the company for the respondent: 

- Number of years in the working position for the respondent: 

Open Questions: 

- Why did you choose to work here? Did you know that it was a family business? 

If yes, was that a reason for you to choose to work here? 

General Questions about Motivation: 

- What motivates you in your work? How important are financial considerations? 

Are there other aspects, if so, which ones? 

o Have the special culture that occurs within the family business a positive 

or negative impact on motivation? 

 

- What is required for this company to motivate their employees? 

o What motivates you as a non-family manager to continue working within 

the family business? 

General/Specific Questions:   

- Advantage and Disadvantage of working in the company? 

o Advantage and Disadvantage of working as a non-family manager within 

a family business? 

- Characteristics of a family business: 

o What is the reason/special features to work within a family business? 

o What incentives are available to work within a family business? 

o Do you think that these incentives differ between family and non-family 

managers? 

- Long-term vision for a family business? 

o  How do you think as a non-family manager on the long-term vision that 

family business often have? Is it an advantage/disadvantage for you? 

o What do you think about the chance to take over a family business as a 

non-family manager? Do you think that is possible? 

 


